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STRATEGY 
LOOK AND FEEL STRATEGY 

The Culture Mile Look and Feel Strategy has been 
prepared by Fluid, who were commissioned by the City of 
London for the management and vision development of 
the document. In addition, Alan Baxter provided heritage 
and transport expertise, Contemporary Arts Society 
(CAS) developed the cultural strategy, Seam were the 
lighting consultants, Arup Digital developed the digital 
strategy, Arup Landscape looked at green infrastructure 
and landscape design, and Arup security provided 
security guidance. 

The Look and Feel Strategy is part of a suite of three 
documents: the Look and Feel Strategy, the Detailed 
Delivery Plan and the Evidence Base Document. 

LOOK AND FEEL STRATEGY 

1. Introduction and background - Contain information on the 
considerations that have helped shape the strategy. 

2. Vision and Aims - Set out the overarching ambition for the 
project and describes the four aims. 

3. Outcomes - Introduce a series of outcomes that the Strategy 
sets out to deliver. 

4. Principles - Set out specific recommendations for principles 
to work towards when undertaking Look and Feel projects. 

5. User scenarios - Provide a taste of the quality of life that 
could begin to emerge in Culture Mile. 

6. Summary delivery plan - Proposes a list of projects to be 
delivered to achieve the outcomes set out in the Strategy. 

DETAILED DELIVERY PLAN 
Contains detailed information setting out recommended 
programmes that could be undertaken to achieve the Outcomes 
of the Strategy. These are summarised in the main Strategy in 
the ‘Summary Delivery Plan’ table. 

EVIDENCE BASE DOCUMENT 
The third document is the Evidence Base, showing various 
research that fed into the development of the Strategy. The 
document includes the research reports, consultants’ reports 
and stakeholder consultation reports. 

USER SCENARIOS 5. 

SUMMARY DELIVERY PLAN 6. 

PRINCIPLES4. 

OUTCOMES 3. 

VISION AND AIMS 2. 

INTRODUCTION AND BACKGROUND 1. p4 

p10 

p14 

p29 

p32 

p42 

DETAILED DELIVERY PLAN 

EVIDENCE BASE DOCUMENT 
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WHAT IS CULTURE MILE? 

Culture Mile is a new home for contemporary culture 
in the ancient heart of London. Comprised of the 
Barbican, Guildhall School of Music & Drama, London 
Symphony Orchestra and Museum of London — and 
led by the City of London Corporation — Culture Mile 
is creating a new exchange in the capital’s business 
district that thrives on creative prosperity, not just 
finance. 

Culture Mile was officially launched on the 20th July 2017, 
marking the start of an ambitious and transformational 
initiative that will take 10 – 15 years to deliver. Stretching just 
under a mile from Farringdon to Moorgate in the north-west 
of the Square Mile, it will have creative exchange, cultural 
collaboration and learning at its core in an area where 2,000 
years of history collide with the world’s best in culture. 

A Brand Strategy was completed by Jane Wentworth 
Associates and Pentagram which sets out four clear values for 
the Culture Mile, these are: 

JOINED-UP, GENEROUS, AGILE, EXPERIMENTAL 

WHAT IS THE LOOK AND FEEL STRATEGY? 

The Look and Feel Strategy builds upon these values 
to provide an approach for creating an unrivalled visitor 
experience. It describes how the area can best capitalise 
on major new developments, such as the future Museum 
of London at West Smithfield and the increased footfall 
anticipated through the arrival of Crossrail. 

The Look and Feel Strategy seeks to respond to changes in 
the area by setting out actions and recommendations for 
future public realm works. The key themes explored in this 
Strategy are: 

• Lighting 

• Wayfinding 

• Public information 

• Public art and place activation 

• Greening 

• Street surface and furniture 

• Low Emission Neighbourhood (LEN) 

• Security 
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HOW DOES THIS RELATE TO 
PREVIOUS PROJECTS? 

CURRENT AND PREVIOUS STUDIES THE LOOK AND FEEL STRATEGY MUST RESPOND TO OR BUILD UPON Much progress has been made exploring how to shape 
a distinctive, vibrant and welcoming cultural district for 
London. The Look and Feel Strategy has considered the 
following: 

• The West Smithfield Area and Liverpool Street 
Enhancement Strategies which looked at localised public 
realm issues. 

• The Barbican and Golden Lane Area Strategy which 
provided comprehensive analysis of the area and ideas for 
physical improvements to the streets and spaces in and 

Culture Mile Citywide Wayfinding around the Barbican and Golden Lane Estates. Provides a framework for physical A summary of the thinking Corporate Plan 
Proposals for public realm and improvements to the streets and Strategy Review which drives the brand, an 2018-2023 
road danger reduction supporting spaces within the Barbican and A framework A currently developed • The ‘Vision for the Cultural Hub,’ which broadly defined overview of the creative Provides a framework increased footfall. Sets out a Golden Lane area in response to for Cultural Mile vision, key principles and style, an explanation of for the delivery of City a boundary for the area and established a vision and key framework for addressing issues changes anticipated as a result of partners to develop values for wayfinding in the basic elements of the of London services. and demands within the current planned development, Crossrail and outcomes and the City.principles for future consultants to work towards. identity, and examples of 
planning context. the Culture Mile. visions for the area. how it all comes together. 

• Adopted policy in the Public Realm SPD and technical March 2018 July 2018 Autumn 2018 (Estimated completion) November 2013 May 2015 February 2017 

January 2018 June 2013 
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CITY OF LONDON

LOCAL PLAN 
January 2015 

January 2015 August 2015 July 2016 

• Culture Mile Brand Strategy setting out the thinking which 
drives the brand and provides a resource on how to follow 
these principles when producing materials for Culture Mile. 

• Citywide Wayfinding Review and City Lighting Strategy. 

City Lighting 
City of London    

• City of London Corporate Plan. 
Strategy 

Cultural Strategy Vision, principles• City of London Cultural Strategy. 
City of London and values for City Public Realm
Local Plan A citywide strategy aiming lighting in the City.• Culture Mile Strategy. The SPD provides a to transform the City’s 
Statutory framework coordinated approach public realm and physical 
within which to the design and infrastructure, making it Alongside these strategies and studies, three major changes to the built management of a more culturally vibrant 

developments have been initiated and the opportunities they environment should the public realm in destination. 
be considered. the City. This is anpresent need to be articulated: 

adopted Corporation 
policy. • New Museum of London at West Smithfield. 

• Proposed Centre for Music on the site currently occupied 
by the Museum of London. 

•   Improvements to Beech Street tunnel. 

Liverpool Street 
Area Enhancement Strategy 

Barbican and Golden Lane 
Area Strategy 

BRAND GU DELINES 
June 2017 

Culture Mile 
Brand Strategy 

guidance on the design and management of the urban 
environment, along with Listed Building Management 
Guidance documents where these exist. 

West Smithfield Area 
Enhancement Strategy 
Measures to address 
pressures on the public realm 
due to the intensification of 
uses and increased footfall. 

Vision for the 
Cultural Hub 
A vision, key principles and 
values for the Culture Mile. 

Culture Mile 
Look and Feel 

Strategy 
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PROCESS AND RATIONALE 
LOOK AND FEEL STRATEGY KEY MILESTONES 

Working Party 
Culture Mile Launch Workshop 3 

Focused on four key objectives Working Party and their delivery through seven 
Workshop 5 work streams. Each presented 

challenges, opportunities and Presentation of draft City of London Strategy amended 
the ‘ingredients’ needed to strategy with Q and A. Committee following
achieve the objectives. Review consultation 

June 2017 September 2017 October 2017 2018July 2017 

August  2017July 2017 November  2017 November 2017 October 2018 

Working Party Culture Mile Look and Look and Feel Public Strategy 
Workshop 4 Feel Engagement Draft Strategy Consultation presented to 

Committee for Explored the Issued for presentation 
adoption management, to Programme Board. 

maintenance, servicing, 
governance and 
security considerations 
that the strategy must 
address. 

The timeline to the right identifies the milestones for 
the Look and Feel Strategy. 
Literature review, Site Analysis and Research 
Drew together baseline information that either had an impact 
upon or directly relates to Culture Mile and its environs. Policy, 
reports, studies, planning applications and consultation 
responses were reviewed by the team. 
Quantitative and qualitative analysis of the area was 
undertaken by the specialists appointed as part of the team 
including: benchmarking with leading cultural districts; 
character area analysis; land use; transport; public information 
and digital platforms; air quality; green spaces; lighting. 
As the result of the initial work, issues and opportunities were 
identified, with key examples being: 

Issues 
• Great institutions but little evidence of culture 
• Vehicle-dominated streets 
• Notoriously difficult wayfinding 
• Underused spaces and frontages dominated by car parks 

Opportunities 
• Diverse culture and activity 
• Green DNA that offers space for exploration and discovery 
• Rich history, social life and architecture 
• Proximity to attractions and enhanced transport 

Working Party workshops 
Central to the development of the strategy was a series of 
workshops with the Working Party. This group consisted of 
representatives from across City of London and stakeholders 
including residents, traders and Culture Mile partners. 

Stakeholder meetings 
Alongside formal workshops, the team met with key members 
of partner institutions to better understand their issues and 
aspirations, ensure they were embedded in the process and 
their future participation was agreed. 

Public engagement 
Public engagement was undertaken as part of the drafting of 
the Strategy at two moments: in order to inform the drafting 
process; and later to consult on the draft Strategy. 

Pop-ups 
A programme of experimental interventions including art, 
events and installations helped test the potential of and 
appetite for future enhancements. 

MARCH 2017 

CITY OF LONDON 
CULTURAL HUB 

LOOK & FEEL STRATEGY 
STAGE ONE REPORT REV 01 Look and Feel Strategy 

Stage One Report 
Draws together the literature 
review, site analysis and 
research. 

Fluid appointed 
January 2017 

February 2017 

‘Look & Feel’ Strategy for the Public Realm 
Steering Group Workshop Report 

CITY OF LONDON 
CULTURAL HUB 

FEBRUARY 2017 

larified the brief and 

testing ‘starting points’ 
to help define a set of 
objectives. 

March 2017 

April 2017 

Working Party 
Workshop 2 
Opportunity to test three 
key themes, structure, 
connectivity and activation. 
Revealed broad support. 

EXAMPLES OF RESEARCH UNDERTAKEN: 

GREEN SPACES SURVEY LIGHTING SURVEY 
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PUBLIC AND STAKEHOLDER 
ENGAGEMENT ENGAGEMENT AND CONSULTATION: KEY FINDINGS 

ACCESS AND WAYFINDING PLACE ACTIVATION AND 
COMMUNITY 

HISTORY AND ENVIRONMENT POLICY 
A series of targeted engagement events were held to 
test the public’s response to both the emerging Look 
and Feel vision and Culture Mile Pop-up programme. 

An Urban Safari was also held, a walkabout led by the team 
through Culture Mile with a mix of local residents, workers and 
key stakeholders. Collectively, these events helped inform and 
test the emerging themes, uncover wider opportunities and 
widen participation. 

A public consultation took place from 22nd November 2017 
to 4th February 2018. The purpose of the consultation was to 
gather feedback on the draft Strategy, and to understand the 
issues and aspirations for the Culture Mile project. 

A series of public drop-in sessions were held in several 
locations across Culture Mile: Golden Lane Estate, the 
Barbican Centre, an event at the Museum of London, Guildhall 
School, West Smithfield, Moor House and Charterhouse, 
Smithfield Market, St Giles’ Church, St Bartholomew’s Hospital, 
2 London Wall Place, all hosted sessions. 

The public consultation was conducted through various 
methods, which included: user surveys, drop-in sessions, 
online surveys, postcards, emails and stakeholder meetings. 
The surveys posed the following seven questions: 

• What do you most value about the area? 

• What changes would you most like to see in the area? 

• How do you think we should increase public amenity in 
Culture Mile? (e.g. signage, seating, green spaces, facilities 
for families etc.) 

• Do you agree with the 4 key aims in the Strategy? 

• What sorts of public art/events would you like to see? 

• Do you have any suggestions for venues/spaces for 
possible events in the area? 

• How would you like to be more involved with this initiative in 
the future? 

The summary of the findings are shown on the right-hand side 
of this page. 

This page summarises the headline findings organised by key 
themes. 

• Wayfinding improvements are 
a high priority. 

• People strongly agreed that 
traffic should be improved to 
control the traffic flow and 
create a more pedestrian-
friendly environment, 
especially around Beech 
Street tunnel and Long Lane. 

• Some suggested visual links, 
including street art, lighting 
and painting the roads, will 
help create a coherent identity. 

• Extending the highwalk was 
suggested to avoid cars on 
street level - easy access and 
lifts should be in place. 

• Some felt the Culture Spine 
was too linear. 

• Some raised concerns on 
how feasible the Strategy is 
considering the current roads, 
access and signage. 

• Residents and local 
businesses would like to be 
more involved and kept better 
informed. 

• Residents in general are very 
supportive of community-led 
projects and better community 
facilities in the area. 

• Visual link with cultural 
institutions through 
performances at lunch time or 
after work was suggested to 
showcase the institutions offer 
but also to break down social 
barriers through free events. 

• Celebrate the area as 
the home of world-class 
institutions, making strong 
links between the area and the 
institutions. 

• Some felt the site boundary 
was too restrictive and it 
should include the wider 
community. 

• The maintenance of the listed 
building is a key priority for 
Barbican Estate residents 
along with ensuring that 
peaceful areas in the estate are 
maintained. 

• Opportunity to celebrate the 
layers of history in architecture 
from different eras, Victorian 
through to the 60’s. 

• Many strongly agreed on 
revealing the area’s history and 
raise awareness of historical 
events, architecture and stories. 

• General support to increase 
planting with a good distribution 
of greenery and natural growth, 
preventing and reducing 
pollution. 

• More open and green spaces 
are needed to accommodate 
outdoor activities and events 
from the urban stressful life. 

• Overall support for the concept 
of attracting more people to 
discover a variety of areas that 
are not well known. 

• There was some concern 
about overcrowding and 
losing quiet green spaces for 
residents. 

• There was some concern 
about increase in vandalism 
and anti-social behaviour. 

• Need to ensure the spaces are 
managed well and not to be 
overtaken by smokers. 

• There was some concern over 
privatisation. 

• Some raised concern over 
noise levels and residents 
space being taken over. 

• An ambition to support 
independent retail/food offer 
and spaces creative small 
businesses in Culture Mile was 
positively received. 

URBAN SAFARI 16.08.2017 SMITHFIELD ROTUNDA POP-UP 26.07.2017 MUSEUM OF LONDON EVENT 22.11.2017 
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CULTURE MILE 
LOOK AND FEEL STRATEGY 

THE VISION 



VISION FOR THE LOOK AND FEEL 
PUBLIC REALM STRATEGY 

The Look and Feel Strategy aims to make visible the 
area’s history, cultural riches, wealth of activity and 
varied character to create a unified vision. It draws 
partners together to animate the spaces in between 
the cultural institutions. 

Culture Mile will become a recognisable destination 
with a reputation for fostering innovation and 
experiment, a place where culture can be found 
everywhere, a place where culture is created as well 
as consumed. 

Connected places 

Culture Mile is the home of major world-class cultural 
institutions such as the Barbican Centre and its Resident 
Orchestra, the London Symphony Orchestra (LSO), the 
Guildhall School of Music & Drama, Museum of London and 
the proposed Centre for Music. 

Culture Mile will also link to other significant cultural centres: 
St Paul’s Cathedral, the Guildhall and Bank; Clerkenwell, Old 
Street, Shoreditch and LSO St Luke’s. Connections to areas 
such as the Southbank will also be strengthened whilst 
Crossrail will position Culture Mile as a front door to the City of 
London. 
The area’s significant challenges, such as vehicle-dominated 
streets and notoriously difficult wayfinding will need to be 
addressed to deliver this vision. 

Change perceptions 

Culture Mile is built on the area’s remarkable assets. 
It will transform the perceptions of the place and stimulate 
activity around the cultural offer to become a place of choice 
to visit at any time, not just for one-off events. 

THE VISION 
Transform Culture Mile into a vibrant, distinct and 

welcoming new destination 

   

 

 

AIMS 

FORM A TAKE THE DISCOVER AND BE RECOGNISABLE 
CULTURE SPINE INSIDE OUT EXPLORE AND BE DIFFERENT 

An intuitive ground level 
connection with a strong, 
pedestrian focused identity. 

It is a key wayfinding principle 
that will provide visitors with 
the confidence to wander and 
explore. Vibrant cultural activity 
will take place along its length. 

Externalising world-
class cultural activity by 
dissolving barriers and 
embedding content into the 
streets. 

Using vacant or under-utilised 
space to create a welcoming 
destination. Places for local 
people and community-led 
activity. 

Celebrating the area’s rich and 
diverse history – reaching out 
to the audiences of the future. 

Generating cultural programming 
that reveals the area’s social, 
cultural and architectural history. 
An environment that people want 
to discover and explore. 

Safeguarding the area’s character 
and its areas of urban oasis. 

A place that is recognised for 
its distinction and difference. 
Rejecting mediocrity and 
challenging the ordinary. 

Creating a place where culture is 
produced as well as consumed, 
and where creative industries are 
supported. 

10 
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SMITHFIELD 

SMITHFIELD 
ROTUNDA FUTURE 

MUSEUM OF 
LONDON 

HISTORIC 
CORE 

PROPOSED 
CENTRE FOR MUSIC 

CHARTERHOUSE 
SQUARE 

ST BARTS 
HOSPITAL 

ST. PAUL S 
CATHEDRAL 

FARRINGDON EAST 

BARBICAN 
FARRINGDON 

ST PAUL’S 

THE 
GUILDHALL 

SCHOOL 

WHITECROSS 
STREET 
MARKET 

FORTUNE 
STREET 

PARK 

MOOR 
LANE 

LAKESIDE 
TERRACE 

THE 
BARBICAN 

CENTRE 

BARBICAN 
PODIUMS 

BEECH 
STREET 

GOLDEN LANE 
ESTATE 

LSO AT 
ST LUKE’S 

MOORGATE 

MOORGATE 

HIGH LEVEL 
SPATIAL STRATEGY 
This map suggests where the Look 
and Feel Strategy Aims can begin to 
be employed spatially. 

KEY 

Form a Culture Spine 
Take the Inside Out 
Discover and Explore 
Be Recognisable and be Different 
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CULTURE MILE 
LOOK AND FEEL STRATEGY 

AIM 01 
FORM A CULTURE SPINE 



THE AIM: FORM A CULTURE 
SPINE 

FORM A CULTURE SPINE 

Commerce and 
culture unite 

More connected 
than ever 

Filled with 
culture 

A strong 
identity 

Easy 
navigation 

Active 
frontages 

Linking 
destinations 

Places to 
dwell 

Linear public 
space 

Open 
minds 

Pedestrian and 
cycle focused 

  

 

 

  

   

The Culture Spine will deliver good ground level 
connections as well as a pedestrian and cycle friendly 
environment. 

The Culture Spine is a key wayfinding structure that will 
create direct routes between institutions and provide visitors 
with the confidence to wander and explore. 

A series of different experiences will take place along its 
length and it will ensure key sites such as St Paul’s and LSO 
St Luke’s are inextricably linked to the heart of the area along 
enhanced north-south streets. 

It will help create a richer kind of wealth, made up of shared 
creativity, inclusive experiences and dynamic relationships. 

Digital services will be integrated into physical wayfinding 
elements, as well as existing on accessible digital platforms. 
It will enable more personalised information, linked to events 
and activities. 
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THE OUTCOMES 

1.1 New ‘places’ are created along the Spine 

Smithfield Rotunda, Beech Street, Silk Street and Moor Lane 

Museum of London 
A place where the whole of 

London comes together 
Bringing derelict Victorian buildings back 

into use, giving the museum a street-level 

Long Lane and Aldersgate 
Street Junction 
A welcoming arrival 
Increasing the generosity of pedestrian 
areas to provide the space and time for 

LSO 
S t L u k e 's 

Silk Street to Moorgate 
An enhanced connection 
towards the city 
A place to eat lunch or for pop-up 
events with opportunities for public art 

entrance whilst doubling visitor numbersshould each have a distinct character and function, acting onward decision-making and orientation commissions 

not only as landmarks but also as new destinations. 

Pedestrian movement is prioritised, air 
quality is improved 

The pedestrian experience should be at the forefront of 
public realm enhancements along with the implementation of 
measures to deliver a healthier environment. 

1.3 The area is easy to navigate 

Intuitive movement through wayfinding in the form of signage 
and secondary layers of navigation. 

New infrastructure is implemented along 
the Spine 

The Spine should be unique and distinct. It should offer a 

Barbican 

FarringdonFarringdon 
East 

platform for professional and spontaneous events to take Moorgate 

place. 

1.5 North-south connections are formed 

The north-south lanes off the Spine will encourage discovery 
of Culture Mile and connect it to cultural destinations. 

Junctions are transformed and welcoming1.6 memorable arrival points are in place 
Arrival points will be creative, delightful and generous. 

City Thameslink 

ST PAUL’ S 
CATHEDRAL 

St Paul’s 

The area has an innovative public information1.7 system 
The best possible experience, through the provision of digital 
information for visitors. 

KEY 

Cultural Spine 

Smithfield Rotunda 
Revitalising a historic 
public square 
Extend the garden outwards, creating 
one large public space defined by the 
historic façades of surrounding buildings 

Secondary connections 
Connection through the Barbican 
Major institutions 
Key public spaces 

Beech Street 
Making space for creatives 
Ambitions to greatly improve the space 
to enable use by creative businesses and 
organisations. A unique urban destination with 
variety of activity and life. An enhanced street 
environment that can lead to pedestrianisation 
in the future 

N 
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CULTURE MILE 
LOOK AND FEEL STRATEGY 

AIM 02 
TAKE THE INSIDE OUT 



Maximise the opportunity to draw out and externalise 
the area’s world-class cultural activities by embedding 
cultural content into the streets through providing 
infrastructure for cultural projects. 

This approach will animate the streets, offers apertures into 
the area’s hidden activities and creates a destination for both 
generating and consuming culture. 

It will also help to draw the outside in and increase footfall of the 
daytime work population to the cultural institutions from wider 
attractors in the area such as St Paul’s Cathedral and the future 
Crossrail stations. 

Culture Mile will support local communities through projects and 
activities that involve local people and local businesses. It will 
continue to expand learning and education work of the partners 
into the public realm. 

THE AIM: TAKE THE INSIDE OUT 

TAKE THE INSIDE OUT 

Flexible and 
adaptable 

Share 
opportunities 

Public art 
draws visitors 

Make world-class 
activity visible 

Dissolve 
barriers 

Increase 
engagement 

Animate blank 
façades 

Clearly define 
entrances 

Identify under-
utilised spaces 

Imaginative 
collaborations 

Embrace technology to 
reveal content  
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THE OUTCOMES Long Lane Beech Street 
A street with opportunities Making space for 

for redevelopment creatives 
Planning policy strengthened to safeguard Ambitions to greatly improve the 

the provision of distinct retail, active space to enable use by creative LSO 
St Luke'sEntrances are improved, façades are frontages and public realm businesses and organisations. 

A unique urban destination withanimated and inner workings are revealed variety of activity and life. An 
enhanced street environment that

Identifying opportunities to reveal the area’s cultural assets and can lead to pedestrianisation in the 
future. resources beyond typical boundaries and make culture more 

accessible. 

Outdoor and public spaces for public art, 
play and programming are identified 

Identify key spaces suitable for particular uses and activities. 
Develop high level briefs to provide guidance for future 
design or trial projects. 

FarringdonSpaces are programmed for artistic East 

activity Barbican 

Create an evolving and outreaching destination that rewards 
repeated visits. Unique and bespoke art, events, play and Farringdon 

furniture will encourage spectacle, provide distinction and 
celebrate the area’s assets. 

Vacant and underutilised spaces are 
transformed 

The area should be known as a place for generating culture Moorgate 

as well as consuming it. Under-used spaces should be re-
programmed to support an enhanced culture-focused Spine. 

Community participation is embedded in our2.5 work 
Involvement, engagement and consultation will be 
fundamental parts of the delivery of Look and Feel projects, 
and will increase sense of ownership of Culture Mile among 
local communities. 

Culture Mile Network and other local2.6 organisations are involved 
Local businesses will be involved in developing Culture Mile 
through the Culture Mile Network. 

KEY 

Underutilised spaces 

Connection through the 
Barbican 

Key public spaces 

Sculptures 

Street furniture and play 

Temporary cultural spaces 

Transitional sites 

Markets 

City Thameslink 

Smithfield Market 
In operation 
since medieval times 
A rich diversity of life: unloading meat, pubs and 
restaurants, coaches dropping off visitors and 

St Paul’s 

ST PAUL’S 
CATHEDRAL 

cab drivers using Smithfield Cafe. N 
Narrative Journeys 
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CULTURE MILE 
LOOK AND FEEL STRATEGY 

AIM 03 

DISCOVER 
AND EXPLORE 



CoL

 

  

 

  

   

THE AIM: DISCOVER AND EXPLORE 

Culture Mile will celebrate the area’s extraordinarily 
rich and varied cultural and architectural history. 

Culture Mile’s identity is layered, with different 
characteristics scattered about the area in its 
architecture and culture, prompting visitors to explore 
remnants of the London Wall, the medieval church of 
St Bartholomew-the-Great, the Victorian Smithfield 
Market inspired by the Italian Renaissance and the 
brutalist Barbican Estate. 

Culture Mile should also be known as a place where history 
merges with local stories, allowing a wide range of audiences 
to engage with the area and become immersed in its cultural 
richness. 

There is the opportunity to create an environment that can 
be a setting for contemporary life, learning and creativity, and 
be a place and destination that people want to discover and 
explore. 

Supporting learning 
and education 

Enriching 
lives 

Attract new 
audiences 

Celebrate history 
beneath our feet 

Reveal historic 
layers 

Ancient and 
modern collide 

Enhance 
existing fabric 

DISCOVER AND EXPLORE 

A sense of 
discovery 

Backdrop for 
contemporary life 
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THE OUTCOMES 

3.1 The area’s rich and varied history is celebrated 
Celebrate the area’s fascinating history and use it to enrich 
visitor journeys and encourage exploration. Digital technologies 
,such as augmented reality could be used to reveal hidden 
narratives and provide visitors with the confidence to wander 
and explore. 

A lighting strategy is in place 
Lighting should create a strong visual identity, support 

3.2 

wayfinding, enhance the built environment and encourage 
people to dwell and enjoy Culture Mile’s unique spaces. 

3.3 Green spaces, increased greenery and green 
innovation are implemented 

Green infrastructure should form an attractive, vibrant and 
innovative network of green spaces throughout Culture Mile. 
Public realm enhancements and other ‘green’ processes 
should be introduced incrementally over time to supplement 
existing green spaces and improve key routes. 

3.4 Learning and Education is embedded in 
programming 

Collaborate with partners to expand the Culture Mile Learning 
Programme. Encourage institutions and champions within 
the local area to expand their learning programmes to widen 
access and reach larger audiences. 

3.5 The Urban Oasis is maintained 
Urban Oasis should remain and be enhanced in the city where 
residents, workers and visitors are encouraged to stop, sit, eat, 
play and relax. Culture Mile should be a place of health and well-
being whilst safeguarding the quality of life for residents. 

3.6 The area’s character and assets are sustained, 
maintained and enhanced 

Ensure the built environment is kept well maintained, protect 
local assets and support the ambitions of Culture Mile and the 
expected increase in visitors. 

3.7 Vertical movement is intuitive and allows for 
discovery 

Encourage vertical movement where appropriate to assist 
wayfinding, promote discovery and create memorable 
moments. Ensure legible signage is installed throughout 
Culture Mile to assist navigation and exploration. 
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Cloth Fair 
Home to London’s oldest 
surviving church 
The medieval heart of Culture Mile. 
Stumbling upon side streets and 
unexpected alleyways on Long Lane 
provides a sense of discovery 

KEY 

Routes for discovery- podium 

N 

Key public spaces 

Smithfield Meat Market 
A market on this site 
since medieval times 
Only remaining wholesale market in central 
London, surrounded by a plethora of institutions 
supporting its life - Hope Pub pulling London’s 
earliest pints and Smithfield Cafe 

The Barbican 
London’s most iconic 
Brutalist housing estate 
Opportunity to use public art or installations to 
communicate its architectural references, the 
London Wall and fortified outposts 

London Wall 
Built around Londinium, 
the Roman port town 
From Tower Hill in the East to Blackfriars 
Station in the West, the wall once stretched 
around the ancient City of London 

Connection through the Barbican 
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CULTURE MILE 
LOOK & FEEL STRATEGY 

AIM 04 

BE RECOGNISABLE 
& BE DIFFERENT 



 

 
 

   

   

Something for 
everyone 

Environmental 
credentials 

Change perceptions 
of the City 

BE RECOGNISABLE & BE DIFFERENT 

THE AIM: BE RECOGNISABLE AND 
BE DIFFERENT 

Culture Mile will be a place that is recognised for its 
distinction and difference in its physical fabric and 
conceptual ethos. 

Ambitious planning policy tailored to suit the area will enable 
diverse life. Smart infrastructure will help curate vibrant activity. 
While providing facilities for families and being welcoming to 
everyone, the area’s key streets will embody an identity and 
spirit that will come to reflect a recognisable brand. 

Culture Mile will be known as a place that strives to achieve 
ambitious environmental credentials, that seeks innovative 
solutions to funding and delivery and continuously provides 
a distinct experience for visitors. Culture Mile will be a place 
where creativity is the most valuable currency. 

It will be a place that rejects mediocrity and challenges the 
ordinary perceptions of the City and what it should be. 

A distinct & A place for A pioneer in 
Smart Cities 

Pro-active & 
forward looking memorable place creatives 

A place to produce 
culture 

Safe and 
attractive places 
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THE OUTCOMES 
Barbican Station 

Celebrating the arrival 
A strong visual identity will enable an 

immediate sense of arrival in Culture Mile.Suitable policies and development management 
to encourage creativity are implemented 

Ensure policy allows the implementation of ambitious 
ideas, Culture Mile’s vision is upheld and placemaking is 

LSO
championed. St Luke's 

Culture Mile’s physical environment is4.2 its brand 

Exploring how the concepts and values of the Culture Mile 
Brand Strategy, “joined-up, generous, experimental and agile” 
are shared and built-upon by the Look and Feel Strategy. 

The area encourages creative4.3 employment and economy 
Facilitate the necessary environment to support creative Barbican 

talents - artists and small businesses - to set up and grow in 
Culture Mile. Farringdon Farringdon 

East 

4.4 A sustainable funding model is established 

Exploring initial funding options to deliver the 
recommendations identified in this strategy. 

Moorgate 

A pro-active security strategy that enables4.5 activity is in place 
Setting out an ambitious and pro-active security strategy 
that will be a distinct enabler for cultural activity rather than a 
system that restricts inhabitation. 

St Paul’s 

City Thameslink
4.6 Smart infrastructure is installed and used 

ST PAUL’ S 
CATHEDRAL The Spine

Setting out the management and technical considerations A network of Smart 
needed for Culture Mile to achieve this creative objective. infrastructure 

At the forefront of Smart technologies,West Smithfield the area’s services will be enhanced andKEY usable; its maintenance costs limited andSafe and attractive 
its environmental impact reduced 

Incentives to implement aesthetically
Memorable arrival points pleasing security measures where 

crowds are expected to formPriority safety zones 
Connection through the Barbican N 
Key public spaces 
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PRINCIPLES WITHIN THE LOOK AND 
FEEL STRATEGY 

PRINCIPLES 

The Strategy recommends a set of Principles that outline 
the way in which programmes should be developed. 
Many of these principles have been developed in 
response to the stakeholder and resident engagement 
that has taken place during the development of the 
Strategy. They also respond to Culture Mile partners 
feedback about their aims for the area. 

The Look and Feel Strategy includes a set of proposed 
programmes for Culture Mile. These programmes, when 
delivered, would contribute to achieving the outcomes of the 
Strategy. They are summarised in the later ‘Summary Delivery 
Plan’ table. As officers develop initiatives as part of specific 
programmes for Culture Mile, they should refer to these 
principles where appropriate to each individual project. 

PRINCIPLES 

• Robust Management 

•  Engage with Local Communities 

•  Improve the Environment for all 

•  Appropriate Policies 

ROBUST ENGAGE WITH LOCAL IMPROVE ENVIRONMENT APPROPRIATE 
MANAGEMENT COMMUNITIES FOR ALL POLICIES 

Culture Mile will use the 
experience and expertise of 
all its constituent partners 
to ensure that robust 
management is in place for 
Culture Mile activities. 

The Strategy includes a number 
of principles relating to the 
management of spaces and 
events in the area, including 
applying zoning principles and 
noise management, creating and 
using technical manuals for sites, 
and programming with partners. 

Culture Mile will be for its 
local communities, and 
created by them. 

Local communities include 
the Culture Mile partners, local 
residents, workers and the 
businesses in the area. Principles 
for enabling community-led 
projects and for partners to 
engage with local organisations 
in and around Culture Mile are 
given in the Strategy including 
using clear communications 
to create a shared sense of 
welcoming in the area, and 
fostering collaborations.  

Improvements to the public 
and outdoor spaces in 
Culture Mile should be done 
and should provide enhanced 
space for all people, locals 
and visitors to enjoy. 

The Strategy sets out an 
ambition to improve accessibility 
across the area, to advocate for 
accessibility improvements in 
private developments, to create 
new green and open spaces, and 
to be in line with the new City 
Lighting Strategy, ensure lighting 
is appropriate. 

For Culture Mile to look and 
feel like a place of creativity, 
appropriate policies need to 
be in place. 

The Strategy recommends 
principles to allow for this, 
including protecting the area’s 
rich cultural and architectural 
assets, encouraging local 
businesses to create a 
welcoming area throughout the 
week and weekends, pro-culture 
policies in the Local Plan, and 
using new technologies to enable 
people to develop creatively. 
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LOOK AND FEEL STRATEGY 

USER SCENARIOS 



 
USER 
SCENARIOS 

Four User Scenarios have been developed to show readers 
what the experiences of the Culture Mile area might be, as 
the Strategy is delivered. The scenarios are meant to convey 
a feeling of an area rather than definitive projects, and may 
change as elements of the initiative develop over time.  

 THE CULTURE LOVER 

Name: Tom 
Jobs: Works for an art publisher 
37 years old. Lives in Barbican Estate 
Interests: Literature, graphic design, 
visiting galleries and meeting friends 

Tom’s activities across 
Culture Mile 

6 
5

3
1 

2 

4 

5 

3 

4 

2 

6 

1 

Tom’s route 

Finding out what’s going on today 
thanks to the free wifi 

Having lunch at the Rotunda food market 

Following digital signs and exploring Beech Street 

Having a break at the new gallery in Beech Street 

Attending a performance at the GSMD 

Booking a show at the Barbican at the last minute 

32 

13.30: Lunch at Smithfield Rotunda. There is 
a vibrant food market, cafés and gastropubs 
facing Grand Avenue. Musicians are busking 
and the music can be heard from everywhere 
around the market. It’s so lively here. 

13.00:  At the stunning Smithfield Market, I log on to the free 
wifi and open Culture Mile app to see what’s on today. An 
Open Workshop, a free performance at the Guildhall School, 
the Rotunda food market and... A free ice cream in Beech 
Street! But first let’s go see what the Rotunda food market 
has to offer. 

The day before, 18.45: Booked a ticket on 
Culture Mile app for an Open Workshop event 
at the new gallery on Beech Street. My favourite 
artist will give a talk and a tour of his workshop.  
Fab! There is a lot going on at the Culture Mile, 
so I will just play it by ear and explore the area 
for the rest of the afternoon. 

1 

2 

14.30: It is really easy and intuitive 
to find my way to Beech Street, and 
there is even a digital sign that tells 
me where I need to go to grab my 
free ice cream! Magic! 

3 



15.15: After a coffee - and my ice cream. Whilst 
looking at Beech Street’s interactive walls, it 
is time for the Open Workshop talk in the new 
space in Beech Street. I’ll follow up with that. 
So exciting. 

6 
19.00: I was about to leave when a Culture 
Mile app notification popped up on my 
phone! What?! Two remaining tickets 
for the LSO at the Barbican Concert Hall 
starting in 25 minutes?? I’m calling a friend 
who confirms he’d love to join. Booked. 
Let’s go! 

4 

17.45: Silk Street. How lovely! I can hear 
Guildhall School students rehearsing. I 
head toward the entrance to attend the 
free performance. I love the architecture 
and the vibrancy of the street. 

5 

33 



 

 
 

34 

The family’s route 

The family’s activities 
across Culture Mile 

Names: Fatima, Sven and Clare 
Jobs: Nurse, bus driver, photographer 
amateur 
30, 37 and 10 years old, live in Essex
Interests: Music, crafts, literature, 
social media 

USER 
SCENARIOS

 THE FAMILY 

2 

1 10.00: We arrive at West Liverpool Street 
Station and follow the signs for the Guildhall 
School of Music & Drama and walk along 
New Union Street.  I find the big yellow 
sculpture really nice. 

Two days before:  Daddy books my ticket for the kids 
workshop at the Guildhall School of Music & Drama as 
Culture Mile was promoted on the kids activities app 
we often use. He discovered that we could spend a 
fun day there with Mum! 

10.30 - 12.00: I am having a lot of fun and making 
new friends at the film-making workshop. 

14.00 : Mum and Dad are enjoying their 
coffee and I’m enjoying my candy floss. 
I love this area. Even the bridge is 
covered with art. 

Show at the Museum of London 5 

Relaxing time at Cromwell Place 3 

Playing in Golden Lane 4 

Film-making workshop at the GSMD 2 

Fun history trail at the Smithfield Rotunda 6 

Arriving at West Liverpool Street Station 1 

1 

2 

6
5 

3 

3 

4 



14.45: Wow! We discovered a street without 
any cars and full of games.  We can even play 
video games on the totems, this is great. 

4 18.00: At the Smithfield Rotunda, we listen to the 
storyteller. He speaks about the history of the 
place, so much happened here. Through the 
periscope I see a lot of the old buildings. Magical! 

6 

16.45: On our way, we saw a projection 
that said there will be a free show at 17.00 
at West Poultry Avenue in the Museum of 
London. Mum really wants to go. 

5 
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1 11.15: After the Tai Chi, we visit the Pathology 
Museum. We never noticed it was there but 
today we saw a sign and had plenty of time 
on our hands! In the museum, we are given 
a map of Culture Mile. 

9.30: Tai Chi at St Bart’s Square. 
We arrive in the area with the bus 56. 
It is very practical, it stops right at the 
entrance of the hospital. I wonder if more 
quiet activities of the sort could take place 
here. 

12.30: Lunch in Cloth Fair. 
We spotted a nice place for lunch on the 
map. We wander around the medieval 
area and are amazed by the beauty of St-
Bartholomew-the-Great. Cloth Street is easy 
to walk in, very pedestrian and cycle friendly. 

2 14.00:  We arrive at the newly refurbished 
Barber-Surgeons’ Garden. We touch the 
Culture Mile branded device with our 
tokens and listen to the history of the 
London Wall.  How lovely and easy all this is! 

3 

USER 
SCENARIOS 8.30:  Over breakfast, we read Culture Mile newsletter we 

received in our mailbox during the week. It came with two 
‘tokens’.  My husband finds out that they unlock a new 
History trail through the area and that we should go. It is 
free and there is no need to book. 

 THE ELDERLY COUPLE 

Name: Ian and Jane 
Job: Retired 
72 and 73 years old, live in Battersea
Interests:  History, exploring the city, 
seeing friends, crafts 

Ian and Jane’s activities 
across Culture Mile 

2 

1 

3 

4 

5 

6 

Their route 

Tai Chi at St Bartholomew’s Hospital Square 

Lunch at St-Bartholomew-the-Great churchyard 

Listening to the London Wall history 

Discovering dramatic views at the Barbican Estate 

Exploring the podium 

Learning ceramics at the Golden Lane workshops 

5 

3 

4 

2 

6 

1 



17.30: Ceramic workshop in Golden Lane. 
Now that we know the area a bit better, 
my husband and I walk from the Lakeside 
Terrace to Golden Lane via the high-
walks. It’s a really nice stroll. We attend a 
workshop to learn the basics of ceramics. 
What a lot of fun! 

6 

15.00:  The Lakeside Terrace, what a lovely, 
interesting and peaceful place! But what is 
that young couple doing with their tablet? 
They see our inquisitive faces and come 
closer to show us. 

4 
15.30:  The lovely young lady explains that they 
are using “augmented reality’ via the Culture 
Mile app. It shows an overlay of what the area 
looked like before the war. Quite amazing 
and very interesting! Together we explore the 
podium and end up having a coffee on the 
terrace with them. 

5 
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USER 
SCENARIOS 

Grace’s route 

Grace’s activities across 
Culture Mile 

Name: Grace 
Job: Visual artist 
23 years old worked in the area since 
2017 
Interests: Art, fashion, photography, 
cookery books, spending time with 
friends 

THE ARTIST 

Getting a coffee from her favourite cafe 

Meeting a fellow artist at the station 

Visiting her studio to get ready for her workshop 

Leading a community workshop 

Visiting the new light installation in Beech Street 

Enjoying a drink with a friend 

5 

3 

4 

2 

6 

1 

2 

6 
3 

4 

5 

1 

9.30: After arriving at Farringdon East 
Station, I grab my morning coffee at my 
favourite cafe on Long Lane. The street 
is already vibrant with people enjoying 
their breakfast on terraces and children 
cycling to school. 

1 

2 

10.15-14.00: We enjoy the walk back to my studio. 
Tricia is amazed by the space and the creative 
energy of the place. She cannot believe it when I tell 
her how affordable it is. We brainstorm, prepare the 
workshop, have lunch and gather all the art materials 
we need for our collaboration. 

3 

10.00: It is now time to meet Tricia, a visual 
artist I met through the Culture Mile creatives 
collaborative platform. We are working on a 
new community project together. 

This is the first time she’s visited in the area. 
She says she can feel she’s arrived at a very 
special place! 



 

14.30- 17.30: We arrive on site for the workshop. 
Tricia and I are helping local kids to create a 
fresco on a temporary hoarding. The design 
is inspired by the Barbican Conservatory. It’s 
looking great! They are so enthusiastic about 
being able to be creative in their neighbourhood. 

4 

20.00-21.00: After saying goodbye to 
Tricia, I head to the pub to meet some 
friends. We enjoy having our drinks 
outside. The street lights are coloured 
for the light festival. It gives the streets 
a special atmosphere. It really feels that 
culture is everywhere! 6 

19.00-20.00:  After a good days work we head 
to the free show in Beech Street. This month, 
a light festival is taking place in Culture Mile. 
How impressive! The place looks radically 
different tonight. Like the area itself and many 
events happening here, this installation is very 
inspiring. 

5 
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SUMMARY DELIVERY PLAN PODIUM LEVEL 

The Look and Feel Strategy Aims and Outcomes set 
out in this document can be achieved through a series 
of public realm proposals. The Delivery Plan lists the 
proposed programmes along with their priority (1-3) 
and indicative timescale for completion. For each 
programme the table shows which Outcomes would 
be achieved through the delivery of that proposal. 
The proposals have been grouped into ‘programmes’, 
to match the usual approach taken by the City’s Built 
Environment team. 

The Summary Delivery Plan lists recommended proposals 
which, as part of the wider Culture Mile initiative, would be 
delivered by the Public Realm team working in collaboration 
with a range of partners. These could include the Culture Mile 
team; staff at the Culture Mile partner institutions (Barbican 
Centre, London Symphony Orchestra, Guildhall School of 
Music & Drama, Museum of London); local businesses in the 
Culture Mile Network; and community-led projects working 
with local residents and community groups. 

As well as this Look and Feel Strategy there is an 
accompanying document, the ‘Look and Feel Detailed 
Delivery Plan’. This can be read in addition to the Summary 
Delivery Plan given here, as its contents correspond directly 
to this table. The Detailed Delivery Plan goes into detail about 
each outcome, giving a list of possible actions and case 
studies to illustrate in greater depth the types of activity that 
could deliver the outcomes. 

The spatial plan on the right provides an overview of the key 
proposed public realm enhancements in Culture Mile- this 
plan however does not include the wider principles and non-
physical proposals of the Strategy. 
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Aldersgate
Street 

Farringdon
Street 

GROUND LEVEL 

KEY: 

New public spaces 

New public spaces with timed closure 

Widened footway and 
enhanced public / private realm 
Active frontages 

Enhanced junctions 

Culture Mile key information points 

Visual landmarks 

Tra˜c 

Limited vehicle access 

Vehicle barriers /HVM 

Main spine 

New green public spaces 

Existing and improved green public spaces 

Existing green private spaces 

Sustainable drainage system 

New green links 

New trees 

N 
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INTERACTIVE POP-UPS ACROSS THE CULTURAL SPINE EXPANDED PUBLIC SPACE AT SMITHFIELD ROTUNDA 

COMMUNITY-LED GREENING PROJECT IN MOOR LANE EXPERIENCE AND LEARNING WORKSHOPS TRANSFORMATION OF BEECH STREET 
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CONTACT US 
To ask a question or to register for updates, please 
contact City Public Realm team at City of London 
on: 
E | citypublicrealm@cityoflondon.gov.uk 
W | www.culturemile.london/ 

www.culturemile.london
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	Figure
	Culture Mile is a new home for contemporary culture in the ancient heart of London. Comprised of the Barbican, Guildhall School of Music & Drama, London Symphony Orchestra and Museum of London — and led by the City of London Corporation — Culture Mile is creating a new exchange in the capital’s business district that thrives on creative prosperity, not just finance.
	Culture Mile is a new home for contemporary culture in the ancient heart of London. Comprised of the Barbican, Guildhall School of Music & Drama, London Symphony Orchestra and Museum of London — and led by the City of London Corporation — Culture Mile is creating a new exchange in the capital’s business district that thrives on creative prosperity, not just finance.
	Culture Mile was officially launched on the 20th July 2017, marking the start of an ambitious and transformational initiative that will take 10 – 15 years to deliver. Stretching just under a mile from Farringdon to Moorgate in the north-west of the Square Mile, it will have creative exchange, cultural collaboration and learning at its core in an area where 2,000 years of history collide with the world’s best in culture.
	A Brand Strategy was completed by Jane Wentworth Associates and Pentagram which sets out four clear values for the Culture Mile, these are:
	JOIN
	JOIN
	ED-UP
	, 
	GENEROUS,
	 
	AGILE,
	 
	EXPERIMENTAL

	 
	 
	WHAT IS THE LOOK AND FEEL STRATEGY?

	The Look and Feel Strategy builds upon these values to provide an approach for creating an unrivalled visitor experience. It describes how the area can best capitalise on major new developments, such as the future Museum of London at West Smithfield and the increased footfall anticipated through the arrival of Crossrail. 
	The Look and Feel Strategy seeks to respond to changes in the area by setting out actions and recommendations for future public realm works. The key themes explored in this Strategy are:
	• 
	• 
	• 
	• 

	Lighting

	• 
	• 
	• 

	Wayfinding

	• 
	• 
	• 

	Public information

	• 
	• 
	• 

	Public art and place activation

	• 
	• 
	• 

	Greening

	• 
	• 
	• 

	Street surface and furniture

	• 
	• 
	• 

	Low Emission Neighbourhood (LEN)

	• 
	• 
	• 

	Security
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	CURRENT AND PREVIOUS STUDIES THE LOOK AND FEEL STRATEGY MUST RESPOND TO OR BUILD UPON
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	CURRENT AND PREVIOUS STUDIES THE LOOK AND FEEL STRATEGY MUST RESPOND TO OR BUILD UPON


	Much progress has been made exploring how to shape a distinctive, vibrant and welcoming cultural district for London. The Look and Feel Strategy has considered the following:
	Much progress has been made exploring how to shape a distinctive, vibrant and welcoming cultural district for London. The Look and Feel Strategy has considered the following:
	• 
	• 
	• 
	• 

	The West Smithfield Area and Liverpool Street Enhancement Strategies which looked at localised public realm issues.

	• 
	• 
	• 

	The Barbican and Golden Lane Area Strategy which provided comprehensive analysis of the area and ideas for physical improvements to the streets and spaces in and around the Barbican and Golden Lane Estates.

	• 
	• 
	• 

	The ‘Vision for the Cultural Hub,’ which broadly defined a boundary for the area and established a vision and key principles for future consultants to work towards.

	• 
	• 
	• 

	Adopted policy in the Public Realm SPD and technical guidance on the design and management of the urban environment, along with Listed Building Management Guidance documents where these exist.

	• 
	• 
	• 

	Culture Mile Brand Strategy setting out the thinking which drives the brand and provides a resource on how to follow these principles when producing materials for Culture Mile.

	• 
	• 
	• 

	Citywide Wayfinding Review and City Lighting Strategy.

	• 
	• 
	• 

	City of London Corporate Plan.

	• 
	• 
	• 

	City of London Cultural Strategy.

	• 
	• 
	• 

	Culture Mile Strategy.


	Alongside these strategies and studies, three major developments have been initiated and the opportunities they present need to be articulated:
	• 
	• 
	• 
	• 

	New Museum of London at West Smithfield.

	• 
	• 
	• 

	Proposed Centre for Music on the site currently occupied by the Museum of London.

	• 
	• 
	• 

	  Improvements to Beech Street tunnel.
	  Improvements to Beech Street tunnel.
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	Figure
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	Barbican and Golden Lane
	Barbican and Golden Lane
	Barbican and Golden Lane
	 
	Area Strategy
	 
	Pro
	vides a framework for physical 
	improvements to the streets and 
	spaces within the Barbican and 
	Golden Lane area in response to 
	changes anticipated as a result of 
	planned development, Crossrail and 
	the Culture Mile.


	Culture Mile
	Culture Mile
	Culture Mile
	 
	Brand Strategy
	 
	A sum
	mary of the thinking 
	which drives the brand, an 
	overview of the creative 
	style, an explanation of 
	the basic elements of the 
	identity, and examples of 
	how it all comes together.


	Liverpool Street
	Liverpool Street
	Liverpool Street
	 
	Area Enhancement Strategy 
	 
	P
	roposals for public realm and 
	road danger reduction supporting 
	increased footfall. Sets out a 
	framework for addressing issues 
	and demands within the current 
	planning context.


	Citywide Wayfinding 
	Citywide Wayfinding 
	Citywide Wayfinding 
	Review

	A currently developed 
	A currently developed 
	vision, key principles and 
	values for wayfinding in 
	the City.
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	Culture Mile 
	Strategy

	A framework 
	A framework 
	for Cultural Mile 
	partners to develop 
	outcomes and 
	visions for the area.
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	2018-2023

	Provides a framework 
	Provides a framework 
	for the delivery of City 
	of London services.
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	City Lighting 
	City Lighting 
	Strategy

	Vision, principles 
	Vision, principles 
	and values for 
	lighting in the City.
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	Culture Mile

	Look and Feel 
	Look and Feel 
	Strategy 


	West Smithfield Area
	West Smithfield Area
	West Smithfield Area
	 
	Enhancement Strategy
	 
	M
	easures to address 
	pressures on the public realm 
	due to the intensification of 
	uses and increased footfall.


	Vision for the
	Vision for the
	Vision for the
	 
	Cultural Hub
	 
	A vi
	sion, key principles and 
	values for the Culture Mile.


	City of London    
	City of London    
	City of London    
	Cultural Strategy

	A citywide strategy aiming 
	A citywide strategy aiming 
	to transform the City’s 
	public realm and physical 
	infrastructure, making it 
	a more culturally vibrant 
	destination.


	City of London 
	City of London 
	City of London 
	Local Plan
	 
	Statuto
	ry framework 
	within which 
	changes to the built 
	environment should 
	be considered.


	City Public Realm
	City Public Realm
	City Public Realm
	 
	The SPD p
	rovides a 
	coordinated approach 
	to the design and 
	management of 
	the public realm in 
	the City. This is an 
	adopted Corporation 
	policy.
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	LOOK AND FEEL STRATEGY KEY MILESTONES
	LOOK AND FEEL STRATEGY KEY MILESTONES
	LOOK AND FEEL STRATEGY KEY MILESTONES


	Figure
	The timeline to the right identifies the milestones for the Look and Feel Strategy. 
	The timeline to the right identifies the milestones for the Look and Feel Strategy. 
	Literature review, Site Analysis and Research
	Literature review, Site Analysis and Research
	 
	Drew together baseline information that either had an impact 
	upon or directly relates to Culture Mile and its environs. Policy, 
	reports, studies, planning applications and consultation 
	responses were reviewed by the team.

	Quantitative and qualitative analysis of the area was undertaken by the specialists appointed as part of the team including: benchmarking with leading cultural districts; character area analysis; land use; transport; public information and digital platforms; air quality; green spaces; lighting. 
	As the result of the initial work, issues and opportunities were identified, with key examples being:
	Issues
	• 
	• 
	• 
	• 

	Great institutions but little evidence of culture

	• 
	• 
	• 

	Vehicle-dominated streets

	• 
	• 
	• 

	Notoriously difficult wayfinding

	• 
	• 
	• 

	Underused spaces and frontages dominated by car parks


	Opportunities
	• 
	• 
	• 
	• 

	Diverse culture and activity

	• 
	• 
	• 

	Green DNA that offers space for exploration and discovery

	• 
	• 
	• 

	Rich history, social life and architecture

	• 
	• 
	• 

	Proximity to attractions and enhanced transport


	Working Party workshopsCentral to the development of the strategy was a series of workshops with the Working Party. This group consisted of representatives from across City of London and stakeholders including residents, traders and Culture Mile partners. 
	 

	Stakeholder meetingsAlongside formal workshops, the team met with key members of partner institutions to better understand their issues and aspirations, ensure they were embedded in the process and their future participation was agreed.
	 

	Public engagementPublic engagement was undertaken as part of the drafting of the Strategy at two moments: in order to inform the drafting process; and later to consult on the draft Strategy. 
	 

	Pop-upsA programme of experimental interventions including art, events and installations helped test the potential of and appetite for future enhancements.
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	Working Party
	Working Party
	Working Party
	 
	Workshop 3
	 
	Focused on 
	four key objectives 
	and their delivery through seven 
	work streams. Each presented 
	challenges, opportunities and 
	the ‘ingredients’ needed to 
	achieve the objectives. 


	Culture Mile Launch
	Culture Mile Launch
	Culture Mile Launch


	Look and Feel Strategy
	Look and Feel Strategy
	Look and Feel Strategy
	 
	Stage One Report
	 
	Dra
	ws together the literature 
	review, site analysis and 
	research. 
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	Working Party
	Working Party
	Working Party
	 
	Workshop 5
	 
	Pre
	sentation of draft 
	strategy with Q and A.


	14Spatial framework approachPlayActivating the Barbican communityA child-friendly approach to a thriving cultural hubCity of London benefits from an established and thriving commnunity in and around the Barbican. It’s residents take pride in and care for their environment and it’s cultural offer draws an international audience. Taking a child-friendly approach to the development of the cultural hub has the potential to draw activity to the area while softening the development of the City of London cultural 
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	‘Look & Feel’ Strategy for the Public RealmSteering Group Workshop ReportCITY OF LONDONCULTURAL HUBFEBRUARY 2017
	Working Party
	Working Party
	Working Party
	 
	Workshop 1
	 
	C
	larified the brief and 
	the projects focus on 
	experience, identity and 
	wayfinding. Highlighted 
	constraints and 
	opportunities before 
	testing ‘starting points’ 
	to help define a set of 
	objectives.


	Look and Feel
	Look and Feel
	Look and Feel
	 
	Draft Strategy
	 
	Issued for pre
	sentation
	 
	to Programme Board.


	Working Party
	Working Party
	Working Party
	 
	Workshop 4
	 
	Explo
	red the 
	management, 
	maintenance, servicing, 
	governance and 
	security considerations 
	that the strategy must 
	address.


	Working Party
	Working Party
	Working Party
	 
	Workshop 2
	 
	Opportun
	ity to test three 
	key themes, structure, 
	connectivity and activation. 
	Revealed broad support.


	Culture Mile Look and 
	Culture Mile Look and 
	Culture Mile Look and 
	Feel Engagement
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	EXAMPLES OF RESEARCH UNDERTAKEN:
	EXAMPLES OF RESEARCH UNDERTAKEN:
	EXAMPLES OF RESEARCH UNDERTAKEN:


	GREEN SPACES SURVEY
	GREEN SPACES SURVEY
	GREEN SPACES SURVEY


	LIGHTING SURVEY
	LIGHTING SURVEY
	LIGHTING SURVEY


	PUBLIC AND STAKEHOLDER 
	PUBLIC AND STAKEHOLDER 
	PUBLIC AND STAKEHOLDER 
	ENGAGEMENT


	ENGAGEMENT AND CONSULTATION: KEY FINDINGS
	ENGAGEMENT AND CONSULTATION: KEY FINDINGS
	ENGAGEMENT AND CONSULTATION: KEY FINDINGS


	A series of targeted engagement events were held to test the public’s response to both the emerging Look and Feel vision and Culture Mile Pop-up programme.
	A series of targeted engagement events were held to test the public’s response to both the emerging Look and Feel vision and Culture Mile Pop-up programme.
	An Urban Safari was also held, a walkabout led by the team through Culture Mile with a mix of local residents, workers and key stakeholders. Collectively, these events helped inform and test the emerging themes, uncover wider opportunities and widen participation. 
	A public consultation took place from 22nd November 2017 to 4th February 2018. The purpose of the consultation was to gather feedback on the draft Strategy, and to understand the issues and aspirations for the Culture Mile project.
	A series of public drop-in sessions were held in several locations across Culture Mile: Golden Lane Estate, the Barbican Centre, an event at the Museum of London, Guildhall School, West Smithfield, Moor House and Charterhouse, Smithfield Market, St Giles’ Church, St Bartholomew’s Hospital, 2 London Wall Place, all hosted sessions.
	The public consultation was conducted through various methods, which included: user surveys, drop-in sessions, online surveys, postcards, emails and stakeholder meetings. The surveys posed the following seven questions:
	• 
	• 
	• 
	• 

	What do you most value about the area?

	• 
	• 
	• 

	What changes would you most like to see in the area?

	• 
	• 
	• 

	How do you think we should increase public amenity in Culture Mile? (e.g. signage, seating, green spaces, facilities for families etc.)

	• 
	• 
	• 

	Do you agree with the 4 key aims in the Strategy?

	• 
	• 
	• 

	What sorts of public art/events would you like to see?

	• 
	• 
	• 

	Do you have any suggestions for venues/spaces for possible events in the area?

	• 
	• 
	• 

	How would you like to be more involved with this initiative in the future?


	The summary of the findings are shown on the right-hand side of this page.
	This page summarises the headline findings organised by key themes.

	POLICY
	POLICY
	POLICY


	PLACE ACTIVATION AND 
	PLACE ACTIVATION AND 
	PLACE ACTIVATION AND 
	COMMUNITY


	HISTORY AND ENVIRONMENT
	HISTORY AND ENVIRONMENT
	HISTORY AND ENVIRONMENT


	ACCESS AND WAYFINDING
	ACCESS AND WAYFINDING
	ACCESS AND WAYFINDING


	• 
	• 
	• 
	• 
	• 

	Wayfinding improvements are a high priority. 

	• 
	• 
	• 

	People strongly agreed that traffic should be improved to control the traffic flow and create a more pedestrian-friendly environment, especially around Beech Street tunnel and Long Lane.

	• 
	• 
	• 

	Some suggested visual links, including street art, lighting and painting the roads, will help create a coherent identity.

	• 
	• 
	• 

	Extending the highwalk was suggested to avoid cars on street level - easy access and lifts should be in place.

	• 
	• 
	• 

	Some felt the Culture Spine was too linear.

	• 
	• 
	• 

	Some raised concerns on how feasible the Strategy is considering the current roads, access and signage.



	• 
	• 
	• 
	• 
	• 

	Residents and local businesses would like to be more involved and kept better informed.

	• 
	• 
	• 

	Residents in general are very supportive of community-led projects and better community facilities in the area.

	• 
	• 
	• 

	Visual link with cultural institutions through performances at lunch time or after work was suggested to showcase the institutions offer but also to break down social barriers through free events.

	• 
	• 
	• 

	Celebrate the area as the home of world-class institutions, making strong links between the area and the institutions.

	• 
	• 
	• 

	Some felt the site boundary was too restrictive and it should include the wider community.



	• 
	• 
	• 
	• 
	• 

	There was some concern about overcrowding and losing quiet green spaces for residents.

	• 
	• 
	• 

	There was some concern about increase in vandalism and anti-social behaviour.

	• 
	• 
	• 

	Need to ensure the spaces are managed well and not to be overtaken by smokers.

	• 
	• 
	• 

	There was some concern over privatisation.

	• 
	• 
	• 

	Some raised concern over noise levels and residents space being taken over.

	• 
	• 
	• 

	An ambition to support independent retail/food offer and spaces creative small businesses in Culture Mile was positively received.



	• 
	• 
	• 
	• 
	• 

	The maintenance of the listed 
	The maintenance of the listed 
	building is a key priority for 
	Barbican Estate residents 
	along with ensuring that 
	peaceful areas in the estate are 
	maintained.


	• 
	• 
	• 

	Opportunity to celebrate the 
	Opportunity to celebrate the 
	layers of history in architecture 
	from different eras, Victorian 
	through to the 60’s.


	• 
	• 
	• 

	Many strongly agreed on 
	Many strongly agreed on 
	revealing the area’s history and 
	raise awareness of historical 
	events, architecture and stories.


	• 
	• 
	• 

	General support to increase 
	General support to increase 
	planting with a good distribution 
	of greenery and natural growth,  
	preventing and reducing 
	pollution.


	• 
	• 
	• 

	More open and green spaces 
	More open and green spaces 
	are needed to accommodate 
	outdoor activities and events 
	from the urban stressful life.


	• 
	• 
	• 

	Overall support for the concept 
	Overall support for the concept 
	of attracting more people to 
	discover a variety of areas that 
	are not well known.
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	URBAN SAFARI 16.08.2017


	SMITHFIELD ROTUNDA POP-UP 26.07.2017
	SMITHFIELD ROTUNDA POP-UP 26.07.2017
	SMITHFIELD ROTUNDA POP-UP 26.07.2017


	MUSEUM OF LONDON EVENT 22.11.2017
	MUSEUM OF LONDON EVENT 22.11.2017
	MUSEUM OF LONDON EVENT 22.11.2017
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	CULTURE MILE
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	LOOK AND FEEL STRATEGY
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	THE VISION
	THE VISION
	THE VISION


	VISION FOR THE LOOK AND FEEL
	VISION FOR THE LOOK AND FEEL
	VISION FOR THE LOOK AND FEEL
	 
	PUBLIC REALM STRATEGY


	THE VISION
	THE VISION
	THE VISION

	Transform Culture Mile into a vibrant, distinct and
	Transform Culture Mile into a vibrant, distinct and
	 
	welcoming new destination


	The Look and Feel Strategy aims to make visible the 
	The Look and Feel Strategy aims to make visible the 
	The Look and Feel Strategy aims to make visible the 
	area’s history, cultural riches, wealth of activity and 
	varied character to create a unified vision. It draws 
	partners together to animate the spaces in between 
	the cultural institutions. 

	Culture Mile will become a recognisable destination 
	Culture Mile will become a recognisable destination 
	with a reputation for fostering innovation and 
	experiment, a place where culture can be found 
	everywhere, a place where culture is created as well 
	as consumed.

	Connected places
	Connected places

	Culture Mile is the home of major world-class cultural institutions such as the Barbican Centre and its Resident Orchestra, the London Symphony Orchestra (LSO), the Guildhall School of Music & Drama, Museum of London and the proposed Centre for Music.
	Culture Mile will also link to other significant cultural centres: St Paul’s Cathedral, the Guildhall and Bank; Clerkenwell, Old Street, Shoreditch and LSO St Luke’s. Connections to areas such as the Southbank will also be strengthened whilst Crossrail will position Culture Mile as a front door to the City of London.
	The area’s significant challenges, such as vehicle-dominated streets and notoriously difficult wayfinding will need to be addressed to deliver this vision.
	Change perceptions
	Change perceptions

	Culture Mile is built on the area’s remarkable assets.
	It will transform the perceptions of the place and stimulate activity around the cultural offer to become a place of choice to visit at any time, not just for one-off events.
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	AIMS
	AIMS
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	AND BE DIFFERENT
	AND BE DIFFERENT


	DISCOVER AND
	DISCOVER AND
	DISCOVER AND
	 
	EXPLORE


	TAKE THE
	TAKE THE
	TAKE THE
	 
	INSIDE OUT


	FORM A
	FORM A
	FORM A
	 
	CULTURE SPINE


	Figure
	Figure
	A place that is recognised for its distinction and difference. Rejecting mediocrity and challenging the ordinary.
	A place that is recognised for its distinction and difference. Rejecting mediocrity and challenging the ordinary.
	Creating a place where culture is produced as well as consumed, and where creative industries are supported.

	Celebrating the area’s rich and diverse history – reaching out to the audiences of the future.
	Celebrating the area’s rich and diverse history – reaching out to the audiences of the future.
	Generating cultural programming that reveals the area’s social, cultural and architectural history. An environment that people want to discover and explore.
	Safeguarding the area’s character and its areas of urban oasis.

	Externalising world-class cultural activity by dissolving barriers and embedding content into the streets.
	Externalising world-class cultural activity by dissolving barriers and embedding content into the streets.
	Using vacant or under-utilised space to create a welcoming destination. Places for local people and community-led activity. 

	An intuitive ground level connection with a strong, pedestrian focused identity.
	An intuitive ground level connection with a strong, pedestrian focused identity.
	It is a key wayfinding principle that will provide visitors with the confidence to wander and explore. Vibrant cultural activity will take place along its length.
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	HIGH LEVEL
	 
	SPATIAL STRATEGY


	LSO AT
	LSO AT
	LSO AT
	 
	ST LUKE’S


	This map suggests where the Look 
	This map suggests where the Look 
	This map suggests where the Look 
	and Feel Strategy Aims can begin to 
	be employed spatially.
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	KEY
	KEY
	KEY


	Form a Culture Spine
	Form a Culture Spine
	Form a Culture Spine


	ST. PAUL’S 
	ST. PAUL’S 
	ST. PAUL’S 
	CATHEDRAL


	Take the Inside Out
	Take the Inside Out
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	Discover and Explore
	Discover and Explore
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	Be Recognisable and be Different
	Be Recognisable and be Different
	Be Recognisable and be Different
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	FORM A CULTURE SPINE
	FORM A CULTURE SPINE
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	THE AIM: FORM A CULTURE 
	THE AIM: FORM A CULTURE 
	THE AIM: FORM A CULTURE 
	SPINE


	FORM A CULTURE SPINE
	FORM A CULTURE SPINE
	FORM A CULTURE SPINE


	The Culture Spine will deliver good ground level 
	The Culture Spine will deliver good ground level 
	The Culture Spine will deliver good ground level 
	connections as well as a pedestrian and cycle friendly 
	environment. 

	The Culture Spine is a key wayfinding structure that will create direct routes between institutions and provide visitors with the confidence to wander and explore.
	A series of different experiences will take place along its length and it will ensure key sites such as St Paul’s and LSO St Luke’s are inextricably linked to the heart of the area along enhanced north-south streets.
	It will help create a richer kind of wealth, made up of shared creativity, inclusive experiences and dynamic relationships. 
	Digital services will be integrated into physical wayfinding elements, as well as existing on accessible digital platforms. It will enable more personalised information, linked to events and activities. 

	A strong 
	A strong 
	A strong 
	identity


	Pedestrian and 
	Pedestrian and 
	Pedestrian and 
	cycle focused


	Linear public 
	Linear public 
	Linear public 
	space


	Open
	Open
	Open
	 
	minds


	Commerce and 
	Commerce and 
	Commerce and 
	culture unite


	More connected 
	More connected 
	More connected 
	than ever
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	Easy 
	Easy 
	Easy 
	navigation


	Active 
	Active 
	Active 
	frontages
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	Places to 
	Places to 
	dwell


	Linking 
	Linking 
	Linking 
	destinations
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	Filled with 
	culture


	THE OUTCOMES
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	Aldersgate StreetGoswell RWhitecross StFoster LaneSt John StTurnmill StreetSilk StST PAUL’S CATHEDRALLSOSt Luke'sMoorgateFarringdonSt Paul’sBarbicanFarringdonEastCity ThameslinkWood Street
	Long Lane and Aldersgate 
	Long Lane and Aldersgate 
	Long Lane and Aldersgate 
	Street Junction

	A welcoming arrival
	A welcoming arrival

	Increasing the generosity of pedestrian 
	Increasing the generosity of pedestrian 
	areas to provide the space and time for 
	onward decision-making and orientation


	Museum of London
	Museum of London
	Museum of London

	A place where the whole of 
	A place where the whole of 
	London comes together

	Bringing derelict Victorian buildings back 
	Bringing derelict Victorian buildings back 
	into use, giving the museum a street-level 
	entrance whilst doubling visitor numbers


	Silk Street to Moorgate
	Silk Street to Moorgate
	Silk Street to Moorgate
	 
	An enhanced connection
	 
	towards the city

	A place to eat lunch or for pop-up 
	A place to eat lunch or for pop-up 
	events with opportunities for public art 
	commissions


	New ‘places’ are created along the Spine
	New ‘places’ are created along the Spine

	1.1
	1.1
	1.1


	Smithfield Rotunda, Beech Street, Silk Street and Moor Lane should each have a distinct character and function, acting not only as landmarks but also as new destinations.
	Smithfield Rotunda, Beech Street, Silk Street and Moor Lane should each have a distinct character and function, acting not only as landmarks but also as new destinations.

	Pedestrian movement is prioritised, air quality is improved
	Pedestrian movement is prioritised, air quality is improved

	1.2
	1.2
	1.2


	The pedestrian experience should be at the forefront of public realm enhancements along with the implementation of measures to deliver a healthier environment.
	The pedestrian experience should be at the forefront of public realm enhancements along with the implementation of measures to deliver a healthier environment.
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	The area is easy to navigate
	The area is easy to navigate

	Intuitive movement through wayfinding in the form of signage and secondary layers of navigation. 
	Intuitive movement through wayfinding in the form of signage and secondary layers of navigation. 

	New infrastructure is implemented along the Spine
	New infrastructure is implemented along the Spine

	1.4
	1.4
	1.4


	The Spine should be unique and distinct. It should offer a platform for professional and spontaneous events to take place. 
	The Spine should be unique and distinct. It should offer a platform for professional and spontaneous events to take place. 

	1.5
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	1.5


	North-south connections are formed
	North-south connections are formed

	The north-south lanes off the Spine will encourage discovery of Culture Mile and connect it to cultural destinations.
	The north-south lanes off the Spine will encourage discovery of Culture Mile and connect it to cultural destinations.

	Junctions are transformed and welcoming memorable arrival points are in place
	Junctions are transformed and welcoming memorable arrival points are in place

	1.6
	1.6
	1.6


	Arrival points will be creative, delightful and generous.
	Arrival points will be creative, delightful and generous.

	Smithfield Rotunda
	Smithfield Rotunda
	Smithfield Rotunda

	Revitalising a historic 
	Revitalising a historic 
	public square

	Extend the garden outwards, creating 
	Extend the garden outwards, creating 
	one large public space defined by the 
	historic façades of surrounding buildings


	Beech Street
	Beech Street
	Beech Street

	Making space for creatives 
	Making space for creatives 

	Ambitions to greatly improve the space 
	Ambitions to greatly improve the space 
	to enable use by creative businesses and 
	organisations. A unique urban destination with 
	variety of activity and life. An enhanced street 
	environment that can lead to pedestrianisation 
	in the future


	The area has an innovative public information system
	The area has an innovative public information system

	1.7
	1.7
	1.7


	KEY
	KEY
	KEY


	The best possible experience, through the provision of digital information for visitors.
	The best possible experience, through the provision of digital information for visitors.

	Cultural Spine
	Cultural Spine
	Cultural Spine


	Secondary connections
	Secondary connections
	Secondary connections


	Connection through the Barbican
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	Connection through the Barbican
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	Key public spaces
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	THE AIM: TAKE THE INSIDE OUT
	THE AIM: TAKE THE INSIDE OUT
	THE AIM: TAKE THE INSIDE OUT


	TAKE THE INSIDE OUT
	TAKE THE INSIDE OUT

	Maximise the opportunity to draw out and externalise the area’s world-class cultural activities by embedding cultural content into the streets through providing infrastructure for cultural projects. 
	Maximise the opportunity to draw out and externalise the area’s world-class cultural activities by embedding cultural content into the streets through providing infrastructure for cultural projects. 
	 
	 
	This approach will animate the streets, offers apertures into 
	the area’s hidden activities and creates a destination for both 
	generating and consuming culture. 

	It will also help to draw the outside in and increase footfall of the daytime work population to the cultural institutions from wider attractors in the area such as St Paul’s Cathedral and the future Crossrail stations.
	Culture Mile will support local communities through projects and activities that involve local people and local businesses. It will continue to expand learning and education work of the partners into the public realm.
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	Share 
	Share 
	opportunities
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	Embrace technology to 
	Embrace technology to 
	reveal content


	Flexible and 
	Flexible and 
	Flexible and 
	adaptable


	Identify under-
	Identify under-
	Identify under-
	utilised spaces


	Public art 
	Public art 
	Public art 
	draws visitors


	Dissolve
	Dissolve
	Dissolve

	barriers
	barriers


	Imaginative 
	Imaginative 
	Imaginative 
	collaborations


	Clearly define 
	Clearly define 
	Clearly define 
	entrances


	Animate blank 
	Animate blank 
	Animate blank 
	façades


	Increase 
	Increase 
	Increase 
	engagement


	Make world-class 
	Make world-class 
	Make world-class 
	activity visible


	Figure
	THE OUTCOMES
	THE OUTCOMES
	THE OUTCOMES


	Aldersgate Street Whitecross StFoster LaneSt John StTurnmill StreetSilk StST PAUL’S CATHEDRAL LSO St Luke'sMoorgateFarringdonSt Paul’sBarbicanFarringdonEastCity ThameslinkGoswell RoadWood Street
	Beech Street
	Beech Street
	Beech Street

	Making space for 
	Making space for 

	creatives
	creatives

	Ambitions to greatly improve the 
	Ambitions to greatly improve the 
	space to enable use by creative 
	businesses and organisations. 
	A unique urban destination with 
	variety of activity and life. An 
	enhanced street environment that 
	can lead to pedestrianisation in the 
	future.


	Long Lane
	Long Lane
	Long Lane

	A street with opportunities 
	A street with opportunities 
	for redevelopment

	Planning policy strengthened to safeguard 
	Planning policy strengthened to safeguard 
	the provision of distinct retail, active 
	frontages and public realm


	Entrances are improved, façades are animated and inner workings are revealed
	Entrances are improved, façades are animated and inner workings are revealed

	2.1
	2.1
	2.1


	Identifying opportunities to reveal the area’s cultural assets and 
	Identifying opportunities to reveal the area’s cultural assets and 
	Identifying opportunities to reveal the area’s cultural assets and 
	resources beyond typical boundaries and make culture more 
	accessible. 


	Outdoor and public spaces for public art, play and programming are identified
	Outdoor and public spaces for public art, play and programming are identified

	2.2
	2.2
	2.2


	Identify key spaces suitable for particular uses and activities. 
	Identify key spaces suitable for particular uses and activities. 
	Identify key spaces suitable for particular uses and activities. 
	Develop high level briefs to provide guidance for future 
	design or trial projects. 


	Spaces are programmed for artistic activity
	Spaces are programmed for artistic activity

	2.3
	2.3
	2.3


	Create an evolving and outreaching destination that rewards repeated visits. Unique and bespoke art, events, play and furniture will encourage spectacle, provide distinction and celebrate the area’s assets. 
	Create an evolving and outreaching destination that rewards repeated visits. Unique and bespoke art, events, play and furniture will encourage spectacle, provide distinction and celebrate the area’s assets. 

	Artifact
	Vacant and underutilised spaces are transformed
	Vacant and underutilised spaces are transformed

	2.4
	2.4
	2.4


	The area should be known as a place for generating culture 
	The area should be known as a place for generating culture 
	The area should be known as a place for generating culture 
	as well as consuming it. Under-used spaces should be re-
	programmed to support an enhanced culture-focused Spine. 


	Artifact
	Artifact
	Community participation is embedded in our work
	Community participation is embedded in our work

	2.5
	2.5
	2.5


	Involvement, engagement and consultation will be 
	Involvement, engagement and consultation will be 
	Involvement, engagement and consultation will be 
	fundamental parts of the delivery of Look and Feel projects, 
	and will increase sense of ownership of Culture Mile among 
	local communities.


	KEY
	KEY
	KEY


	Underutilised spaces
	Underutilised spaces
	Underutilised spaces


	Connection through the 
	Connection through the 
	Connection through the 

	Barbican
	Barbican


	Culture Mile Network and other local organisations are involved 
	Culture Mile Network and other local organisations are involved 

	Key public spaces
	Key public spaces
	Key public spaces


	2.6
	2.6
	2.6


	Sculptures
	Sculptures
	Sculptures


	Local businesses will be involved in developing Culture Mile 
	Local businesses will be involved in developing Culture Mile 
	Local businesses will be involved in developing Culture Mile 
	through the Culture Mile Network.


	Street furniture and play
	Street furniture and play
	Street furniture and play


	Temporary cultural spaces
	Temporary cultural spaces
	Temporary cultural spaces


	Smithfield Market
	Smithfield Market
	Smithfield Market

	In operation 
	In operation 

	since medieval times
	since medieval times

	A rich diversity of life: unloading meat, pubs and 
	A rich diversity of life: unloading meat, pubs and 
	restaurants, coaches dropping off visitors and 
	cab drivers using Smithfield Cafe. 


	Transitional sites
	Transitional sites
	Transitional sites


	Markets
	Markets
	Markets


	N
	N
	N


	Artifact
	Narrative Journeys
	Narrative Journeys
	Narrative Journeys


	Figure
	CULTURE MILE
	CULTURE MILE
	CULTURE MILE

	LOOK AND FEEL STRATEGY
	LOOK AND FEEL STRATEGY


	AIM
	AIM
	AIM
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	DISCOVER
	DISCOVER

	AND EXPLORE
	AND EXPLORE


	Figure
	Figure
	THE AIM: DISCOVER AND EXPLORE
	THE AIM: DISCOVER AND EXPLORE
	THE AIM: DISCOVER AND EXPLORE


	DISCOVER AND EXPLORE
	DISCOVER AND EXPLORE

	Culture Mile will celebrate the area’s extraordinarily rich and varied cultural and architectural history.
	Culture Mile will celebrate the area’s extraordinarily rich and varied cultural and architectural history.
	Culture Mile’s identity is layered, with different characteristics scattered about the area in its architecture and culture, prompting visitors to explore remnants of the London Wall, the medieval church of St Bartholomew-the-Great, the Victorian Smithfield Market inspired by the Italian Renaissance and the brutalist Barbican Estate.
	Culture Mile should also be known as a place where history 
	Culture Mile should also be known as a place where history 
	merges with local stories, allowing a wide range of audiences 
	to engage with the area and become immersed in its cultural 
	richness.

	There is the opportunity to create an environment that can 
	There is the opportunity to create an environment that can 
	be a setting for contemporary life, learning and creativity, and 
	be a place and destination that people want to discover and 
	explore. 


	Supporting learning 
	Supporting learning 
	Supporting learning 
	and education


	Enhance 
	Enhance 
	Enhance 
	existing fabric


	A sense of 
	A sense of 
	A sense of 
	discovery


	Backdrop for
	Backdrop for
	Backdrop for
	 
	contemporary life


	Celebrate history 
	Celebrate history 
	Celebrate history 
	beneath our feet


	Enriching 
	Enriching 
	Enriching 
	lives


	Attract new 
	Attract new 
	Attract new 
	audiences


	Reveal historic 
	Reveal historic 
	Reveal historic 
	layers


	Ancient and 
	Ancient and 
	Ancient and 
	modern collide


	Figure
	THE OUTCOMES
	THE OUTCOMES
	THE OUTCOMES


	Aldersgate StreetGoswell Road Foster LaneSt John StTurnmill StreetSilk StST PAUL’S CATHEDRAL LSO St Luke'sMoorgateFarringdonSt Paul’sBarbicanFarringdonEastCity ThameslinkWood Street
	The Barbican
	The Barbican
	The Barbican

	London’s most iconic 
	London’s most iconic 
	Brutalist housing estate
	 

	Opportunity to use public art or installations to 
	Opportunity to use public art or installations to 
	communicate its architectural references, the 
	London Wall and fortified outposts


	Smithfield Meat Market
	Smithfield Meat Market
	Smithfield Meat Market

	A market on this site
	A market on this site
	 
	since medieval times

	Only remaining wholesale market in central 
	Only remaining wholesale market in central 
	London, surrounded by a plethora of institutions 
	supporting its life - Hope Pub pulling London’s 
	earliest pints and Smithfield Cafe


	3.1
	3.1
	3.1


	The area’s rich and varied history is celebrated
	The area’s rich and varied history is celebrated

	Celebrate the area’s fascinating history and use it to enrich 
	Celebrate the area’s fascinating history and use it to enrich 
	Celebrate the area’s fascinating history and use it to enrich 
	visitor journeys and encourage exploration. Digital technologies 
	,such as augmented reality could be used to reveal hidden 
	narratives and provide visitors with the confidence to wander 
	and explore. 


	3.2
	3.2
	3.2


	A lighting strategy is in place
	A lighting strategy is in place

	Lighting should create a strong visual identity, support 
	Lighting should create a strong visual identity, support 
	Lighting should create a strong visual identity, support 
	wayfinding, enhance the built environment and encourage 
	people to dwell and enjoy Culture Mile’s unique spaces. 


	Green spaces, increased greenery and green innovation are implemented
	Green spaces, increased greenery and green innovation are implemented

	3.3
	3.3
	3.3


	Green infrastructure should form an attractive, vibrant and 
	Green infrastructure should form an attractive, vibrant and 
	Green infrastructure should form an attractive, vibrant and 
	innovative network of green spaces throughout Culture Mile. 
	Public realm enhancements and other ‘green’ processes 
	should be introduced incrementally over time to supplement 
	existing green spaces and improve key routes.


	Learning and Education is embedded in programming
	Learning and Education is embedded in programming

	3.4
	3.4
	3.4


	Collaborate with partners to expand the Culture Mile Learning 
	Collaborate with partners to expand the Culture Mile Learning 
	Collaborate with partners to expand the Culture Mile Learning 
	Programme. Encourage institutions and champions within 
	the local area to expand their learning programmes to widen 
	access and reach larger audiences. 


	3.5
	3.5
	3.5


	The Urban Oasis is maintained 
	The Urban Oasis is maintained 

	Urban Oasis should remain and be enhanced in the city where 
	Urban Oasis should remain and be enhanced in the city where 
	Urban Oasis should remain and be enhanced in the city where 
	residents, workers and visitors are encouraged to stop, sit, eat, 
	play and relax. Culture Mile should be a place of health and well-
	being whilst safeguarding the quality of life for residents.


	The area’s character and assets are sustained, maintained and enhanced
	The area’s character and assets are sustained, maintained and enhanced

	3.6
	3.6
	3.6


	Cloth Fair
	Cloth Fair
	Cloth Fair

	Home to London’s oldest 
	Home to London’s oldest 
	surviving church

	The medieval heart of Culture Mile. 
	The medieval heart of Culture Mile. 
	Stumbling upon side streets and 
	unexpected alleyways on Long Lane 
	provides a sense of discovery 


	London Wall
	London Wall
	London Wall

	Built around Londinium,
	Built around Londinium,
	 
	the Roman port town

	From Tower Hill in the East to Blackfriars 
	From Tower Hill in the East to Blackfriars 
	Station in the West, the wall once stretched 
	around the ancient City of London 


	Ensure the built environment is kept well maintained, protect 
	Ensure the built environment is kept well maintained, protect 
	Ensure the built environment is kept well maintained, protect 
	local assets and support the ambitions of Culture Mile and the 
	expected increase in visitors.


	KEY
	KEY
	KEY


	Routes for discovery- podium
	Routes for discovery- podium
	Routes for discovery- podium


	Vertical movement is intuitive and allows for discovery
	Vertical movement is intuitive and allows for discovery

	Connection through the Barbican
	Connection through the Barbican
	Connection through the Barbican


	3.7
	3.7
	3.7


	Key public spaces
	Key public spaces
	Key public spaces


	Encourage vertical movement where appropriate to assist 
	Encourage vertical movement where appropriate to assist 
	Encourage vertical movement where appropriate to assist 
	wayfinding, promote discovery and create memorable 
	moments. Ensure legible signage is installed throughout 
	Culture Mile to assist navigation and exploration.
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	N
	N
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	CULTURE MILE
	CULTURE MILE
	CULTURE MILE

	LOOK & FEEL STRATEGY
	LOOK & FEEL STRATEGY


	AIM
	AIM
	AIM
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	BE RECOGNISABLE
	BE RECOGNISABLE

	& BE DIFFERENT
	& BE DIFFERENT


	Figure
	Figure
	THE AIM: BE RECOGNISABLE AND 
	THE AIM: BE RECOGNISABLE AND 
	THE AIM: BE RECOGNISABLE AND 
	BE DIFFERENT


	BE RECOGNISABLE & BE DIFFERENT
	BE RECOGNISABLE & BE DIFFERENT

	Culture Mile will be a place that is recognised for its 
	Culture Mile will be a place that is recognised for its 
	Culture Mile will be a place that is recognised for its 
	distinction and difference in its physical fabric and 
	conceptual ethos. 

	Ambitious planning policy tailored to suit the area will enable diverse life. Smart infrastructure will help curate vibrant activity. While providing facilities for families and being welcoming to everyone, the area’s key streets will embody an identity and spirit that will come to reflect a recognisable brand.
	Culture Mile will be known as a place that strives to achieve ambitious environmental credentials, that seeks innovative solutions to funding and delivery and continuously provides a distinct experience for visitors. Culture Mile will be a place where creativity is the most valuable currency.
	It will be a place that rejects mediocrity and challenges the ordinary perceptions of the City and what it should be.

	A distinct & 
	A distinct & 
	A distinct & 
	memorable place


	Pro-active & 
	Pro-active & 
	Pro-active & 
	forward looking


	A place to produce 
	A place to produce 
	A place to produce 
	culture


	A place for 
	A place for 
	A place for 
	creatives


	A pioneer in
	A pioneer in
	A pioneer in

	Smart Cities
	Smart Cities


	Safe and 
	Safe and 
	Safe and 
	attractive places 


	Change perceptions 
	Change perceptions 
	Change perceptions 
	of the City


	Environmental 
	Environmental 
	Environmental 
	credentials


	Something for 
	Something for 
	Something for 
	everyone


	Figure
	THE OUTCOMES
	THE OUTCOMES
	THE OUTCOMES


	Aldersgate StreetGoswell RoadWhitecross StFoster LaneSt John StTurnmill StreetSilk StST PAUL’S CATHEDRAL LSO St Luke'sMoorgateFarringdonSt Paul’sBarbicanFarringdonEastCity ThameslinkWood Street
	Barbican Station
	Barbican Station
	Barbican Station

	Celebrating the arrival
	Celebrating the arrival

	A strong visual identity will enable an 
	A strong visual identity will enable an 
	immediate sense of arrival in Culture Mile.


	Suitable policies and development management to encourage creativity are implemented 
	Suitable policies and development management to encourage creativity are implemented 

	4.1
	4.1
	4.1


	Ensure policy allows the implementation of ambitious 
	Ensure policy allows the implementation of ambitious 
	Ensure policy allows the implementation of ambitious 
	ideas, Culture Mile’s vision is upheld and placemaking is 
	championed.


	Culture Mile’s physical environment is its brand
	Culture Mile’s physical environment is its brand

	4.2
	4.2
	4.2


	Exploring how the concepts and values of the Culture Mile 
	Exploring how the concepts and values of the Culture Mile 
	Exploring how the concepts and values of the Culture Mile 
	Brand Strategy, “joined-up, generous, experimental and agile” 
	are shared and built-upon by the Look and Feel Strategy.


	The area encourages creative employment and economy
	The area encourages creative employment and economy

	4.3
	4.3
	4.3


	Facilitate the necessary environment to support creative   
	Facilitate the necessary environment to support creative   
	Facilitate the necessary environment to support creative   
	talents - artists and small businesses - to set up and grow in 
	Culture Mile.


	4.4
	4.4
	4.4


	A sustainable funding model is established
	A sustainable funding model is established

	Exploring initial funding options to deliver the 
	Exploring initial funding options to deliver the 
	Exploring initial funding options to deliver the 
	recommendations identified in this strategy.


	A pro-active security strategy that enables activity is in place
	A pro-active security strategy that enables activity is in place

	4.5
	4.5
	4.5


	Setting out an ambitious and pro-active security strategy 
	Setting out an ambitious and pro-active security strategy 
	Setting out an ambitious and pro-active security strategy 
	that will be a distinct enabler for cultural activity rather than a 
	system that restricts inhabitation. 


	4.6
	4.6
	4.6


	Smart infrastructure is installed and used 
	Smart infrastructure is installed and used 

	The Spine
	The Spine
	The Spine
	 
	A network of Smart 
	infrastructure

	At the forefront of Smart technologies, 
	At the forefront of Smart technologies, 
	the area’s services will be enhanced and 
	usable; its maintenance costs limited and 
	its environmental impact reduced


	Setting out the management and technical considerations 
	Setting out the management and technical considerations 
	Setting out the management and technical considerations 
	needed for Culture Mile to achieve this creative objective.


	West 
	West 
	West 
	Smithfield
	 
	Safe and attractive

	Incentives to implement aesthetically 
	Incentives to implement aesthetically 
	pleasing security measures where 
	crowds are expected to form


	KEY
	KEY
	KEY


	Memorable arrival points
	Memorable arrival points
	Memorable arrival points


	Priority safety zones
	Priority safety zones
	Priority safety zones


	Connection through the Barbican
	Connection through the Barbican
	Connection through the Barbican
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	Key public spaces
	Key public spaces
	Key public spaces


	PRINCIPLES WITHIN THE LOOK AND 
	PRINCIPLES WITHIN THE LOOK AND 
	PRINCIPLES WITHIN THE LOOK AND 
	FEEL STRATEGY


	PRINCIPLES
	PRINCIPLES
	PRINCIPLES


	The Strategy recommends a set of Principles that outline 
	The Strategy recommends a set of Principles that outline 
	The Strategy recommends a set of Principles that outline 
	the way in which programmes should be developed. 
	Many of these principles have been developed in 
	response to the stakeholder and resident engagement 
	that has taken place during the development of the 
	Strategy. They also respond to Culture Mile partners 
	feedback about their aims for the area. 

	The Look and Feel Strategy includes a set of proposed programmes for Culture Mile. These programmes, when delivered, would contribute to achieving the outcomes of the Strategy. They are summarised in the later ‘Summary Delivery Plan’ table. As officers develop initiatives as part of specific programmes for Culture Mile, they should refer to these principles where appropriate to each individual project.
	PRINCIPLES
	PRINCIPLES

	• 
	• 
	• 
	• 

	Robust Management
	Robust Management


	• 
	• 
	• 

	 Engage with Local Communities
	 Engage with Local Communities


	• 
	• 
	• 

	 Improve the Environment for all
	 Improve the Environment for all


	• 
	• 
	• 

	 Appropriate Policies
	 Appropriate Policies




	APPROPRIATE 
	APPROPRIATE 
	APPROPRIATE 

	POLICIES
	POLICIES


	IMPROVE ENVIRONMENT
	IMPROVE ENVIRONMENT
	IMPROVE ENVIRONMENT

	FOR ALL
	FOR ALL


	ENGAGE WITH LOCAL
	ENGAGE WITH LOCAL
	ENGAGE WITH LOCAL

	COMMUNITIES
	COMMUNITIES


	ROBUST 
	ROBUST 
	ROBUST 

	MANAGEMENT
	MANAGEMENT


	Figure
	Figure
	Figure
	Figure
	Culture Mile will use the 
	Culture Mile will use the 
	Culture Mile will use the 
	experience and expertise of 
	all its constituent partners 
	to ensure that robust 
	management is in place for 
	Culture Mile activities.

	The Strategy includes a number of principles relating to the management of spaces and events in the area, including applying zoning principles and noise management, creating and using technical manuals for sites, and programming with partners.

	Culture Mile will be for its 
	Culture Mile will be for its 
	Culture Mile will be for its 
	local communities, and 
	created by them. 

	Local communities include the Culture Mile partners, local residents, workers and the businesses in the area. Principles for enabling community-led projects and for partners to engage with local organisations in and around Culture Mile are given in the Strategy including using clear communications to create a shared sense of welcoming in the area, and fostering collaborations.  

	Improvements to the public 
	Improvements to the public 
	Improvements to the public 
	and outdoor spaces in 
	Culture Mile should be done 
	and should provide enhanced 
	space for all people, locals 
	and visitors to enjoy. 

	The Strategy sets out an ambition to improve accessibility across the area, to advocate for accessibility improvements in private developments, to create new green and open spaces, and to be in line with the new City Lighting Strategy, ensure lighting is appropriate.

	For Culture Mile to look and 
	For Culture Mile to look and 
	For Culture Mile to look and 
	feel like a place of creativity, 
	appropriate policies need to 
	be in place. 

	The Strategy recommends principles to allow for this, including protecting the area’s rich cultural and architectural assets, encouraging local businesses to create a welcoming area throughout the week and weekends, pro-culture policies in the Local Plan, and using new technologies to enable people to develop creatively.

	Figure
	Figure
	CULTURE MILE
	CULTURE MILE
	CULTURE MILE

	LOOK AND FEEL STRATEGY
	LOOK AND FEEL STRATEGY


	Figure
	USER SCENARIOS
	USER SCENARIOS
	USER SCENARIOS


	USER
	USER
	USER

	SCENARIOS 
	SCENARIOS 


	Figure
	The day before, 18.45: 
	The day before, 18.45: 
	The day before, 18.45: 
	Booked a ticket on 
	Culture Mile app for an Open Workshop event 
	at the new gallery on Beech Street. My favourite 
	artist will give a talk and a tour of his workshop.  
	Fab! There is a lot going on at the Culture Mile, 
	so I will just play it by ear and explore the area 
	for the rest of the afternoon.


	Four User Scenarios have been developed to show readers 
	Four User Scenarios have been developed to show readers 
	Four User Scenarios have been developed to show readers 
	what the experiences of the Culture Mile area might be, as 
	the Strategy is delivered. The scenarios are meant to convey 
	a feeling of an area rather than definitive projects, and may 
	change as elements of the initiative develop over time.  


	Figure
	 THE CULTURE LOVER
	 THE CULTURE LOVER
	 THE CULTURE LOVER


	Figure
	Name: Tom
	Name: Tom
	Name: Tom

	Jobs: Works for an art publisher
	Jobs: Works for an art publisher

	37 years old. Lives in Barbican Estate
	37 years old. Lives in Barbican Estate

	Interests: Literature, graphic design, 
	Interests: Literature, graphic design, 
	visiting galleries and meeting friends


	Tom’s activities across 
	Tom’s activities across 
	Tom’s activities across 
	Culture Mile


	Figure
	1
	1
	1


	13.30: 
	13.30: 
	13.30: 
	Lunch at Smithfield Rotunda. There is 
	a vibrant food market, cafés and gastropubs 
	facing Grand Avenue. Musicians are busking 
	and the music can be heard from everywhere 
	around the market. It’s so lively here.


	4
	4
	4


	13.00: 
	13.00: 
	13.00: 
	 At the stunning Smithfield Market, I log on to the free 
	wifi and open Culture Mile app to see what’s on today. An 
	Open Workshop, a free performance at the Guildhall School, 
	the Rotunda food market and... A free ice cream in Beech 
	Street! But first let’s go see what the Rotunda food market 
	has to offer.


	6
	6
	6


	3
	3
	3


	1
	1
	1
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	5
	5


	Figure
	2
	2
	2
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	2


	Tom’s route
	Tom’s route
	Tom’s route


	Finding out what’s going on today 
	Finding out what’s going on today 
	Finding out what’s going on today 
	thanks to the free wifi


	1
	1
	1


	Having lunch at the Rotunda food market
	Having lunch at the Rotunda food market
	Having lunch at the Rotunda food market


	2
	2
	2
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	3


	Following digital signs and exploring Beech Street
	Following digital signs and exploring Beech Street
	Following digital signs and exploring Beech Street


	3
	3
	3


	Having a break at the new gallery in Beech Street
	Having a break at the new gallery in Beech Street
	Having a break at the new gallery in Beech Street


	4
	4
	4


	14.30: 
	14.30: 
	14.30: 
	It is really easy and intuitive 
	to find my way to Beech Street, and 
	there is even a digital sign that tells 
	me where I need to go to grab my 
	free ice cream! Magic!


	Attending a performance at the GSMD 
	Attending a performance at the GSMD 
	Attending a performance at the GSMD 


	5
	5
	5


	Booking a show at the Barbican at the last minute
	Booking a show at the Barbican at the last minute
	Booking a show at the Barbican at the last minute


	6
	6
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	Artifact
	15.15: 
	15.15: 
	15.15: 
	After a coffee - and my ice cream. Whilst 
	looking at Beech Street’s interactive walls, it 
	is time for the Open Workshop talk in the new 
	space in Beech Street. I’ll follow up with that.

	So exciting. 
	So exciting. 


	Figure
	4
	4
	4


	Artifact
	5
	5
	5


	19.00: 
	19.00: 
	19.00: 
	I was about to leave when a Culture 
	Mile app notification popped up on my 
	phone! What?! Two remaining tickets 
	for the LSO at the Barbican Concert Hall 
	starting in 25 minutes?? I’m calling a friend 
	who confirms he’d love to join. Booked. 
	Let’s go!


	17.45: 
	17.45: 
	17.45: 
	Silk Street. How lovely! I can hear 
	Guildhall School students rehearsing. I 
	head toward the entrance to attend the 
	free performance. I love the architecture 
	and the vibrancy of the street. 


	6
	6
	6


	Figure
	USER
	USER
	USER

	SCENARIOS 
	SCENARIOS 


	Figure
	Two days before:  
	Two days before:  
	Two days before:  
	Daddy books my ticket for the kids 
	workshop at the Guildhall School of Music & Drama as 
	Culture Mile was promoted on the kids activities app 
	we often use. He discovered that we could spend a 
	fun day there with Mum!


	 THE FAMILY
	 THE FAMILY
	 THE FAMILY


	Figure
	Names: Fatima, Sven and Clare
	Names: Fatima, Sven and Clare
	Names: Fatima, Sven and Clare

	Jobs: Nurse, bus driver, photographer 
	Jobs: Nurse, bus driver, photographer 
	amateur 

	30, 37 and 10 years old, live in Essex
	30, 37 and 10 years old, live in Essex

	Interests: Music, crafts, literature, 
	Interests: Music, crafts, literature, 
	social media


	2
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	2


	The family’s activities 
	The family’s activities 
	The family’s activities 
	across Culture Mile
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	10.30 - 
	10.30 - 
	10.30 - 
	12.00: 
	I am having a lot of fun and making 
	new friends at the film-making workshop.
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	3
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	The family’s route
	The family’s route
	The family’s route
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	1


	10.00:  
	10.00:  
	10.00:  
	We arrive at West Liverpool Street 
	Station and follow the signs for the Guildhall 
	School of Music & Drama and walk along 
	New Union Street.  I find the big yellow 
	sculpture really nice.


	Arriving at West Liverpool Street Station
	Arriving at West Liverpool Street Station
	Arriving at West Liverpool Street Station
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	1


	Film-making workshop at the GSMD
	Film-making workshop at the GSMD
	Film-making workshop at the GSMD


	2
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	2


	Relaxing time at Cromwell Place
	Relaxing time at Cromwell Place
	Relaxing time at Cromwell Place
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	Playing in Golden Lane
	Playing in Golden Lane
	Playing in Golden Lane
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	Show at the Museum of London
	Show at the Museum of London
	Show at the Museum of London
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	Fun history trail at the Smithfield Rotunda
	Fun history trail at the Smithfield Rotunda
	Fun history trail at the Smithfield Rotunda
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	14.00 
	14.00 
	14.00 
	: 
	Mum and Dad are enjoying their 
	coffee and I’m enjoying my candy floss. 
	 
	I love this area. Even the bridge is 
	 
	covered with art.


	Figure
	Figure
	Figure
	14.45
	14.45
	14.45
	:
	 Wow! We discovered a street without 
	any cars and full of games.  We can even play 
	video games on the totems, this is great.


	4
	4
	4


	18.00
	18.00
	18.00
	: 
	At the Smithfield Rotunda, we listen to the 
	storyteller. He speaks about the history of the 
	place, so much happened here. Through the 
	periscope I see a lot of the old buildings. Magical!


	6
	6
	6
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	5


	16.45
	16.45
	16.45
	: 
	On our way, we saw a projection 
	that said there will be a free show at 17.00 
	at West Poultry Avenue in the Museum of 
	London. Mum really wants to go.


	USER
	USER
	USER

	SCENARIOS 
	SCENARIOS 


	8.30:
	8.30:
	8.30:
	  Over breakfast, we read Culture Mile newsletter we 
	received in our mailbox during the week. It came with two 
	‘tokens’.  My husband finds out that they unlock a new 
	History trail through the area and that we should go. It is 
	free and there is no need to book. 


	Figure
	 THE ELDERLY COUPLE
	 THE ELDERLY COUPLE
	 THE ELDERLY COUPLE
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	11.15:
	11.15:
	11.15:
	 After the Tai Chi, we visit the Pathology 
	Museum. We never noticed it was there but 
	today we saw a sign and had plenty of time 
	on our hands! In the museum, we are given 
	a map of Culture Mile.


	9.30:
	9.30:
	9.30:
	 Tai Chi at St Bart’s Square. 

	We arrive in the area with the bus 56. 
	We arrive in the area with the bus 56. 
	It is very practical, it stops right at the 
	entrance of the hospital. I wonder if more 
	quiet activities of the sort could take place 
	here.
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	Name:  Ian and Jane
	Name:  Ian and Jane
	Name:  Ian and Jane

	Job: Retired
	Job: Retired

	72 and 73 years old, live in Battersea
	72 and 73 years old, live in Battersea

	Interests:  History, exploring the city, 
	Interests:  History, exploring the city, 
	seeing friends, crafts
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	Ian and Jane’s activities 
	Ian and Jane’s activities 
	Ian and Jane’s activities 
	across Culture Mile
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	Their route
	Their route
	Their route


	Tai Chi at St Bartholomew’s Hospital Square
	Tai Chi at St Bartholomew’s Hospital Square
	Tai Chi at St Bartholomew’s Hospital Square
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	Lunch at St-Bartholomew-the-Great churchyard
	Lunch at St-Bartholomew-the-Great churchyard
	Lunch at St-Bartholomew-the-Great churchyard
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	Listening to the London Wall history
	Listening to the London Wall history
	Listening to the London Wall history
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	Discovering dramatic views at the Barbican Estate
	Discovering dramatic views at the Barbican Estate
	Discovering dramatic views at the Barbican Estate
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	Exploring the podium 
	Exploring the podium 
	Exploring the podium 
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	14.00:
	14.00:
	14.00:
	  We arrive at the newly refurbished 
	Barber-Surgeons’ Garden. We touch the 
	Culture Mile branded device with our 
	tokens and listen to the history of the 
	London Wall.  How lovely and easy all this is! 


	Learning ceramics at the Golden Lane workshop
	Learning ceramics at the Golden Lane workshop
	Learning ceramics at the Golden Lane workshop
	s
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	12.30:
	12.30:
	12.30:
	 Lunch in Cloth Fair.

	We spotted a nice place for lunch on the 
	We spotted a nice place for lunch on the 
	map. We wander around the medieval 
	area and are amazed by the beauty of St-
	Bartholomew-the-Great. Cloth Street is easy 
	to walk in, very pedestrian and cycle friendly. 
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	15.00:
	15.00:
	15.00:
	  The Lakeside Terrace, what a lovely, 
	interesting and peaceful place! But what is 
	that young couple doing with their tablet? 
	They see our inquisitive faces and come 
	closer to show us.


	15.30:
	15.30:
	15.30:
	  The lovely young lady explains that they 
	are using “augmented reality’ via the Culture 
	Mile app. It shows an overlay of what the area 
	looked like before the war. Quite amazing 
	and very interesting! Together we explore the 
	podium and end up having a coffee on the 
	terrace with them.
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	17.30: 
	17.30: 
	17.30: 
	Ceramic workshop in Golden Lane. 
	Now that we know the area a bit better, 
	my husband and I walk from the Lakeside 
	Terrace to Golden Lane via the high-
	walks. It’s a really nice stroll. We attend a 
	workshop to learn the basics of ceramics. 
	What a lot of fun!
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	USER
	USER
	USER

	SCENARIOS 
	SCENARIOS 


	1
	1
	1


	9.30:
	9.30:
	9.30:
	 After arriving at Farringdon East 
	Station, I grab my morning coffee at my 
	favourite cafe on Long Lane. The street 
	is already vibrant with people enjoying 
	their breakfast on terraces and children 
	cycling to school.


	THE ARTIST
	THE ARTIST
	THE ARTIST
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	10.15-14.00: 
	10.15-14.00: 
	10.15-14.00: 
	We enjoy the walk back to my studio. 
	Tricia is amazed by the space and the creative 
	energy of the place. She cannot believe it when I tell 
	her how affordable it is. We brainstorm, prepare the 
	workshop, have lunch and gather all the art materials 
	we need for our collaboration. 


	Name: Grace
	Name: Grace
	Name: Grace

	Job: Visual artist
	Job: Visual artist

	23 years old worked in the area since 
	23 years old worked in the area since 
	2017

	Interests: Art, fashion, photography, 
	Interests: Art, fashion, photography, 
	cookery books, spending time with 
	friends
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	Grace’s activities across 
	Grace’s activities across 
	Grace’s activities across 
	Culture Mile
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	Grace’s route
	Grace’s route
	Grace’s route


	Getting a coffee from her favourite cafe
	Getting a coffee from her favourite cafe
	Getting a coffee from her favourite cafe
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	Meeting a fellow artist at the station
	Meeting a fellow artist at the station
	Meeting a fellow artist at the station


	2
	2
	2


	Visiting her studio to get ready for her workshop
	Visiting her studio to get ready for her workshop
	Visiting her studio to get ready for her workshop
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	Leading a community workshop
	Leading a community workshop
	Leading a community workshop
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	Visiting the new light installation in Beech Street
	Visiting the new light installation in Beech Street
	Visiting the new light installation in Beech Street


	5
	5
	5


	Enjoying a drink with a friend
	Enjoying a drink with a friend
	Enjoying a drink with a friend


	6
	6
	6


	2
	2
	2


	10.00:
	10.00:
	10.00:
	 It is now time to meet Tricia, a visual 
	artist I met through the Culture Mile creatives 
	collaborative platform. We are working on a 
	new community project together.

	This is the first time she’s visited in the area. 
	This is the first time she’s visited in the area. 
	She says she can feel she’s arrived at a very 
	special place!
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	14.30- 17.30
	14.30- 17.30
	14.30- 17.30
	:
	 We arrive on site for the workshop. 
	Tricia and I are helping local kids to create a 
	fresco on a temporary hoarding. The design 
	is inspired by the Barbican Conservatory. It’s 
	looking great! They are so enthusiastic about 
	being able to be creative in their neighbourhood.
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	20.00-21.00:  
	20.00-21.00:  
	20.00-21.00:  
	After saying goodbye to 
	Tricia, I head to the pub to meet some 
	friends. We enjoy having our drinks 
	outside. The street lights are coloured 
	for the light festival. It gives the streets 
	a special atmosphere. It really feels that 
	culture is everywhere!
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	19.00-20.00:
	19.00-20.00:
	19.00-20.00:
	 
	 After a good days work we head 
	to the free show in Beech Street. This month, 
	a light festival is taking place in Culture Mile. 
	How impressive! The place looks radically 
	different tonight. Like the area itself and many 
	events happening here, this installation is very 
	inspiring.
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	SUMMARY DELIVERY PLAN
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	SUMMARY DELIVERY PLAN
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	The Look and Feel Strategy Aims and Outcomes set out in this document can be achieved through a series of public realm proposals. The Delivery Plan lists the proposed programmes along with their priority (1-3) and indicative timescale for completion. For each programme the table shows which Outcomes would be achieved through the delivery of that proposal. The proposals have been grouped into ‘programmes’, to match the usual approach taken by the City’s Built Environment team. 
	The Look and Feel Strategy Aims and Outcomes set out in this document can be achieved through a series of public realm proposals. The Delivery Plan lists the proposed programmes along with their priority (1-3) and indicative timescale for completion. For each programme the table shows which Outcomes would be achieved through the delivery of that proposal. The proposals have been grouped into ‘programmes’, to match the usual approach taken by the City’s Built Environment team. 
	The Summary Delivery Plan lists recommended proposals 
	The Summary Delivery Plan lists recommended proposals 
	which, as part of the wider Culture Mile initiative, would be 
	delivered by the Public Realm team working in collaboration 
	with a range of partners. These could include the Culture Mile 
	team; staff at the Culture Mile partner institutions (Barbican 
	Centre, London Symphony Orchestra, Guildhall School of 
	Music & Drama, Museum of London); local businesses in the 
	Culture Mile Network; and community-led projects working 
	with local residents and community groups. 

	As well as this Look and Feel Strategy there is an 
	As well as this Look and Feel Strategy there is an 
	accompanying document, the ‘Look and Feel Detailed 
	Delivery Plan’. This can be read in addition to the Summary 
	Delivery Plan given here, as its contents correspond directly 
	to this table. The Detailed Delivery Plan goes into detail about 
	each outcome, giving a list of possible actions and case 
	studies to illustrate in greater depth the types of activity that 
	could deliver the outcomes.

	The spatial plan on the right provides an overview of the key 
	The spatial plan on the right provides an overview of the key 
	proposed public realm enhancements in Culture Mile- this 
	plan however does not include the wider principles and non-
	physical proposals of the Strategy.
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	EXPANDED PUBLIC SPACE AT SMITHFIELD ROTUNDA
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	INTERACTIVE POP-UPS ACROSS THE CULTURAL SPINE
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	To ask a question or to register for updates, please 
	To ask a question or to register for updates, please 
	To ask a question or to register for updates, please 
	contact City Public Realm team at City of London 
	on:       
	 
	E |
	 
	citypublicrealm@cityoflondon.gov.uk  
	W |
	 
	www.culturemile.london/








