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MATTER IN LIFE 











town centres are 

changing 

Growing trends in online 

shopping, anti-consumerist 

thinking and a distrust of brands 

are part of the reason that young 

people are neglecting shopping 

centres. Research has shown 

that they are more interested in 

spending their money on 

experiences rather than physical 

goods.  

The Department Store, Brixton, is a mixed use space that 

currently functions as a architecture practice, co-working 

space, cafe and restaurant. Historically, the building was a 

Bon Marche department store built in 1876, and helps to tell 

a story of what possible future uses some properties could 

have in order to meet the individual needs of the communities 

they are in.  
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Claire McColgan MBE, Director of Culture 
Liverpool 
 
Director of Culture Liverpool, responsible for Legacy, Major 
Events, Liverpool Film Office, Cruise 
Liverpool, Tourism, City Halls and Cultural Policy since 
2009. As Liverpool approaches a decade since the 
landmark Capital of Culture bid, the city looks forward to 
the next 10 years in a celebration of culture like no other: 
Liverpool 2018 – a year-long series of universal and 
unforgettable cultural moments. 

Importantly all this events and artistic 

thinking has emboldened creative 

entrepreneurs and Liverpool is without 

doubt one of the most exciting cities in 

the UK right now with a burgeoning and 

economically flourishing independent 

spirit. 

The knock on 

effect 

http://www.cultureliverpool.co.uk/major-events-programme/
http://www.cultureliverpool.co.uk/major-events-programme/
http://www.cultureliverpool.co.uk/liverpool-film-office-2/
http://www.cultureliverpool.co.uk/about-cruise-liverpool/
http://www.cultureliverpool.co.uk/about-cruise-liverpool/
http://www.cultureliverpool.co.uk/liverpool-tourist-information-centres-tics/
http://www.cultureliverpool.co.uk/liverpool-city-halls/


Liverpool 

file://ldlfile1/lccfolders2/CENTCommTeams/CoCT/2013 Video Archive/Sea Odyssey 2012/SeaOdyssey90secondEdit.wmv






Margate 



Margate Old Town 





Dreamland was opened on a shoestring (with 

support from Heritage Lottery and the public 

sector) but its philosophy and vision has 

reached out around the world and put Margate 

truly on the map. 
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SAMPLE - Greenwich 

Peninsula 

A weekend celebration of the festive season through  

fresh produce and modern craftsmanship and  

independent workshops for the whole family. 

SAMPLE showcases the latest emerging creatives  

from the worlds of fashion, beauty, art, design and  

homewares with their collections, archives and one  off 

show-pieces alongside a seasonal food market of  fresh 

produce. 
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Morecambe Eden 

project 



http://www.lowestoftsouthbeach.co.uk/home 

Lowestoft - where an involved council is 

really starting to make a failing seaside town 

turn its fortunes around by looking at a 

series of small scale design led interventions 

including making old wind shelter sites 

available as small cafe/restaurant sites and 

replacing old beach huts with  experimental 

architect designed beach overnight stay units. 

http://www.lowestoftsouthbeach.co.uk/home






http://www.lowestoftsouthbeach.co.uk/home 



http://www.lowestoftsouthbeach.co.uk/home 



Place marketing and place branding is about behaviour and reputation,  

not logos and campaigns. 

Places that inspire, places that matter don’t need brands, they are brands.  

We are not here to create a new brand for York. The brand already exists.  

But how it is experienced or understood by your target audiences the way 

you want it to be needs active managing. 

A shared set of definitions 

Part One _ How to talk place narrative 



Places don't need brands, they are brands. We are not in the business of 

designing a new brand for York. The brand is already there.  
 

What we will do is give focus to York’s purpose by defining a set of core York 

values and behaviours which will inspire and influence strategy, policy and 

decision-making. The work we are doing in York will involve residents, local 

businesses and regional stakeholders. By acting together from a shared set of 

values, then we will shape a brand narrative that matters to York, one that will 

reflect shared pride and ambition and strengthen the community. 
 

This will also help York engage with external target groups and retain and attract 

the people, visitors and businesses who are needed to maintain and improve 

York's quality of life. The ultimate goal of the place brand narrative is to change 

and stimulate how people view or think about York. The quickest way to get 

there is to change or enhance the collective actions and narrative of the place. 

Philosophy 

Part One _ How to talk place narrative 



Like other places, York has work to do: 

_ To raise the profile of its considerable assets.  

_ To strengthen the stories that York ought to be better known for. 

_ To talk confidently about York and its place in the world. 
 

What is the prize? By changing what York is known for and defining 

behaviours and values, you will: 

_ Attract the right inward investment and jobs to the city and the region. 

_ Proactively attract the people who you want in York  

(workforce, visitors, residents, students). 

_ Build local pride and belonging across the whole community. 

_ Improve decision-making and strategic investment across sectors. 

_ Build the right partnerships to make change happen. 

_ Promote opportunity and big thinking. 

The place narrative 

opportunity for York 

Part One _ How to talk place narrative 





The value of creative industries 

The Design 

Economy 

generated 

£85.2 billion 

GVA)to the 

UK in 2016, 

almost three 

quarters of 

the value of 

UK financial 

services and 

insurance. 




