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Place Branding... Nations...Cities...
Audiences
London Real Estate Marketing Challenge
Offices and Business Centres
Shopping Centres
Creating Communities

Creating Places where people want to be
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We add value to assets" "
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What we do - Real Estate



Urban Development Trends...
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

Courtesy of C.F. Møller and DinellJohansson

Collaborative Architecture Convergence of public & private space 

Green Transformation

Paragon Corporate Housing

Low & mid-rise affordable
housing solutions

Source: http://architizer.com/blog/trends-of-2014/

Philadelphia Parks Program

3D Printing Buildings

Credit: 3D Print Canal House

A rammed earth zoo in New Zealand by Assembly Architects Limited. http://www.standard8.com/img/exhibitions/projects/cs7_icrc_perspectives_1.jpg



...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 …

Sustainability & Design



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

Sustainability & Design



Steel & Glass Buildings

Source: http://blog.cat.org.uk/2013/01/29/sustainable-architecture-future/

Source: http://www.ecofriend.com/eco-architecture-project-green-a-sustainable-mixed-use-development-for-austin.html

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

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





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

Creating Places Where  People Want to be



Nation Branding
        
Audience Challenge: Commercial...political...social...
...stake holders...vested interests...individuals...
Engaging diverse international & local audiences.



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

City Branding



City Branding



”When a man is tired of London, he 
is tired of life; for there is in London 
all that life can afford.” 
Samuel Johnson

“There’s nowhere else like 
London. Nothing at all, 
anywhere.”  
Vivienne Westwood

“I’m leaving because the 
weather is too good. I hate 
London when it’s not raining.” 
Groucho Marx

If you’re curious, London’s 
an amazing place. 
David Bailey

London is a roost for every 
bird - a modern Babylon 
Benjamin Disraeli

London has become the libel capital 
of the world.
Richard Dawkins

A worldwide hub -  
“the capital of capitals”

London is a fantastic creator of jobs. 
Boris Johnson London has the greatest serious 

music that you can hear any day of 
the week in the world 
David Attenborough

London...brand perceptions 
A megacity that defies the simple definition



 
A mix of globally recognised architectural landmarks
Full of contrasts - old/modern, traditional/radical

London architecture



London...Brand Icons
Diverse & quirky mix : 
Human...Transport...Communication...Heritage
Innovative...Reinvented...Timeless...Obselete...



London Creative Branding
Knowledge...Culture...Art...



Social & Functional Analysis of London, 1943London, 1746

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

History... New zones 



Many outer London 
boroughs are artificially 
branded neighbourhoods. 

They don’t pass the “I come from...” 
 test- the sense of place

London...Brand Attributes
Neighbourhoods?



Outer London  
Boroughs identity crisis? 

Rebranding/reinventing 
themselves in attempt  
to differentiate and 
create stronger  
sense of place

London boroughs...Brand Attributes?
The outskirts - names not places!



Audiences ...
Consumers... Citizens 

Changing needs and Aspirations



Connecting Challenge
Millennials



Connecting Challenge
Engaging...Inspiring...Informing





London Consumers...Citizens 			     Population Drift and Diversity 

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



Real Estate Marketing Challenges

Creating visions
Projecting a lifestyle
Selling a sense of place ….



Real Estate Marketing - London Property Mania



Property TV Shows 		                “Media Property Porn”



Real Estate Marketing - London Property Media



Previous buildings

Creating A Vision  
Replacing post-war buildings



Selling Design... Lifestyle
Architectural Branding. Aligning architecture and brand together



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.

Place Branding - 
Creating a traditional sense of place. ”New heritage”



Place Branding - “More London”
Creating a totally new sense of place 



Place Branding - “More London”
Creating new city spaces 



Place Branding - Using location geography



 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.

Place Branding - Aspirational messages



Place Branding - Art and Architecture
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.



Community Branding - For “OWLS”
Creating a sense of place and involvement

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.

ORDINARY WORKING LONDONERS



London Architecture / Modern Icons... 

- Offices...Business Centres...
- Mixed Use Real Estate
- New market dynamics
- Employer brand challenge



Buildings as brands... Multi Level Public Porosity... Mixed Occupancy
The Shard    ‘Cheesegrater’     ‘Walkie talkie’ 



The Shard - London landmark 
Architect: Renzo Piano 



•	 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
Retail space, offices and wintergardens, international restaurants, 
Shangri la hotel and spa, exclusive residences, public observation 
galleries

The Shard- a Vertical City



The Shard - an Iconic Place brand



London Bridge Quarter - A destination place brand



The Leadenhall Building - “The Cheesegrater”
Architects: Rogers Stirk Harbour + Partners



The Leadenhall Building 

- 737ft 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



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



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

20 Fenchurch Street - The Walkie Talkie 
(for a while the Walkie Scorchie!)



20 Fenchurch Street - The Sky Garden
A park in the sky?



The London Eye - City brand icon
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 on it”. 
Richard Rogers



The O2 Arena - The Millenium Dome

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



Offices come in all shapes and sizes!
- ‘Life is work, work is life’



Offices come in all shapes and sizes!
- Work, rest, playlounges... hubs... mini branches... financial spas... cafes... chill out zones... community centres... play 

areas... supermodern... high fashion... retro... traditional... relaxing... stimulating... styled like shops... 
homes... conservatories... airports... nightclubs... libraries... boutiques...



The Consumer Driven Office

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

The Consumer Driven office



The Consumer Driven Office - Tea Building London

Images courtesy of Derwent London

The New ‘A’ Class

The Consumer Driven office
Tea Building London The new ‘A’ Class



Business Centre Brands - Creating Tenant Communities



Business Centre Brands - Creating Tenant Communities
Integral, Moscow



Group M - Differentiated “Worlds”

• Group M 
• MEC
• Maxus
• Mindshare 
• Mediacom

5 levels... 9,500 sq metres

“Legenda Tsvetnogo” Business Centre, Moscow

Group M - Differentiated Worlds



Group M  -  Group M - Differentiated Moscow Agency Workplaces



Before & AfterGroup M  -  Before and after...
Before and after...  Brand engagement
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New Values... New Environments

HSBC 



· Branded o�ce workplaces

·  To engage... to motivate...

· 750 o�ces 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 o�ces, data  
 centres, call centres

New values – new environment
HSBC - New values - new environment 



HSBC - New values - new environment 



Shopping Centres

Where people want to be... again and again



Shopping centres are destination brands

The Challenge: 
To achieve a synergy of branding,marketing and visitor experience
Positive Differentation... Delivering the Promise... Optimising Resources  

Brand Equity = Image and Reputation = Capital Value 
Your brand is an asset... that needs to nurtured and managed

Shopping centres are destination brands



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.

Before

After

Boulevard



Brand Concept & Digital Marketing 
Boulevard Fashion Blog 



“Exceptional place brand experience”



A vision to turn a sterile site into a first choice place to be...

Before we started...



The vision realised...



 

The final logo and message  
“ Always Different, Always Yours”
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Вход в метро

Центральный тотем

Рекламный тотем

Пространство для проведения 
мероприятий

Обзор местности
Site Overview

Creating a community destination hub...



bus stops

stage

seating

raised viewing 
levels

tenant totem

tenant totem

retail units

metro

SCG LONDON
8 Plato Place
72-74 St Dionis Road
London SW6 4TU

t +44 (0) 20 7371 7522
www.scglondon.com

SITE LAYOUT PLAN
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INFO

EntranceTo the shops
EntrancePay Station

Please Pay Here.

Car Park Tarif:
upto 2 hours Free.-

2-3 hours 75.-

3-4 hours 150.-

4-6 hours 500.-

6+ hours 750.-

Please pay for parking
at Pay Stations before
exiting the Centre

ELEVATED SECTION A-A

Plan Legend - Car Park Level 1 A

A

B B

Plan Legend - Car Park Level 2 A

A

B B

Thank You.

Парковка 
Car Park Section, Plan and Entrance Principles
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M
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M
ZONE

M
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M
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M
ZONE

M

ZONE

C
ZONE

C

ZONE

C

Длинная Секция 
Long Section
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EntranceTo the shops
EntrancePay Station

Please Pay Here.

Car Park Tarif:
upto 2 hours Free.-

2-3 hours 75.-

3-4 hours 150.-

4-6 hours 500.-

6+ hours 750.-

Please pay for parking
at Pay Stations before
exiting the Centre

ELEVATED SECTION A-A

Plan Legend - Car Park Level 1 A

A

B B

Plan Legend - Car Park Level 2 A

A

B B

Thank You.

Парковка 
Car Park Section, Plan and Entrance Principles
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Creating effective zoning



Distinctive architecture - local landmark



Distinctive architecture - local landmark
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Website
Homepage
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Website
Content pages

Company Information  |  Terms and Conditions  |  Privacy Policy  |  Site Map  |  Customer Enquiry  |  Disclaimer  © 2009 Kaleidoscope  All Rights Reserved. 

Sign UpNewsletter     GOSearch

Company Information  |  Terms and Conditions  |  Privacy Policy  |  Site Map  |  Customer Enquiry  |  Disclaimer  © 2009 Kaleidoscope  All Rights Reserved. 

Opening Times
Monday 9.30am – 8.00pm

Tuesday 9.30am – 8.00pm

Wednesday 9.30am – 8.00pm

Thursday 9.30am – 8.00pm

Friday 9.30am – 8.00pm

Saturday 9.00am – 8.00pm

Sunday 11.00am – 5.00pm

Bank Holidays 10.00am – 6.00pm

Three Musketeers
Rated: 12A
Release Date: 12/10/11
View Trailer

Rated: U
Release Date: 07/10/11       
View Trailer

The Lion King 3D

Find out more here 

What’s on Coming Soon 

Catch up on our exclusive winter 
catwalk show and behind the
scenes action from Karen Millen.

Catwalk
Show

Book Now

Book Now

Anonymous
Rated: 12A
Release Date: 28/10/11 
View Trailer

Rated: TBC
Release Date: 04/11/11
View Trailer

Tower Heist

Book Now

Book Now

At vero eos et 
accusamus et iusto 
odio dignissimos 
ducimus qui blanditiis 
praesentium volupta-
tum occaecati 
cupiditate 
provident.Similique 
sunt in culpa qui.
 
READ MORE

At vero eos et 
accusamus et iusto 
odio dignissimos 
ducimus qui blanditiis 
praesentium volupta-
tum occaecati 
cupiditate 
provident.Similique 
sunt in culpa qui.
 
READ MORE

At vero eos et 
accusamus et iusto 
odio dignissimos 
ducimus qui blanditiis 
praesentium volupta-
tum occaecati 
cupiditate 
provident.Similique 
sunt in culpa qui.
 
READ MORE

Menu Events

Cinema 

Kaleidoscope Mall

Tenants

Gallery Brands

Services

Leisure and Entertainment

Photo Gallery

Videos

Write a letter

Getting Here 

Contact

Leisure

Ice Skating

Bowling

Kids Club

Company Information  |  Terms and Conditions  |  Privacy Policy  |  Site Map  |  Customer Enquiry  |  Disclaimer  © 2009 Kaleidoscope  All Rights Reserved. 

Sign UpNewsletter     GOSearch

Company Information  |  Terms and Conditions  |  Privacy Policy  |  Site Map  |  Customer Enquiry  |  Disclaimer  © 2009 Kaleidoscope  All Rights Reserved. 

Opening Times
Monday 9.30am – 8.00pm

Tuesday 9.30am – 8.00pm

Wednesday 9.30am – 8.00pm

Thursday 9.30am – 8.00pm

Friday 9.30am – 8.00pm

Saturday 9.00am – 8.00pm

Sunday 11.00am – 5.00pm

Bank Holidays 10.00am – 6.00pm

By Metro

 accusamus

 dignissimos 

 ducimus qui 

 blanditiis 

 praesentium 

 voluptatum 
          

By Car
At vero eos et accusamus et iusto odio 
dignissimos ducimus qui blanditiis 
praesentium voluptatum occaecati 
cupiditate provident.Similique sunt
in culpa qui.    

By Bus

X59, X91, 289, 234, 500, 345, 845
At vero eos et accusamus et iusto odio 
dignissimos ducimus qui blanditiis 
praesentium voluptatum occaecati 
cupiditate provident.Similique sunt
in culpa qui.    

Walking
At vero eos et accusamus et iusto odio 
dignissimos ducimus qui blanditiis 
praesentium voluptatum occaecati 
cupiditate provident.Similique sunt
in culpa qui.    

At vero eos et accusamus et iusto odio 
dignissimos ducimus qui blanditiis 
praesentium voluptatum occaecati 
cupiditate provident.Similique sunt
in culpa qui.

Monday - Sunday
dignissimos   0.00
ducimus qui blanditiis  0.00
qui blanditiis   0.00
qui blanditiis   0.00
dignissimos   0.00
ducimus qui blanditiis  0.00

Menu Map        

Car Park Rates       

Getting Here

Kaleidoscope Mall

Tenants

Gallery Brands

Services

Leisure and Entertainment

Photo Gallery

Videos

Write a letter

Getting Here 

Contact

Marketing channels Synergy



Kaleidoscope project overview 36

Environmental promotion
Advertising kiosk

Kaleidoscope project overview 56

Promotional - seasonal campaigns
Autumn

осенние открытия
в Калейдоскопе

Kaleidoscope project overview 53

Promotional - seasonal campaigns
Winter

Distinctive advertising image



СТАРТ

представляет:

Игра

Kaleidoscope project overview 69

Kaleidoscope characters - Skopi family
The family

S

Боулинг клуб

Билеты - Цены

Взрослый билет
(1 час) – 300 рублей
Детский билет
(1 час)- 200 рублей
Билет для членов клуба
(1 час)- 150 рублей

Добро пожаловать в боулинг

Bowling club
Мишкин клуб катания на коньках

Л
едовая А

рена

Боулинг клуб

Билеты - Цены

Взрослый билет
(1 час) – 300 рублей
Детский билет
(1 час)- 200 рублей
Билет для членов клуба
(1 час)- 150 рублей

Добро пожаловать в боулинг

Bowling club
Мишкин клуб катания на коньках

Л
едовая А

рена

Добро пожаловать на каток
Привет! Хочешь со мной покататься?
Записывайся в детский клуб катания 
на коньках «Калейдоскоп».
Вся информация на стойке регистрации.

Прокат коньков

Прокат коньков – Цены

Взрослый билет
(1 час) – 300 рублей
Детский билет
(1 час)- 200 рублей
Билет для членов клуба
(1 час)- 150 рублей

Клубная карта
Мишкин клуб катания на коньках

Клубная карта
Мишкин клуб катания на коньках

Клубная карта
Мишкин клуб катания на коньках

Л
едовая А

рена

Л
едовая А

рена

Memorable Characters



Stimulating Interiors



Dynamic easy circulation



Smolenskiy Passage, Moscow 

2009 

Challenge - Phased upgrading of a 

well known city centre venue.  Re-
planning tenant space to ‘open up’ 

complex vertical mall 

Strategy - Creating a premium 

destination for a two stage 
development programme - phased 

identity, communications, 

environments 

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. 

Smolenskiy Passage - Transformation



The ‘Before’ 

June 2009 

Smolenskiy Passage -  
скучный, захламленный и беспорядочный 



Smolenskiy Passage - построен на названии

Smolenskiy Passage reflects and communicates the special history and traditions 
represented in the name. 



Smolenskiy Passage - посыл бренда



Smolenskiy Passage - медиа точки



Smolenskiy Passage - первое впечатление



Smolenskiy Passage - First Impressions



Smolenskiy Passage - Piazza на входе 

‘A vibrant city space – 
always something happening’



Smolenskiy Passage - новая планировка

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

WC cube

Info lectern 
SPW - 5010

SPW - 5004

SPW - 5004

SPW - 5004
SPW - 5011

SPW - 5001

SPW - 5001

SPW - 5005
door info stickers to 
toilet doors

SPW - 5006

1

1

5

2
14

3

7

8

4

11

12

13

6

1

5 5 5

10

10

10
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Smolenskiy Passage - зоны активности 



Smolenskiy Passage - “New Architecture”



Riviera    New Moscow destination

1

Торгово-развлекательный центр
Открытие: VI квартал 2015

Shopping & Entertainment Center 
Opening: Q4 2015

Торгово-развлекательный центр
Открытие: VI квартал 2015

Shopping & Entertainment Centre 
Opening: Q4 2015

АвтозаводскаяТульская

Замоскворецкая

Серпуховско-Тимирязевская

76

ТРЦ «Ривер Молл» имеет отличную видимость 
и транспортную доступность с ТТК. Такое 
расположение сделает его удобным местом для 
шоппинга и проведения досуга и для пользователей 
многих других транспортных артерий города, таких 
как: улица Велозаводская, проспект Андропова, 
Варшавское шоссе и прочие.  

ТРЦ «Ривер Молл» находится между двумя 
станциями метро: Автозаводская и Тульская, 
совместный дневной поток которых составляет 
более 130 тыс. человек. От данных станций метро 
будут курсировать автобусы торгового центра.  

Непосредственно перед ТРЦ «Ривер Молл» 
размещаются две остановки общественного 
транспорта, где останавливаются 11 маршрутов 
автобусов и 4 маршрута троллейбусов. 

Параллельно с реконструкцией и застройкой 
территории ЗИЛа намечен ввод в эксплуатацию 
станции метро Технопарк в середине 2015 года,  
а также планируется строительство транспортно-
пересадочного узла Московской кольцевой 
железной дороги. Оба объекта будут находиться в 
пешеходной доступности от ТРЦ «Ривер Молл».

SC River Mall has great visibility and transport  
accessibility from the 3rd transport ring. Such a strategic 
location makes it a very convenient place for shopping 
and leisure for people using other transport arteries of 
the city, such as Velozavodskaya street, Andropova  
Avenue, Varshavskoe Highway and others.

SC River Mall is located between two metro stations: 
Avtozavodskaya and Tulskaya. These have a total daily 
traffic of more than 130 thousand people and will be 
served by shopping centre shuttles.

Two public transport stops with 11 autobus lines and 4 
trolley lines are located directly in front of SC River Mall.

In parallel with the ZIL renovation and development,  
the commissioning of a new metro station, Technopark 
is planned for mid-2015. This is in addition to the  
construction of a new transport interchange linking  
with the Moscow railway ring. Both stations will be  
located within walking distance of River Mall.

Выгодное 
месторасположение  
и отличная транспортная 
доступность
Beneficial location and excellent  
transport accessibility

Карта транспортной 
доступности
Road map

Карта метро
Underground map
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Riviera Transformation challenge  
Concrete fortress...  Regeneration catalyst



Riviera     
Creating a special sense of place
Optimising the unique river front



Riviera 
Creating a vision 



Creating communities

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”
Residential development challenge



Creating Communities not ‘ Housing ‘   

Successful Placemaking is  all about People...  
the Consumers!
Challenge : 
Creating a sense of place where people feel they belong …  
where they want to stay … a community they want to engage with 

Developers need to create the ‘ hardware ‘ -  
the physical design and attributes of the location, architecture, spaces, 
infrastructure and facilities that will be a catalyst for activating the ‘ 
software ‘ -  
the people, experiences and activities that will define and create  
an exceptional local culture and sense of identity

Market challenge



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

Creating communities not “housing”
Residential development challenge



Checklist Criteria

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

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

Adaptable Public Spaces  
…Multi functional … accessible … focal points… human scale ….

People Friendly Circulation  
…Priorities for pedestrians… cyclists… walkable …safe… ‘ streets ‘ not 
roads…footpaths…

Market challenge
Creating a Sustainable Community ….. A Successful Place Brand    



Checklist Criteria Cont...

Safety and Security 
…Natural surveillance …interesting populated spaces ….

Local Facilities  
…. For all ages and interests …. social life ….health….education…

Resident Integration  
….Mix of social groups … activities …sports …shopping … clubs…

Proactive Local Management  
…Community residents and business involved and engaged …

Wellbeing and Happiness  
… Neighbour interaction …social events…activities … day to day 
contacts...

Market challenge
Creating a Sustainable Community ….. A Successful Place Brand    



Creating Spaces as ‘ Places’ 
Optimising the spaces between buildings to …

•  enhance the visitor … resident experience 

•  encourage positiive interaction of
 people … activities …nature … landscape … facilities…. features 

• to give pleasure … recreation … a sense of well being

Market challenge
Creating a Sustainable Community ….. A Successful Place 



Meshcherskiy Park - Creating a sense of place 
Odinzovo, Russia
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ЧАСЫ РАБОТЫ

Monday 9.30am – 8.00pm
Tuesday 9.30am – 8.00pm
Wednesday 9.30am – 8.00pm
Thursday 9.30am – 8.00pm
Friday 9.30am – 8.00pm
Saturday 9.00am – 8.00pm
Sunday 11.00am – 5.00pm

Good Friday 10.00am – 6.00pm
Easter Sunday CLOSED
Bank Holidays 10.00am – 6.00pm

Summer
Starts
Here...

Home The Park Sport Nature Contact Search

Disclaimer          Park Regulations          Wbsite Policy          Home          Whats on          Tourists          Press          Business          About Us      Details     Home

About SCG London | Retail | Financial Services | Real Estate | Corporate and Employer Branding  

Lorem summeta
et iusto orem.

Lorem et iusto orem.

Lorem et iusto orem.

Real Estate: Meschersky Park: Recreation Park



Skolkova Park  Page 6

Place brand strategy
Brand Messages

Life’s simple pleasures
Our natural heritage
Nature for everyone

Enjoyment for all

The essence of the brand and the benefits pledged to the visitor

The countryside on your doorstep

Brand 
Positioning 
Statement:

A very special place

Brand PersonalityBr
an

d 
At

tri
bu

te
s

Brand Promise

Tangible features that visitors experience. 
How the brand promise is delivered.

Natural woodland 
Enhanced landscapes

Open air recreation
Sports and leisure activities

Entertainment and relaxation

The human characteristics that the brand expresses. 
The emotional connection between the visitor & the brand.

Accessible, open, welcoming
Friendly, sociable
Responsive to  moods
Diverse, interesting, exciting

Brand Platform
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Wooden structure blends in environment

Wood structure viewing platform     

Unintrusive covering

Observation structures/shelters

Observation structures/shelters

Modern Viewing tower   

Large scale structures for cafes

Pods 

Modern Cafe

Small huts or tree houses

Imaginative	architectural	structures	can	
enhance the environment and make 
the park a distinctive, memorable place.

Opportunity Examples - Architecture
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Using twigs from the woodland 

Winter ice sculpture

Wooden tree sculptures

Using branches

Winter ice sculpture

Rock	Sculptures	create	impact

Character painted logs

Colour painted logs

Hedge figures

Large interactive sculpture

Opportunity Examples - Sculpture Trail (Natural)

Creating inspiring and organic sculptural 
features out of the natural elements 
within the park - wood, snow, ice, stone.
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Colourful wind turbines (+sustainable energy source)

Interactive	for	kids With nature

Play sculptures

Small but fun

Interactive/playful

Intriguing	trail		

Large Scale impact

Scattered and random

Opportunity Examples - Sculpture Trail (Man-made)

Colourful and bold sculptures create 
impact, enhance the environment and 
can be fun
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Surreal bench

Abstract Seating

Changing long bench   

Playing with scale creating fun Melting structure

Natural Wood 

Stone painted

Hanging lightweight seating 

Relaxing	PodMarble 

Opportunity Examples - Seating

Creating	different	types	of	environments	
and atmospheres through seating – 
fun, intriguing, visually exciting, 
unexpected, unusual.
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Swings

Interactive	wall

Soft molds in the ground Large wooden playground   

Small playground

Water features

Figure/character playground

Climbing 

Opportunity Examples - Playgrounds

Playgrounds can add an important 
imaginative dimension to the space. They 
should fit well with their surroundings.
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Tree top bridges 

Sculpture trail – traditional,    

Simple wood trail Pond walkway

Viewing platform

Rope	bridge	

Woodland trail

Rope	bridge	

Opportunity Examples - Pathways

Exploring the park can become an 
adventure	through	different	types	of	
feature pathways which enhance the 
local topography.
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Opportunity Examples - Gardens

Low maintenance stone work

Cafe garden Children’s garden

Tree Tunnel Bridge Garden

Rockery	/	Wildlife garden

Open Beer garden

Stone pound work

Japanese Stone garden 

Opportunity Examples - Gardens

Gardens can be manicured or low 
maintenance, architectural or natural, 
social	places	or	quiet	retreats.	
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Opportunity Examples - Lights/Projections

Small lights wrapped around trees 

Magical	effects	

Colour projects

Sculpture with glow lighting

Lights on ground

Lights on structures Trail lights

Opportunity Examples - Lights/Projections

Lighting and projections can create 
enhanced	effects	and	a	seasonal	
atmosphere.
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Fretcut signage Woodcut signage

Simple	but	effective

Natural rock

Hedge signage

Simple		flags	can	be	used	for	direction

Message on steps

Opportunity Examples - Signage (Natural) 

Using old wood to create sign

Use of natural materials to create 
organic feel to signage that blends 
with surroundings.
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Opportunity Examples - Sigange

Banner signage

Large scale for impact

Signage can be used for interesting seating 

Small info ground panel Large scale signage

Information	on	the	groundNature info panel Impactful	and	playful

Signs that glow at night

Simple	yet	effective

Opportunity Examples - Signage 

Signage can create inspiration as well  
as communicate information.





1

ВИДЕНИЕ

CITY BRAND / THE VISION

BRAND VISION & STRATEGY 2

Freedom within security

A range of lifestyles + 
work options

A vibrant community 
in a beautiful place

A future proof development
Long term appeal.

Relevance + sustainability

A FIRST CHOICE 
LOCATION & DESTINATION

“THE FUTURE NOW”

A gateway to a better life

5 KEY DEVELOPMENT PRINCIPLES
A UNIFIED VISION FOR ACTION

THE VISION

3

ЭЛЕМЕНТЫ

OPTIMISE KEY ELEMENTS

CITY BRAND / ELEMENTS

BRAND VISION & STRATEGY 4

LOCATION 
20 minutes from central 
Moscow but a world away.

ARCHITECTURE
Fusion of contemporary, 
heritage & traditional values. 
Memorable skyline.

LANDSCAPE
Green, fresh, natural, diverse . 
Outstanding hard & soft 
landscaping.

WATER
Surrounded by water; 
the freshest part of the 
Moscow river. 
Water features: fountains, 
bridges, ice sculptures, 
skating.
Changing character & 
perspectives.
Cool, fresh, calm, reflective, 
inspirational/dynamic, 
energetic, lively.

PLANNING & 
INFRASTRUCTURE
Distinct districts.
Individual character & appeal 
within an overall coherence. 
Experience of space and quality.

ELEMENTS
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ТЕМЫ, ОБРАЗЫ, СООБЩЕНИЯ

CITY BRAND / THEMES, IMAGERY, MESSAGING

BRAND VISION & STRATEGY 14

‘New generation experience’ 
‘A new way of life’

Responsible, nurture, long term view, preserve, protect and conserve
Embracing latest sustainability and environmental values -
maximising natural light, materials and green technology
Environment, natural materials, greenery, water – 
Community
Future Proofing

SUSTAINABILITY‘A Sure Future’
‘An oasis of freedom’
‘In safe hands’

Safe, protected, watched over, cared for
Comfort, confidence, calm, seclusion, Privacy assured, no worries/carefree
Openness, freedom, liberty, unrestricted
Oasis, haven
Like minded community

SECURITY

THEMES, IMAGERY, MESSAGING

15

ТЕМЫ, ОБРАЗЫ, СООБЩЕНИЯ
DESCRIPTIVE SENTENCE FITS IN THIS SPACE

CITY BRAND / THEMES, IMAGERY, MESSAGING

BRAND VISION & STRATEGY 16

‘The future now’
‘Enter into a new world’

Realisation of the dream, 
Idyllic, ultimate, best
Opportunity beckons

DREAM
GATEWAY

‘A vibrant community’

Pulse, buzz
Spirituality, shared beliefs and values
Community hub/amenities, traditional core, central focus

HEART

THEMES, IMAGERY, MESSAGING
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СТРАТЕГИЯ БРЕНДА

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 Рублево-Архангельское signifying the location. This single image identity was however limited 
in scope, application and appeal. There was a need therefore to 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, appealing 
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.

It is 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.

CITY & DEVELOPER BRANDS / STRATEGY

BRAND VISION & STRATEGY 18

CITY BRAND

NEW DEVELOPER BRAND

OLD CITY BRAND/
OLD DEVELOPER BRAND

BRAND STRATEGY

21

CITY BRAND STRATEGY

BRAND VISION & STRATEGY 2219 BRAND VISION & STRATEGY 20

DEVELOPER BRAND CITY BRAND

CITY & DEVELOPER BRANDS / THE MARKS
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МАРКЕТИНГОВЫЕ МАТЕРИАЛЫ

CITY BRAND / MARKETING MATERIALS

BRAND IDENTITY GUIDELINES 54

Marketing materials will be produced to a high 
specification to reflect the premium offer and 
maximise the creative opportunities that all of the 
different brand elements provide. There will be both 
consistency in look, feel and quality, along with 
versatility in interpretation and application of 
the brand.

Some typical examples of marketing materials such 
as a special presentation pack, brochure, invitation, 
magazine/newsletter, billboard and DVD are shown 
on the following pages.

Inner page examples

MARKETING MATERIALS

RESIDENTIAL SALES BOOK

59

ПРИМЕНЕНИЕ БРЕНДА
DESCRIPTIVE SENTENCE FITS IN THIS SPACE

CITY BRAND / MARKETING APPLICATIONS

BRAND IDENTITY GUIDELINES 60

Seasonal publication

Promotional billboards Promotional DVD

MARKETING APPLICATIONS
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ПРИМЕРЫ ПРИМЕНЕНИЯ

DEVELOPER BRAND / APPLICATION EXAMPLES

BRAND IDENTITY GUIDELINES 70

Sustainability literature
Workwear

Construction hoarding

Billboard 

APPLICATION EXAMPLES

CITY ICON BRANDS

71

СИМВОЛ ГОРОДА КАК ЗНАК БРЕНДА

CITY ICONS / BRAND EXAMPLE

BRAND IDENTITY GUIDELINES 72

Within the umbrella concept of the City Brand are destination features that have icon branding status. 
These can be used to put the development on the map, reinforce a sense of place and give a unique 
personality to all aspects of the city in a coherent and integrated way.

The first of these is for one of the bridges. This icon brand reflects the dynamic bridge structure and image.

It is a distinctive and memorable mark that has 
potential for a wide variety of different uses 
and applications



Creating Brand Synergy™

t:    +44 (0)20 7371 7522  	 f: +44 (0)20 7371 8351          e: info@scg.international	    www.scg.international


