
The role of  
brand in high 
growth businesses.



If you want to leave 
something to your children 
as an entrepreneur, you 
need to build a brand. It’s 
the only way to generate 
reliable, sustainable value.

Rita Clifton CBE – Brands, Capital & Crises (2013)

The Brands Lecture, British Brands Group
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Introduction
It is the ‘soul’ that unites a company with 
its stakeholders – not least colleagues and 
customers. And, if authentic, it can therefore 
prove a catalyst for phenomenal growth. 

However, shaping, defining and protecting 
a brand usually takes time, financial 
commitment and ongoing effort. In the eyes 
of some it is not viewed as one of the most 
important assets within a business, but a 
costly marketing exercise. A slow burner. An 
avoidable expense. 

The business of brand is a familiar 
concept at The Engine Room. To 
us – and our customers – brand is 
about much more than merely the 
visual identity of an organisation. 
Instead, brand characterises why 
the organisation exists – its purpose. 
It clearly articulates the principles 
that shape how the company and the 
employees within it behave, through 
good times and bad. It gives a coherent 
personality that could prove a key 
differential in a crowded space. 

This white paper therefore explores the 
thoughts and opinions of a number of 
individuals who have encountered their 
own high growth business journeys, 
either as the ‘owner’ of a brand, a 
creative professional, an investor, or a 
commentator in industry. 

It considers:

• Can brand accelerate business growth, 
particularly in the B2B environment?

• Where have businesses succeeded by investing 
in brand?

• How do investors’ attitudes to brand differ?

• Does additional investment in brand limit or 
leverage the returns an investor is looking for?

We are fortunate that a number of contributors 
have shared their observations and experiences, 
and we hope you enjoy the discussion.



But are some businesses held back from achieving this growth, if they are unable to secure 
funding for a considered brand project? And conversely, are investors with a sharp eye on the 
numbers always supportive of spend in this area? 

Coach, mentor and investor Paul Beaumont thinks that a surprising number of start-
ups lead the way when it comes to the development of authentic brands.

“While you’d be forgiven for thinking that start-ups won’t have the resources needed 
to fund a considered brand project in the early bootstrapped days, you do find some 
young businesses who totally nail it – even on a shoestring budget. That’s because 
they’re wholly authentic,” he explains.

“So yes, the logo and literature may need a polish when the financial pressures ease. 
But everything the entity stands for – and therefore becomes known for – is rock 
solid. This is extremely attractive to an investor further down the line and will also 
prove a huge market threat to more established organisations who may arguably find 
it harder and slower to adapt.”

Is brand a catalyst 
for rapid growth?
It is a well-known phrase that it  
takes years to build a reputation, so 
when it comes to brand – a notable 
foundation of that all-important market 
presence – instant commercial success 
is not guaranteed. 

However, organisations that attract 
attention for all the right reasons – not least 
by demonstrating that they understand 
and can fulfil the needs and wants of their 
target audience – are unequivocally better 
placed to accelerate their growth. This is 
especially the case in an era defined by the 
mass consumption of digital content, at pace, 
where individuals make decisions about 
brands, in what can feel like nanoseconds. 

A carefully considered and future-proofed 
brand architecture can also prove the 
difference between a business that is ready, 
able and willing to adapt, and one that cannot 
move fast enough – or worse still, doesn’t 
acknowledge the need to.

In truth the examples go on. So, from the 
influential and impactful messaging that an 
organisation projects to the outside world, 
through to the principles that define the 
agility and cohesion of the organisation 
internally, brand therefore has a big part to 
play when it comes to business growth.  
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“The speed of growth actually has an impact on the role of brand, as a rapidly 
expanding organisation without the brand bedrock is potentially extremely 
vulnerable if the growth plateaus,” adds John Noble, director, British Brands Group. 

And David Haigh, CEO of Brand Finance, seemingly agrees. “Most fast-growth 
businesses are IP rich. However, to best leverage that IP, it is better to have a strong 
brand as the organisation’s anchor. This will prove unquestionably helpful, when 
initially penetrating the market, increasing market share, and maintaining – if 
not picking up – pace. It will further protect the business as it matures, because 
competitors pursuing a ‘me too’ strategy will also have to battle against customer 
loyalty attached to the brand – and this isn’t easy.” 

Continued investment in brand is therefore not an option – it’s a necessity, stresses 
David. But how many investors will agree with this statement?

“Accountant-led investors are typically drawn to the numbers, and innovator-led 
investors the science. They may be less interested in the extent to which the  
business has captured the hearts and minds of the industry – considering this  
more of a marketing priority. But in building a robust, high-growth brand, these 
elements go hand in hand. Clever investors realise that brand strengthens the 
balance sheet,” he said. 

One such clever investor is American 
businessman Warren Buffet, believes 
John. “In considering the role of brand in 
high growth businesses, we should look 
to commentary from Warren Buffet, 
who is widely acknowledged as one of 
the most successful investors in the 
world. He favours stocks that offer long-
term potential and, when evaluating his 
investments, is known to study three 
things – firstly, a strong balance sheet; 
secondly, a strong management team; 
and thirdly, a strong brand. 

“A strong brand is a guarantee of future 
cashflow, therefore a business with a 
solid brand is likely to be far more stable 
and valuable than counterparts with a 
weak brand.”



Looking through the lens of a 
business owner and investor 
As both a business owner (CEO of IDS 
Group) and an investor, Nick Halliday offers 
an interesting insight into the potential 
disconnect between attitudes towards brand.  

“As the owner or founder of an 
organisation, you are usually afforded 
more time to build a brand that works – 
one that cements your market position, 
builds your reputation, and contributes 
to the legacy you leave behind if you 
exit. It matters, on many levels. As an 
investor, the clock typically ticks faster 
as the hunt for a return trumps longer-
term priorities. 

 
“However, these statements are of course 
massive generalisations. There are some 
business owners, for instance, who have a 
great idea, want to build it quick, and then 
exit as rapidly as the investment team before 
moving onto something new. And not all 
investors are the same either – there are 

investors who have wider criteria including 
the sustainability, scalability and ethicality 
of the project, as well as those who may be 
content sticking around for longer because 
they want to remain a part of the journey.

“Which ‘camp’ a business owner or investor 
sits in, is defined by a number of factors, and 
many people could be forgiven for presuming 
that ambition is the overriding one. But I 
don’t think it is.  

“I work in the tech sector and I’ve seen 
great innovations come and go, because 
they have been ‘cool’ but have lacked 
substance. They haven’t been scalable, 
or they haven’t been robust enough. They 
haven’t been built on an architecture 
that protects their future sustainability. 
They’ve struggled to find their footing in 
a crowded space.

“On the whole I would say that this is where 
an attitude towards brand comes in. Some 
entrepreneurs – and their investors – will 
work so quickly, with such an eye on the 
return, that they look only at the short-
medium term potential of the venture. And 
in an increasingly discerning market, this 
attitude speaks volumes to the customers 
who will use the product or platform. 

“Organisations who demonstrate that they 
care intrinsically about customer data, the 
user experience, the future roadmap of 
their product, and the truly game-changing 
potential of their innovation – they are the 
ones who typically view brand a bit more 
seriously. I’m not just talking about their 
name and logo, but everything the business 
stands for. 

“And I think that this is when a company 
starts to stand out and achieve real growth 
potential. It is this degree of consideration 
– which can still be executed at pace, I must 
add – which gives an organisation stability 
and sustainability. 
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David Haigh, CEO, Brand Finance

“Even for a private equity investor looking 
for returns in less than five years – or as little 
as three – this shouldn’t be seen as a poor 
financial outlay.” 

“Sometimes, as an investor, you meet 
people, and you just know the growth 
potential that exists because they are 
the epitome of what the brand could be,” 
adds investor Mike Peters. “So of course, 
you do your due diligence, thoroughly, 
but it’s not just about what the balance 
sheet tells you. I’m looking for a genuine 
appetite for innovation, robust systems, 
quality standards, ethics towards staff 
and so much more. 

“In return, the businesses I invest in might 
simply need an injection of cash, but 
typically they’re seeking guidance too – not 
solely around how to grow, but how to do 
it sustainably and with maximum positive 
impact.

“I used to manufacture pharmaceutical and 
personal care products, and think it’s quite 
telling how John Freida and Nicky Clarke’s 
ranges evolved. John Freida’s Frizz Ease 
sold millions of bottles, became a product 
with a clear goal and the product name 
itself became the larger element of the logo. 
Nicky Clarke on the other hand, built his 
range around him – he was core to the brand 
identity, as was the aspiration of having a 
Nicky Clarke experience in your own home. 
There’s no right or wrong way – but brand 
has proven pivotal to both of these journeys, 
in the same busy market.”

Clever investors realise 
that brand strengthens 
the balance sheet,”



Utilising brand to 
support international 
expansion with purpose

There was a very personal reason for the 
creation of Paxman’s cold cap and its role in 
empowering cancer patients across the globe. 
The company’s journey began when mother-
of-four Sue Paxman experienced first-hand 
the effect that chemotherapy-induced hair 
loss had on her quality of life. It was soon 
acknowledged that this trauma and sense 
of helplessness was commonplace in many 
patients, with alopecia consistently ranked 
in the top five most distressing side effects of 
breast cancer treatment. 

Project spotlight: 

Founder Glenn Paxman – Sue’s husband – 
therefore set out to provide patients with a 
choice, and the internationally-recognised 
business remains an organisation with strong 
family roots, to this day.

Over twenty-five years of research, development, clinical trials and dialogue with 
the medical profession, have contributed to Paxman becoming the world’s leading 
manufacturer and supplier of scalp-cooling equipment.

The challenge:

However, the Paxman team will admit that 
the company didn’t always best convey its 
brand proposition. Two of Glenn’s children 
Richard and Claire Paxman – plus their 
colleagues throughout the business – 
therefore worked with The Engine Room to 
hone their visual identity and language used 
across all communications. It was important 
that the culture of the business continued to 
shine through while technical advancements 
and overseas expansion took place. 

The difference: What began as an initial 
video profiling project, evolved into the 
development of the brand proposition ahead 
of a significant internationalisation project, as 
Paxman pursued its objective of becoming the 
scalp cooling brand of choice across the globe. 

This was the first stage in the development of 
a strategic marketing plan that went on to be 
implemented during 2016, with the key goal 
of improving communications, increasing 
brand awareness, and supporting expanded 
reach into new and key markets. 

A rebrand – that would effectively convey 
the exceptional quality of Paxman’s work, 
products and people, and position them at the 
very top of their market – followed. 

Various stakeholders including distributors, 
scientists and, most importantly, end users, 
were involved to ensure this sensitive and 
complex subject would be well received in 
different cultures and languages.

The new Paxman brand, communication 
literature, clinical documentation, website 
and videos were fantastically well received 
by stakeholders across the spectrum, from 
patients and end users to hospitals and global 
partners. International distributors felt 
confident with the new sales literature and 
were very impressed with the brand’s stature 
in its entirety.
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Landmark progress has continued to 
follow, with the Paxman Scalp Cooling 
System having achieved clearance for use 
by the U.S. Food and Drug Administration 
for instance, plus approval by the 
Taiwan Food and Drug Administration, 
to name just two successes, on the 
journey to chasing zero hair loss during 
chemotherapy. Distributors have been 
secured in Chile and Ukraine, and the 
business is now multi-award winning. 

However, most importantly, Paxman has 
helped more than 100,000 cancer patients 
in over 50 countries worldwide – and 
counting. A strong, authentic sense of 
purpose has undoubtedly proven key to 
this progress.

In the three years that followed The 
Engine Room’s appointment, awareness 
of scalp cooling increased from 9% to 
25%, the return on design investment 
in relation to total turnover growth was 
35:1 and the US export return on design 
investment was 23:1 – in fact, the US 
growth rate for 2017-2018 alone was 
465% (compared to estimated total 
global market growth rate of 120%).

The results: 

“Armed with a strong strategic brand, a business will naturally be able to sell its 
products and services far easier, because the customer needs less convincing. In 
fact, the stronger the brand, the more people want to buy from you. The ‘pull’ is so 
compelling, that the brand can often even generate its own demand.

But as an investor, I’m not looking for a business with a recognisable logo, or a fancy 
mission statement full of woolly words. I’m attracted to organisations with a clear 
brand – especially in crowded markets – because any stakeholder associated with 
the company will be able to articulate why customers buy from them, and not the 
competition. Customers may even pay more for a similar product or service, which 
contributes significantly to business growth and marketable value.”

 
Paul Beaumont, coach, mentor and investor

from 9% 
to 25% 

awareness of scalp cooling increased 



The role of design 
thinking in 
driving growth

Once the domain of creative 
professionals alone, people  
throughout all walks of business 
life are now starting to take steps 
to leverage the power of ‘design 
thinking’ – an approach that sees an 
organisation look at the world through 
a human-centred, empathic lens, to 
create and iterate ideas that appeal to 
their public. 

Working with particular tools, methods  
and creative processes, the organisation 
is then able to apply the design thinking 
approach to a number of strategic 
challenges, in order to learn, adopt and 
adapt – and ultimately fuel growth. 

Customers and wider stakeholders need 
to be at the centre of every process and 
the forefront of every consideration and 
decision. In the world of manufacturing, 
for instance, it is important to understand 
what the market problem and the user 
need truly is, before focusing efforts on 
devising the solution. Then, it is crucial to 
be imaginative. This technique therefore 
requires big, visionary thinking, but armed 
with a strategic plan it is possible to 
logically prioritise, implement and iterate – 
in other words, ‘make, test and learn’.
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The challenge: 

In 2015, an own-brand building and 
construction materials manufacturer stood 
up at an event and talked, very frankly, 
about the industry – one pressurised by 
productivity difficulties, price-driven 
demand and cheap import threats.

Determined to drive the business forward, 
the team embraced innovation, developing 
a new, ground-breaking adhesive 
product. Their technology achieved award 
recognition, but still the product struggled 
to gain traction. Advice was therefore 
sought to:  

• Clarify the market positioning

• Better define the name and brand of the 
product

• Devise the design and communications tools 
that would drive success thereafter. 

Here, the investment in brand – in terms 
of time and financial expense – could 
have been deemed unaffordable, given the 
challenging environment the manufacturer 
already found itself in. But the overriding 
factor for this business wasn’t the cost 
to execute the project, but the cost of not 
executing it. 

The difference: 

Embracing co-creation and a collaborative 
approach to what could happen next with the 
product – in terms of direction, growth and 
production potential – the team delved deeply. 
A detailed process of colleague workshops, 
product demonstrations, site visits, work 
shadowing, in-store point-of-sale research 
and competitor analysis was conducted to 
uncover a broad range of insight. 

It became clear as a result, that to compete, 
the organisation had to step into the 
brand space, rather than stick solely to its 
manufacturing roots. It was also identified 
that – whilst the product alone wouldn’t 
achieve the organisation’s growth aspirations 
– its credentials were first class and there was 
a market opportunity. The key conclusion was 
that a range of products was required.

A new suite portfolio of products was 
born and – complete with a carefully 

Accelerating product 
sales through brand

Project spotlight: 

considered name, accompanying language, 
bold typography and stand-out colours – it 
developed its own identity. Design cues 
responded to buyers’ needs and emission-
free messaging was brought to the fore to 
appeal to international audiences.

The results: 

In the three years post-rebrand, the 
company experienced a 744% uplift in 
annual sales, a £1m rise in export turnover, 
a 22:1 return on design investment, and the 
creation of five new jobs as a direct result 
of the product’s success. A 50,000sqm 
purpose-built factory was also constructed 
which helped pave the way for an additional 
50 roles, and the product is now an export-
only success story.



Investment in a rebrand  
– a wise or costly move?

While the project spotlight on page 9  validated the business case for investing in brand 
during challenging times, what criteria are at play when an organisation is already 
succeeding? Why would a growing business with a well-known name and trusted 
reputation, go back to the drawing board? 

“The old adage ‘if it ain’t broke, don’t fix it’, definitely does merit consideration 
when thinking about brand,” urges investor Mike Peters. “I’ve seen business 
leaders commission rebrands because they’re nothing more than vanity projects, 
and I’ve seen marketing departments kickstart the same activity because, being 
honest, it will keep them busy and have maximum visual impact. But what about 
the bottom-line benefit – will it change that? And perhaps most importantly, will 
customers care? These are the questions an investor will have in sharp focus.”  

If – on the other hand – an investment in brand, large or small, is purposeful, it’s a wise 
investment, he believes.  

“It’s a simple example, but I’m a Manchester United fan, and as a long-standing 
visitor to Old Trafford, I’ve seen the ground’s iconic depiction of a footballer with 
his foot on the ball, shaking hands with a football fan, continually evolve over 
the years. It’s remained relevant and appealing. Would I have continued to go to 
watch the matches if they hadn’t done this? Yes. But do I recognise, remember and 
appreciate what they have done with that visual? Yes. Sometimes the evolution of 
brand can be simple. But a clear objective has to lie at its heart.”
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The difference: 

Vapour was a value-driven business, known 
as much for its people as its cloud technology. 
However, detailed research with multiple 
stakeholders revealed that:

• While Vapour had always outwardly focused 
on four key product sets, in truth, the 
team’s commitment to transforming how 
organisations do business, meant customers 
actually wanted far more from them. 

• They were fiercely protective of their service 
levels, but in some instances, the partners 
they collaborated with, let them down – which 
ultimately risked putting end user satisfaction 
at risk. 

• Despite the boldness of the vision that Tim 
Mercer and his colleagues brought to market in 
2013, the outward facing manifestations of the 
brand did not mirror this courage.

• Customers and colleagues alike spoke of 
Vapour’s passion and talents – the ability to 
make even complex cloud technology simple 
to understand and effective. Many even 
remarked on the team’s natural aptitude 
to make the impossible, possible. Very few 
people spoke about the specific products that 
Vapour provides, despite this being typically 
how organisations communicate in this space. 
In fact the products’ former names – Hollr, 
Sanctm, Gaze and Tunnl – seemed to cause 
confusion, rather than add value, which 
suggested they would be restrictive in terms of 
future growth plans.

• On a more tactical level, it quickly became 
apparent that visually, the brand could 
work harder for Vapour. The colour palette, 
interchangeable use of the word ‘Cloud’ as 
part of the brand, and various iterations of the 
company’s iconic ‘V’, had led to confusion over 
time. 

>

Rebranding to fuel 
faster growth in an 
investment-backed 
tech firm

Project spotlight: 

However, when Barclays hand-selected 
Vapour to embark on a scale up programme 
in association with the University of 
Cambridge, the senior leadership team 
quickly realised they were on the cusp of 
a much faster high growth trajectory – if 
they made some changes. Founding CEO 
Tim Mercer knew he was merely scratching 
the surface, when it came to the difference 

Fast-growth cloud tech disruptor Vapour came to the market in 2013 before most 
organisations were even ready for this type of technology. However, committed to 
being a disruptor in the partner (reseller) channel from day one, the private-equity-
backed business established relationships with all Tier 1 carriers including BT and 
Virgin, quickly grew to £4m revenue with 96% net recurring revenue, and boasted 
renowned high street giants such as JCT600 and Betfred among its end-users.

The challenge:

Vapour’s powerful technology could make to 
organisations large and small. 

With sights set on further and much faster 
expansion, investment-backed Vapour 
therefore embarked on a strategic rebrand, 
to relaunch an entirely new proposition to a 
completely different target audience.



with technical specifications that did little to 
generate demand.

These were just three of many reasons why 
the decision was made to also stick with one 
organisation – Vapour. There was no need 
to form any sub brands or sister companies 
for the end user market. If they had, it would 
have undermined the authenticity of the 
brand, from the outset. 

Visually, the project represented a ‘coming 
of age’ for the brand, with a vibrant and bold 
yet refined colour palette, and the use of more 
people-focused imagery, taking centre stage. 

Vapour revealed the new brand internally 
to colleagues, before projecting their fresh 
identity to the outside world. The launch 
coincided with the announcement of three 
impressive industry collaborations that 
immediately extended Vapour’s market 
offering to include solutions ranging from 
Microsoft Teams integrations to robotic 
process automation – seemingly light years 
away from the company’s former cloud 
voice-led narrative. 

Since the launch, the company has:

• Recruited at pace, given the more compelling 
‘pull’ of the brand from an employability 
perspective

• Trended on Twitter and seen LinkedIn 
followers rocket

• Forecast 50% increased revenue by the end of 
2022

• Recorded the same MRM (monthly recurring 
margin) in Q1 as the whole of H1 2021, and 35% 
more MRM than H2 2021.

“We were proud of what our business 
stood for and the reputation we’d 
gained. But over the years, our rapid 
growth meant we perhaps didn’t focus 
on our brand as much as we needed to. 
Even internally, our narrative, visual 
identity and vision had become a little 
disjointed. Despite our growth up until 
that point, in terms of the business’s 
bottom line, it risked holding us back. 

We therefore found ourselves at a 
crossroads. We could give our logo a 
reskin and keep doing what we were 
doing. Or, we could have a much bigger 
reset and use a strategic rebrand to 
cleverly drive our company – and the 
people at the heart of it – through the 
next phase of growth and beyond. 

Not afraid to shake up the market – 
and knowing we wanted to attract 
talent not just new customers – we 
chose the latter.” 

Tim Mercer, CEO of Vapour

The results:

Embarking on this project with a completely 
open mind, Vapour’s senior leadership 
team did not have a rigid view of how the 
rebrand should unfold. For example, they 
remained flexible to the fact that a completely 
new name may be required, or an entirely 
separate entity could even be needed, if 
Vapour was to move away from focusing 
solely on the partner channel and move into 
the direct, end user space. 

However, having thoroughly explored and 
validated the many options available, The 
Engine Room arrived at a fresh, clean and 
clear sense of purpose – demystifying cloud 
technology for businesses. These businesses 
may be channel partners (resellers) who seek 
to collaborate with Vapour to strengthen their 
own offering, or end users keen to transform 
their organisations with Vapour’s cloud 
technology expertise and people-focused 
approach to projects. 

Either way, Vapour is always there – the 
hidden tech behind powerful businesses. This 
message didn’t just form a key part of the 
company’s new narrative, it also helped to 
reinvigorate their personality as a team.

Vapour’s natural tendency to focus on 
problem solving, tell it like it is, and remove 
unnecessary jargon, also conveyed a sense 
of honesty that was further developed when 
defining Vapour’s five brand principles. For 
example, being straight talking, acting as a 
challenging breath of fresh air, and always 
putting the customer before the deal, meant 
content on the new website focused more 
on storytelling – showcasing the art of the 
possible – rather than overwhelming visitors 
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“When all eyes are on the numbers, a significant financial commitment to an 
unplanned project will naturally be scrutinised by shareholders – particularly 
investors with a potential exit on the near horizon. 

“However, the potential value of Vapour’s proposed rebrand was clear – as was 
Tim’s conviction in the project. The company has achieved a great deal over 
the years – particularly in the development of great technology. The team has 
new, ambitious sales targets to grow the business, and brand will prove critical 
in its busy market. It was crucial that they clearly defined their differential and 
better positioned themselves as truly innovative and customer focused in a very 
competitive marketplace. 

“The rebrand should therefore be viewed as a catalyst to Vapour achieving its 
future growth potential. This platform for further expansion – and expansion at 
pace – is an asset to a fast-growth business such as this.”

Simon Thorn, managing director, Acceleris Capital

“The rebrand of a highly-renowned 
business with a strong visual 
representation that can be recognised 
in a second, should be approached 
with a degree of caution. A rebrand 
will send new signals to the consumer, 
which their neural pathways won’t 
immediately distinguish or relate to. 
This may be an intentional, strategic 
decision, especially if a reset is needed. 
But if it isn’t, care ought to be taken 
to ensure the project achieves the 
outcomes intended for the investment.”

John Noble, director,  
British Brands Group 



Who is The  
Engine Room?
The Engine Room is an award-winning 
strategic brand consultancy with an 
international client base. 

Since 2001 we’ve been differentiating 
businesses in a way that they cannot  
be ignored. 

Darren Evans is founder and director  
of The Engine Room. With a rare ability 
to think and interpret at a highly strategic 
level while maintaining an unswerving 
eye on the detail, he is a member of 
Amsterdam-based Design Thinkers 
Academy, a Fellow of the RSA and 
associate of Design Council.

As a design agency, we make our 
clients look different, sound different 
and ‘deliver different.’ 

Using design thinking and business 
thinking we work with organisations 
that require senior and specialist help, 
an objective viewpoint and a catalyst to 
inject a new level of ‘stand-out’.

Lesley Gulliver is The Engine Room’s 
managing director, as well as a Design 
Council associate and board director of 
the Design Business Association (DBA). 
Passionate about the role of design in terms 
of organisational impact, growth, service 
development and cultural change, she has 
worked with SMEs, large corporate firms 
and public sector bodies.

About the authors:

While every brand project is unique, the consistently impactful role of brand in high 
growth businesses is clear. The Engine Room would like to extend a special thank 
you to everyone who has contributed to this white paper. If there are any themes, 
points or ideas you would like to discuss further, please contact us.

Special thanks

https://engineroomdesign.com/contact-us/


15



The Engine Room
York Mills, 

York Road, Mirfield, 
West Yorkshire 

WF14 9RR

+44 (0)1484 511358
hello@engineroomdesign.com

engineroomdesign.com
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https://www.facebook.com/theengineroomdesign/
https://twitter.com/brand_engine
https://www.linkedin.com/company/the-engine-room-design-co-ltd/about/
https://www.instagram.com/engineroom/

