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Expo Milano 2015 is a
non-commercial Universal '\O‘)
Exposition with an overarch'p&
theme of Feeding the Planet,

UK will join countgie
over the world ress the
problems of nutrision and the

resources &@r planet.
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Visualisation of Hive by Wolfgang Buttress







The UK Pavilion
Visitor Experience

The UK Pavilion will mark the point where creativity, science and q
technology combine to tackle the challenge of feeding the planet. \

It will shine a light on the cutting-edge British research working Q
to alleviate these pressing challenges and highlights UK experffise€

and innovation.

Visitors will engage with the theme as they meander thr: a
beautiful fruit orchard and enter a natural wildflower, do

As they near the centre of the meadow, the focad e
UK Pavilion will come into view: a delicate a golden
orb structure made of fine steel lattice base bstracted-

analogue of honeycomb. The Hive willgflisate ar® buzz with the
noise of a real bee colony. It plays on tNg’paRellels between bee and
human societies. K

It will be designed by Wolfga uttress and developed and built
with internationally-recogniegd construction expertise from

Stage One, Rise, BDP$ Simmonds.

view of ‘Hive'
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Grown in Britain
UK Opportunities at Milan Expo 2015

The Milan Expo 2015 invites countries to take part in a global \q

conversation on the urgent issue of how to feed the planet, as the
global population increases to 9 billion in 2020.

We want to tell a story at Milan of what Britain is doing to me
this global challenge - how we are leaders in creativity, science,
innovation and international development, as well as a majogglobal

trading partner and dynamic business and financial %
As one of the most entrepreneurial countries in t , and

currently benefiting from a strongly-growin , Britain's
global contribution flows from our uniggely op®g IMhovative and
diverse approach, and our flair for gl tnership.

Through the UK Pavilion, we will an ions of visitors and
build on the perception of the UK estabfshed by the UK Pavilion at

Shanghai Expo 2010 and th@on 2012 Olympic Games.

td’boost trade and inward investment
nal partners and demonstrating the
s being made in the creative, life science,

impressive breakify

agri-tech, t: lo ood and drink industries and how these are
helping m allenge of world food supply.

T th&gne supporting the overarching Expo theme is ‘Grown In
I © e Pavilion and theme will provide the centre piece and

h’e‘&
r& rlying narrative to an accompanying global international
de’and investment series of events that will run throughout 2015

We will seize the oppor
by engaging our in

intarget markets. It reflects our desire to showcase UK creativity
and innovation, and our leading role in international development.

Grown in Britain 5



UK Innovation in Food
and Drink

The UK is innovating across the food supply chain - from farm to q
fork, grain to glass, meadow to mouth, seed to spoon. \

Agri-Tech Q
This industry contributed £96.1 billion to the economy in 2013%
is one of the world's fastest growing sectors, driven by the gse
in global population and the impact of climate change. T
is recognised globally as being at the forefront of magfgpe
of agricultural research and biosciences. To makK
these opportunities, the UK's farming and f i
science base and government have come tog ensure that
breakthroughs in areas such as plant animaMereeding, remote
sensing, meteorological prediction.an\he Qploitation of data

Vir

make farming more productive an entally sustainable.

Food and Drink Prod

Food and drink is the lagge nufacturing sector in the UK,
accounting for 15 per. omestic manufacturing output. It
invests over £1 bill rin research and development, driving
a strong cultur @ation by turning consumer demands into
actual prody at are safe, high quality and renowned around
the globe. @ re the UK's largest export category by far, with
the wmeforts of whiskey representing the highest valued

‘n | f{®d, feed and drink item. The UK pioneered frozen food,
4

x als and instant coffee, and every year the UK food and
inNindustry introduces around 6,000 new products.

We are particularly competitive in added-value, branded and skill-
intensive products, and in areas like high-tech packaging, health
and convenience foods. The UK food and drink industry is well
placed to meet the demand of the growing population.

6 Grown in Britain



Being at the forefront of advances in biological, environmental
and chemical sciences creates the technology to produce better
yields of crops and livestock, improve nutritional value, quality,
safety, develop new products and raw materials and more eff®ie
and environmentally friendly farming techniques to ensure a safe
secure, sustainable and resilient food chain.

Functional Food @‘

The UK has become a world leader in the p i functional
foods and reformulations to appeal to hgalth-c8gsclous consumers.
The functional food market has grow ily over the last

five years with a strong demand fagpra@uctl such as probiotic
yoghurts and cholesterol-reducin&a and milks.
Food and Drink Sup

UK food and drink is a
technologies in IT,
needs and incre

environme j

Food Security \q

d Logistics

ch industry using innovative
ring and life sciences to meet consumer

timates. This gives us a strong basis on which to transfer
owledge and technology to developing, emerging and high
growth markets.
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UK Openness and Flair for
International Partnership

UK consumers are some of the most sophisticated and cosmopolitan q
in Europe. Alongside a focus on re-inventing, developing and

innovating our national cuisine and traditions, Britain has the large

ethnic food market in Europe, reflecting consumers’ adventurous Q

tastes and our increasingly multicultural society. Much of the

innovation in ethnic foods originates in the UK.

*
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UK's Leading Role in Promoting
International Development

The UK government is leading a sustainable approach to aid, based q
on trade, growth and jobs, to ensure countries are lifted out of \

poverty for good.
In 2015/16 Britain will more than double its investment in gro Q

emerging frontier economies to end their dependency on aid. Thi
work includes developing a series of new partnerships withgeadin
British and international companies to improve busines

Africa and South Asia, kick-start embryonic capital W

more investment into frontier economies.

Food and retail actors will be major partners ffort. For
example, this will include working wit insbury®s to help workers
gain gualifications; Marks and Spence elop leadership

and management skills for farm wNgers: enhams, Primark,
Asda, River Island, John Lewis PartneNip, C&A, M&Co, Next

and Morrisons to improve mggagement in Bangladeshi garment

factories; and Tesco and vest in young fruit farm workers
from disadvantaged ba s in South Africa.

The UK continuesg®¥e of the few countries delivering its
commitment tog g @. per cent of GDP on battling hunger and
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Profiles

Wolfgang Buttress q
Wolfgang Buttress is an award-winning artist working with public

space. He creates simple, elegant and contextual artworks which

seek to define and celebrate a sense of place. Q

Buttress has won seven national and international awards for%
sculptures. This includes the International Structural Steel qward
for projects under £2million for Rise in Belfast, the larg ce of

sculpture in Northern Ireland.

He has exhibited and created artworks in U d ationally
- Japan, Australia and the USA and in the tw ecent

Chicago Sculpture Biennales. Over thegdist 15 ye®s he has worked
and collaborated with many eminent T3 ts and landscape
architects- Lyons, LDA, GROSS M@NGill s, BDP, and Conran
and Partners.

For more information plea @
www.wolfgangbuttre@

&‘b
S
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Stage One

Winner of a 2013 Queen’s Award for Continuous Innovation, Stage
One works within the architecture, theatre and event industries.
Stage One are makers: the company'’s unique strength is their

ingenuity - finding ways to realise the creative visions of their
clients, no matter how extreme. \q

Established for over 25 years, Stage One combines design,
engineering and technology to deliver astonishing impact on a Q
re

global platform. From launches to installations, from architec

to ceremonies, the company creates things that people remembe
forever. Their clients and partners are the world's most cregtive
minds and the best technical producers in construction,

architecture, engineering, entertainment, corporate% art.

For more information please visit:
www.stageone.co.uk

Rise

Rise is an independent man ent company specialising
in construction and proje nagement, working across all
sectors of the built envi ent. Established in 2011 by Directors

Gareth Stapleton, \te'and lan Eggers, Rise has challenged
the concept of p al project management in the field
of constru 'o(

With a n of over 30 years' experience and a world-class
trachNgC ise can clearly demonstrate significant added value
ﬁx ngagement. Rather than being a construction business
N core management principles to deliver projects, Rise
s built a business around professional managers offering strong
leddership in delivering construction projects.

For more information please visit:
WWW.rise.eu.com
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Simmonds Studio

Simmonds Studio is a specialist design practice that
designs, engineers and realises innovative sculptural and
architectural structures.

With a track record of designing and engineering some of the q
worlds largest lightweight structures and structurally ambitious

sculptures with artists such as Anish Kapoor and Antony Gormley,

Tristan Simmonds established Simmonds Studio in 2009 to expanQ

on collaborative work with artists and architects and to carry
design commissions of its own.

The practice adopts a rigorous analytical approach to d
involving the development of its own innovative digi th
and tools specific for each project. This approac

practice to carry out design from conceptuagadigi ulpting’,
engineering design, structural optimisation, tothe

production of fabrication data in a entj holist® manner. The
result of this approach ensures that th\gfigaccurate costing,
cti

communication and practical con chnigues complex and
un-conventional designs can be realist\ally and affordably built.

For more information pleaseQvis
www.simmondsstudio.
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AR
UK Trade
& Investment www.gov.uk/ukti

UK Trade and Investment is the Government Department that helps UK-
based companies succeed in the global economy. We also help overseas
companies bring their high-quality investment to the UK's dynamic
economy acknowledged as Europe’s best place from which to succeed in
global business.

Legal disclaimer

Whereas every effort has been made to ensure that the information gjve
in this document is accurate, neither UK Trade & Investment nor it
Departments (the Department for Business, Innovation andSkill
Foreign & Commonwealth Office) accept liability for any err
or misleading statements, and no warranty is given or,
accepted as to the standing of any individual, firm, co
organisation mentioned.

a €

© Crown Copyright 2014

You may re-use this information (excluding lo free of charge in any
format or medium, under the terms of the Open Government Licence. To

view this licence, visit OGL or emai ationalarchives.gsi.gov.uk.
Where we have identified any th ty copyright information you will need

to obtain permission from th ight holders concerned.
Any enquiries regardi S ication should be sent to us
enquiries@ukti.gsi. lephone +44 (0)20 7215 5000.

You can dow@ ublication from www.gov.uk/ukti
Pub% 14 by UK Trade and Investment
0\\'
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