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The summer has landed, which can only 
mean one thing: festival season is here. 
Not only does this equal dusting off 
our sequins and getting ready to rock a 
leotard (ouch), it also heralds our busiest 
time of year. In this line of work we’re 
practiced at the work/play mix so while 
we’re supervising the season’s most 
raucous smash-ups, from Noisily in July 
to Houghton in August, we’ll be ‘looking 
after’ the dancefloors too. Find out 
more about how to execute a festival the 
Marble LDN way on page 24.

In this issue we’ve also got an interview 
with illumination artist extraordinaire 
Rupert Newman, a spotlight on the 
sunniest place in the UK and its greatest 
champions, and chat from Taylor Morris’ 
Hugo Taylor about why Notting Hill rules 
– just.  

Catch you front left!
 
Marble LDN

LAZIN’ ON 
A SUNNY 
AFTERNOON?
NOT US…
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“We’ve been called gypsies and scavengers,” says Steve. 
“We’ll pick up even the nastiest piece of timber and turn it 
into something beautiful.” Founded in 1998, The Wood Store 
was the first social enterprise in the country to collect waste 
timber for reuse and recycling, a scheme that has since grown 
into a nationwide community of 28 franchises and celebrates 
its 20th anniversary this year.

“Initially we would go out to building sites and collect waste 
timber, which we would then turn into products to sell,” he 
says. Then we started to charge big contractors to collect their 
waste wood, sort it into viable timber and sell it back to the 
public. We’re now into shop fitting – all using reclaimed wood. 
We have nothing going to landfill and salvage thousands of 
tons of timber every year.”

Today the Brighton outpost is a multifaceted platform 
spread across three sites that include a large factory where 
higher-end pieces such as tables and furniture are made, a 
volunteer workshop and a fabulous new store in Portslade 
designed by Steve and his team.  A social enterprise with 
a special difference, The Wood Store is instrumental in 
getting disadvantaged members of the community back into 
employment.

Steve says: “We work with people with health problems or drug 
addictions on a voluntary basis to help integrate them back 
into work. They can be with us for anything from a couple of 
months to a couple of years, learning how to communicate 
and how to get back on their feet. We give them the chance 
they need.”

Volunteers who do really well in this scheme are the first 
people to be offered full-time roles within the business. 

The Wood Store  i s  a  p ioneer ing  soc ia l  enterpr i se  in  Br ighton 
that  recyc les  waste  t imber  dest ined for  landf i l l  whi le  he lp ing 
some of  the  most  vu lnerab le  members  of  the  community.
We spoke to  manager  Steve  Bannatyne  to  f ind  out  more .

ONE MAN’S TRASH…

“Currently I’ve got nineteen employees and the vast majority 
are ex-volunteers,” says Steve. One example is Kieran. 

“Kieran is a posterboy for the project. He was homeless and 
in a really bad way when we met him. He’s put everything in 
his system possible and was coming off methadone when he 
started working on our vans. We didn’t know this at the time 
but he was so desperate to get a job that he walked miles to 
work everyday. With his first pay packet, he bought a bike so 
he could cycle here.

He really improved his life and managed to get out of social 
housing to find a house share. Sadly he’s recently become 
homeless again but we remain positive about his future.”

The Wood Store also works with volunteers who don’t have 
any issues, as well as people looking for a career change. It’s 
a business built on local people. “We always rely on the heart 
of the community,” says Steve. We get involved with schools 
and open our doors every weekend, running workshops at cost. 
This is where we talk about recycling and social responsibility, 
and let people have a go at making something themselves.”

Part charity, part business, The Wood Store has proven itself 
to be a shining example of how to create a company with a 
conscience. However, there is still work to be done. 

 “I want to make us more than a business that exists,” says 
Steve. “I want us to expand and succeed, to make more jobs 
and tell more stories. Since I joined I’ve taken on seven extra 
people and I’m pushing the boundaries in terms of what we’ve 
achieved as a business. It’s not easy but we’re getting there – 
and now I can sleep a bit better at night because I’m trying to 
make a difference.”

woodrecycling.org.uk
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ISLE
WIGHT 
NOW
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The Act ive  Is land connects  v i s i tors  to  the  Is le  of  Wight  with  a 
l i t t le  b lack  book of  loca l  contacts  to  de l iver  an  extraord inary 
exper ience,  f rom guided adventures  to  de luxe  l i festy le 
offer ings .  Could  Br i ta in’ s  l a rgest  i s land become i ts  hottest 
new dest inat ion? Founders  of  The Act ive  Is land Tom Court 
and Sophie  Mathews  th ink  so .

“We have travelled the world and seen first-hand how the 
power of sport and lifestyle can transform a destination,” 
explains Tom, “so we decided to bring the same concept back 
home.”

Born from this experience is The Active Island, an integrated 
concierge service geared towards the great outdoors that aims 
to make the very best of the Isle of Wight accessible for the 
first time.

An islander born and bred, Tom is an all-round action man, 
who also owns a video production company, while Sophie’s 
background encompasses fitness and brand development. 

Tom says: “Growing up on the Isle of Wight allowed me to 
become a professional action sportsman, a sector that is 
only just starting to gain attention from the wider world. 
The island is the perfect location to offer the whole extreme 
sports package and there’s no reason why it shouldn’t become 
a world-class destination.”

Health and wellbeing is one 21st-century trend that sees no 
signs of slowing down, something that The Active Island wants 
to capitalise on.

“The quality of life down here is really rich in terms of getting 
active,” says Tom, “for everyone from pros to beginners. We’re 
here to develop a reputation for the island as the UK’s go-to 
place for action sports and share the healthy lifestyle we love.” 

Closer than one might imagine, the island is “only two hours 
from central London with easy access to airports and transport 

connections,” says Sophie. “Plus, it’s also the sunniest place 
in the UK.”

Thanks to their unrivalled local knowledge and experience, Tom 
and Sophie are able to put together packages tailored to suit 
clients’ needs from the moment they hit the ferry to the day 
they leave, remaining reactive to everything from the mood 
of the group to the weather forecast. 

“We draw from what we consider the best of the Isle of Wight, 
working in a similar vein to Marble LDN by cherry-picking 
our favourite suppliers and locations,” says Sophie. “We work 
closely with providers such as Tapnell Farm, which has a large 
and growing selection of accommodation, from glamping 
options to manor houses. With advanced booking and seasonal 
availability we can get 120 people accommodated all on one 
site and can scale events for anything from 5-10 to 100. 

It’s not just visitors that will benefit from The Active Island’s 
offering – it aims to provide further economic stability to local 
businesses.

“Ultimately we’d like to help develop the island in a sustainable 
way,  by targeting the off-season and bringing revenue here 
using the  natural environment as the draw,” says Sophie. “In 
terms of local business development this has a knock on effect 
of bringing more  sports-based employment opportunities.”

Healthy, sustainable and bloody gorgeous? Sold.

theactiveisland.com
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How have you collaborated with Marble LDN?
We transformed a double width Victorian house into a canvas 
for projections, with a 10-minute show that included three songs 
synched to visuals. The brief was open so I could have a lot of 
fun playing with dragons, and eagles flying through infinity. The 
show finale saw the house crumbling down to reveal a projected 
firework display.

Are there any rules that you implement for designing an 
installation?
I require two components to create a successful show: a building 
façade with architectural features and enough space in front of 
that façade for the audience to stand and enjoy the show. I like 
to deliver my visuals in the same way that music is produced, 
using three to four layers of sounds.

How have you seen the events industry change?
It is now a fantastic platform for creatives to showcase their 
work: from set and stage designers, to light designers and 
experiential designers – not to mention musicians and florists. 
Technology has advanced too. Projectors are now brighter and 
designs can be crisper than ever before.

What does the future hold for projection mapping events? 
If weddings have become ‘designer’, can funerals become 
designer too? Imagine bringing someone back to life with a 
projection. 

rupertnewman.com
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LET
THERE

BE 
LIGHT

Rupert  Newman  c reates  bespoke l ight  shows  that  t ransform br icks 
and mortar  into  fantast ica l  wor lds  where  anyth ing  i s  poss ib le . 
Here  Vogue’s  ‘King  of  Pro ject ions’  sheds  l ight  on  h is  unusua l  art 
form – and why funera l s  might  just  be  the  next  b ig  th ing.
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What exactly is projection mapping – and what does a light 
show involve?
It’s a bespoke lighting design that wraps around buildings 
and plays out like a film. I use animation software to bring 
my designs to life and layer them together to extraordinary 
effect. Every show is tailor-made and can last anything from 
seven minutes to seven hours, often synchronised to music. 
I collaborate closely with a team of animators, composers, 
concept designers and video editors to ensure an out-of-this 
world result. 

How did you find yourself in this industry?
My background is in printed textile design but I decided 
to transform the application of my work and project onto 
architecture instead. I started VJing at festivals such as The 
Secret Garden Party with a really small projector but it 
became so popular I soon had to invest in a larger one. The 
rest is history.

What sort of events do you work on?
My work is often commissioned as a surprise - the unexpected 
climax to an evening. From a wedding present, to a birthday 
gift, guests rarely know what is about to happen and a light 
extravaganza becomes a great talking point.

I look forward to illuminating Villa Rothschild in Nice for 
a spectacular wedding this year but my work is great for 
branded events too – I’ve designed for the likes of Warner 
Music, Yahoo, Pinewood Studios and Dom Perignon. 



DRINK
UP

Rhubarb ie

Ingredients

35ml Tequila blanco
30ml Pressed rhubarb juice
20ml Lime juice
10ml Agave syrup

Method

Shake all ingredients over ice. 
Strain into a rocks glass with a 
dried rhubarb and black salt rim and 
garnish with a dried lime wheel.

cockandtailbars.co.uk

Cock  & Ta i l  c reates  c lass ic  and bespoke dr inks 
us ing  f resh  ingred ients  and a  d i scern ing  se lect ion 
of  h igh  qua l i ty,  art i sana l  sp i r i t s .  Th i rsty?  Whip  up 
a  ‘Rhubarb ie’ ,  Marb le  LDN’s  t ipp le  of  the  summer. 
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Tequi la  Blanco

Rhubarb  Ju ice

L ime Ju ice

Agave Syrup

SUMMER
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Wh e n  L e o  B e d f o r d  f o u n d e d  c l u b  n i g h t  I t c h y  Fe e t  a s 
a  s t u d e n t  b a c k  i n  2 0 0 7 ,  h e  w a s  j u s t  l o o k i n g  f o r  s o m e 
g o o d  o l d - f a s h i o n e d  f u n .  To d a y  t h e  b r a n d  a n d  i t s  f a n s 
a r e  a l l  g r o w n  u p  –  b u t  t h e  f u n  c o n t i n u e s .

NO MEAN FEET

Leeds University in the mid-
noughties was notorious for 
excess. Most students know how 
to party, but here it was practically 
part of the curriculum. 

“The scene at that time – and 
anytime over the last 10 years – 
was getting quite serious,” says 
Leo. “A lot of people were taking 
a lot of drugs and listening to EU 
dance DJs. I wanted to put some 
old-fashioned fun back into parties 
as an antidote to all that.”

"Itchy Feet was all about old music 
– think Etta James, Louis Prima, 
Elvis Presley, The Rolling Stones 
– getting dressed up, drinking a 
lot of beer and rum and dancing 
around.” Before long the night had 
evolved into a multi-room show 
with rotating DJs and live music.

Leo says: “The high watermark 
was five to six shows per year in 
20 different cities simultaneously. 
Every show hosted about 
1000 people and was sold out 
everywhere. We routinely – and by 
that I mean five to 10 times every 
single night – had people coming 
up to us saying ‘this is the best 

night of my entire life. I’ve never 
had this much fun – ever.’”

Not only did Itchy Feet keep 
students entertained, it also kept 
some of them in bread and butter. 

“We became a relatively major 
employer and hired the most 
dynamic undergrads we could find 
to join the team. It was amazing 
to have a brand that not only 
offered a product synonymous 
with excellence, but also nurtured 
a fantastic team who have all since 
gone on to other great things,” 
says Leo.

In the decade or so since Itchy 
Feet first pioneered the vintage 
revival sound the company has 
grown to encompass a diverse 
skillset encompassing the likes of 
event production and planning, 
bar work, and hosting festival 
tents. For a couple of years Itchy 
Feet even owned a cocktail bar in 
Cambridge.

But as the brand has evolved, its 
original fan base has matured with 
it. Today Itchy Feet is focused on 
corporate gigs and private events – 

often working with Marble Music 
– and comprises two house bands 
in addition to its DJ roster. 

Leo says: “Friends and clients now 
want a live version of the Itchy 
Feet vibe for weddings and events. 
Usually the only option is to have 
a crap covers four-piece playing 
Crazy in Love and Uptown Funk. 
Our bands are essentially made 
in my image and play a two-hour 
live version of one of my DJ sets. 
As you can imagine they weren’t 
easy to find – our front girl was the 
hardest, she’s incredibly special.” 

While providing a bit of live 
magic might be the focus right 
now, there’s still time for Leo to 
indulge in some heritage Itchy 
Feet mayhem. Next up? The crew 
is off to Obonjan Island in Croatia 
for a super hi-spec, private event. 

“We’re going to be the house DJs 
for the week,” says Leo. “At $6k a 
ticket, it’s going to be pretty nuts.”

For more information on how to 
get Itchy Feet at your event go to 
marbleldn.com
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Itchy Feet?  Slam on Leo’s  u l t imate 
p lay l i s t  and get  busy  on the  dance f loor 

ETTA JAMES  ∕  TELL MAMA

CARL PERKINS  ∕  BLUE SUEDE SHOES RE-RECORD

WYNONIE HARRIS  ∕  LOVIN’ MACHINE

LOUIS PRIMA  ∕  BUONA SERA

RAY CHARLES  ∕  I DON’T NEED NO DOCTOR

ELVIS PRESLEY  ∕  GUITAR MAN

 ELLA FITZGERALD  ∕  IT DON’T MEAN A THING 

IF IT AINT GOT THAT SWING (LIVE) 

GLADYS KNIGHT  ∕  HEARD IT THROUGH THE GRAPEVINE

 BETTY LAVETTE  ∕  SOUL TAMBOURINE

 ERNIE FORD  ∕  SIXTEEN TONS 

THE BEATLES  ∕  DAY TRIPPER
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EAT, SLEEP,
RAVE, REPEAT

If  you’ve  been to  any one of  the  UK’s  mus ic  fest iva l s  over 
the  last  10 years  there’s  a  s t rong chance you might  have 
spotted Darren  Haske l l-Thomas .  A  Marb le  LDN co-founder 
and res ident  fest iva l  guru ,  Darren has  got  the  scene covered.
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With the unusual accolade of having attended 52 festivals per 
year for the best part of a decade, Darren is a man who knows 
how to mix business with pleasure.

Darren says: “After hitting the festival circuit at 18, working in 
stage and set build, I noticed a new, specialised tent come onto 
the scene. It wasn’t long before I partnered with the guy who 
was the first to bring them to the UK. They proved incredibly 
popular and we hit the road every summer for seven years, 
keeping people covered at every event going.”

Off the back of this move, Darren went on to co-found Broad 
Bean Events, one of the founding companies behind Marble 
LDN. 

“We were there from day one with Farr Festival,” he says. 
“We were the kit providers and without our equipment they 
would have struggled due to huge hire costs. Thanks to our 
existing, longstanding partnerships we’d made we were able 
to get the sound systems, staging and structures at a far more 
affordable rate.”

A festival success story, Farr has recently been acquired by 
giant AEG. 

“For the last two and a half years we’ve preferred to work 
with independent festivals,” says Darren. “Houghton, Noisily, 
Gottwood and Festival No6 to name a few.”

Darren has also had a hand in bringing the world’s ultimate 
independent party to life – Burning Man in Nevada. 

“One of my biggest personal achievements was setting up 
H.M.S xs Camp and Terminal Y with The Secret Garden Party 
crew. We flew all the equipment from London, stored it in 
Reno and then built the camps from scratch.”

Whether it’s building a fantasy world in a desert, or ploughing 
through mud in a British field, logistics and weather are always 
a challenge when setting up a festival.

“Keeping the team morale up and working as a strong unit 
is equally important,” says Darren. “I’m proud to know how 
much our guys absolutely love working the festival circuit. I 
think they feel a real connection to the events and being part 
of the teams year on year.”

It’s no surprise that there are plenty of young companies 
trying to break into the festival circuit, buying equipment and 
trying to undercut some of the bigger players – Marble LDN 
included. How is this affecting business?

Darren says: “Thanks to the solid relationships that we’ve 
grown clients return to us year on year. We turn jobs around 
quickly and if ever problems arise we solve them without 
hassle. Clients know they can rely on us to get the job done – 
with so many years of experience, we’ve seen it all.”

Catch Darren over a breakfast of tequila at a festival near you 
this year – or front left, obviously.

marbleldn.com
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Nois i ly  Fest iva l  of  Mus ic  and Arts ’  co-founder  Robb ie  Parry 
knows  a  th ing  or  two about  stag ing  fest iva l s .  Reckon you’ve  got 
what  i t  takes  to  throw your  own? Here  are  Robbie’ s  top  5  t ips 
for  smashing  i t  –  learned the  hard  way so  you don’t  have  to .

TOP 5 TIPS
FOR FESTIVAL

SUCCESS
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TIP NO. 1: 
Festivals eat time. Be prepared to work hard, get your hands 
dirty, and forget about sleep – starting a festival is not as 
glamorous as it seems.

TIP NO. 2: 
Land is very expensive. If you can find a friend who can lend 
you a field or a forest then you are in with a fighting chance 
of pulling it off.

TIP NO. 3 
Grow a very thick skin and find the chutzpah to ask for 
discounts far beyond what seems reasonable. Getting a festival 
off the ground requires costs that you won’t see coming. You 
need to beg, borrow and steal to get one off the ground and 
looking great. 

TIP NO. 4: 
Extremely good friends are essential. At the outset you’re 
unlikely to be able to afford big DJs – year one tends to be a 
glorified garden party. Not only will your mates attend out of 
loyalty (while you charge full whack), but chances are you’ll 
also be asking them to help set up, work behind the bar and 
give you a hell of a lot of moral support as you run around 
trying to do every job under the sun.

TIP NO. 5: 
Remember your sense of humour. The ability to laugh when 
things go wrong is priceless. Situations change, timings run 
late, and stranger things than you could ever imagine go 
wrong. In 2017 our tent supplier’s warehouse burned down 
the day before the tents were due on site – four days before 
show time. Somehow we managed to get them replaced and 
built on time but safe to say we did not see that coming! 
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C A S E  S T U D Y

FESTIVALS 
Events :  Fest iva l  No6,  Found,  Burn ing  Man, 
Nois i ly,  Gottwood,  Houghton,  Glastonbury, 
Farr  Fest iva l…to  name a  few.

Locat ions:  UK, Europe,  Amer ica .

Ser v ices  used:  Technica l  product ion,  l ight ing, 
aud io  v i sua l  and sound des ign/ implementat ion, 
s t ructure  r igg ing,  creat ive  product ion,  pro ject 
management  and implementat ion.

Brief :  As a  company with  more  than 10 years 
of  exper ience work ing  with  some of  the  wor ld 's 
most  famous  fest iva l s ,  we  are  wel l  qua l i f ied  to 
be  lead ing  in  th i s  sector.  We have  c lose  t ies 
w ith  Nois i ly  fest iva l ;  our  technica l  d i rector, 
Robbie  Parry,  i s  one of  the  founders .  We supply 
everyth ing  f rom structures  to  ent i re  stage 
curat ion.  It ’ s  a  t rue  pass ion  and an  access  po int 
for  many of  our  staff  jo in ing  the  wor ld  of  events .

Del iver y:  We work  with  a  huge number  of 
fest iva l s  to  f i l l  gaps  and complete  the  f ina l 
package.  Our  c lose  partnersh ips  enable  us  to 
surpass  the  creat iv i ty  expected in  des ign  as  we l l 
as  use  our  expert i se  in  budgets ,  de l ivery,  t ime 
constra ints  and log ist ics .  We have  de l ivered 
count less  fest iva l  insta l lat ions  in  every  s i tuat ion 
imaginab le .
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@ P A R I S I A N F L O O R S

Sebastian Erras has curated a dreamy selection of mosaic floors in Paris, usually starring his own feet. A 
night on the tiles never looked this good. @parisianfloors

What the hell is it?

A cross-platform marriage that combines 
digital, sculptural and architectural 
innovation, kinetic lighting brings light 
installations to life using mechanical 
technology. The result is illuminated 
sculptures that can morph into any shape 
and move to music. Still confused? Imagine 
the lovechild of a discoball and a robot and 
you’re half way there.

A heads  up  on the  new and the  next  in  the  events  wor ld

HOT

EUCALYPTUS

MATT BLACK 

SHERRY

BIODEGRADABLE GLITTER

MOVING ILLUSTRATION

STRAWS

WHITE MARQUEES  

ROSE GOLD 

TRADITIONAL BUFFETS 

NOT

HOT OR NOT

HAVE IT LARGE
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HEADS UP:YOU NEED 
KINETIC LIGHTING 
IN YOUR LIFE

Who uses it?

Once the preserve of artists with insane 
commercial budgets – think Asif Khan’s 
MegaFaces Pavilion at Sochi 2014 – 
kinetic lighting tech has finally become 
more accessible and is now available.  It’s 
tomorrow’s must-have – a total game 
changer in the world of events.

But I want kinetic lighting at my party now! 
We can make that happen. 

marbleldn.com 

OF THE SEASON
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MARBLE LDN 
MASSIVE
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already paying dividends within our product and skill base – but 
it hasn’t been an easy process. We’ve been incredibly pleased 
about the consolidation and the way in which the whole team 
has got behind the Marble LDN brand. Our team is proud to 
work here, which for us as management is incredibly rewarding.

What’s the latest with The Collective?
It’s growing steadily. We’ve struck up a fantastic partnership 
with The Active Island, a great example of where The 
Collective is heading. Not only do they posses a phenomenal 
skill set for team building and media production, they also offer 
an impressive knowledge base within the events space on an 
untapped area of the UK. The way we are working with Spook 
cooking is really exhilarating too. Since we are mutual partners 
rather than direct competitors there is so much potential for 
information sharing and introductions that benefit all parties, 
with savings across the board. The Collective is bearing fruit in 
us being able to consolidate partnerships and reap the rewards 
commercially and creatively.

Any new members of the team?
We had lots of internal growth actually. We’ve taken on a new 
events director, two new senior project managers and a junior 
account manager. Welcome Alec, Lee, Charlotte, Sylvia, and 
Justine!

How’s the future looking?
We’re looking forward to one of our busiest summers ever, 
alongside building 1000 sq ft of office space in our warehouse 
in Maida Vale. It going to be an absolute joy and will promote 
even more strength and unity between warehouse production 
teams and the in-house studio. Stay tuned on social.

marbleldn.com

What’s changed since the launch in November last year?
We’ve had time to put our new business model into practice, 
go to market and get feedback from clients. I’m proud to 
report this has been outstanding – our focus on sustainability 
and design has been met with a really positive response. 

Any high points?
We were very fortunate to speak at the House of Killik event 
on experience, how it affects the consumer and how we 
work on it. It was hugely enjoyable for us to be on a panel 
of experts and share thoughts and observations. Conversely 
for a world that is increasingly online, there is now a growing 
demand for live events. Where people lack bricks and mortar, 
there is a call from a wide range of sectors to connect with 
their consumer on a binary level. Take the recent results of 
a Barclaycard survey: in spending habits of the under 35s, 
experience outstripped product purchase this Christmas for 
first time ever. 

What’s been your biggest learning?
We’ve proven that the need for a model like ours is relevant 
– it’s a great validation of what we’ve been working on for 
the last three years. The most satisfying part has been feeling 
out which elements of our spectrum of services really affects 
people. It’s a very practical offer of a knowledgeable, creative 
team to roll out what brands and companies might want to do 
within the experiential events sector but do not have time to 
do themselves. Acting as a partner and carrying out even the 
simplest of tasks has really resonated.

Any unexpected challenges?
Mergers are incredibly complicated things to achieve and as 
such are one of the biggest killers of growing businesses. They 
also cost a bomb to pull off.  I’m extremely glad I didn’t know 
this at the time...! Ours has been a phenomenal success and is 

We caught  up  with  Marb le  LDN's  CEO, Teddy  Watt  to  see  what ’ s 
new in  the  wor ld  of  Marb le  LDN s ince  i t s  l aunch last  year.
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THE NED’S 
1ST BIRTHDAY 

Client:  Soho House  /  The Ned.

Brief :  To produce a  ser ies  of  insta-worthy 
insta l lat ions  to  ce lebrate  the  Ned’s  1 st  b i r thday 
in  sty le .

Ser v ices  used:  Creat ive  product ion,  technica l 
product ion,  pro ject  management .

Result :  Partner ing  with  Cross  Town Doughnuts , 
we created a  2 .3m h igh doughnut  ’ t ree’ ,  covered 
with  more  than 5900 doughnuts  produced fresh 
da i ly.  Ba l loon insta l lat ions  above  the  bars  and 
centra l  doorway added to  the  spectac le  and for 
the  grand f ina le  we f i l led  the  rooftop pool  w ith 
400 branded rubber  ducks ,  brought  to  l i fe  under 
a  canopy of  l ight ing.
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PEARDROP GOES 
TO FLORAL STREET

Client:  Peardrop.

Brief :  Long-term co l laborator  Rose  L loyd 
Owen of  Peardrop took over  the  ground f loor 
of  a  new deve lopment  in  Covent  Garden to 
create  the  f i r st  p last ic-free  café  in  London.

Ser v ices  used:  Creat ive  product ion,  pro ject 
management .

Result :  On a  t ight  budget  we created 
max imum impact  us ing  CNC and recyc led  peg 
board  to  produce the  main  counter  and bar 
area  for  a  s imple ,  c lean and natura l  look .  We 
loved the  charming hanging  ladders ,  p lants , 
herbs  and bu lb  l ights .
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THE WORLD'S 
MOST SUSTAINABLE 
COFFEE SHOP

Client:  Cult  (Common Group)  /  Perco l  Coffee .

Brief :  To  create  the  wor ld 's  most  susta inab le 
coffee  shop in  a  pop-up space  on Old  Street 
roundabout .  100% susta inab le ,  s ty led  to  brand 
and bu i l t  in  just  one day.

Ser v ices  used:  Creat ive  product ion,  pro ject 
management .

Result :  Our  journey took us  f rom compressed 
cardboard  to  Scandinav ian  min imal i sm before 
arr iv ing  in  CNC heaven.  Al l  the  mater ia l s  used 
were  susta inab le ,  f rom the CNC coffee  cup 
tree  to  the  coffee  machine  cas ings ,  made f rom 
compressed coffee  res in .  Al l  e lements  were  bu i l t 
in  house  and we created fu l l  3D renders  of  the 
ent i re  space  in  a  three-day turnaround so  that 
PR could  launch to  press  w ith  images .
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From the muff in  that  w i l l  change 
your  l i fe  to  why carn iva l  i s  best 
forgotten,  Tay lor  Morr i s  co-
founder  Hugo Tay lor  g ives  us  the 
download on l i fe  in  Nott ing  Hi l l .

MY 
LONDON

I was born and raised in Chelsea but now I live in Notting Hill. 
It’s refreshing to be in a new area but I am very nostalgic about 
SW3 and will always feel an immense attachment to the place 
as it was home for such a long time.

This part of town is super vibrant. Every street has its own 
distinct character, with a wide range of restaurants and 
beautiful shops. Plus, all the houses are bloody enormous! 
Pre-gentrification Notting Hill had a very different charm and 
vibe – today it’s fair to say that it has evolved into a Beverly 
Hills-style haven for the super rich.

One of my favourite things about living here is that we are 
so close to Hyde Park. In the summer I love strolling to and 
from work by the Serpentine – I find water extremely calming.

Notting Hill Carnival is a very special weekend. I never miss 
it – and I never remember it. Loads of my friends live in the 
area and my father has a place on Golborne Road that has 
been the location for some epic carnival parties.
 
Wandering around Portobello Market on the weekend always 
makes a romantic date: you can shop and eat – and women 
tend to love both. The breakfast muffins at Egg Break seriously 
rock my world and my fiancée and I both love the spaghetti alle 
vongole at Mediterraneo. For summer pub sessions you can’t 
beat The Cock and Bottle off Westbourne Grove.

Notting Hill seems to be blogger central. You can’t walk 
around a street corner without running into a photo shoot. 
I always see lots of pretty girls in fancy gym kit – without 
looking like they have worked out! Nine times out of 10 
they’re wearing Taylor Morris sunnies.

taylormorris.com
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