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This time of year is brimming with the best 
intentions, so start by mixing yourself a Seedlip 
signature booze-free cocktail (p.26) and let us 
inspire you. In this issue we’ve got a taste of 
the Reffetorio Felix mission to combat social 
exclusion through food (volunteers always 
welcome), flower power from Kitten Grayson 
and the latest Marble LDN insight and info from 
co-founders Emi and Teddy.

Winter blues? Escape the gloom and challenge 
mind, body and soul with a Pelorus adventure 
or check in to a cosy escape closer to home 
at the Wilderness Reserve. Read on for a 
banging playlist from Founders Forum COO 
Greg Kennaugh and enjoy some Marble Music 
soundtrack secrets…how long have you got?

Bring it!

 Marble LDN x

2019? 
WE’RE 
GETTING 
STUCK IN.
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MARBLE MOVES

Marble  LDN co-founder  and CEO Teddy  Watt  checks  in  for  the 
lowdown on 2018 and a  heads  up  for  th i s  year.

What expansion has Marble LDN seen internally during the 
past year?
Big achievements include the launch of Marble Music and 
the impending launch of Marble Private. Marble Music is the 
culmination of many years working in the events sector and 
recognising that music is an underutilised communicator for 
brands. Headed up by Pablo Wansbrough, this new venture puts 
music at the centre of brand activations. Hear directly from 
Pablo and get an intro to Marble Music on page 18.
 
Marble Private is the sister company to Marble LDN. We have a 
longstanding heritage in the private events sector; Kasimira, one 
of the companies we merged with five years ago, was a leader 
in this domain for 15 years before being subsumed by Marble 
LDN. The recent launch of the Marble Private website is the 
shop window to show people how far you can push the boundaries 
of imagination, beauty and celebration.

They are separate companies but we have the whole team in 
one office and both have the advantage of using our in-house 
production, technical, and entertainment teams. Really exciting 
additions, this represents a tangible added layer of value for our 
clients that we’re very excited about.
 
Additionally, Marble LDN has grown to 28 strong with new 
joiners within the event producer, marketing and production 
teams as well as three new site managers to handle our flourishing 
ground crew and the new 5000sq ft warehouse in Hertfordshire.

Any new developments client side?
2018 saw a significant push into new sectors that are becoming 
mainstays for us, in particular tech and fashion. We’ve started 
working with Boden on all of their new season press reveals, and 
this is our second year working with Founders Forum, one of 
the world’s most influential tech, digital and media conferences. 
This has put us into contact with a whole new audience and as 
a result we are now talking to a number of other entities within 
these sectors.

We’ve completed 138 successful projects across nine different 
sectors, most notably a move into film, working on our first 
Bollywood movie with an Indian production team in London over 
the summer, and also made a move into sport, playing a pivotal 
role in the production of the Anthony Joshua weigh in.
 

Most importantly for us we have expanded our involvement 
within our own sector, working on behalf of, or in partnership 
with, other event sector businesses. A great example of this 
is the work we did with Cult. Together we built, produced and 
designed London’s first completely sustainable coffee house for 
Percol, on the Old Street roundabout.

How socially aware are your projects?
It’s something which we are very conscious of, and aside from 
our sustainability strategy we are really fortunate to have been 
asked to headline a number of events in the charitable sector. 
For the third year running we’ve worked with Scotty’s Little 
Soldiers, an event for 250 children who have lost parents in 
the armed forces. It’s an extremely rewarding event with a great 
team up in Kings Lynn, Norfolk. The sponsorship of House of St 
Barnabas’ biannual hangs is another fantastic activation, which 
supports up and coming artists from the UK and Europe. All 
funds are then funneled back into the House of St Barnabas 
charity for the homeless.

What’s on the horizon?
Looking to the future, we’ll be increasing our efforts into 
sustainability through our partner Orca Sound Project, who 
use the music industry as a voice to promote their up-cycled 
plastic materials. We’re hoping to use many more in our events 
in the form of staging and baffling this year, and will also be 
working further with the Goldfinger Project as we move into 
phase two of our sustainability plan. 

Sector diversity will be key this year, drawing on our heritage 
to further our work across brand identity and experiential into 
festival, fashion, film and sport.

We’re continuing to apply our model of nurturing talent, skills 
and services under one roof to give our clients the dedication 
they need, and our team the tools to focus and produce the 
best results. It’s been a fantastic year and we have some really 
exciting projects on the agenda in 2019. Look out for the 
Spring/Summer issue to see how we’re getting on.

marbleldn.com
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NO 
LIMITS

Pelorus  i s  a  next-generat ion  trave l  company rewr i t ing  the 
ru lebook of  exper ient ia l  adventure .  Co-founder  Geord ie 
Mackay-Lewis  ta lks  t r ibes  and track ing  pumas,  and why the 
sky  rea l ly  i s  the  l imit  when i t  comes  to  your  next  escape.

As the sun rises you are collected by helicopter and whizzed 
to a remote lagoon for a private kayaking expedition, before 
a gourmet alfresco lunch on the ice. As you indulge, ice-
climbing equipment is set up that leads you to a virgin glacial 
walk before the chopper returns to take you home. This is just 
one example of a day on a Pelorus adventure, this experiential 
travel company is on a mission to create extraordinary 
experiences for people seeking something different.

Founded by two ex-military professionals, co-founder 
Geordie served as a Captain in a British Army reconnaissance 
regiment, deploying twice to Afghanistan before running a 
series of businesses across Europe. Unlike most luxury travel 
companies, Pelorus has flipped the standard model and puts 
experience over accommodation, while covering the most 
remote regions around the world. Additionally, its pricing 
structure is transparent, with no hidden costs.

Geordie says: “In a time of pick-and-pay itineraries, Pelorus 
goes against the industry grain and puts the focus on the 
experience, designing individual holidays according to the 
client’s brief.”

Split into three divisions, Pelorus Private Adventures are 
bespoke, and built from scratch from the ground up. The 
second sector covers yacht expeditions to far-flung corners 
of the world. 

“We’re trying to get out of the Caribbean and into more 
interesting areas such as Alaska, Patagonia and Madagascar,” 
says Geordie. “The way we have approached this is completely 
new to the market, helping captains and owners get to more 
difficult cruise areas. We’re creating the rulebook for some of 
these places where there is zero infrastructure.”

Finally, there is the special projects division, covering initiatives 
that the luxury travel sector has yet to embrace. From 
standalone conservation projects to espionage experiences 
and expeditions, if you can dream it, Pelorus can make it. 

“We’ve got an expedition across Greenland coming up, as well 
as a special access conservation project tagging hammerhead 
sharks in the Galapagos,” says Geordie.

With a sweet spot of around 20k up to 100k dollars, not 
everyone can afford a Pelorus escape. “On the whole we need 
a bit of budget to work with in order to be creative but on the 
flipside three days tracking pumas is awesome, and doesn’t 
cost the earth.”

One crucial Pelorus difference is that the team does not work 
with people from the travel sector. In order to pull off its unique 
missions and experiences Geordie uses conservationists, 
scientists, photographers and security experts – “not holiday 
people”. This philosophy has seen Pelorus gain incredible 
insight and unparalleled access across the board.

This philosophy has seen Pelorus gain incredible insight and 
unparalleled access across the board.

“On a recent heli expedition into the highlands of Papua New 
Guinea we used a top anthropologist to contact untouched 
tribes, rather than revisiting the same ones as other travel 
companies. It was fascinating.”

It goes without saying that safety is paramount and both the 
founders’ sense of adventure and military background gives 
them a unique edge. 

“The people we work with love our creativity and how we push 
boundaries, but know that we are responsible, sustainable and 
safe at the same time,” says Geordie. ‘We use a lot of military 
planning tools and risk assessments with meticulous attention 
to detail. No one else is doing this on this level.”

Inspired? “Get in touch and we will let you know what’s going 
on,” offers Geordie. Apparently, the expedition to Greenland 
still has a couple of slots left on it…

pelorusx.com
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of contacts that help us implement these services worldwide.”

The private sector usually comes with “a lot more hand 
holding”, because most people haven’t thrown too many 
weddings or big birthdays before and need to be guided 
through what can be quite a nerve-racking process. This 
tends to forge incredible bonds between agency and client, 
something that Emi finds incredibly rewarding.

“When you deliver an event that exceeds client standards 
you form these amazing relationships,” she says, “which is 
something I have always loved – almost as much as I love 
ticking off a to-do list! We have retained many of our clients 
for more than a decade now; they return for each phase 
of events in their lives – and now they trust us with their 
businesses, too.” 

It is important to note that Marble LDN takes a similar 
approach when working with its commercial clients, training 
all teams to give companies the same degree of support as 
they would a private client. 

“We use the same channels and process across the board. 
It needs to be a great experience for everyone, everytime. 
Just because commercial clients might not be spending their 
personal money, the events are still a huge responsibility,” 
says Emi.

Something she is particularly excited about is the recent launch 
of the Marble Private website, the embodiment of her industry 
experience.  A compliment to the Marble LDN stable, this 
website is dedicated to highlighting beautiful private events 
to inspire clients and showcase how the company “flexes 
its muscles in this area,” says Emi. “Ultimately, we focus on 
forming a rapport with our clients across the board and a lot 
of the feedback we receive is incredibly personal.  Our team 
is really enthusiastic and passionate about delivering the best 
result – I guess our repeat business speaks for itself.”

marbleprivate.com

UP CLOSE AND 
PERSONAL

With a  forens ic  attent ion  to  deta i l ,  an  extraord inary  l i t t le 
b lack  book of  contacts  and a  love  of  to-do l i s ts ,  Marb le 
LDN co-founder  and COO Emi  Gibbs  i s  a  consummate party 
profess iona l .  She breaks  down Marble  LDN’s  management 
sty le  and exp la ins  why pr ivate  and commerc ia l  events  have 
to  learn  f rom each other.

Marble LDN’s integrated approach to events is testament 
to the foresight of its four directors: Teddy, Darren, Robbie 
and Emi. They were each schooled in different sectors of the 
industry and together bring a combined 50 years experience.

Chief Operations Officer, Emi began her career at Kasimira, 
the go-to for high-end private events with a special focus on 
children’s parties – “a whole other world of incredible private 
sector work,” she says. After buying Kasimira in 2012, Emi 
continued her journey into super-lux private events around 
the world and is now Marble LDN’s go-to girl for making sure 
internal systems and processes are running smoothly.

“I look after anything we can implement to aid clarity 
internally, such as communications and processes that help 
people deliver work quickly and efficiently,” says Emi. “Client 
side it’s really important to stay clear and timely, keep all 
communication channels fluid, and budget management 
precise. We want clients to know exactly where they are at, 
every step of the way.”

It’s this exacting attention to detail and smooth relationship 
liaison that gives Emi an edge when it comes to event 
management. The skills honed during her tenure in private 
events translate beautifully into the Marble LDN portfolio. 

“Predominantly we cover commercial work, but it’s a no-
brainer to transfer skills from the private sector. Luxury 
brands now look to treat clients as if they were hosting 
personal, high-end private parties rather than commercial 
events.” 

According to Emi, clients such as Louis Vuitton, Ralph Lauren 
and Net-a-Porter are all about VVIP lifestyle experiences.  
They want their activations to be really boutique and niche – 
think taking 15 people to Italy on a private jet for the ultimate 
shopping experience or dinner at a super-chef ‘s table. 

“This is your average day in the world of private events, 
something we understand more than other agencies might 
be able to because of our heritage – plus our little black book 
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ESTATE OF 
ECSTASY

Wilderness  i s  a  5 ,000-acre  pr ivate  estate  home to  luxury 
manors ,  country  houses ,  farmhouses  and cottages ,  a l l  ava i lab le 
for  pr ivate  h i re .  From a  g lor ious  weekend away to  a  stunning 
ce lebrat ion  locat ion,  Wi lderness  Event  Sa les  manager  She l la 
Pa lmer  g ives  us  the  lowdown on what  to  expect .

What sort of accommodation does the Wilderness Reserve 
provide and what makes it special?
Our concept is simple: beautiful houses on a private estate 
that can be hired for long or short breaks, close to the heritage 
coastline and with each stay tailored to guest requirements. 
We offer exceptional high-end design and service without the 
fuss of a hotel – there isn’t a central lobby, bar or restaurant 
but guests have their own home for the weekend and we can 
bring in chefs, service, activities and housekeeping as required. 
The estate is sustainably heated and on arrival there is a pot 
of tea and a homemade cake laid out to help guests to settle 
in. We also offer complimentary activities such as use of the 
tennis courts with rackets and balls provided, swimming pool, 
rowing boats, paddleboards, croquet, yoga mats and bicycles. 
 
Why do clients choose Wilderness?
They want the privacy and exclusivity of a house where they 
can come together in beautiful kitchens or plush living rooms, 
without having to interact with anyone else. They love the 
parkland views and the fact that Wilderness embraces wild 
landscapes rather than a manicured interpretation of the 
countryside. It’s not unusual to see lambs in the spring or 
grazing sheep or cows and in winter there are often pheasants 
or partridge roaming.
 
What sorts of events do you host?
We only accept 10 weddings every year so most of our guests 
are celebrating smaller events. Weekends often involve 
birthday or anniversary celebrations where friends and 
family can come together and relax. Often there will be a 
low-key activity such as our Wilderness Bonfire experience 
or something more active such as axe throwing. We also 

host company events on the estate that tend to appeal to 
companies looking for something different or more informal 
than the traditional hotel or conference room environment.

What projects have you worked on with the Marble team?
We worked on an amazing wedding in the summer of 2018 
with Marble Private. The team understood the aesthetic of 
the estate and captured some really beautiful spaces, making 
the most of the various locations. Their mix of contemporary 
styling with a rustic and country edge was perfect for the 
Wilderness ethos. 
 
What’s the most memorable event you have ever held?
One winter 60th birthday celebration stands out. Guests took 
over Hex Cottage – an extremely romantic cottage with no 
electricity – and lit the whole event by candlelight. All the 
ground floor rooms in the main house (Sibton Park) had fires 
lit and there was acoustic live music playing throughout. Storm 
lanterns and flickering lights glowed everywhere and firepits, 
hot waterbottles and blankets were provided for those happy 
enough to brave the cold.
 
What trends do you anticipate in event venues?
Guests don’t want to just take over a space – they want it 
to feel like it’s theirs for the period that they are there and 
make themselves a cup of tea or coffee without having to ask 
a member of staff – but not to have to worry about clearing 
up. There is a much greater emphasis on being able to relax 
in your own space, while still trusting that there is a seamless 
level of service underpinning the experience.

wildernessreserve.com
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PLAY 
TO WIN

Marble  Mus ic's  Pablo  Wansbrough  i s  a  pass ionate  muso who 
i s  determined to  shape the  way brands  engage with  the i r 
consumers  on an  audio  leve l .  He te l l s  us  how i t ’ s  done.
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Since the age of 15 I’ve had a huge passion for music. I’m on 
a constant drive to discover genres and explore new music 
cultures, which has led me to build a huge database of music. 
Currently I have access to a library of around 20,000 tracks 
on iTunes.

My events background stems from a music platform called 
The Idea, a collective that stages underground house and 
techno parties around London. I’ve also worked with Lock 
and Load, which run huge dance events such as the festival 
SW4. I’ve been a DJ for 10 years and have had residencies 
around the world, from Buenos Aires to Madrid. I’ve tried to 
make my style as versatile as possible so I can play anywhere. 
I’ll take any challenge!

As head of the Marble Music team I will be designing music 
for the production of every event. Where other companies 
outsource, we are an integrated agency and can deal with 
everything in house.

I love live music and have been building up the database of 
live artists on our books. It’s a small but perfectly formed 
private roster and we don’t advertise it for good reason.

Music is a universal language to connect with people 
and we are passionate about bringing this to our clients. 

Some brands are yet to realise the importance of music as 
extra branding, however it’s incredibly important to connect 
with your consumers on an audio and emotive level through 
sound. Defining a brand’s audio identity is critical as one wrong 
note can be enough to disengage a consumer.

Our playlisting service is a music curation offering that we are 
pitching to offices, shops and brands. From defining the sound 
of a commercial event to making a playlist that will motivate 
your office, we can do it. Examples include a 40-hour playlist 
we built for the House of Killik office, to an in-store for Taylor 
Morris. People engaged further with the spaces, Shazamming 
songs and empowering themselves to take something home 
that would make them think about the brand. 

We want our projects to be collaborative and make sure that 
the client is happy with our vision for their event or brand at 
every step of the way. A great example of this and my personal 
favourite event so far was a three-day wedding at Wilderness, 
designed in a festival format. It gave me a chance to explore 
as many genres as possible throughout the weekend with nine 
very different bookings. Natty performed as a surprise guest 
for the bride, which she loved. Even I had my turn on the 
decks.

marbleldn.com/music



DESERT
ISLAND DISCS

Founders  Forum COO Greg  Kennaugh  heads  up  a  community 
for  g loba l  entrepreneurs ,  CEOs and investors  in  the  d ig i ta l , 
media  and technology sectors .  One impress ive  enterpr i se , 
h i s  taste  in  mus ic  i sn’ t  ha l f  bad  e i ther.  We press  p lay  on h is 
Desert  Is land Discs .

P.Y.T, Michael Jackson
The first cassette tape I ever bought myself was Michael 
Jackson – Thriller. “MJ” was pretty influential in my early 
music tastes. It’s also my go-to tune when the iPod gets 
handed to you, the party is in full flow, and you have 10 
seconds until the current song ends.

Champagne Supernova, Oasis
Oasis takes me back to my school years; they were the first 
band I ever saw live without my parents. From that point I was 
hooked. Oasis is possibly the band that takes me on the most 
vivid nostalgia trips of growing up.

Insomnia, Faithless
I don’t think I’ve listened to this in years. But this is the song 
that introduced me to dance music and reminds me of the 
first time I ever stepped foot into a London club as a teenager 
during a half-term with 1000 other wide-eyed 13-14 year olds 
for a night of alcohol-free, highly-regulated mayhem!

To Build a Home, Cinematic Orchestra
This has always been a favourite song and doesn’t have a 
particular memory associated with it – except that it was 
almost ruined when our NCT instructor made an entire room 
of strangers listen to it as part of our pre-natal course. We 
were made to stand in darkness whilst embracing each other 
in any way we “felt most comfortable”, and picture each rush 
of piano being the surge of a contraction. I’ve never been able 
to listen to it in the same way since.

You Got The Love, The Source & Candi Staton
This was the last song played at my wedding, surrounded by 
friends and family, hoisted up on shoulders dancing with my 
new wife. Tough to beat that moment.

On the Nature of Daylight, Max Richter
I created a playlist for my daughter when she was born with 
music she could fall asleep to. This is one of those songs 
and it will forever remind me of sitting at home on the sofa 
feeling indescribably happy, with her asleep on my chest. 

Glue, Bicep
My favourite song from this year, slightly tragically I played 
this at the end of a stag do I’d organised and had the sad 
realisation that this was going to be one of the last for a 
while. It now feels like the montage tune for all the very fun 
times I’ve had with friends celebrating their life milestones 
over the last five or so years. The weddings weren’t bad 
either, I guess.

Call My Name, FAVELA
I’ve just been sent my “Top Songs of 2018” by Spotify and 
this appears to actually be my No1. So I guess this song will 
remind me of the present one day!

Producing the Founders Forum annual conference, gala dinner 
and after-party showcases the full spectrum of Marble LDN 
events and music services to deliver an extraordinary experience 
all round. Find out more at ff.co

Follow Marble Music on Spotify 
and for Greg's discs https://spoti.fi/2FbsoMD
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“The gesture of sitting down to a meal and breaking bread 
together is the first step toward rebuilding dignity and creating 
community”, says Massimo Bottura, legendary chef at three-
Michelin-starred Osteria Francescana and founder of non-
profit organisation and Food For Soul, an international chain 
of community kitchens. The link between one of the world’s 
best restaurants where tasting menus cost in excess of £300 
and feeding the underprivileged might not be obvious, but 
according to Bottura it is all an act of love.

London’s outpost of Food For Soul – Reffetorio Felix – 
launched in 2017 at St Cuthbert’s Centre in Earl’s Court. They 
are in partnership with The Felix Project, an organisation that 
collects edible, in-date food that cannot be sold in retail and 
delivers it to charities to repurpose.

Communication and development manager at Reffetorio 
Felix, Zoë McIntyre, has seen the effects of the project on 
the local area first-hand. She says: “The power of food and 
a shared meal to create an atmosphere of community and 
breaking down barriers between social groups is amazing. We 
facilitate and enable vulnerable and homeless people to build 
relationships and foster a sense of self-esteem and respect.”

Manned and served by volunteers, the centre operates an 
open-door policy, welcoming people from all walks of life, for 
a three-course lunch five days per week. “From the elderly, to 
the homeless or rough sleepers, and people with mental health 
issues, everyone is welcome. Along with the volunteers, this 
balances the energy and creates a dynamic environment for 
learning and sharing.” 

Supporting the lunch offering is a range of additional 
activities and services such as yoga classes, therapeutic and 
creative sessions, nutrition classes and on-site mental health 
professionals available for one-to-one support and referrals. 
There are even showers and hygiene facilities to “allow people 
to freshen up, put on a clean shirt and enjoy a served meal,” 
explains Zoë. “This is really important for confidence and 
dignity, both crucial to helping get lives back on track.”

Community  k i tchen Reffetor io  Fe l ix  combats  food waste 
and promotes  soc ia l  cohes ion,  under  the  patronage of  one 
of  the  wor ld ’ s  greatest  chefs .  We spoke to  communicat ion 
and deve lopment  manager  Zoë  McIntyre  about  the  incred ib le 
power  of  three  square  meals  a  day.

SOUL FOOD
What’s on the menu? The centre has to stay reactive to food 
donations and as such does not necessarily have a cooking 
style, focusing on making its food as wholesome and nutritious 
as possible, with clever techniques to turn waste into gold.

“We don’t have recipes and creativity and innovation is key to 
what we serve,” says Zoë. “It’s the spontaneous element to the 
kitchen! One week we could receive a surplus of bread and put 
it to use thickening soups, baking croutons, making bread and 
butter pudding or even bread ice cream. We’ve had a big lentil 
donation recently and are serving that in stews and pies. We 
don’t often get a huge amount of meat so another challenge 
is to change mentalities about food groups.”

Famously obsessed with art and design, hospitality in all 
its guises is exactly what Massimo Bottura aims to deliver. 
To this end, not only has Food For Soul funded a beautiful 
redecoration of the space to ensure it is welcoming and 
uplifting, Massimo also invites VIP guest chefs to cook for 
the community, many of whom are his friends. 

“He cooked for the launch himself,” says Zoë, “and since then 
we have welcomed the likes of Monica Galetti, Michel Roux 
Jnr and Alain Ducasse, all really big names. Once every two 
weeks we have guest chefs come in and volunteer.”

With this kind of pedigree behind the stove, Reffetorio Felix is 
probably one of London’s best-kept restaurant secrets. Even 
with stellar connections there’s no chance of booking a table, 
however as Zoë confirms, “we’re always looking for volunteers 
– and we get to enjoy the food together too!”  

At Marble LDN, we are  constantly looking for ways to give back 
to the local community and volunteered front of house across 
three lunchtimes at Reffetorio Felix. A rewarding and fascinating 
project with an eclectic group of people from various walks of 
life, each with an interesting story to tell, we can’t recommend it 
enough. To volunteer visit:

refettoriofelix.com
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Sustainability is incredibly important to us. We use lots of 
plants that clients can take home and reuse, either have them 
planted up or give them to friends. We also look at composting 
all of our waste. We try to use English bloom in summer where 
we can, and eventually will use no pesticides and recycle the 
flowers back on to the land. If you can grow English flowers 
and then return them to the earth then you are contributing 
to the natural circle of life.

We are currently working on a huge project with biodynamic 
farmers Fern Varrow, growing thousands of flowers outside 
Reading for Heckfield Place. We’ve planted 26,000 tulip 
bulbs and that will provide the hotel with flowers for six weeks 
in the spring, along with narcissi, paper whites, roses, alliums 
and foxgloves.

We love working with Marble LDN, they are a great team and 
lots of fun. One of our favourite jobs of 2018 was a private 
party at Aynhoe Park in the Cotswolds. It’s an extraordinary 
property and our client was a natural visionary. Her brief was 
all about apples. I know lots of apple farmers from Somerset 
and hung masses of apple branches everywhere and built 
apple-inspired structures on the tables and covered them in 
candlelight. It was just magical.

We try not to follow trends and instead provide people 
with beautiful flowers in our signature style. However, the 
movement towards sustainability, using English growers, and 
not using Oasis where possible is an important movement that 
we hope is here to stay. We’ve got a beautiful planet and we 
need to look after it.

kittengrayson.com

SHE’S A NATURAL

Flor i st  Kitten  Grayson’ s  s ignature  sty le  of  ref ined yet  w i ld  b looms 
and scu lptura l  insta l lat ions  has  made her  a  go-to  for  the  fash ion 
and beauty  wor ld  and luxury  pr ivate  events  too.  Pass ionate  about 
nature  and a  champion of  a l l  th ings  susta inab le ,  here  she  shares 
her  brand ph i losophy.

From a very young age I was drawn to the outdoors. It 
sounds absolutely bonkers but I grew up in Somerset and 
always had a very strong connection to nature and trees, so 
a career in floristry was an obvious progression for me. My 
grandmother is an artist and I would be running wild while 
she painted wild meadows and walled gardens. What I do is 
almost like carrying on that legacy.

I’ve been working in the industry for more than 15 years, 
and trained at Wild at Heart then Scarlet and Violet. 
Ever since Instagram appeared floristry has become really 
popular, which can only be a good thing as more people have 
found a connection with nature.

Our brand is very theatrical, and based on what’s available 
in season. When I’m designing I tend to go for one key flower 
en masse, to dramatic effect – I think of it as floral set design 
or sculpture. I’m a plantswoman as well so I’ve done a lot of 
gardening and garden maintenance. I know how plants like to 
grow so I imitate that with flowers. It’s a very natural look with 
plants in groupings.

When I’m doing an installation I see it as painting with 
flowers. I aim to create beautiful worlds of flowers for people 
to immerse themselves into. We use big structural trees to 
create height and drama, and don’t mix different flowers up 
too much because then they can get lost. It’s more about 
choosing a few key elements and letting them sing.

I like to get to know my clients and build a picture using their 
lifestyle and personal nostalgia as inspiration. No two jobs 
have ever been the same and we pride ourselves on making 
sure we deliver what our clients want.
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DRINK
UP

Mr Howard
This cocktail is named after Stewart Howard, one of 
the first people in the world to serve Seedlip.
 
 
Ingredients
50ml Spice 94
2 tbsp Fresh Pink Grapefruit Juice
20ml Fresh Lemon Juice 
1 tbsp Sugar Syrup 
Cubed Ice
Star Anise Garnish

Method
Add Spice 94, grapefruit juice, lemon juice and 
sugar syrup to a shaker with ice. Shake for 30 
seconds Double strain into a coupe glass.
 

seedlipdrinks.com

Solv ing  the  d i lemma of  'what  to  dr ink  when 
you're  not  dr ink ing' ,  Seed l ip  i s  home to  the 
wor ld 's  f i r st  non-a lcohol ic  sp i r i t s .  Idea l  for  a 
New Year  purge  or  a  l i fet ime of  abst inence in 
sty le ,  here’ s  our  favour i te  seasona l  Seedl ip  s ip .
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The plastic-free movement is one trend we 
never want to see the back of. Still gathering 
momentum, a world without single use 
plastics is becoming a tangible reality with 
every month that passes. Events and pop-
ups such as Noisily Music Festival went 
plastic-free in 2018, with a reduced waste 
in general seen across the board.

Marble LDN CTO Robbie Parry is the co-
founder of Noisily, where no plastic water 

A  heads  up  on the  new and the  next  in  the  events  wor ld
HAVE IT LARGE

NO
PLASTICS
PLEASE

bottles are sold on site and 99.6% of waste 
is diverted from landfill or recycled where 
possible.

We expect even more of this attitude from 
festivals and large-scale events next year, as 
the industry's ethical conscience grows. To 
put things into perspective, a mass event 
such as the London Marathon can easily get 
through 750,000 bottles of water and result 
in up to seven tonnes of waste. Yikes.

@ A C C I D E N T A L L Y W E S A N D E R S O NOF THE SEASON

Self acclaimed “Anderson fanboy” Wally Koval has taken his passion for travel and architectural 
design to Instagram. Inspired by Wes Anderson’s unique affinity for pastel colours, front-on facades 
and hyper-stylised uncanny symmetry, this account showcases photographs of real-world architecture 
and locations that evoke that unmistakable Anderson trademark we all find so aesthatically pleasing. 
@accidentallywesanderson

HOT      NOT OR

HOT

NOT

BESPOKE PLAYLISTS 

DOME STRUCTURES

DESTINATION- 
SPECIFIC CUSINE

PLASTIC CUPS

STARCLOTH WALLS

INSTAGRAMMABLE AREAS

IMMERSIVE EXPERIENCES

POWER POINTS

FOOD WASTE
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BODEN DINNER 
AND SS19 
PRESS DAY 2018

Client:  Boden

Ser v ices :  Des ign,  Product ion,  Pro ject  Management

Brief :  Produce a  press  and inf luencer  d inner 
hosted by  Johnnie  Boden at  108 Garage and the 
SS19 press  day  at  Car l ton House  Terrace .

Result :  Johnnie’ s  d inner  was  a  huge success , 
featur ing  in  the  Evening  Standard  and Dai ly 
Mai l  a longs ide  images  of  VIP guests  such as 
Keeley  Hawes ,  Alexandra  Shulman and Cami l la 
Rutherford .  We produced a  bespoke des ign  for  the 
tab le  stat ionary  and added un ique touches ,  such as 
Boden napk ins  embroidered with  guests ’  in i t ia l s .

We des igned a  ch ic ,  summery space  for  the  press 
day,  to  br ing  the  Br i t i sh  brand to  l i fe .  A Boden-
branded coffee  b ike  fue l led  guests ,  a longs ide 
garden ju ices  by  Searcys  and canapés  f rom Marble 
Col lect ive  caterer,  Peardrop.  Guests  they arr ived 
to  a  g lor ious  Instagrammable  f lower  arch des igned 
by  Wi l low Cross ley.  At  the  end of  the  day  a l l 
f lowers  were  donated to  Refettor io  Fe l ix  at  St 
Cuthbert ’ s  Day Centre .
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M A R B L E  L D N  •  J O U R N A L  V O L .  3 3 3

FOUNDERS 
FORUM 2018

Client:  Founders  Forum

Ser v ices :  A l l  Serv ices

Brief :  Project  manage the  annua l  two-day 
London conference with  an  evening  ga la  and an 
after-party,  sponsored by  Veloc i ty  Black .  We 
were  respons ib le  for  creat ive  des ign,  the  phys ica l 
bu i ld  and technica l  product ion.

Result :  We bui l t  a  un ique,  branded space  at  BBC 
Studioworks  with  the  Founders  Forum logo at 
the  centre  and echoed in  LED mapped custom 
l ight ing,  fo l iage  tab le  centerp ieces  and bespoke 
scu lptures .

The Grove Hote l  hosted the  conference,  w ith 
Founders  Forum branding  throughout ,  a long with 
custom stag ing  and structures  for  the  ‘Meet  the 
CEO’ pods ,  and a  bespoke ‘ Innovat ion  Tent ’ . 
Where  poss ib le  we ref lected our  susta inab i l i ty 
va lues ;  the  CEO pods  were  easy  to  assemble  and 
transport  and can be  reused.

The after-party  k icked off  outs ide  in  a  s tretch 
tent  with  a  custom-bui l t  bar,  l i t  up  with  LED 
arches  and f ibre  opt ic  l ights .  a l l  to  the  sounds  of 
Marb le  Mus ic  art i s ts  and DJs .



C A S E  S T U D Y

HOUSE OF KILLIK
Client:  Ki l l ik  & Co

Ser v ices :  Play l i s t  Curat ion

Brief :  Marb le  Mus ic  to  curate  a  mus ic 
programme for  a  week- long ser ies  of  pane l 
conversat ions  and workshops  at  the  House  of 
Ki l l ik  in  Soho,  and the  company’s  permanent 
new home in  Clapham.

Result :  Three  p lay l i s ts  were  deve loped 
beg inn ing  with  a  10-hour  medley  of  ch i l led 
jazz ,  funk,  sou l  and tr ip-hop,  fo l lowed by 
a  more  upbeat  se lect ion  of  funk,  d i sco 
and grooves .  Play l i s t  three  showcased 
instrumenta l ,  j azz- infused tracks  to  b lend 
into  the  background dur ing  d i scuss ions .

At  House  of  Ki l l ik  in  Clapham,  four  10-hour 
shuff led  p lay l i s ts  take  e lements  f rom the Soho 
event  to  create  a  p leasant  ambiance for  guests 
and co-workers .  Work ing  on a  quarter ly  80 
per  cent  refresh  bas i s ,  the  Marb le  Mus ic  team 
co l laborates  w ith  the  c l ient  in  order  to  supply 
the  best  sound poss ib le .
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Cognit ionX co-founder  Tab i tha  Goldstaub  shares  her  c i ty 
secrets ,  f rom the pub that  stops  t ime to  the  app that 
de l ivers  loca l  beauty  heroes  to  your  door.

MY 
LONDON

I’m west London born and bred. I was born in Clapham 
(yes, I still consider that west!), traversed to Battersea, and 
grew up just off the Kings Road. My first flats away from 
home were all in Notting Hill and today I live in White City.

This part of London just feels like home. People smile at 
each other – or at least I smile at people – and I love the 
endless contrast of tatty and smart, establishment and pop-
up. It’s rough around the edges and perhaps even too glitzy 
in parts, but what’s for sure is that it’s got a lot of heart.

One of my favourite memories of growing up here is when 
my brother and I would always hold our breath when 
walking over three manhole covers. Naturally I still abide 
by this law.

There is something special about walking around the Kensal 
or Old Brompton Cemetery. Not in a spooky way, I just like 
the juxtaposition of the architecture and the calm quiet that 
you can’t find anywhere else in the city.

Date night for me and my boyfriend Ed is always at home. 
Eat Tokyo used to be our go-to delivery but that’s not 
necessarily very romantic! I always advise using the website 
hot-dinners.com to find the latest local opening to try out.

Pizza Portobello at Notting Hill Gate is a favourite spot 
because the Italian waiters are so funny that they make 
me cry with laughter. You can sit outside and feel like you 
are on holiday all year round, and the saltimbocca (basically 
a rolled up pizza) is to die for.
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The Cow has to be my favourite pub because it’s like the 
Tardis: once you’re inside, nothing else seems to matter. 
It’s either that or a year-round version of that magic time 
between Christmas and New Year, every day of the week.

Weekdays are always a mad rush. On the weekends I get 
excited about the eggs at Granger & Co on Westbourne 
Grove. Other amazing foodie spots are La Piccola Deli and 
Michanicou Bros, just off Holland Park. I’d shop there every 
day if I could.  

I love nothing more than a solo trip round the Science 
Museum in South Kensington, and popping into the V&A 
gift shop to buy presents on the way home. Beauty junkies 
will love my friend Sharma’s app Beautystack, which allows 
you to book the coolest pros in town to come to your home: 
the dream.

What I love about the fashion in West London is that 
it’s constantly changing. Local street style around here is 
a great barometer for what’s on trend from the catwalk, 
clashed with a classic look of the traditional English 
gentlewoman.

CognitionX is an AI Advice Platform that connects 
organisations with a global network of AI experts. Tabitha is 
also Director of CogX, the Festival of AIl Things AI.

congnitionx.com
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