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Southwark Council, Maddock Way Shopping Parade 
Maddock Way shopping parade is located on the Brandon Estate. Shopping parades are 
purpose-built rows of shops, o>en with generous residen?al accommoda?on above. 
Parades o>en comprised the commercial centre of suburban and dormitory communi?es, 
but were built on main thoroughfares, close to railway sta?ons or tram or omnibus termini, 
where they might aCract passing traffic as well as local shoppers. The inter-war years are 
regarded as the heyday of the shopping parade. 

A new form of shopping centre, the shopping precinct was introduced into England in the 
1950s, based on recent European pedestrian shopping centres and on pre-war Bri?sh 
parades. The first precincts featured in post-war new towns, in towns that were redeveloped 
due to extensive bomb damage, and in towns that were expanded to receive metropolitan 
popula?ons displaced by bombing and slum clearance. Precincts were created in urban 
centres and, on a smaller scale, in neighbourhoods (the contemporary term for new 
suburbs). In the 1960s and 1970s, the precinct model was widely adopted across the 
country, becoming ubiquitous. 

Precincts typically comprised rows of shops on the pre-war parade model. Opposing parades 
were o>en separated by con?nuous paving, while single parades some?mes fronted a 
grassed area Parades normally had flats with rear access over the shops 

By 1980 the precinct had been overtaken by the covered shopping mall as the preferred 
form for large-scale retail developments in urban centres. Elsewhere, tradi?onal parades 
con?nued to be built, but in far fewer numbers, and with liCle architectural show. Recent 
examples include Caxton House (of about 2000), a curved development of shops and offices 
in Cambourne, Cambridgeshire, and a new development (2015) on Digbeth, Walsall, West 
Midlands. 

In general, fewer local shops are created nowadays, even in large new communi?es such as 
Cambourne. Instead, much modern shopping is concentrated in edge-of-town retail parks 
and outlet centres where stores occupy rows of high-tech or post-modern-style warehouses 
which can be perceived as a single-storey shopping parades, albeit ones conceived on a 
?tanic scale. This approach is now beginning to influence the design of urban and suburban 
shops, for example a small parade on The Circle, Swindon, built in 2014 to replace a small 
parade of 1932. 

Like the tradi?onal corner shop, retail businesses in suburban and neighbourhood parades 
have been adversely affected by the decline in local shopping. This was a predictable 
consequence of the escala?on in edge-of-town and out-of-town shopping since the 1980s, 
and is now exacerbated by the boom in on-line retailing. 

What we would like to achieve and challenges 
• Turn the area into a focal point for the community 
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• Make the area more vibrant 
• Improves the look and feel of the parade 
• Work with the library to improve the façade 

Ideas of improvement  
• Sunday/Farmers market 
• Public art 
• Street furniture 
• Plan?ng 
• Restrict food delivery cyclist from cubng through the estate footpaths 

Resources 

• Parades of Shops – Towards an Understanding of Performance & Prospects 
• Parades to be Proud of: Strategies to Support Local Shops 
• The Portas review: the future of our high streets 
• Shopping Parades: Introduc?ons to Heritage Assets 

Partners  
• Residents 
• University of the Arts (UAL) 
• Lendlease 
• Council 
• Local businesses 
• Veolia 

https://www.gov.uk/government/publications/parades-of-shops-research
https://www.gov.uk/government/publications/strategies-to-support-local-shops
https://www.gov.uk/government/publications/the-portas-review-the-future-of-our-high-streets
https://historicengland.org.uk/images-books/publications/iha-shopping-parades/heag116-shopping-parades-iha/
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UAL: London College of Communica?on  

This proposal sets out a menu of branding, design and communica?on support that London 
College of Communica?on students could deliver to Southwark Council and partners to help 
enhance the area of Maddock Way shopping parade is located on the Brandon Estate. 

Student Project  
Overview 

LCC academics and Business and Innova?on team members will develop a brief with 
Southwark. The brief will instruct students to develop a coherent visual iden?ty, 
wayfinding and public art for Maddock Way area, shops and library, which can be 
used in perpetuity. The project will support Southwark Council in turning the area 
into a focal point for the community, make the area more vibrant and make the area 
more vibrant.  

Southwark Council and partners will have an opportunity to introduce the students 
to the challenge and their objec?ves over a video call mee?ng (or in person, Covid 
dependant) to ini?ate the project and develop ideas. Once the brief has been 
established, it will be sent to students along with any data or research Southwark 
have conducted so far that is relevant to the project. Southwark will be presented 
with a range of ini?al ideas using “blue-sky” thinking which will later be refined into 
one final direc?on.  

Project Scope 

PART 1 – Branding, MA Graphic Branding and IdenKty: 
The project will, firstly, conduct primary research, including mapping of any current 
iden??es and secondly, develop a coherent visual brand iden?ty consis?ng of the 
following…  

Research: 
• Posi?oning (how other parades have been developed in the UK, parts of 

Southwark and the local community) 
• End user journey from zero to engagement  

A visual idenKty consisKng of: 
• Logo design 
• Font/Typeface  
• Colour paleCe  
• Visual iden?ty guidelines with examples and templates that can be used and 

adjusted for different mediums 

https://www.arts.ac.uk/subjects/communication-and-graphic-design/postgraduate/ma-graphic-branding-and-identity-lcc
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• Design proposals for building sign and site signage located externally and 
internally to help wayfinding on the site.  

• Vector files to ensure design elements of the brand can be adapted to different 
sizes and formats  

• JPEG files of all design elements of the brand, these should be of a suitable size 
and quality to use across website and social media as well as print material  

The new idenKty will be created and opKmized for the following: 
• Websites, Social media (Facebook, TwiCer), newsleCers 
• Print material (flyers, posters) 
• Building signage 
• Wayfinding and interior signage 

What should the designs consider? 
• The current iden?ty of Maddock Way (if any) 
• It should be approachable, invi?ng, fun, crisp but not corporate 
• It should be applicable across the types of space on offer and appeal to the 

audiences iden?fied 

Timeline  
Southwark will have the opportunity to interact and keep open channels of 
communica?on with the students throughout the project. Student number for this 
course are usually around 60, they will work in a groups of (3-5), guided by four 
experienced Lecturers. The Client shall select one (1) Team as the winner (“Winning 
Team”) and the Students of the Winning Team shall be the “Winning Students”. As a 
framework, a number of dates will be arranged as project target dates for briefing and 
feedback sessions.  

• Ini?al Briefing      Aprox. 10th January 2022 – TBC 
• First Interim Cri?que Session    Aprox. 01st  February 2022 – TBC 
• Second Interim Cri?que Session (op?onal)  
• Final Pitch       Aprox. 15th February 2022 – TBC 
• Deadline selec?on of winning branding idea Aprox. 20th February 2022 – TBC 
• Delivery of main design elements  Aprox. 05th March 2022 – TBC 
• Comple?on of all final work   Aprox. 30th March 2022 – TBC 
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PART 2 – Research Project, BA InteracKon Design:  
A consulta?ve research project on the subject public space imagina?on of Maddock Way. 
Students will create concepts to improve the local area and turn it into a useful aCrac?ve 
community area, either through, public art, or the impact of communica?ve display 
boards, poten?ally displaying the history of the local area. This is a prac?ce-led course 
that explores the communica?ve poten?al of physical experience. Focusing on the 
rela?onships between people, designed objects and experiences, students will work with 
interac?on, narra?ve and moving image, alongside processes such as design prototyping, 
film-making, coding and physical compu?ng. Southwark will be able use and implement 
these ideas.  

Timeline  
Student number for this course are usually around 30, they will work in a groups of (3-5), 
guided by experienced academics. The Client shall select one (1) Team as the winner 
(“Winning Team”) and the Students of the Winning Team shall be the “Winning 
Students”. As a framework, a number of dates will be arranged as project target dates for 
briefing and feedback sessions. 

• Ini?al Briefing      Aprox. 10th January 2022 – TBC 
• Community workshop     Aprox. 10th January 2022 – TBC 
• First Interim Cri?que Session    Aprox. 01st  February 2022 – TBC 
• Second Interim Cri?que Session (op?onal)  
• Final Session      Aprox. 15th February 2022 – TBC 
• Delivery of main concepts   Aprox. 05th March 2022 – TBC 

Contract and Fee  

The LCC B&I team will work with the UAL legal team to draw up a contract between the 
University and Southwark Council. The contract will be used as the legal basis for the 
project, sebng out the scope and parameters as well as transferring the intellectual 
property rights of deliverables created during the project from University to Southwark 
Council.   

The college proposes a fee of £7,000 +VAT. 

o The project fee includes: 
o Academic ?me, project management ?me, buying out extra ?me of part ?me 

staff (if needed) 
o Payment of students, student Intellectual Property payments (if needed) 
o Use of our facili?es either physical or virtual and budget for material costs (if 

needed) 
o Marke?ng - use of the UAL brand and logo, photography, filming and by the 

LCC marke?ng team (if needed) 
o Any le>-over budget goes back to our courses to help fund our commitment 

to social jus?ce and diversity by enabling our courses to deliver extra curricula 

https://www.arts.ac.uk/subjects/animation-interactive-film-and-sound/undergraduate/ba-hons-interaction-design-arts-lcc#course-summary


UAL:London College of Communication & Southwark 
Council, Maddock Way 

ac?vi?es, field trips, guest speakers, materials resources and other ini?a?ves 
that ensure all students can par?cipate in ac?vi?es not dependent on their 
background or financial status.  

Examples of previous work… 

Media Design and Brand Iden.ty for Re:act  

Supported by industry partners FIA Founda?on, Pepsi, Zurich and Transport for 
London 
 
The project 

Re:act is an annual ini?a?ve from Australian agency, Hard Edge, who 
specialise in crea?ve behaviour change. Their recent decision to expand the 
project interna?onally brought the opportunity to London, where students 
were asked to develop campaigns with the poten?al for raising awareness of 
cri?cal road safety issues to 18 - 25 year olds. 
The 2020 project brief focused on the theme of ‘Distrac?on’ – a major 
challenge for all young road users, including drivers, pedestrians and cyclists. 

The results 
Students pitched over twenty designs and concepts to the panel. Reana 
Kerai's winning #EyesUpPhoneDown concept was recognised for its use of 
clear messaging and eye-catching anima?on to remind young people to look 
up from their phones while crossing the road. Launched in conjunc?on with 
UN Road Safety week at Wesxield Shopping centre.  

“The commitment of University of the Arts London and our inaugural industry 
partners was instrumental in Re:act expanding into the UK, and the way they 
engaged with the program was a key factor in driving students to produce 
excep?onal work” 
Andrew Hardwick, Re:act Founder and Managing Director of Hard Edge 

Students 
BA (Hons) Graphic Branding and Iden?ty 
BA (Hons) Graphic and Media Design 

Brand Iden?ty for Shi> Founda?on and Guy’s & St Thomas’ 

https://www.arts.ac.uk/colleges/london-college-of-communication/stories/london-college-of-communication-student-develops-winning-road-safety-concept-for-inaugural-react-london-campaign
https://www.arts.ac.uk/colleges/london-college-of-communication/stories/london-college-of-communication-student-develops-winning-road-safety-concept-for-inaugural-react-london-campaign
https://www.arts.ac.uk/colleges/london-college-of-communication/stories/london-college-of-communication-student-develops-winning-road-safety-concept-for-inaugural-react-london-campaign
https://reactforchange.com/2020-london
https://www.linkedin.com/feed/update/urn:li:activity:6801122792696774656
https://www.linkedin.com/feed/update/urn:li:activity:6801122792696774656
https://www.hardedge.com.au/
https://www.arts.ac.uk/subjects/communication-and-graphic-design/undergraduate/ba-hons-graphic-branding-and-identity-lcc
https://www.arts.ac.uk/subjects/communication-and-graphic-design/undergraduate/ba-hons-graphic-and-media-design-lcc
https://www.arts.ac.uk/colleges/london-college-of-communication/stories/final-year-ba-hons-graphic-branding-and-identity-students-collaborate-with-design-agency-shift-on-brand-strategy
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The project 
Shi> Founda?on specialises in using collec?ve design thinking to help social 
organisa?ons maximise their impact . Their Be#er Everyday 
Takeaway concept, Medleys, has been developed with Guy’s and St Thomas’ 
Charity, and aims to reduce childhood obesity by naviga?ng the socio-
economic obstacles of nearby 'food desert' boroughs with limited access to 
affordable, nutri?ous food: for example, due to lower incomes, poor public 
transport, and a lack of major supermarkets. The brief was to develop a 
coherent visual iden?ty for the new 'stealthy-healthy’ food producer and 
supplier.  

The results 
Students created a coherent visual iden?ty for the new 'stealthy-healthy’ 
food producer and supplier and pitched elements including visuals, tone of 
voice, digital interface and brand personality. 
One of our students had their intellectual property purchased by Shi> 
Founda?on. 
The concept ‘Mama Leys’ is currently being put into produc?on and will be 
available via Deliveroo in 2021.  

Students 
 BA (Hons) Graphic Branding and Iden?ty 

https://shiftdesign.org/
https://www.eatmedleys.com/
https://www.gsttcharity.org.uk/what-we-do/our-projects/better-everyday-takeaway
https://www.gsttcharity.org.uk/what-we-do/our-projects/better-everyday-takeaway
https://www.arts.ac.uk/subjects/communication-and-graphic-design/undergraduate/ba-hons-graphic-branding-and-identity-lcc
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