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The S in ESG...
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COMMISSIONING THE FUTURE



Dramatically

the
digital revolution
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MEETING THE NEW NEEDS



Social media, the
thing that connects it

How do we shape the different needs o
Gen Z and Gen X?




THOUGHT STARTERS



1. The
manifestation of
Social Media
platforms into
physical
opportunities.



;- TURN UP IN THE
lPHYSICAL SPACE.




THEY WANT SPOTIFY

HOUSE. NOT SOHO

Curated spaces at their best.



2. Social Media
can deliver
commerce
opportunities In
the physical
CEUNE



AN ESCAPE FROM

INTERNET-
INDUCED ANXIETY.

Mimicking the online experience.



1/. Experiences grounded in a clear understanding of what audiences
really value when meeting.

2/. Why are these just the preserve of the short-term, pop-up experience.

3/. We need social destinations that drive people to your physical
spaces.



3. Gaming: The
biggest blind
spot in this
room today.



GAMING IS e
ENTERING A NEW

ERA. Wl N

No longer the preserve of Iazy young men’.y e




THERE IS SOMETHING
FOR EVERYONE.

From casual to pro-gamers.



THIS IS WHAT

GAMING LOOKS LIKE
IN 2022. “We see gaming as the

centre of community,
culture and commerce,”

Willem Dinger, global director of
sponsorships at Unilever.




ESPORTS: THE NEW
HOLY GRAIL.

ulture, entertainment, fashion,
music & sport




1/. Don’t ignore the shift of consumer attention.

2/. Unlock the power of gaming to create a wealth of commercial
opportunities in the physical space.

3/. Provide places where digital and physical lives can converge.
4/. Where is our eSports district where activations can come to life.

5/. Football stadiums bring value in the community, eSports will too.



4. Brand
Expression:
emerging
opportunities
for our retailer
strategies.



BRANDS NEED

SPACES TO
TAKEOVER.




1/. It shouldn’t just be the preserve of Nike to upscale and invest in
spaces.

2/. Brands need more opportunities, how are we going to provide them?

3/. The High Street as we knew it is finished. As brands seek to redefine
their retail strategies they need to show up in new and interesting ways.

3/. Curated spaces to enhance the power of brands.



5. The experience
economy: What
brands and
advertisers need
from public
spaces.



DISTRICT TAKEOVERS

DRIVE PROSPERITY.
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SHARE IT. PERPETUATE IT.




REVERSE THE
THINKING.

THINK OF BRANDS AS A TWO WAY
TRANSACTION OPPORTUNITY.



1/. We can’t embrace opportunities like this because it’s costly and
impractical.

2/. Wrapped up in bureaucracy and space simply not provided for in our
districts.

3/. Unique experiences perpetuate more people coming to your district.

The EXPERIEN E ECONOMY is waiting to flourish.
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Grosvenor Waterside / Build to Sell
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Wembley Park / Build to Rent



Market Intelligence:

Consumer Trends:
Purposeful Living + Belonging
+ Cause

Investment Trends:
Social Value + Evidence of ESG

Business Trends:
Value Added Lifestyle +
Meaningful Work

Lifestyle Trends:

Low Carbon + Local Living +
Health & Wellbeing +
Community
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The rise of the Creative District, Cultural Quarter, Downtown
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2019 Annual Report



EAST VS WEST
London’s Creative Economy

Logistics & Distribution
Low Carbon & Clean tech

WEST: QUINTAIN LIVING
Creative economy
Film, TV, Music, Publishing,

EAST: GET LIVING
Creative Enterprise Zones
The Fashion District

Thames Estuary Production Corridor

Social sciences|

FUTURE\ZITY

https://www.london.gov.uk/sites/default/files/description-londons-economy-working-paper-85.pdf
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Figures of Change’ all-women art trail / 8 outdoor artworks placed around the
iconic stadium in Wembley Park / Curated by Josh McNorton

FUTURE\ZITY
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Anna Fearon - Hypha Studios - Catford

HYPHA STUDIOS -
WHO WE ARE

Hypha Studios is a Charity matching creatives with empty spaces &
regenerating the high street with cultural hubs & events for local communities.

By providing free studios & project space we act as an incubator for creatives
to test new ideas without financial obstacles. We provide opportunities to

those who might not be able to access space, support or visibility.

In return for the free space, creatives organise public events, supporting
the locality & benefiting the high street.

Landlords and property owners benefit from the combination of activatisation
of otherwise vacant space and a cost saving via rate mitigation.

hyphastudios.com




HYPHA STUDIOS SOLUTION HYPHA STUDIOS SOLUTION HYPHA STUDIOS SOLUTION
FOR ARTISTS FOR LANDLORDS FOR COMMUNITIES
By actfing as the umbrella at each of As an established charity Hypha Studios Through our unique pioneerring model
our locations and working directly with works with landlords across  their we breathe fresh life into once empty
landlords Hypha Studios provides space I portfolio, reducing the costs associated shops and spaces, bringing art, creativity

that is risk-free with no capital outlay
(other than insurance) and in most cases
Hypha Studios is able to pay arfists for importantly we are the single point of

their communnity programs.

REMOVING
THE FINANCIAL
BARRIERS TO
AN ARTIST'S
DEVELOPMENT

with empty properties, managing each
location and its chosen creatives and

confact on no-risk easy to end or extend
terms.

OUR UNIQUE SOLUTION INNOVATES BY

UNLEASHING ENGAGING
REDUCT'NFG TR"'E ACCESS AND WITH THE LOCAL
COSTS FO CREATING COMMUNITY

LAN:;'A%';es OF VIBRANT THROUGH
PROPEAMES CREATIVE WORKSHOPS
COMMUNITIES AND EVENTS

and culture to each community through

our events program.

MINIMISING
THE RISK FOR
ARTISTS AND
LANDLORDS
ALIKE

ABOUT HYPHA STUDIOS

OUR CREATIVE
SOLUTION

OUR PROVEN MODEL
DELIVERS PROFOUND
BENEFITS FOR ARTISTS
LANDLORDS AND
COMMUNITES



STEP
1. PARTNER

Hypha partners with
property owners, local

authorities and developers.

STEP
2. LEASE

Hypha leases the space
for one year with a
negotiated minimum term
(as little as 2 months)
which can continue on a
rolling basis.

A 30 day notice period
is standard.

STEP
3. ARTIST CALL

Hypha uses its network
to connect creatives
suitable for the location
and launches an open
call for artists in the area.

STEP
4. DELIVER

The selected creativel(s)
moves in, delivering
their agreed public
programme, which is
promoted by Hypha,
and receives support
through our mentorship
programme.

Hypha Studios Catford - Essex

ABOUT HYPHA STUDIOS

HOW WE
WORK

OUR SIMPLE MODEL
CAN BE TAILORED FOR
THE SPECIFIC NEEDS OF
COUNCILS, LANDLORDS

AND COMMUNTIES
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