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The 50 acres of land was owned by the client Tom Blofeld and
was earning no income as a poor quality overgrown marsh and
traditional chestnut woods. In Tom’s words ‘I have loads of land
and no money, so find me a solution to earn me some”’.
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Background

BeWILDerwood has redefined
the category for childrens play.
With little or no brief, but a
very brave and involved client
(a former sculptor and his
good friend a land owning old
Etonian — Tom Blofeld), we
have created a brand that is
both exceptionally successful
and exceptionally extendible
into other sites and other areas
of business.

Strategy, target
and objectives

Initially we were asked to

create a look for Wroxham
Treehouse Park. This left us

a little cold and between us,
BeWILDerwood was born.

We had the belief that there was
a place for real children’s play
with an environmentally sound
ethic throughout.

For us, Playstations, PSP’s
and DS’s are fine but dull, and
children need much more to
really stimulate them.

We wanted to teach them to
play again.

Our target was 40 year old
organic mums who believed
their children needed to get
out and play in the woods like
they did themselves when they
were growing up. A genuine
revisit to simple play and being
able to run around safely

in a controlled and benign
evironment.

We worked to create an entire
world of imagination, where the
children become the character
in the BeWILDerwood book
(another thing that came out
of the process and already in
its third reprint!!) and run in
almost total safety throughout
the marshes and woods. A few
accidents here and there were
seen as okay as that is what
we used to do when we were
growing up.

A sense of adventure for the
children and total relaxation
and reassurance for the parents.

Early decisions on the brand
values were enforced ruthlessly.
One in particular was great
food with no food miles and
no other big brands that could
clash with ours.

This meant the brave decision
of no Walls Ice Cream on site
in favour of a far smaller and
more fun local manufacturer.
Parravanis — who are Norfolk
through and through and had
never sold wholesale before -
are now a true partner within
the BeWILDerwood ethos

Overall Concept

Simple, fun, aimed squarely
at the family being together -
and behaving in an apparently
commercially naive manner as
a business.

This last point is vital as we all
felt it must give the appearance
of being almost too good value
at every level. From the entry
price to the food on site all was
to be better quality and better
priced than you would see from
any of the other family oriented
experiences.

With no finished buildings and
no leaves on the trees, we were
left with the decision to create
illustrations and work with one
lead shot that became the image
of BeWILDerwood (the other
business partner, Simon Egan
leant us his daughter to be the
model!!)

Typography was almost all
hand made with a rough and
textured feel. All lines were
deliberately wonky and little
jokes were a given. Colours
used were all natural and
friendly and nothing could
appear as though made by a
human. Twiggles, who are the
characters from the book

(that came out in the process
too) became so important to
the brand that anything that
was built inside the forest had
to look like it was built by them
and not by boring old humans!

Coverage for the project

PR was our main tool as well as
traditional leaflet distribution
and tourism advertising. The
single imagery and messaging
made this far more effective
however. In the first week, full
page and hugely positive articles
appeared in EVERY single
broadsheet newspaper.

How often have you ever
heard people talking about the
signage within a site?

Well the signage became a
focus. It was photographed,
talked about and written
about by the great and the
good — because it had real
character and was funny —

as well as fullfilling its role as
an, errr, sign!

Results

Spend on all of our work

was £35,000. Annual target
was 60,000 visitors. Actual
numbers were better. 15,000
came in the first five days. After
13 weeks, over 105,000 had
visited and takings were well
over the £1m mark. In its first
part season, BeWILDerwood
met and exceeded every

single target set for it. From
customer satisfaction to profit,
it has been a masterpiece in
understatement and simple
business success.

And the reason?

It’s just great fun for kids
and parents alike.

Awards?

This was a very a successful
project and is gathering
awards throughout the
world for ourselves and our
client and some of the other
partners in the project too.

DBA Design Effectiveness
Award 2009
Gold

The Drum Marketing
Awards
Winner - Grand Prix

The International Themed
Entertainment Awards
Winner of the ‘Small Budget
Attraction’ category

Design Week Benchmarks
Sport, leisure and travel
Commended

Design Week Benchmarks
Client of the year
Commended

Cream
Corporate Identity
Gold

Fresh
Corporate Identity
Bronze

Mobius (LA)
Corporate Identity
Nominated

US Creativity Awards
Corporate Identity
Silver




