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SUMMARY

Graduation studio
The aim of the Graduation studio “Archi-
tecture, Brand and Sustainability” is to 
design headquarters for selected brand/
corporation and incorporate brands 
strong claims towards sustainability 
into design. The emphasis of the stu-
dio is on the complexity, brand identity 
and brand/location related sustainability 
challenges. 

Location
The chosen location for the headquar-
ters of BrewDog is in the central part 
of London called Bankside. The loca-
tion has strong historical connection 
with beer and has great potential to im-
prove Bankside, to be a better place to 
live, work and visit. Currently the plot is 
empty and is used as temporary parking 
spot.

Brand
Selected brand is British crowdfunded 
independent beer company “BrewDog”. 
Their main focus is on craft beer for beer 
enthusiast, punkers, rockers and metal 
fans who are mostly the main share-
holders of the brand. The program for 
the building was carefully selected from 
brand development plans for the future 
and from the location requirements. 

Sustainability
As the core sustainability on which proj-
ect focused on is water, more precisely 
on using rainwater as beverage compa-
ny heavily relies on water. All roofs and 
facades have ability to collect rain water, 
which is mainly used for toilets, spa and 
after thorough filtration used for special 
edition of beers made from rainwater.

Design
The final design is conclusion of loca-
tion analysis, current urban plan, pro-
gram and brand. It fits in location with it 
high-density approach, while it still cre-
ates public spaces. One of that spaces 

is pedestrian street, which is dividing 
project into two buildings. Intention was 
to create street which will be full of activ-
ities and fun (one of the strategies of cur-
rent urban plan). Therefore all entrances 
for hotel, parking, stage and bar are ori-
entated into that street. Another benefit 
of this orientation is, that it takes often 
drunk people away from frequent traffic 
in the main street. Finally, the pedestrian 
street connects with “Maindstone Build-
ing Mews” street which has potential 
to change it function in the future and 
house maybe another pubs. Together 
and with BrewDog arena, the project 
has real potential to bring location back 
it long lost beer glory and make it unfor-
gettable.
 
As it was previously mentioned, project 
consist of two buildings, one large and 
one tall.

The large building contains market, are-
na and spa. Market and arena are using 
the same space, while they operate in 
different opening times. Market is built 
on sides of arena through three ground 
floors and temporary market (market 
stalls) are placed on ground floor of are-
na. The entrance to the market is done 
through large rotating panels on main 
street façade. During concert those 
panels are closed and market stalls are 
parked next to them. The entrance is 
through controlled point which is orien-
tated to pedestrian street.The walkways 
for shops on sides of arena, on first and 
second ground floor can be used as ad-
ditional space for standing during con-
cert. Some shops may be even open 
during it, selling t-shirt and other prod-
ucts. Stage is orientated towards main 
streets. While façade is semi-transpar-
ent, it allows to leak some light from 
the concert to the main street, which 
may attract another people who are just 
passing by. On the sides of stage are 
rooms for backstage.



Spa is located on third floor of the larg-
er building. It has 2 leisure pools, 1 one 
swimming pool and 8 beer jacuzzi. First 
leisure pool has view on arena and on 
stage. Second leisure pool has own bar 
and view on the main street. The same 
bar also serve people in beer jacuzzi, 
but also people outside of spa, in arena. 
The entrance to the spa is in the second 
building. Although, the entrance to the 
spa is through hotel lobby, it has own re-
ception on third floor where visitors get 
towels. To get to spa in larger building, 
visitors must swim or walk through the 
bridge above the pedestrian street. The 
swimming pool on the bridge has trans-
parent bottom, therefore swimmer can 
see pedestrians and they can see him.

In the tall building is bar, brewery, hotel 
and spa. Under the building is parking. 
Bar and brewery share the same space, 
to enlarge the quality of beer experience. 
Therefore, the bar also becomes perfect 
place for workshops and beer degusta-
tion. The space is dominated by long bar 
and by large fermentation tanks above 
the bar. The entrance to the bar is right 
in front of entrance to the arena. Finally,  
the hotel lobby, which has also entrance 
from the pedestrian street, has 8 meter 
tall hop wall in front of potentially beau-
tiful staircase. 

The overall design is hold in industrial 
style, grey, black metal mixed with rough 
concrete, which attempts to reflect loca-
tion and most importantly brand.
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INTRODUCTION
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TARGETS OF THE PROJECT

Graduation studio
The aim of the Graduation studio “Ar-
chitecture, Brand and Sustainability” is 
to design the headquarters for select-
ed brand/corporation and incorporate 
brands strong claims towards sustain-
ability into the design. The emphasis of 
the studio is on the complexity, brand 
identity and brand/location related sus-
tainability challenges. 

Personal interest
My goal with this graduation project, 
was to bring it as close to the reality as 
possible. I was thinking about this proj-
ect not only as architecture project, but 
also as business project. This influenced 
location, brand, program, research and 
also final design. In location I insisted on 
a high density design for the assigned 
plot, although it might be argued, that it 
is financially too large for medium sized 
company. 
In this case I can only say, it was not 
completely in my hands, however I offer 
solution in setting up some kind of part-
nership where different programs could 
be owned by different owners, but still 
under my selected brand leadership and 
design. While my selected company has 
extensive experience with shareholders, 
it might be possible for the brand to man-

age it. 
With the brand I tried to reach reality 
by selecting company which has head-
quarters in the United Kingdom and has 
strong sustainability challenges. In case 
of program, I tried to select it based on 
real plans of my brand for the future and 
it wishes. In research part, I tried to look 
also on profitability of proposed strate-
gies. Finally, my personal goal for reach-
ing reality also influenced final design, 
where I tried to prevent creating some 
crazy conceptual designs. 
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DESIGN STRATEGY

I attempt to build up my design strategy as much as possible on mutual con-
nection and logics between different parts of project.

* The concept starts with LOCATION, which has influence on choosing brand 
and program but also have influence on selecting sustainability challenge.

* From BRAND it is possible to setup PROGRAM and both BRAND and 
PROGRAM have influence on research.

* RESEARCH is influenced by location and brand.

* All these 3 parts (LOCATION, BRAND&PROGRAM, RESEARCH) have own 
conclusion from which final DESIGN results. 

Figure 01: Design Strategy 
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LOCATION

The PROJECT is located in central dis-
trict of London called Bankside, part of 
the London Borough of Southwark. It is 
located on the southern bank of the River 
Thames. Bankside is known for the loca-

tion of TATE MODERN, THE SHARD and 
BOROUGH MARKET. Another recogniz-
able element in this location is railway 
viaduct which runs through the whole 
district. 
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CURRENT STATE

Figure 02



13

Figure 02
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Hop Exchange

The location for my graduation project 
has already strong relations with beer. In 
front of the plot is built historical Hop Ex-
change, building opened in 1867 which 
served as a single market center for the 
hop trading in the brewing industry. Al-
though, in London, where many similar 
centers in exchange for other goods like 
coal, metal and stocks, Hop Exchange is 
last standing one. Currently the building 
is used primarily as office building and for 
events.

By introducing my brand into this loca-
tion, my brand could bring back old lost 
beer glory to it.
 

Current urban plan

Current urban plan for my location is 
called “Bankside Urban Forest” (further 
as BUF). It is a long-term partnership 
project designed by Witherford Watson 
Mann architects. According manager of 
BUF Valerie Beirne, it’s main priority is to 
make Bankside better place to live, work 
and visit by enhancing public spaces like 
streets, pavements, squares and parks 
(Beirne, 2012).

“The term forest in an imaginative name 
for describing the project and the area” 
according Beirne (2012). The name 
was chosen based on a large variety of 
“small clearing of pocket parks, with-
in Bankside’s medieval street pattern” 
which evokes the idea of forest. Therefore 
the main idea is not to turn Bankside are 
into a forest, although it does encourage 
investors to invest into some greenery. 
Although, the project may sound that the 
main target is to introduce green, there 
are also other important factors like social 
and economic in the project. According 
Bernie (2012) “by adopting an ecological 
approach to designing and investing in 
the public spaces and streets in the area, 
there are greater opportunities to support 
local economies and conserve historic 
street patterns and connections”.

Targets of Bankside Urban Forest:
- Enhancing public spaces
- Ecological approach in designing 
and investing in the public spaces and 
streets
- Support local economies
- Conserve historic street patterns and 
connections
-Improve local connection between 
green spaces and places where people 
live and work

OTHER FACTORS
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Figure 04: Hop Exchange (Witherford Watson Mann, 2015)

Figure 03: Hop Exchange (Merrymoonmary, 2015)
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BRAND - BREWDOG

BrewDog is Scottish crowdfunded inde-
pendent beer company founded in 2007 
by two guys and one dog. Since then the 
company managed to grow nearly 200% 
every year, winning many prices for beer 
and for fastest growing food & drink busi-
ness in the United Kingdom. Nowadays 
the company employs more than 540 
employees (and precisely one dog), while 
having 32 000 shareholders and opening 
44 bars all over the world. Their main fo-
cus is on high quality craft beers (current-
ly 65 different beers) which they ship to 
55 different countries. 

Clients
The BrewDog target group are beer 
enthusiast, punkers, rockers, rebels, 
hardcore hipsters and metal fans who 
are mostly also the shareholders of the 
brand, while being shareholder means 
having discounts and extra bonuses. For 
that reason we are not speaking about 

puny punkers, who can afford only cheap 
alcohol and will sleep under the bridge. 
Their main clients are hardworking engi-
neers, managers and bankers who like a 
certain type of music and overall theme. 
Therefore, to release steam during week-
ends they might be interested in a whole 
deal package like a hotel for the whole 
weekend, heavy concerts, regenerating 
beer spa and high quality beer experi-
ence (beer tasting & beer workshop).

Figure 05

Figure 07

Figure 09
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Figure 05
Figure 06

Figure 07
Figure 08

Figure 10Figure 09
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RESEARCH QUESTION

Sustainability in corporate architecture 
is often used as marketing tool. Often 
architects label their project as sustain-
able without clarification and knowledge 
to which challenges their building refer 
to (Kostrej & Bao, 2016) or they address 
large quantity challenges to create con-
fusion and fuzziness. In both situation 
in easy rhetorical use they hide their 
real commitment towards sustainability 
(Leach et al., 2010). 
To overcome this, graduation project 
“Architecture, Brand and Sustainability” 
encourage to choose one sustainable 

challenge closely related to brands strat-
egies and ideas, to show brand real com-
mitment towards better tomorrows, rath-
er selecting bunch of them without any 
connection to the brand.

Selecting the main sustainable challenge 
on which graduation project will focus on 
was done by overlapping our previous 
research (Atsma et al., 2016) and brand 
strategies as it is shown in figure 11. 
While the brand is Beverage Company, 
choosing water as challenge, was logical 
choice.

Based on selected sustainable challenge, research question was formulated 
accordingly:

A) How can building of beverage company be more efficient with water?

B) How can water element be expressed in architecture design?
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Figure 11: Sellecting sustainable challenge



20



21

RESEARCH
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LOCATION ANALYSIS

The plot has 6009m2. Currently the plot is empty and is used as temporary parking 
spot.

Metro line is going under the plot, which limits building underground spaces. However, 
the depth of metro should be between 25-35m.

THE PLOT

TRANSPORT
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Based on main transport corridors was selected the most visible place of the plot.

Plot is located inside of view corridor Alexandra Palace to St Paul’s Cathedral.
This limits the height of the project to 52,1m.

VIEWS

VIEW CORRIDOR
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Most of the functions around the plot have service character. There is only small 
amount of accomodation buildings around street Maindstone Building Mews. Al-
though, some properties are for sale and may change it function in future.

Borough market is a popular spot in this location, which due to it success has 
tended to grow. It is one of the largest and oldest food markets in London.

Service Market/shops Education Culture Accomodation Hotel

FUNCTION

LOCAL MARKET
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This analysis shows 6 characteristics of plot, which influence the project the most.

6 MAIN CHARACTERISTICS
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PROGRAM

While we are speaking about company with shareholders, it was quite easy to find 
their development plans for the future (BrewDog Prospectus, 2015). Therefore, the 
program (figure 12) for the project is built on real plans and wishes of BrewDog for 
the future.

Figure 14: Double function, stage-market

Figure 12: Program

Figure 13: Increased program

The location with 6009m2 is too large for program in figure 12. Therefore additional 
functions were carefully selected and added as it is shown in figure 13.

Same space could be used for market and for stage, while they have different opening 
times. Although, previously intended capacity for the stage is rapidly increased. 

Figure 15

Figure 17

Figure 19
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Figure 15 Figure 16

Figure 17 Figure 18

Figure 19 Figure 20
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Hotel
One of the plans for the Brewdog is to open “craft beer focused hotel” (BrewDog Pro-
spectus, 2015). Although, it has promising name, the main difference should be ac-
cording BrewDog (BrewDog, 2015) in equipment of rooms, as beer tap, rooms named 
after hops, malt mattresses, etc. Definitely scale and depth in which this graduation 
project will not work.

Spa / Beer Spa
In the end of their prospectus they revealed their secret wishes to have own beer spa 
and while target of the project is complexity, it was decided to incorporate it. After all, 
architects job is to realize client’s dreams. 

Small brewery
Building a bigger brewery in the center of London was not feasible due to high cost of 
land. However, small local brewery sufficient for needs of my projects is manageable, 
especially when it could be used as a workshop and production facility for special 
edition of rainwater beer. 

For that purpose was conducted small research to find out how beer is done and how 
much equipment is needed. With small help from company Processing System Solu-
tions, I managed to collect exact dimensions of equipment based on estimated con-
sumption of beer in my project.

Figure 21: Beer production and equipment required for my project

Parking
Location is heavily lacking parking spaces, which is even more increased by removing 
current temporary parking spot on the plot. Furthermore, hotel and stage requires at 
least some parking spaces in close distance.

Figure 22

Figure 24

Figure 26
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Figure 22 Figure 23

Figure 24 Figure 25

Figure 26 Figure 27
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RESEARCH WATER EFFICIENCY

Introduction
Current climate changes brings new 
challenges for cities in a form of excess-
es or shortages of water supply. London 
is one of that cities, which suffers under 
both extremes. 

Excesses are often caused by the heat 
island phenomenon, which results in tor-
rential rains and finally in dangerous sew-
age discharges (Kostrej, 2015). These 
sewage discharges release untreated 
cocktail of pathogens, active pharma-
ceutical ingredients, household chemi-
cals, oil, pesticides and other pollutants 
which are dangerous to public and to lo-
cal nature (Nolde, 2006). 

On the other hand, shortages of potable 
water are caused by ever growing popu-
lation in London (Bell, 2013) and by old 
water supply system which leaks near-
ly 33% of drinking water (EIU, 2012). 
Contributing factor is also, that accord-
ing GLA (2011) only one of four London 
households has a water meter and the 
rest is paying a flat rate based on historic 
taxable value of their property. This often 
leads into careless consumption of pota-
ble water, which can be also seen on sta-
tistics of liters used per person per day 
(Bell, 2013). Londoners currently use 167 
liters, which is almost 20 liters more than 
the rest of the United Kingdom.

Although city is restlessly working on 
solutions (Thames Water, 2016), it may 
be not enough in the end. According Bell 
(2013), city is already on it limits and it 
may need eventually other solutions. 
As other solutions, Bell emphasize that 
change should come also from “end us-
ers”, by reducing consumption and in-
corporating rainwater harvesting.
Aim of the research
Aim of the research is to design a wa-
ter efficient system for BrewDog Arena, 
which will ease the burden of London 
with water excesses and shortages. 

Secondly, to visibly incorporate the wa-
ter efficient system and water element in 
design to increase awareness of London-
ers about it, educate them and probably 
inspire them to invest in similar strategies 
in other projects.

Research Questions
Based on the aim of the research, two 
question were formulated accordingly:

A) How can building of Beverage Com-
pany be more efficient with water?

B) How can water element be ex-
pressed in architecture design?

Structure of report
This research part of the report is organ-
ized into 2 main parts, according two 
main research questions. Chapter 2 is 
answering first question and chapter 3 
second one. Finally, conclusion with se-
lected system is located in the final chap-
ter “Final design” of the whole report.

Methods
As method for answering first research 
question was used collected knowledge 
during my study of certificate Building 
Design & Technology, literature study and 
study cases. For answering second re-
search question, research used literature 
study how water element is expressed in 
Biophilic Designs.

CHAPTER 2 - Efficient with water
How to be efficiency with water can be 
answered by applying strategy Trias Hy-
drica (Brouwers, 2014), which derived 
from original strategy “Trias Energica” in-
troduced by Lysen (1996). 

The strategy consist of three main steps 
or categories as it shown in figure 28. 
First step is to improve efficiency of using 
water, second step is using sustainable 
sources like rainwater and finally in third 
step is to use expensive clean drinking 
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water in steps, where clean water is first 
used in taps and showers and then the 
same water is used for sustaining sur-
rounding greenery (Brouwers, 2005) 

Water savings
Is the first of Trias Hydrica. Water savings 
could be achieved by replacing stan-
dard sanitary and water using devices by 
more efficient ones. By using water-sav-
ing taps, high efficient dual flash toilets 
can be saved between 30-50% of water 
(Kostrej et al, 2015, p.18-20). Further-
more, by implementing waterless urinals 
in arena and in bar, another considerable 
amount of water could be saved.

Renewable sources – rainwater
The typical way how to collect rainwater 
is on roof. The water collected this way 
is relatively clean. First litters of rainwa-
ter are usually directly discharged into 
the sewer, while they contain most of the 
waste collected on the roof. The rest, if 
it is used primarily for utilities like toilets, 
requires simple particle and UF filtration. 
The calculation for how much water can 
be collected is relatively easy (Brouwers, 
2014):

Rainfall x Orientation coefficient x projected 
area x Run-off coefficient x Filtration yield

The less common way how to collect 
rainwater is through façade. This system 
however is rarely realized, often stays 

as concept while it is less efficient then 
roof collecting and in the same time more 
complicated. The calculation of efficien-
cy depends on local wind flow, which this 
researched failed to secure.

Final option for collecting rainwater is on 
level of streets and roads. While this sys-
tem was realized in Berlin-Lankwitz Har-
vesting plant, it is questionable if it is ef-
fective due to large filtration requirement 
and frequent maintenance (Mikkelson et 
al, 1999).

*note: Utilizing rainwater can be triple win situ-
ation especially for scale of buildings like Brew-
Dog arena.

The first benefit can be for investor. Based on 
the study case Thamesmead stores in south 
London, with 2200 m² roof (BrewDog has 4182 
m², usually bigger means better) the payback 
period can be around 12 years (Chilton et.al, 
2000). Although, it may seem long period, Chil-
ton states that the presented study case puri-
fies water to higher quality as it is needed. With 
more optimized system, the payback can be 
considerable shorter.

The second benefit is that building saves ex-
pensive potable water, which means it saves 
energy which is required for cleaning it. 

The third benefit is that by utilizing rainwater, 
building slows down releasing it in sewer. Build-
ing first replenish own storage tanks and then 
slowly release rainwater as it is used. This way, 
building helps city of London with sudden tor-
rential rains which typically immediately ends in 
sewer causing then dangerous discharges. 

Efficient use non-ren. – reusing water
Final step how to be more efficient with 
water, is to use it several times starting 
in steps with quality requirements and 
finishing where quality is less important. 
The typical way is to use water from taps 
for irrigation.

Figure 28: Trias Hydrica (Brouwers, 2014)
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CHAPTER 3 - Water element in design
The reason for choosing Biophilic designs 
as a ground base for answering second 
research question was due to fact, that 
they offer deepest understanding what 
water is and how water can be even ben-
eficial. Furthermore, chapter “Water, Bio-
philic Design, and the Built Environment” 
by Mador (2008) from the book “Biophilic 
Design: The Theory, Science and Prac-
tice of Bringing Buildings to Life” offers 
rare collection of all strategies how to 
achieve this target.

Strategies how to bring water in design:

Roof gardens and green roofs
Vegetation requires water to live. Where 
is water, there is life.

Indoor plumbing
Little attention has been given to how we 
deliver water in indoor applications. Ac-
cording Mador (2008, p.52) our “associa-
tion is limited to the expectation of water 
emerging every time the faucet handle is 
turned”. Yet one of the easiest ways how 
to raise appreciation of biophilic appreci-
ation with water is to show how the water 
is transported to us whenever is needed.

Water as interior pools or basins
Indoor design element which is integrat-
ed with the structure of the room, which 
becomes equal component of the room 
as are walls, furniture, etc.

Water as recreation
One of the strongest ways how to bring 
water in design. This strategy “is best un-
derstood and commonly found as swim-
ming pools, spas, jacuzzis and hot tubs” 
(Mador, 2008, p.53)

Interior ecosystems
Interior ecosystems bring great opportu-
nities for introducing water and vegeta-
tion. It can be from small green areas to 
large atriums with trees, extensive vege-
tation and watercourses with circulation.

Exterior water gardens
This option offers “opportunities limited 
only by imagination” (Mador, 2008, p.54)

A waterfall
Another powerful way how to bring water. 
It is water in the motion which in the end 
makes sounds. Combining it with some 
surrounding vegetation, will make it even 
stronger.

A cascade
Water descending a series of steps can 
be effective emulation of a rocky moun-
tain stream.

Blurring the distinction between inside 
and outside
It can be achieved by reflective pool adja-
cent to transparent wall or actual flow of 
water between interior and exterior.

Fountains
One of the most popular ways how to 
bring water in built environment.

Accessible fountains
Fountains in which small children can 
play.

Waterscape
A landscape in which an expanse of wa-
ter is a dominant feature.

Natural elements
A nearby element like river or lake.

On-site stormwater routing
Traditional gutters and downspouts bring 
a little water biophilic effect. However, 
they can be redesigned to be more inter-
esting.
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RESEARCH DESIGN

Figure 29

Figure 30

Figure 31

This small research attempt to look on 
designs of breweries. Even though proj-
ect is not brewery, only small part of it 
is, in this case is brewery taken more as 
headquarters for beer brand.

As part of conducted research was vis-
iting breweries Pilsner Urquell in Plzeň 
(CZ), Heineken in Amsterdam (NL) and 
Stadsbrouwerij in Eindhoven (NL). How-
ever this part of the research proved to 
be meaningless in the end.

Therefore, further research was done by 
searching study cases on internet and 
in library. Research revealed, that most 
of the breweries (including new founded 
ones), which are more than pure facto-
ry, are located in old historical buildings 
or extensions to historical buildings. 
While BrewDog arena is completely new 
designed building, two rare newly built 
breweries were found.

Surly brewery
Surly brewery is newly built factory and 
bar. The building has industrial character 
which reflects neighbourhood and impor-
tantly, the Surly brand. Façade is made of 
corrugated metal panels complemented 
with red cedar. The main design concept 
is based on transparency, which puts the 
brewing process on display, which is vis-
ible from multiple touch points within the 
building and garden (Archdaily, 2015)
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Figure 29

Figure 30

Figure 31 Figure 32
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Farsons brewery
The new Farsons Brewhouse is a mod-
ern building accommodating the brewing 
process plant, a malt-handling and stor-
age system, laboratories and office. The 
building is wrapped in a perforated metal 
skin which acts as a protective shell as-
sisting the environmental control of the 
internal spaces. Energy efficient design 
was key target for new brewery building. 
The design of the Brewhouse includes 
natural ventilation, rainwater harvesting 
and thermal insulation (Architecture proj-
ect, 2013).

Conclusion
Both studies prove that industrial style, 
grey, metal and concrete combined with 
stainless tubes and devices is successful 
design approach in new founded brew-
eries. Another observed attribute is that 
new built breweries bring the production 
of beer closer, be combining brewery with 
a bar. By being transparent in produc-
tion, customer can get easier persuaded 
about high quality which brand is offer-
ing. Furthermore, clients can be part of 
the production by conducting workshops 
and degustation in the same space as 
beer is made.

Figure 33

Figure 34

Figure 35
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Figure 33

Figure 34

Figure 35 Figure 36
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FINAL DESIGN
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LOCATION

THE PLOT
Align where building can be built. Target was high density.
Final design use 82% of land for buildings. 

TRANSPORT
This analysis influence orientation of building on the main 
road.

GREEN
It shows adjacent greenery to the plot which is disused 
burial ground. BrewDog transforms this disused, closed 
location into small memorial park.

FUNCTION
The project connects with street “Maindstone Building 
Mews”, which has potential to change its function to shops 
or bars.

LOCAL MARKET
Success of Borough market influenced program of the 
building and orientation of entrance for market in BrewDog 
arena.

6 CHARACTERISTICS
Shows 6 characteristics or targets which project had to 
manage overcome.

VIEWS
Views influenced the main vertical volumes. 

VIEW CORRIDOR
It limits the height of the project.
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View from the main road
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POTENTIAL BAR STREET

During market is main street entrance open allowing people to walk in directly from Borough 
market.

During concert is only controlled entrance open. People can meet, walk, drink, have fun in side 
street without beeing worried about traffic.
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VIEWS

NORTH-WEST VIEW

SOUTH-WEST VIEW

SOUTH-EAST VIEW
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WATER EFFICIENCY

FACADE 02

FACADE 01

WATER COLLECTING FACADES

Both facades (on arena and facade on hotel) have the ability to collect rainwater

FACADE 01
Is combination of windows/wall and expanded metal mesh, which changes from 
opaque to transparent when illuminated at night (especially during concerts).

Usually expanded metal mesh facade is rotated in a way which prevents rainwater to 
get inside. In BrewDog arena facade is reversed, which means it becomes a perfect 
rainwater collector.
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FACADE 02
Is based on principle of patended rainwater harvesting system by Canavan (2011).

Facade system consist of horizontal and vertical elements. Horizontal collect rainwater 
and vertical brings it to technical floor.

Facade system Horizontal element Vertical element
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IMAGES

North-east view from the main road.

South-west view.
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Inside bar view.

Inside bar view.
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Arena view from the 3.floor.

View from stage.
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Arena view from the leisure pool.

Arena view from the leisure pool.
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Bridge with swimming pool crossing street between buildings.

Leisure pool with bar and view on main street.
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Hop wall in hotel lobby.

Hotel atrium.
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DISCUSSION AND CONCLUSIONS

In the end I believe the project managed 
to achieve all presented key targets. 

As the graduation project requested, 
building is complex as much as it could 
be, with rich program and with careful-
ly designed routing. Moreover, the final 
design reflects brand spirit and the loca-
tion in which it is built. Furthermore, the 
project incorporates water sustainabili-
ty, which is not only key element for the 
brand, but also it is one of the major chal-
lenges for London.

From a point of personal targets, the final 
result is reasonable. The project definitely 
holds two records between all projects I 
have done. It is one of the largest, most 
complex ones and in the same time de-
signed in shortest period (6 weeks). 

Furthermore, the project is deeply con-
nected with it location and current urban 
plan, therefore it cannot be said, that 
project can be easily moved from Lon-
don and put to other location in different 
country.

In case of final design, I see space for 
improvement. There are a lot of details, 
which I could not managed to work out, 
due to lack of time and scale of the proj-
ect. Furthermore, due to project com-
plexity, not all parts of the project are 
explained properly in report, therefore the 
project may not be showed in it full po-
tential.

However, as I mentioned before, I still be-
lieve the project managed to achieve all 
key targets and goals of this graduation 
project. 
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