THE LONGEST CHAMPAGNE BAR IN EUROPE. AND OTHER STO RIES.

1| FANCY some fizzy? The

"| new St Pancras station

LN
i

could be the place for
you when it opens.
Developers have releasec
drawings of the station’s
new champagne bar
which, at 90metres in

| length, is Europe’s

longest. The refurbished
station and its Eurostar
terminal will open in
November. It is part of
the largest new

in Central

Pop your cork here: An artist's view of the new 90m-long champagne bar

London for 150 years.

The Prodigal Clien

As often happens, the story began with the rediscoery of a long
lost client. Mike Luddy had been an embryonic mar&ter when first
we met, learning at breakneck speed on the Fast Trek we had
developed to re-brand London Gatwick. Now he was lack in
touch, as Project Director for London & ContinentaRailways; on St
Pancras, culmination of the Channel Tunnel Rail Lknand new
home-to-be for Eurostar. Intriguing.

Mike had already developed a vision statement withsome
management consultants for his “new” station, rathe wordy but
nonetheless pointing to new standards of service ath revenue for
what would be a major transport hub. He had also ealised that
the strategy for St Pancras needed moreé/anto fulfil its potential.
Our shared experience with “the fast track airport”combined with
what | had learnt in creating Vinopolis, City of Wi, told Mike that
we could help on this, and now our new brandstory approach
clinched it. St Pancras would have its own brand tory.

First we would need to bring Mike's Managing Direair on board,
so after some exploration of the project, we met. Clearly an
intelligent man, he seemed distracted on the day wemet. My
partner, Chris Harvey, was telling his Virgin brandtory but the
M.D. seemed less than fascinated, so we shifted disussion toward
the potential St Pancras story and his mood lifted. We shared
thoughts on how London today echoed the clamour ofVictorian
enterprise; on railways and romance; and on the ne& for a coup
de théatreto set St Pancras apart from the gloomy reputationof
twentieth century British railways.

On the spur, | blurted out an idea whose genesis hin the planned

“Bubble Bar” at Vinopolis (later “borrowed” by Robi Hutson for his

Hotel du Vin): achampagne bar, with all its romance, celebration
and Euro-aspiration i.e. not what was on offer anylwere else. But
St Pancras would not countenance an ordinary champgne bar,

would it? It had once boasted the largest covered space

anywhere, the widest single span arch, the most reglendent hotel.

Now it should brand itself as a scene stealer once more with “the
longest champagne bar in Europe”.

The meeting closed as brightly as it had started nerously. The
idea took flight. And off we went to develop a brad story for the
prodigal client and what would be, again, the finesrailway station
in the world.



Meet me at St Pancras

The positioning for St Pancras emerged quickly, asimple strategy
insights can. “Europe’s Destination Station” succictly captured
the sexiness of St Pancras’ imminent continental conections
without being submerged by Eurostar's powerful brading. At the
same time it clearly established destination ambans to which no
ordinary station could aspire. (And the internalhyme promised
mnemonic potential for press and public alike.) Atve all, this
three word statement captured Mike Luddy’s vision nemorably: no
ordinary transport hub could compare.

Yet how would the ordinary citizen be persuaded tolook on a
station in a different light and use it for more thn mere passage?
Even if we planned attractive shops and food outlet, why would
travellers choose to break their habit and stay awite? (After all,
unlike airports there was no obligatory two hour diy here).
brandstory took the view that the shopping and hospitality walld
have to stand out from ordinary stations on quality and from
airports and high streets on individuality. (TravViers agreed,
dismissing high street homogeneity, airport malls =d station
standards with almost equal criticism). Yet more wa still needed.

The client and his previous consultants imagined @wing custom
from all over London, rather as Union Station in W&hington D.C.
does. But Washington is a small town and London’slocusts face
great choice as well as distances. We took the vie that those
likeliest to sample St Pancras first were those,JVing, working and
tube-travelling on the station’s very doorstep — noe of whom
faced choice or distance. Once they had enjoyed th great space
of St Pancras — the greatest heritage restoration foour day — and
sampled its wares, they could act as missionaries. Perhaps they
would invite colleagues, family, friends to join #m (easy enough
with three major railway routes and six undergroundlines
converging there).

At this point, we reminded ourselves that St Pancra did represent
a meeting point: for two eras of enterprise, with bndon as buoyant
today as in those Victorian days of the station’s Wth, and for
continental and island cultures, once Eurostar awed. Yet what
clinched the storyline was a very personal experiere. As | gazed
across the dinner table at my then partner, | remeinered how
romantic a meeting place a station could be — washat not where
she and | had met?

So was born “Meet me at St Pancras”, the story of aplace to
meet. The theme had echoes of St Louis and “BrieEncounter” —
as the Weekend Telegraph kindly put it “Meet me aSt Pancras’
has a certain ring to it, a call to romantics evemyhere” — but it had
a strong functional edge as well. The story gave @ million tube
users another point for their journey, 45million ihpassengers a
reason to tarry, and “the longest champagne bar inEurope” a
raison d’étre.



A Traveller's Tal

Marketing people are wont to say that the test of a idea is its
“legs”, how well it travels. In the case of “Meeime at St Pancras”,
the brand story was used to brief designers and adertising
agencies we short-listed with our client; website ceators and event
specialists; caterers, retailers and recruitment casultants; even a
nine metre high bronze sculpture to be called “ThéMeeting Place”
(a proud exhibit for a brand story, if not to our aste). Retail
designers were persuaded to use the underemployed walkway
alongside Eurostar arrivals to house the champagndar, and call
the whole floor Rendezvous. Outstanding research results were
shared with stakeholders at railways and rail opetars, retailers
and restaurateurs. The door opened to further brandstory
proposals: another brand story, for the new Ebbsflet station, just
south of the Thames estuary; a seamless, overarchghproposition
for station, railway and Eurostar; and then, most ppesumptuously,
that a new name replace the lengthy Channel TunndRail Link and
its indecipherable acronym, CTRL.

At which stage we should congratulate, inter aliathe ever-brilliant
Lewis Moberly for their brand identity designs; themergent Hurrell
& Dawson for their St Pancras launch advertising; wr proposed
restaurant consultant Nick Lander and fortunate -cadrers,
particularly Searcy’s who let me persuade them to ump up for
our champagne bar and Brasserie St Pancras; Eurosts
marketing maven, Greg Nugent, for coming up with te High
Speed 1 name to replace CTRL; fine researchers, aProspect
Consulting who gave substance to our story and JohnArmstrong
who explained why it worked so well. But above alto the prodigal
client, Mike Luddy, his M.D. and their team who to& a good story
and brought it to life, truly creating “Europe’s Dstination Station”,
making the idea travel.

A Royal Salute

The media have greeted the unveiling of St Pancrad{igh Speed 1

and the new, faster Eurostar service with almost umnimous

applause. (With these stories, even the most monoimic brand

ingénu amongst PR people could not fail.) Pride was on
everyone’s lips. The grand project had come in ortime and on

budget. The architecture and restoration were rigtly lauded. And

almost every commentary and article touched on aspets of our

brand story: Europe’s Destination Station, the logest champagne

bar in Europe, the place to meet.

At its momentous royal opening, the head of SNCF, fance’s pre-
eminent railway network, described St Pancras as pssibly the
best station in the world. And beckoning the highspeed trains to
make their dramatic entrance, the Queen, in her ownvords, spoke
of the station as a destination.

Absolutely, Your Majesty. Meet me at St Pancras.



