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A WELSH BRAND WITH AN I/NTERNATIONAL VOICE
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POSITIVE PROMOTION OF WALES AND ITS VALUES

Green Man already acts as a cultural bridge between Wales and the rest of the
world. What is unusual is that it not only celebrates its sense of place in
Wales, but it also promotes a lifestyle and values which are aspirational and
linked to a modern caring Wales.

“The values of Green Man seep through everything they do. When you are at a
Green Man event you know what they stand for. They are an unashamed cultural
and social enterprise with an aim to improve and engage the local community but
remain linked to a global community of artists and audiences. They are putting
Wales on the map, not just for having a great festival in a beautiful area, but for
modelling how to be a responsible and responsive enterprise.”

Colin Riordan - President and Vice Chancellor - Cardiff University

“Green Man has been and remains a hugely influential showcase for the Welsh
Independent Brewing Industry. It’s support of local producers and the exposure
that brings has opened many opportunities for increasing sales, and the kudos of
being a supplier to the Green Man has international reach. Many of the
Independent drinks producers are small and often located in rural locations. Green
Man understands their challenges and uses its extensive talent for innovation and
business strategy to create opportunities to both sustain and champion them.”

(Buster Grant - Chair SIBA - Society of Independent Brewers)




SCIENCE ENGAGEMENT

Green Man’s Einstein’s Garden was designed to
introduce and engage new audiences with science in a
way that was entertaining.

It was the first music festival to bring scientists and
creatives together to produce unique engaging
scientific experiences, that promote the values and
understanding required for our species to thrive. The
popularity of the Green Man introduces tens of
thousands of people annually to science as a cultural
experience.

We have developed relationships with top tier
universities and organisations including: Cardiff
University, Bristol University, Exeter University, UCL,
Wellcome Trust, Cancer Research UK, the Met Office
and Nuffield Council on Bioethics.

Einstein’s Garden has Enabled researchers develop
their engagement skills, and increase their ability to
argue for the importance of their work and to
communicate effectively. We have formed a network
of researches, science communications and creatives
to produce high quality work.

“By using Green Man's extensive impact as a
disruptive brand and their talent for innovation they
have pioneered new ways to engage communities
with science and health through their science
experience Einstein's Garden.”

(Farrah Nazir - Acting Creative & Partnerships Lead
Public Engagement - Wellcome Trust)
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