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OVERVIEW
The UK’s industrial design sector
has a rock-solid global reputation.
The major agencies are known for
their innovation and ability to
marry aesthetics and function,
much of it learnt in the workshops
of institutions such as the Royal
College of Art.At the same time,
brands including Nokia, Samsung,
Sony and several car firms have set
up design centres in London, to
profit from all this talent. No
surprise, then, that the biggest
percentage of industrial designers
(38 per cent) are working
in-house, according to the Design
Council. However, around 80 per
cent of industrial design firms are
made up of between one and four
people, says the Design Council,
proving much of the sector is still
a cottage industry.— cd

OVERVIEW
From the boy groups of the
1960s to Britpop in the 1990s
and a new breed of female
soloists in the 2000s (with a
healthy dose of punk, girl power
and new romanticism along the
way), British music has always
informed the international
landscape. Recently estimated to
have an annual revenue of £3.6bn,
the UK music industry clearly
makes more than just good tunes.
There are 2,000 recording
companies and 1,000 music
producers working in more than
300 professional studios across
the UK, and this sturdy
infrastructure continues to
produce world-class talent, with
four of the top 10 bestselling
albums in the world in 2008
being by Brits.— jo

OVERVIEW
The UK animation industry
remains in rude health in 2009,
with homegrown animators still
very much leaders in the global
field. But then the UK has always
prided itself on a fine tradition of
animation.Those characters that
helped define British youth – the
Clangers in the late 1960s,Danger
Mouse in the 1980s, Bob the
Builder today – proving just as
culturally relevant (and profitable)
in every other country that they
have been exported to. In an
industry worth $70bn worldwide a
year,much of today’s talent remains
proudly British.And though
Oscar-winning Aardman still flies
the flag,much of the stop-motion
technology in new US movies
Coraline and Fantastic Mr Fox is
also down to British skill.— nd

SEYMOUR
POWELL
Since its inception in 1984,
Seymour Powell has grown into
one of the UK’s highest-profile
industrial design firms – helped
in no small part by its charismatic
andTV-friendly founders,
Richard Seymour and Dick
Powell, who hosted the show
Better By Design on Channel 4.
Meanwhile back in the studio,
the firm has developed some
groundbreaking creations –
Seymour Powell came up with
the first cordless kettle, for Tefal,
in 1985, with cordless kettles now
representing 85 per cent of the
market. Diversity is the name of
the game, hence the company’s
product range for Durex, which
launched in 2004 as Play, and its
concepts for Richard Branson’s
space travel venture,Virgin
Galactic (2006).According to
director of transport design, Nick
Talbot,“Our remit has now
moved towards strategy and
beyond traditional industrial
design, but that activity still lies at
the heart of the business.”
seymourpowell.com

RISING
STARS—
N E W TA L E N T
01: Berg:
Set up in 2005, Berg pushes the
boundaries between technology –
specifically the internet – and
product design. Its Olinda is a
prototype digital radio for the
BBC, which is helping the radio
industry think about the impact
of the social web.
berglondon.com

02:DesignWright:
After three years of collaboration,
brothers Jeremy and Adrian
Wright have a raft of stylish
products to their name, mainly for
UK kitchenware company Joseph
Joseph.They’re now hoping to
reinvent the kettle.
designwright.co.uk

03:Dunne & Raby:
Founded by the head of the
Design Interactions department at
the Royal College of Art, and an
architect, Dunne & Raby are
brought in by companies to do
their conceptual, deep thinking
about the future of everything.
dunneandraby.co.uk

RISING
STARS—
N E W TA L E N T
01: Sulky Bunny:
An emergent firm run by a
husband-and-wife team and
based in London and Bristol,
Sulky Bunny started out making
music videos in 2004 before
moving on to commercials and,
more recently, short films.
sulkybunny.com

02:Universal Everything:
Based in Sheffield and founded
five years ago, this firm works
with both traditional animation
and cutting-edge technology. It
has provided stadium visuals
for George Michael and is
currently working with London
2012 Olympics and MTV.
universaleverything.com

03:Mobius:
Created by Uel Hormann and
Rob McFall, Mobius focuses
primarily on post-production
visuals for feature films. It has
recently completed work on a
British feature,Ghost Machine,
and is working on Disney’s
Prince of Persia.
mobiusmc.com

THE ALLOY
This 17-strong firm focuses on
digital technology, and its clients
include BT, Intel andToshiba. Its
most high-profile product is BT’s
Baby Monitor, launched in 2004,
which took the firm’s share in that
market from zero to more than
18 per cent.The Alloy was set up
in 1999 by Gus Desbarats, and is
based in Surrey.The firm is
working on a mobile phone aimed
at both the partially sighted and
extreme sport markets.
thealloy.com

PDD
PDD has been at the gritty end of
product innovation for the past
three decades, and the 41-strong
team is best known for its
healthcare work.As AlunWilcox,
director of medical, says,“It’s
about humanising technology and
translating needs into user-friendly
products.” Hence Unomedical’s
UnoMeterTM SafetiTM Plus, which
monitors the urine of patients on
catheters.“Not very sexy,” the
firm admits,“but extremely
important.”
pdd.co.uk

Q&A
P H I L PAT T E R S O N

Why is Britain such a
creative place for music?
The UK’s cosmopolitan society is
a huge asset – a crucible for
creativity.We’re also a manageably
sized market, with a coherency
within scenes that makes music
influential in other sectors such as
fashion and film.

What are the most exciting
areas in UK music now?
UK artists were nominated for
more Grammys last year than at
any time since the mid-1990s. It’s
hard to be original in music but UK
artists keep reinterpreting genres
and making them their own.

What are the future
challenges and opportunities?
There are challenges about how
to monetise music in a digital era,
but new solutions are emerging
too.When I started out 30 years
ago people said home-recorded
cassettes were killing music, and
we’re still here today.

Phil Patterson is an international
business specialist for music at UKTI

MINI
PROFILES
01:Annie Reed:
Having racked up 15 years of
experience at Peter Gabriel’s
RealWorld, independent
publisher Annie Reed is
ensuring that artists get paid
for their creativity in this
ever-changing music landscape.
anniereedmusic.com

02: RoughTrade Records:
With many other record
shops succumbing to the
overhead-less internet, Rough
Trade continues to attract
music punters aplenty through
its dedication to service and
staff expertise.
roughtrade.com

03: Blueprint Studios:
Manchester is a mecca for
musicians, and Blueprint has
attracted the likes of Elbow,
The Streets and Lady Gaga to
its recording and performance
spaces.
blueprint-studios.co.uk

ARTHURCOX
Formed seven years ago,
Bristol-basedArthurCox
comprises former freelance
animation directors Sally Arthur
and Sarah Cox, who, in a world
of CGI, prefer the old-school
approach of illustrative
animation. For Live Earth, they
even knitted a film (“everything
unravels,” explains Cox,“it was
a metaphor for endangered
species”).They have won
several awards, and directed
adverts for CocaCola.
worldofarthurcox.co.uk
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OVERVIEW
The UK has always been a
publishing giant, churning out over
100,000 new book titles a year
with more newspapers and
magazine titles than any other
market and a turnover of £19.2bn
across 8,500 companies.The
digital media sector is also
booming alongside print, with
British-based innovations such as
the BBC iPlayer showing the
world the potential of online
audio-visual, with over six million
regular users. Amongst the digital
hubbub, trusted British-based
media brands continue to stand as
beacons of quality and
discernment.— jo

OVERVIEW
In 2008, UK advertising
expenditure totalled a buoyant
£18.6bn, and the British
advertising industry continues to
lead the way. Many international
agencies (Fallon,Wieden+Kennedy)
only really hit their stride once
they opened London offices.“We
take a lot more risks here,” says
Debbie Morrison, director of
consultancy at the Incorporated
Society of British Advertisers,“and
have long prided ourselves on
cutting-edge campaigns.”

The more forward-thinking
agencies are now flexing their
creative wings, especially in the
digital arena in a bid to target the
younger market. Many UK firms
now handle international accounts
and smart British advertising nous
sets the standard.— nd

SIX TO START
Founded by brothers Dan and Adrian Hon in 2007,
Six to Start is a new breed of digital agency.They
started the company with the aim of “melding art,
technology, story-telling and game-play experiences.
Video games are not known for their great
storylines and publishers or broadcasters are not
known for their interactivity.We join up the dots,”
says Adrian Hon. Recent clients include Channel 4
and Penguin publishing, and Six to Start continues to
push boundaries “because it’s still unchartered
territory out there.You can be the first to do
anything in this crossover medium.”
sixtostart.com

TEAM
IMPRESSION
Founded in 2001 and part of
a proud Leeds-based printing
tradition,Team Impression has
brought quality print and
reproduction into the 21st
century.With 90 staff and a
24-hour service, they have won
industry awards for service and
standards. State of the art litho
and digital printing is combined
with a commitment to traditional
materials and techniques, making
for a blend of old and new.
team-impression.com

RISING
STARS—
NEW TALENT
01: Blanka: Founded by graphic
designer Mark Blamire (known as
Blam) in 2005, Blanka is an online
archive set up to support the best
quality print and graphic design.
It also commissions its own open
competitions and splits all profits
with the artists and printers.
blanka.co.uk

02:murmurART:Will Conibear
and Donald Eastwood founded
murmurART in 2008. It combines
an online gallery space, artist
representation and quality
journalism in an imaginative digital
package that’s attracting attention
in the contemporary art world.
murmurart.com

03: Short Books: Started by
former journalists Rebecca
Nicolson and Aurea Carpenter
in 2001, Short Books has built
a reputation as a first-class
publisher of entertaining
non-fiction.
shortbooks.co.uk

RISING
STARS—
NEW TALENT
01:Adam & Eve:A young
London-based interdisciplinary
agency made up of people
gleaned from digital and design
backgrounds, it has worked with
EMI and John Lewis and recently
landed the Phones 4 U account,
worth £7m.
adamandevelondon.com

02:TheViral Factory:The most
awarded digital agency at the
Cannes Cyber Lion festival,The
Viral Factory in East London
manages to be both effective and
provocative, as its recent
campaign for Diesel shows.
theviralfactory.com

03:Albion:A largely digital-based
agency with an entrepreneurial
streak and a reputation for risk-
taking in a fast-paced industry.
Both eBay and BlackBerry have
recently benefited from its input.
albionlondon.com

FRIEZE
Frieze started in 1991 as a
32-page, bimonthly art briefing,
and was one of the first desktop
published magazines. From these
humble roots a mighty art brand
has grown, with the print arm still
going strong, now augmented by
one of Britain’s most important
annual art fairs.

“When we extended the
brand into events we just looked
at our key competencies and who
believed in us,” says co-founder
Matthew Slotover (left).“Our
advertisers became our
exhibitors, and our readers
became our visitors. Knowing
your market is what matters – the
practical stuff you learn as you go.”

This imaginative approach to
media diversification has ensured
that Frieze stays fresh, while still
standing for discerning quality in
print.“Art requires a tactile, highly
produced publication, and
contributors from other countries
often comment that they wish
they had a high quality outlet like
ours,” he says.
frieze.com

SUPERFAD
Set up in London two years ago,
Superfad (pictured left), which
now has offices across America,
takes a new approach to
advertising, one they term “media
agnostic”.“And that means,”
explains executive producer
Stuart Robinson,“we work right
across the board, from cinema and
TV ads, to tube posters, to
websites.The market’s changing,
so we adapt accordingly.”
Current clients include Honda,
Sony and Orange.
superfad.com

MOTHER
The enfant terrible of British
advertising, this London agency
has been a centre of celebration
and controversy for 13 years. It
has marketed Supernoodles as
junk food, created an ad for Fanta
Z that suggested its predecessor
(Fanta Light) was undrinkable, and
elevated a knitted monkey into
the public face of ITV Digital.
Always daring and unpredictable,
Mother never knowingly
undersells itself – or its clients.
motherlondon.com

BBH
Set up a quarter of a century ago,
Bartle Bogle Hegarty remains a
cutting-edge agency.“Advertising
is in the midst of tremendous
change, impacted by technology
and the explosion of media choice,”
says Group COO Gwyn Jones.
“You’ve got to embrace the new.
We do.” Its own-brands include
female security device Ila Dusk for
Marks & Spencer and the Pick Me
range forTesco.The key to BBH’s
success is a flexible business model,
attracting international clients.
bartleboglehegarty.com
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THE UK IS
BEGINNING
TO BE SEEN
ASTHE BEST
POSSIBLE
CREATIVE
PARTNER
FOR OTHER
COUNTRIES,
WITH LITTLE
ARROGANCE
BUTA HELL
OFA LOT OF
EXCELLENCE.
SIR JOHN SORRELL
CO-CHAIR,THE SORRELL FOUNDATION

INTHE PAST,
CREATIVITY
HAS BEEN

SUPPORTED IN
ATOKENWAY

BECAUSE IT
WAS FELTALL
PROGRESSIVE

NATIONS
NEEDEDA
CREATIVE

SECTOR, BUT
IT’S NOW

SEENAS ONE
OFTHE MAJOR

PILLARS OF
OUR

ECONOMIC
ACHIEVEMENT.

SIRTERENCE CONRAN
CHAIRMAN OFTHE CONRAN GROUP

TO LEARN MOREABOUTTHE
CREATIVE INDUSTRIES IN

BRITAIN,TURN OVERTO MEET
THE KEY PLAYERSAND RISING
STARS FROMARCHITECTURETO

MUSIC,MEDIATO FASHION
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