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Today

• Context for the research and film

• ‘Vernacular aesthetics’ 

• Imageability in the context of ‘superdiversity’

• Brands, imageability and the British High Street

• Screening - The Brand Nobody Knows: London’s Fashion ‘Other’ and the Vernacular 
Aesthetics of a High Street (approx. 10 minutes)









Wood Green

• One of London’s ten ‘metropolitan town centres’

• Serve wide catchment areas, which extend over several boroughs into the wider 
South East region

• Typically contain at least 100,000 sq.m of retail floor space 

• Significant proportion of high order goods to convenience goods

• Good accessibility and significant employment, service and leisure function

(London.gov.uk, 2016)

• Wood Green has the second busiest footfall in London after Oxford Street 

(Owen, 2006)
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Decline of British High Street?

• A report published by the government in 2011 showed that a third of high 
streets are “degenerating or failing” 
(BBC, 2011)

• “there were 15 shop closures a day across the UK in the first half of 2016 and 
the number of new openings has fallen to the lowest level for five years”
(Ruddick, 2016) 

• Particularly hard hit is the fashion retail sector with “shoppers spending £700m 
less on clothing, shoes and accessories in the year to 25 September [2016] 
compared with 2015” 
(Ruddick, 2016)



‘Beauty Quarter’





“Set up in 2010 London Luxury Quarter is an 
initiative supported by New West End 
Company and Heart of London Business 
Alliance. London Luxury Quarter is positioned 
as a global destination and is marketed 
worldwide with an estimated £3bn retail spend 
per year attracting visitors from a multitude of 
countries.”

(londonluxuryquarter.com, 2016)





“London is home to more luxury retailers than any other European city, making the 
capital of the United Kingdom attractive for brands looking to cement a bricks-and-
mortar presence in a strong market.” 

Growth in the luxury sector “has been propelled by international tourists from China 
and the Middle East.”

(King, 2016)

The conventional idea of a ‘global city’ might be one “whose space consists of 
airports, top-level business districts, top-of-the-line hotels and restaurants, a sort of 
urban glamour zone.” 

(Sassen,1996, p.82)



Urban margins in cities such as 
London are “locales that are 

physically proximate to but 
culturally distant from its 
symbolically dominant and 

prestigious landscapes to which 
the narrative of a ‘world-class’ city 

is conferred.” 

(Hall, 2012, p.7)



Vacancy rates
• Wood Green’s retail space vacancy rate 

is much lower than the national average.

• 5.92% compared with 12.3% in July 
2014 (Haringey.gov.uk, 2016, p.32). 

• Whilst shops close frequently, the sites 
are not empty for long.

• In their place come ad-hoc ‘factory 
outlets’, ‘un-hip popups’ selling 
inexpensive products, garments, 
homewears and mobile 
communications.
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July 2016



March 2017
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‘Ordinary Streets’

Hall conceptualizes London’s local 

city streets “as a precarious public 

space in which ethnically-diverse 

expression, organisation and 

representation are made.”  

(LSE, 2016)



Wood Green, Haringey
Haringey is an exceptionally diverse and fast-changing borough. We have a 
population of 267,540 according to 2014 Office for National Statistics Mid Year 
Estimates. Almost two-thirds of our population, and over 70% of our young 
people, are from ethnic minority backgrounds, and over 100 languages are 
spoken in the borough. Our population is the fifth most ethnically diverse in the 
country. The borough ranks among the most deprived in the country with 
pockets of extreme deprivation in the east.[my emphasis] Haringey is the 30th 
most deprived borough in England and the 6th most deprived in London. 

(Haringey.gov, 2015)



Super-diversity

Britain can now be characterized by 
‘super-diversity,’ a notion intended to 
underline a level and kind of complexity 
surpassing anything the country has 
previously experienced. Such a  condition 
is distinguished by a dynamic interplay of 
scattered, multiple-origin, transnationally 
connected, socio-economically 
differentiated and legally stratified 
immigrants who have arrived over the last 
decade”

(Vertovec, 2007, p.1024)



Vernacular Aesthetics of the 
Global City









the “everyday practice of arranging shop fronts [on the Walworth 
Road, South London] to display goods and to communicate with a 
variegated clientele suggests the interconnectedness between the 
material and metaphorical contexts of different spaces on the migrant 
routes and suggest a fluidity and variability of scales of reference that 
problematises national identities.” 

(Hall & Datta, 2010, p.5)



A Global Sense of Place

The city “...is absolutely not a seamless, coherent 
identity, a single sense of place which everyone 

shares. It could hardly be less so. People's routes 
through the place, their favourite haunts within it, 
the connections they make (physically, or by 

phone or post, or in memory and imagination) 
between here and the rest of the world vary 

enormously. If it is now recognized that people 
have multiple identities then the same point can be 
made in relation to places. Moreover, such 

multiple identities can either be a source of 
richness or a source of conflict, or both” (Massey, 

1991, p. 28).



‘Distributed Subjectivity’

“Heightened movement and mobility produce[…] a notion of deterritorialisation
and disembeddedness from places.” 
(Appadurai & Hannerz cited in Hall & Datta, 2010, p. 3)



Imageability
“Imageability: that quality in 
a physical object which 
gives it a high probability of 
evoking a strong image in 
any given observer” 
(Lynch, 1960, p.9). 

For Lynch strong mental 
images are evoked in 
environments that provide 
‘clarity’, ‘legibility’ and 
‘vividness’. 



Visual Pollution

“different people pay attention to different 
elements and patterns in the environment. 
User evaluation of public areas is a 
‘multicoded’ process: different people or 
user groups may have distinct 
interpretations and appraisals of the 
appearance of the same place. This may 
be the result of a multiplicity of meanings 
from a mix of different user experiences. 
These experiences can sometimes be 
contradictory or congruent when taken into 
account people from different cultures and 
countries.”

(Portella, 2014, pp.18-19)



• Whose visual culture? 

• Whose control?

• Whose images? 

• Whose imagination?

• Which citizens get to structure their environment, who gets to 
decide what is legible, clear, vivid or harmonious?

• State? Corporation? Community? 



Brands

The word brand “has always meant, in its passive form, the object by which an 
impression is formed, and in its active form the process of forming this impression” The 
brand is put onto “human consciousness rather than on the flank of an animal” 

(Blacket, 2003, p.13)

“Branding is … a conceptual abstraction, that in some instances may border on … 
‘virtualism’. That is, ‘a practical effort to make the world conform to the structures of the 
conceptual.’” 

(Carrier cited in Moor, 2007, p.5)



“…successful corporations must 
primarily produce brands, as opposed to 
products.” 

(Klein, 2000, p.3)

“The observer himself should play an 
active role in perceiving the world and 
have a creative part in developing his 
image. He should have the power to 
change that image to fit changing 
needs.” 

(Lynch, 1960, p.6)



Redistribution 
of the sensible

“Politics revolves around what is seen and what can be said about it, around who has 
the ability to see and the talent to speak, around the properties of spaces and the 
possibilities of time.”

“Artistic practices are ‘ways of doing and making’ that intervene in the general 
distribution of ways of doing and making as well as in the relationships they maintain to 
modes of being and forms of visibility.”

(Rancière, 2004, p. 13)





References
BBC (2011) Mary Portas unveils report into high street revival. Available at http://www.bbc.co.uk/news/uk-16153541 (Accessed 25 March 2017)

Blacket, T. (2003) ‘What is a brand’ in Clifton, A. (Ed.) (2003) Brands and Branding. New York: Intelligence Unit. Pp. 13-25

Cage, M. (2012) Marketing is violence: a user guide. London: Not So Noble Books

Covent Garden (nd) Available at https://www.coventgarden.london/beauty-quarter-covent-garden (Accessed 8 February 2017)

Hall, S. (2012) ‘Urban multiculture: an ordinary orientation’ in City, street and citizen: the measure of the ordinary, Available at: 
https://www.academia.edu/1778756/City_Street_and_Citizen_The_measure_of_the_ordinary (accessed 30 Nov 2016)

Hall, S., Datta, A. (2010) The translocal street: shop signs and local multi-culture along the Walworth Road, South London. City, Culture and Society, 1 (2). Pp. 69-77. ISSN 
18779166

Haringey.gov (2015) Figures about Haringey, Available at http://www.haringey.gov.uk/social-care-and-health/health/joint-strategic-needs-assessment/figures-about-haringey
(accessed 27/05/16)

Haringey.gov (2016) Wood Green area action plan: issues and options report, Available at http://www.haringey.gov.uk/sites/haringeygovuk/files/issues_and_options_part_1.pdf
(Accessed 7 July 2016)

King, J. (2016) ‘London Luxury Quarter boasts strongest retails sales in Western Europe:report’ in Luxury Daily: the news leaser in luxury marketing, 28 March [online] available at 
https://www.luxurydaily.com/london-luxury-quarter-boasts-strongest-retail-sales-in-western-europe-report/(accessed 27/05/16)

Klein, N. (2000) No Logo. London: Harper Collins

London.gov.uk (2016) ‘The London Plan MALP March 2016 – Annex 2 – London’s Town Centre Network’ Available at https://www.london.gov.uk/what-we-do/planning/london-
plan/current-london-plan/london-plan-annexes/annex-two-londons-town (accessed 1 April 2017)

Londonluxuryquarter.com (2016) Available at http://www.londonluxuryquarter.com/about/ (accessed 27/05/16)

LSE (2016) ‘Dr. Suzanne Hall Brief Biography’ Available at: http://www.lse.ac.uk/sociology/whoswho/academic/hall.aspx (Accessed: 2 Dec 2016)

LSE Cities (ND) Ordinary Streets. Available at https://lsecities.net/objects/research-projects/ordinary-streets (Accessed 9 February 2017)

Lynch, K. (1960) The Image of the City, Cambridge Massachussetts: MIT Press

Massey, D. (1991) ‘A global sense of place’ in Marxism Today. June 1991, pp. 24-29.

O’Sullivan, S. (2001) ‘The Aesthetics of Affect: thinking art beyond representation.’ Angelaki: Journal of Theoretical Humanities, Vol 6, December 2001, pp. 125 – 135.

Owen, L. (2006) ‘The Wood Green audit’ Haringey Federation of Residents Associations. Available at http://hfra.wikispaces.com/planning+-+Local+Issues+-+Wood+Green+Audit
(Accessed 25 Mar 2017)

Ranciere, J. (2004) The politics of aesthetics. Translated by Gabriel Rockhill. London, New York: Continuum

Sassen, S. (1996) ‘Cities and communities in the global economy’ in Brenner, N., Kell, R. (eds) (2006) The Global Cities Reader. Abingdon Oxon, New York: Routledge. Pp. 82-88)

Spencer, S. (2012) ‘Sarah Spencer: Super-diversity and the City’ in Cities of Migration, Available at: http://citiesofmigration.ca/ezine_stories/sarah-spencer-super-diversity-and-the-
city/ (Accessed 8 February 2017)

Vertovec, S. (2006) The emergence of super-diversity in Britain


