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DARING TO BE BRAVE
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12.

Final Brave Words

We talk to an industry figure who's brave approach 
is proving successful.

Changing Perceptions

We take a look at what makes a city, town or 
destination successful, analysing public spaces that 
promote people's health, happiness, and well being. 

The Sound of Music

We look into music as an effective tool to attract 
residents, develop communities and support the 
widest range of placemaking and place-development.

Stay Uncomfortable

We talk to Vicky Simmons at Mean Mail. Cards that 
are designed for those you love, and love to hate. 

The Built Environment

In this section we will take a look at what we consider 
to be brave architecture. From the Millau Bridge in 
France, to the Guggenheim Museum in Spain.

How Brave Are You?

A helping hand on how you can be brave.

18.

Brave In The Real World 

How being brave has paid off for these companies 
and people.

4.

What Brave Means To Us

From Tough Mudder to taking part in singing 
competitions, find out who at DS.Emotion has 
been brave recently.

16.

Practice What We Preach

We practice what we preach, see how we do this. 

8.

32

Being true to ourselves and leading by example we decided to take ourselves 
through our own branding process. As a result of this we established our own 
brand messages, proposition, brand essence, and values. Often, many of our clients 
will distil their brand into five or six values, however, we wanted to take this even 
further and as a result we ended up with one… Brave. We are going to explore 
this throughout this edition of Export.

How Brave Are You? Page 18

The Built Environment. Page 12

Final Brave Words. Page 24

What Brave Means to Us? Page 16

Stay Uncomfortable. Page 23

You may be wondering why this issue of Export 
has been titled brave, let us explain. As part of 
our strategic branding process, we work with our 
clients in developing brands from the ground up...
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Cadbury, Gorilla Advert

When marketing chocolate the last thing you think of 
is a gorilla playing the drums, however in 2007 this is 
exactly what the world famous chocolate manufacturer 
used to push their product and improve public opinion. 
The ad consisted of a simple, 90-second steadicam shot 
across a music studio, with Phil Collins' "In the Air 
Tonight" playing in the background. A large gorilla 
sitting at a drum kit plays along with the song's 
famous drum fill.

For the sceptics out there the campaign saw a 6% 
revenue growth in Britain, Ireland and emerging 
markets. Taking a risk really did pay off for Cadbury, 
the campaign is still highly viewed on YouTube to 
this day proving it worked beyond the conventional 
television advertising campaign. 

Co-operative, Taking a Risk

When we start to produce a new brand, nine times 
out of ten there is a desire to create something 
exciting, fresh and innovative. What if someone 
suggested to go back to an old iteration of your brand, 
what would your first thoughts be? Surely this wont 
work, we need to do something new? Co-op proved 
this wrong in 2016 by reverting to their old “clover 
leaf” logo from the 1960’s which proved to be a big 
success. Returning to a previous identity is certainly 
an unusual move for a company, let alone going back 
to one that is nearly 50 years old.

This proves that being brave in branding doesn’t 
necessarily mean reinventing the wheel, the best 
solution may be more obvious than you think. 
Co-op took a risk, but a risk that returned to its 
roots and stood for their values.

Sony Bravia, Bouncy Balls

The Sony balls bounced onto our screens back in 2005 
and, to this day, is still considered a highly powerful 
campaign, winning various awards for content and 
delivery. In an over crowded marketplace focused on 
and obsessed by the latest technical innovation Sony 
realised they would have to connect on an emotional 
level with the consumer, moving away from product 
towards a more visceral approach. Sony made the 
bold move of striking out alone. 

With their new proposition, “Sony Bravia Brings 
Incredible Colour Into Your Life”, Sony paved the way 
for a new way of thinking. Millions of brightly coloured 
bouncy balls flying down a hill at 60mph was a perfect 
way to test if their product lived up to the claims. This 
was an extremely different approach for Sony and one 
they couldn’t afford to get wrong. With the spectacle 
of the advert and overall cinematic aesthetic creating 
a buzz, the results were better than expected, enabling 
the ad to go viral before it had even aired. 

“ Rarely is one TV 
ad so utterly absurd 
and effective that it 
touches a nation, 
reshapes a brand 
and leaves advertising 
purists scrambling 
for the rulebook”

“ We thought, let’s not 
invent something 
new when there’s 
a perfectly good logo 
here”  

What was the last advert you watched and actually 
remembered? Do you remember the last marketing campaign 
you saw? Who or what has made our history books and why? 
It is highly likely that it had something that drew your attention 
and made you absorb the content, they did something different, 
whether this was shocking, emotive or humorous, in one form 
or another it was ‘brave’. The most famous campaigns and 
people stick with us, so let's look at who/what has taken 
on challenges, pushed boundaries and tackled taboos.

BRAVE IN THE REAL WORLD

Campaign Magazine,
Cadbury Advert

Ben Terrett, 
Co-ops Group Design Director,
Co-operative Rebrand



D S . E M O T I O N   —   E X P O R T I S S U E  4   •   S P R I N G / S U M M E R  2 0 1 8

6 7

Ikea - Family Friendly Print

The Swedish home furniture superpower entices 
consumers with their affordable flat pack products 
and famous meatballs. However, their advertising 
reminds us they are doing things a little differently. 
A recent campaign saw a drive to their nursery 
products in a very clever and some might say risqué 
way. Featured in Amelia magazine, one of Sweden's 
most influential magazines for women, the ad took on 
an unusual form of interactivity. Mimicking that of a 
pregnancy test, women were asked to test the paper 
to see if they would be graced with bundle of joy. If 
positive, the ad reveals a special price for the cribs. 
Whether we will be seeing this as a usual occurrence 
is yet to be determined, however approaching the 
idea with an usual twist paid off for Ikea in raising 
awareness and publicity. 

David Bowie

Bowie was a brave artist, musician and brand who 
challenged the view of what was perceived as the 
right way to act, look and dress right throughout the 
70s. He challenged the norm and was brave with his 
ever-changing image (Aladdin sane, Ziggy Stardust, 
Thin White Duke), he was not only brave in himself, 
he challenged others to be the same. By his attitude 
and by looking different, he helped others be brave 
in their own decisions and helped them bring out 
their own personalities.

United Colours of Benetton

There is no doubt that controversy can drive interest into a campaign and create a media flurry. Benetton are 
no strangers to this tactic. Whether you like their often uneasy advertising campaigns or not, one thing they 
certainly do is stick in the mind. Isn’t this the most important aspect of any marketing? Maybe their marketing 
is one step too far for the average campaign however, we can most certainly take inspiration from their bravery, 
we just don’t want to get our campaigns banned! 

“ We did not create our 
advertisements in 
order to provoke, but 
to make people talk, 
to develop citizen 
consciousness” 
Luciano Benetton,
United Colours of Benetton

Continued
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Hilton - The Boss Baby 

In the summer of 2017 our client Hilton partnered 
with the box office hit ‘The Boss Baby’. Their affiliation 
with the DreamWorks film was to push their offer 
of 'great family deals'. The hotel was very much 
perceived as a business hotel, they set out to change 
this attitude. As part of our brief we were supplied 
with animation files from DreamWorks in LA which 
where then overlayed onto footage we shot in their 
Manchester and London hotels. In terms of a brave 
campaign, this most certainly was for us, as we pushed 
the usual boundaries we are used to working with. 
There was a long process to get the videos signed 
off, however, in the end, when all went live, the videos 
had an excellent result for Hilton. We were shortlisted 
at the Northern Digital Awards for the films. Hilton 
received unprecedented click through rates.
 

Airport City 

When approached to propose a branding solution for the £800m Airport City, providing five million sq ft of 
accommodation and one of the most exciting business destinations in development, we knew a typical static 
solution just wouldn’t cut it. We created a brand story to articulate the vision and the promise, and proposed 
a brand identity that never stood still. Whilst our concept used a recognisable shape and form it would always 
be slightly different in its execution, adaptable - just like Airport City itself.

New Manchester Development

We were commissioned to brand a historical building 
development in the centre of Manchester. The building 
had a rich history in music culture and warranted a 
campaign that would set it apart from other residential 
developments. A very brave campaign was created. 
Watch this space!

Metquarter Christmas 

Christmas is one of the busiest times of the year for any retailer. It is the time of the year where all opportunities 
to speak to the customer should be pushed. Metquarter approached us to create a Christmas campaign that 
would cut through the flooded marketplace. It had to be different, it had to be brave. 

Our concept was to create a high end Santa’s Workshop, the campaign line “Where Christmas is Made” was 
formulated. With endless discussions as to how we execute this from making stage sets, to videos, we decided to 
create the workshop virtually. This was new territory for us, however with some strategic planning and numerous 
sketches, the Metquarter Workshop was created. For us, this was a brave approach as it was something we had 
not done previously and meant our investment in time had to deliver first time! 

The results were just as we had hoped and the client agreed. It gained huge traction not only online but in-store, 
through the press and in outdoor media. Now we just have to top it for Metquarter's Christmas 2019 campaign! 
Ideas welcome. 

We love to push the boundaries 
of creative output, here are 
some of our campaigns where 
we have been brave. 

PRACTICE
WHAT WE PREACH
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Towers Business Park, Didsbury

During a briefing session to create a new campaign 
for Towers Business Park, the client explained that their 
vision was to create something very different from 
the typical perception of a business park. Somewhere 
with life, character, community and activity. We have 
implemented various Place Activation programmes, 
and with this, their vision has been achieved. It was 
just one comment in the briefing where they said 
"in fact Towers is not a business park" and that was 
it, the idea was born and the campaign came to life, 
a simple yet powerful statement that makes you want 
to find out more. 

Sixteen Real Estate

When a team of respected property consultants 
decided to leave the various practices they worked 
for and set up on their own they came to us to create 
their name and brand positioning. What was clear 
is that their offer was to be different and therefore 
they wanted their brand to be different and certainly 
not take the predictable route of using a combination 
of their surnames. As we talked and listened it struck 
us that many of their decision and actions for creating 
their business happened on the 16th of any given 
month, from the day it was first floated as an idea, 
to the day they handed their notices in, and in turn 
the day on which they went live with their business, 
were all on the 16th day of the month. Sometimes the 
best ideas are right in front of you, you just need to 
take the time to spot them. Their name is now always 
a talking point with new clients.

SOYO

Both ourselves and our clients Caddick had a shared 
vision for a stand out new culturally focussed 
destination for Leeds, something that would set the 
bench mark for the future, not only for the Leeds 
market but beyond. It couldn’t be another ‘something 
quarter' or ‘something place’ second best to 
Manchester/London. It needed to stamp its authority 
and bring the culture of Leeds to life on a national 
and international stage.

SOuth of where YOrk Road meets New York Road, 
SOYO was born - Bold, defining and something fresh 
for Leeds.

Spring

When we approached this residential development 
in Manchester we set out to be bold and brave. 
The development was centred around a large green 
open space. However, instead of taking the obvious 
‘green’ approach the decision was made to be different 
and create a stand out brand. Spring.

THIS IS NOT
A BUSINESS 
PARK

Continued
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Fallingwater, USA

Tucked away in the sleepy forests of Southwestern 
Pennsylvania sits one of the world’s most famous 
buildings: Frank Lloyd Wright’s Fallingwater. 
Commissioned by wealthy department store owner 
Edgar J. Kaufmann and completed in 1937, the 
home’s cantilevered tiers hang suspended atop 
a 30-foot waterfall.

Wright didn’t just design Fallingwater — he also 
custom-designed its furniture. Around half of the 
furnishings were built into the house, which Wright 
said made them ‘client proof’.

Heydar Aliyev Centre, Azerbaijan

Designed by Iraqi-British architect Zaha Hadid and 
named after Heydar Aliyev the first secretary of 
Soviet Azerbaijan from 1969 to 1982, and president 
of Azerbaijan Republic from October 1993 to 
October 2003. Extending on eight levels, the centre 
accommodates a 1000-seat auditorium, temporary 
exhibition spaces, a conference centre, workshops, 
and a museum.

In 2014, it won the Design Museum’s Design of the 
Year Award 2014 making Zaha Hadid the first woman 
to win the top prize in that competition.

1 3

We love it when our clients are 
brave, it’s what excites us and 
we’ve seen successful results 
with marketing campaigns 
when boundaries have been 
pushed. We also take inspiration 
from projects that have stood 
out from the crowd. Here are 
a few of our favourites in the 
world of brave architecture. 

Irvine Sellar on the Shard Development

"I knew when I took 
this project on that it would 

be like going a full 12 rounds 
in the boxing ring"

A 95 storey skyscraper designed by Renzo Piano and built by Irvine Sellar. At 309.7m (1,016 ft) it's the tallest building 

in the European Union and the fourth tallest building in Europe. The Shard's construction began in March 2009; 

it was topped out on 30th March 2012. The tower's privately operated observation deck, The View from The Shard, 

was opened to the public on 1st February 2013. This building is particularly close to our hearts as we are currently 

undertaking a brand refresh for The View from The Shard and will be launching a new marketing campaign 

for it very soon to drive even more UK and International visitors to this exceptional visitor attraction.

La Villa Savoye, France 

Located in Poissy on the outskirts of Paris, La Villa 
Savoye was designed by Swiss-born, Charles-Édouard 
Jeanneret (1887-1965), known as Le Corbusier, who 
was part of the Parisian avant-garde. Le Corbusier 
developed a set of architectural principles that dictated 
his technique, which he called "the Five Points of 
a New Architecture" considered to be most evident 
in La Villa Savoye.

Originally built as a country retreat on behest of the 
Savoye family it is the last in Le Corbusier’s white 
villa cycle and perfectly encapsulates the Modernist 
architectural vocabulary. Abandoned, it was restored 
by the French state from 1963 to 1997. It was listed 
as an historic monument in 1964 when Le Corbusier 
was still alive, an extraordinarily rare occurrence.

T H E  B U I L T
E N V I R O N M E N T

The Shard, London

" Tucked away in the 
sleepy forests of South-
western Pennsylvania 
sits one of the world’s 
most famous buildings" 
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Millau Bridge, France 

Opened in 2004, Norman Foster's magnificent 
motorway bridge over the Tarn Valley at Millau has 
established itself as one of the must-see modern 
monuments in France. It is the world's highest multi-
span bridge (the deck is 900 ft above the valley floor 
at its deepest) and the longest suspended bridge in 
the world.

The roadway over the Millau bridge is 2.46 km long, 
and weighs about 36,000t; it is the longest cable-stayed 
bridge deck in the world. The six central spans are 
each 342m in length. The bridge took just three years 
to build.

Guggenheim Museum, Spain

Designed by American architect Frank Gehry, the Guggenheim Museum Bilbao building represents a magnificent 
example of the most ground breaking 20th century architecture. With 24,000m2, of which 11,000 are dedicated 
to exhibition space. Inaugurated on 18th October 1997 by former King Juan Carlos it sits alongside the Nervion 
River and is one of several museums belonging to the Solomon R Guggenheim Foundation. The museum 
made both its architect Gehry and the Basque city world-famous. Its achievement, measured in much-repeated 
metrics of visitor numbers and economic uplift, in global recognition and media coverage, in being, in effect, 
an Instagram sensation long before anyone knew what that might be, is prodigious.

Antilia, Mumbai

Named after the mystical city in Atlantis, Antilia is 
a private home in South Mumbai, India. It is owned 
by Mukesh Ambani, chairman of Reliance Industries 
and has a staff of 600 to maintain the residence 24 
hours a day.

As of November 2014, it was deemed to be the world's 
most expensive residential property, after Buckingham 
Palace, valued at over $1 billion. Its controversial 
design and ostentatious use by a single family has 
made it famous across the world, with severe criticism 
in the architectural press and mockery in popular 
media. A towering skyscraper that reaches 550 ft with 
over 400,000 sq ft of interior space against the Mumbai 
skyline and next to some of the most poorest slums in 
the world. The opulent residence completed a four-
year construction process in early 2010.

1 5

Big Bend, New York 

Oiio Studio, has designed a U-shaped tower called 
the "Big Bend" that aims to become, what Oikonomou 
calls, "the world's longest building". If you were to 
measure from end to end of the U, it would total 
approximately 4,000 ft. 

The residential building would be located on the 
southern border of Central Park, an area known 
as "Billionaire's Row."

Pantheon, Italy

Even today, almost 2000 years after its construction, 
the breathtaking Pantheon is a remarkable building 
to see. The Pantheon is the only structure of its age 
and size that has successfully survived the damage 
of time and gravity. The dome was the largest in the 
world for 1300 years and until today it remains the 
largest unsupported dome in the world! The diameter 
of the dome is 43.30m (142 ft).

The 16 massive Corinthian columns supporting the 
portico weigh 60t each. They are 39 ft (11.8m) tall, 
5 ft (1.5m) in diameter and brought all the way from 
Egypt. These columns were dragged more than 100 
km from a quarry to the Nile river on wooden sledges. 
They were floated by barge down the Nile River when 
the water level was high during the spring floods and 
then transferred to vessels to cross the Mediterranean 
Sea to the Roman port of Ostia. There, they were 
transferred back onto barges and pulled up the Tiber 
River to Rome.

The Tower, Dubai 

The first foundation stone of the new structure 
known as The Tower, which will surpass Dubai’s 
828m (2,716 ft)-high Burj Khalifa (currently the world’s 
tallest building), was laid out by Dubai ruler Sheikh 
Mohammed bin Rashid Al Maktoum at Dubai Creek 
Harbour in October 2016.

The Tower, which will form the centrepiece of the 
3.7 square mile Dubai Creek redevelopment project, 
will be "a notch taller" than the Burj Khalifa, Mohamed 
Alabbar, the chairman of Emaar Properties, the same 
company behind the Burj Khalifa, revealed. The 
developers are aiming to complete its construction 
before the Dubai World Expo in 2020.

The new Dubai tower was designed by Spanish-Swiss 
architect Santiago Calatrava Valls. Highlighted features 
of The Tower include The Pinnacle Room, a slender, 
streamlined structure with a needlepoint-like tip, as 
well as several “garden" observation decks, decorated 
with trees and other greenery, which will offer 360° 
views of the city.

" The dome was the largest in the world for 1300 
years and until today it remains the largest 
unsupported dome in the world!"

" Oiio Studio, has 
designed a U-shaped 
tower called the Big 
Bend that aims to 
become the world's 
longest building..."

" An Instagram sensation long before 
anyone knew what that might be..."

Continued
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WHAT BRAVE MEANS TO US

Matt Button 
Co-Founder

" Taking on The Shard - From the amazing project 
to the death defying Virtual Reality experience and 
'Volunteering' to be Barry Manilow at this years Crypt 
Factor – probably the scariest thing I’ve done for 
years!"

Charmaine Charamba
Account Executive

" If I had to pick an example of ‘being brave’ at work it 
would be the Venngage work I did for UKGBC’s report. 
This involved taking an unfamiliar program upon the 
request of a client and making it work as best as it 
could. Working with our client I went above and 
beyond to ensure this new software was maximised 
to work as the client and the designer envisaged. What 
truly made it ‘brave’ in my opinion was the openness 
to adapt and learn, developing the new skills required 
to deliver bespoke results for our client."

Dan Bedford
DS.Emotion, Group Creative Director

Patrick Power
Digital Account Manager

" The digital industry is always innovating, so if
we just do what we know we can do, we’ll get left 
behind. Challenging each other and our clients is 
a vital part of progression for our team. We are 
continually improving through a culture of sharing 
and collaboration."

Rachael Whale
Designer

" I’m being very brave this year and taking the plunge 
in going to adult swimming lessons. Being true to 
my name I can’t be a non-swimmer any longer! 
I’m doing this with another colleague at DS (who 
cannot be named!) so together we are going to live, 
breathe and swim our brave mantra. Wish us luck!"

BRAVE
BRAVE

ISN'T ABOUT GIVING A CLIENT SOMETHING THEY DIDN'T WANT

IS ABOUT GIVING THEM SOMETHING THEY DIDN'T EXPECT

"The fear I feel before running through the Electroshock Therapy in the Tough Mudder race is the same fear I feel before 

I stand up and pitch to a room full of people. You could say after all these years I would be used it, however, the fear never 

leaves you. Let’s face it, most people have a little voice in their head that whispers into their ear 'You’ll make a fool of yourself', 

'What if you mess up?', 'What if I can’t do it? This fear makes you stronger and creates the focus you need to succeed."

Claire Milnes, Client Services Director

We asked some of our team what brave means to them, here’s what they said! 

1 7
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Brutal Honesty

There is a disparity between what some marketing 
teams think of their brands and what, in reality, 
consumers think. Your brand is what consumers 
really think it is, not what it necessarily says in the 
brand book.
 
Marmite is a great example of a brand who have used 
brutal honesty as a positive to market themselves. 
The ‘Love it or Hate it’ tagline the brand adopted in 
the late 90s has paved the way for Marmite to become 
a recognised brand across Britain and the rest of 
the world. 

Be Confident

Confidence is key when marketing brands. If you 
don’t believe in yourself, you can be sure that 
customers will not believe in you either.

1.

5.
Be Massively Ambitious

One key attribute that nearly all brave brands have 
is ambition. They have it in spades. Many of the start-
up brands like Uber and Zipcar have the ambition to 
turn a sector upside down. They disrupt what is the 
accepted and believe in their approach which comes 
across in their confident tone of voice, but don't 
confuse confidence for dictatorial.

Two of the biggest brands in the world, Apple and 
Google, are driven by world-dominating ambition, 
but viewed by the majority as brands that are 
achieving good things for society. 

3.
Dare to Stand Out

It’s not what you stand for, but how you stand 
for it that matters most. How is arguably the most 
crucial factor when it comes making or breaking a 
brand’s success. Take Virgin, for instance, a company 
committed to treating the 99% like the 1%. They are 
consistent in their promise to achieve this. This is 
achieved by identifying your brand promise and living 
it at every level and touch point in your business.

Be bold in branding, risk often leads to reward. 
The boldest brands aren’t afraid to experiment with 
new techniques, or take a stance on controversial 
issues within their sector. Sometimes polarizing, which 
means they could alienate a portion of their audience, 
but they also encourage more loyalty and respect from 
the people who stick around, and they never run the 
risk of being seen as boring or just another brand.

4.

Innovate

Innocent is a good example of a brand who have 
been innovative in successfully juggling a multitude 
of brand values when faced with a corporate take over.

Through the use of their friendly and relatable 
personality upheld through copy and consumer 
engagement activities, Innocent maintain a transparent 
and honest relationship with customers as well as 
generating huge brand loyalty. As a brand, it 
consistently strives towards innovation and self-
improvement, whilst looking to make a positive 
difference to the world around them.

2.

Against this context of change and uncertainty, there 
is one thing that all marketers can do to succeed.  
Be brave.

Bravery is the one thing our most successful marketing 
leaders have in common. It means being brave about 
brand decisions, knowing when to return to your roots, 
and understanding how to flex and stretch your brand 
without it snapping. It means trusting your agency to 
be your partner. It also means doing lots of little things; 
listening to your critics inside and outside the business 
and trying to understand their point of view.

Being brave is also about admitting vulnerability. 
It is about being human. Bravery requires you to 
be prepared to ask the questions that no one else 
is prepared to ask. Only then can you start a more 
meaningful conversation.

Here, DS.E Co-Founder Angus Armitage explores a 
few ways we can be brave in our approach to brand 
and marketing, his theories apply equally to product, 
business and place brands.

For marketers, there’s the option of digitally driven disruption 
of just about everything. The proliferation of data and the 
rapidly changing expectations of customers have brought both 
opportunities and challenges. It is not easy being a marketer 
today. But then perhaps it has never been easy. 
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Finland Emojis

Finland is the first country in the world to publish 
its own set of country themed emojis, we think a 
pretty brave feat in place branding. The Finland emoji 
collection contains 56 tongue-in-cheek emotions, which 
were created to explain some hard-to-describe Finnish 
emotions, Finnish words and customs. The emojis won 
Best Use of Social Media category at the City Nation 
Place Awards in London on November 10th 2016.

Petra Theman, Director for Public Diplomacy at the 
Ministry for Foreign Affairs commented “Approaching 
country brand communications in this honest, 
authentic way has attracted unprecedented interest 
and numerous new contacts and collaborations, 
as well as prizes. Next time you visit Finland don’t 
forget to download the award winning emojis to 
your phone, endless fun! 

Equal Pay, Iceland

Being brave in place marketing can push the 
boundaries of architecture and community. However 
Iceland have taken this to a new and exciting 
achievement. As of January 2018 the country has 
taken to its own law system and made it illegal to pay 
men more than women. The legislation was supported 
by Iceland's centre-right coalition government, as well 
as the opposition, in the country's parliament, where 
nearly 50% of members are women. This brave 
approach should set a precedent for other countries 
to follow. Having such a small population no doubt 
makes this process easier than other countries, 
however there are some lessons to be learnt from 
their confident approach to their working lives. 

Rotterdam 

Resembling a rainbow, the Markthal is a true icon 
in the city of Rotterdam, a brave feat in architecture. 
After the Second World War, emptiness became 
a problem for the city. Brave and experimental 
architecture came to fill its bombed streets, but people 
did not return to the core. The Markthal development 
was part of a larger strategy intended to lure people 
back into the centre. The dramatic arched building 
now has a permanent market in the centre with 288 
apartments embedded within its structure. 

Detroit 

The iconic American city has seen a resurgence 
in recent years. The city has suffered some tough 
economic setbacks over the years, but has never 
lost its diversity, working-class vibe and strong link 
to the arts. The local community took a major part in 
changing the narrative and rebranding Detroit, coming 
together to set a new standard. A campaign ‘Rebrand 
Detroit Stories' launched in 2016, “It is an original 
series, a collection of stories, short films, talks and 
experiences of Detroiters who are fueling the city’s 
resurgence.” The true grit, determination and bravery 
of the local people has changed the face of Detroit and 
the city is now seeing strong economical growth and 
a changed perception. 

Deptford Market Yard

On Valentine's Day 2008 a disused train carriage 
arrived in Deptford, marking the beginning of the 
journey from derelict site to a new public space; 
a fully restored Carriage Ramp and a more connected 
high street, train station and markets. The area was 
viewed as somewhere that was run down and not fit 
for development. Development company U+i thought 
differently, they saw the opportunity to create a truly 
unique place. In their brave approach they turned 
the railway arches into pop up units that eventually 
became permanent fixtures. The development has 
gone on to win multiple awards. 

Land of Giants, Iceland 

Brave architecture doesn't just stop at buildings, 
take the ‘Land of the Giants’ concept from Choi + Shine 
architects. “This design transforms mundane electrical 
pylons into statues on the Icelandic landscape.” 
The stunning design takes function and design to 
another level. 

Where else would you go to admire pylons, probably 
taking photographs and absorbing the beauty of them 
in their surroundings. Having a different view point 
on something everyday enabled the architects to 
create a sense of place and create something that 
has a multifaceted longevity. 

Here at DS we love Placemaking. A successful city, town, 
destination has a profound effect on the application of the 
place, enabling perceptions to be changed and create public 
spaces that promote people's health, happiness, and well being. 
If a place can be brave in its approach, it can result in better 
success, longevity and deliver a true sense of originality. 
Here are some of our favourite, brave places. 

C H A N G I N G
P E R C E P T I O N S
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THE SOUND OF MUSIC

STAY UNCOMFORTABLE
Mean Mail

Vicky Simmons set up her alternative card business 
that plays on straight to the point messaging, which 
are not for the faint hearted. Beautiful cards, brutal 
words. Mean Mail makes cards for those you love 
and love to hate. They’re inspired by the way best 
friends talk to each other and the Oscar Wilde quote 
“True friends stab you in the front.” 

We hear her thoughts on why being brave and staying 
uncomfortable worked for her.

"Stay uncomfortable. It’s so easy in life to just tread 
water and go into hibernation rather than go after 
what you really want. I did it for ages before deciding 
to make the jump and start my own business. When 
you commit to trying things you risk failing, but you 
also expose yourself to new opportunities. I wasn’t 
ready when I started, but paradoxically – I wish I’d 
done it sooner. 

Things go wrong. You fail. It can be mortifying. 
But guess what – nobody actually cares – they’re too 
self centred with what’s going on in their own world 
to be majorly distracted by what’s happening to you. 
They’ll have forgotten about it tomorrow. Try again. 
Don’t worry about it being perfect. When Benjamin 
Franklin said “In this world nothing can be said to 
be certain, except death and taxes” he was onto 
something. The rest is to be made up."

Vicky Simmons at Mean Mail.

Music in the Public Realm

Music isn’t just for indoors though. Its impact in 
the public realm is vast. ‘Music Walk’ commissioned 
for the 2012 BBC Proms season offered participants 
an innovative experience of contemporary music, 
while moving through different urban environments 
in London. The pieces could be listened to on mobile 
devices, placing the listener at the centre of a new 
artistic experience and enriched their experience 
of their civic spaces.   
      
Sound can even be used in helping people to find 
their way around a new site. Danish design studio 
Kontrapunkt and Nippon Design Centre have created 
a digital wayfinding system for tech brand Goertek 
which responds to ambient sound. Creative Review 
editor, Patrick Burgoyne featured this brave new 
system that is currently in use at Goertek’s R&D Centre 
in Qinbao, China. “From the bustling Goertek Street 
with cinemas and cafés to the discreet VIP entrance, 
the signs and typeface respond and adapt to the 
surrounding sound by using Opentype technologies.”

No more getting lost! 

Nurturing the Arts

Encouraging music in public can also nurture up-and-
coming musicians. If performers and artists have an 
open and social space for serendipity moments an 
organic culture is more likely to develop. This has 
a positive knock-on effect to a place’s social activity 
and nightlife as there are more opportunities for 
talented performers. And more fun for music fans. 

When music is well integrated within a place it is an 
effective tool to attract residents, develop communities 
and support the widest range of placemaking and 
place-development.
 
Music has an array of proven public health benefits, 
promoting social inclusion and community 
development. 

Your biggest challenge? Choosing your soundtrack. 

Placemakers have long been aware that people are 
positively affected by music, but what we haven’t 
always known is just how much. Recent research 
has uncovered that people consider music to be 
more valuable to their lives than sport, art or movies. 
Music even beats reading books and newspapers.

With this in mind, it’s little wonder that music has 
become a competitive tool for business owners who 
want to gain a cutting edge. 

Workplaces in particular have been quick to explore 
this added dimension, safe in the knowledge of music’s 
broad benefits. Done well, music in the workplace 
contributes to enhanced wellbeing and colleague 
cohesion, as well as the ultimate objective: better 
productivity. A survey commissioned by PPL and PRS 
for Music found that 77% of respondents thought 
music at work increased their overall morale and 
brightened the office atmosphere.

Some workplaces are even going the extra mile and 
creating a ‘music room’ within the office. Lindsay 
Kolowich, in a piece for Hubspot wrote that: “At 
LinkedIn's headquarters in Mountain View, California, 
employees can jam out in a music room that's stocked 
with high-end music equipment like drums, guitars, 
keyboards, AV equipment, microphone stands, and 
even stage lighting” Kolowich found this quote from 
Michael Oliver who helped build the room back in 2010 
referencing the room’s obvious benefits. "Musicians 
perform, which improves the office culture. The 
program improves the company’s marketability to 
potential employees, especially musicians, both as 
a specific perk and also as a 'think different' means 
of demonstrating our commitment to fun.”

What’s not to love? Music touches all of our senses 
and is not to be overlooked in the creation of a positive 
work experience.

The wayfinding system that responds to sound.
Danish design studio Kontrapunkt and Nippon Design 
Centre have created a digital wayfinding system for 
tech brand Goertek which responds to ambient sound.

" Where words fail, music speaks."  
So says Danish author and poet, Hans Christian Andersen.  
Magnetic magazine echoes this sentiment: “Regardless of 
an individual's sex, age, political beliefs or religion, he can 
relate to music to help him express his mood and feel his 
way through his emotions.  
 
Students of the human brain have long known that music 
has a unique link to our emotions and thus, serves as an 
effective stress management tool. Listening to music lowers 
blood pressure, slows the pulse and heart rate and decreases 
the levels of stress hormones. Listening to music can distract 
us from our troubles.”
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What does being brave mean to you? 

Challenging the norm and pushing yourself out 
of your comfort zone. 

How have you been brave in your 
approach to Watch This Space? 

We’ve really enjoyed it and yes I’d say we’ve been 
brave in the way we’ve approached our schemes 
which has been great as we have been recognised in 
the last eighteen months, winning two national awards 
for what we have delivered. We’re in the market 
chatting to our target audience understanding how 
certain aspects of work and living space aren’t working 
for them, and then we’re acting on this to influence 
change and delivering on it as a business. 

Do you think it is important to be 
different in the current property climate? 

Younger generations have totally different 
requirements and aspirations to a few years back. 
We all need to think differently to accommodate 
this change. 

What challenges have you faced working 
in this industry?

Initially, when we put our first offers in to buy sites 
and buildings, the challenge we faced was being taken 
seriously that we would deliver our promises… we 
quickly proved ourselves and have the track record 
now behind us where it's no longer an issue. 

What made you go it alone? 

Passion to create change. 
 

You’re a World Record holder. (wow!) 
Do you thrive on taking on a challenge 
and being brave? 

I thrive off the fact that you only have one life and 
you need to make the most of every second doing 
what you enjoy and challenging your personality 
to do what you do best. 

What advice would you give anyone 
working in this industry?

Never get comfortable. 

How do you cope with setbacks?

Learn from them... if you don’t have set backs you’re 
not trying hard enough in challenging the market. 
I’ve also learned to take a step back once you’ve 
had a setback and analyse the larger picture in order 
to work smarter. That's our best way to progress. 

Can you describe yourself in 3 words? 

Passionate, energetic, loyal. 

Michelle Rothwell
Founder Watch This Space
watchthisspace.property

Talk to us!

FINAL BRAVE WORDS
We hear from property expert Michelle Rothwell, 
on what being brave means to her.


