
 
 
 

engage is about ideas, the influences  
and behaviours that impact on all  
of us. For business growth, ideas 
need to be shared but by combining 
expertise, a partnership can become 
more specialised and successful. 

Get in touch to see how our ideas  
can help bring out the best in your 
business.
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Together, 
with Trust and Creativity

Design and brand specialists
+ annual reviews + branding + event marketing
+ logo design + infographics + website design

“ We worked with Forbes on the cover designs 
 for a new series of student textbooks. He brought 
 a thoughtful, original approach to the brief and 
 I was particularly impressed by the way he 
 got inside the head of the target audience. ”
 Richard Furn, Publishing Director, JP Medical

engage with us by calling: +44 20 3008 7840
engage with us by emailing: forbes@forbesdesign.co.uk
engage with us by viewing our work at: www.forbesdesign.co.uk
engage with us by watching our vlogs at: www.forbesdesign.co.uk/expertise
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How to submit your entry

Enter by visiting the CIOB Hub at  
www.mykindafuture.com/ciob/hub/dashboard.

You can submit your entry in any format. 
Write it, draw it, model it. 

Closing date is 23rd February 2018.

If you have any questions or need any assistance  
with your submission, feel free to get in touch 

with MyKindaFuture, either by email:  
fran@mykindafuture.com, or by 

telephone: 020 7620 4463.

Good luck!

Take The 
Challenge
Design a great community space!

www.ciob.org www.mykindafuture.com

GLOBAL STUDENT 
CHALLENGE

Think you have what it 
takes to make it to the 
finals in Toronto?

STAND OUT 
FROM  
THE CROWD

The Royal Academy of Engineering presents

Listen, learn, experiment 
with 
Professor Danielle George MBE
The University of Manchester

Thursday 22 March 2018
1.00pm – 2.30pm
For schools only

www.raeng.org.uk

The Robot Orchestra
JP Medical Catalogue
Winter 2017/2018

• Instant information for junior 
 doctors and medical students 
 “on the go”

• Clinical scenarios, Clinical insight and 
 Guiding principles boxes

• Structured, sequential content provides  
 a framework for clinical thinking

• £14.95; pocket-sized guides 

Pocket Tutors

For more information visit www.jpmedpub.com 
or email info@jpmedpub.com

@JPMedPub             www.facebook.com/JPMedicalPublishers
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There is no dark side
Pink Floyd were simply one of the 
best live bands of all time. They 
pushed the boundaries of sound and 
lighting in their shows.

In 1973, they released their historic,  
Dark Side Of The Moon. Designed by 
Storm Thorgerson and illustrated by 
George Hardie, their album sleeves 
became their brand. They used the most 
original designers, seldom even put the 
band name on the cover, yet the covers 
became more highly recognised than 
the band themselves. They were brilliant 
image creators. 

The 
branding 
pioneers
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Under wraps
When Daft Punk burst onto the 
dance scene in 1997, little if 
anything was known about the duo. 

Beginning with low-budget simple 
disguises, the group would later 
become infamous for their futuristic 
robot outfits. Maybe just as famous as 
their look was their logo. Guy-Manuel de 
Homem-Christo, half of Daft Punk, 
designed the logo, which first appeared 
in 1997.

Frankie say.....
No band has dominated a 
12-month period like Frankie 
ruled 1984, with three singles  
all at No 1. 

The Frankie Goes To Hollywood cover 
art and promotional material borrowed 
the visual style of Soviet-era propaganda. 
In many respects, they also heralded the 
first branded media campaign with their 
highly recognised “Frankie Say” T-shirts? 
They were everywhere in the mid 1980s   
                           (even though many 
                              people didn’t even 
                          realise the connection 
                          with this ‘Frankie’ chap).

The king of logos
In 1970, Andy Warhol was 
enlisted to created the album’s 
artwork; however, it was John  
Pasche’s logo that became a classic.

Pasche, a 26-year-old student at 
the Royal College of Art, began 
designing tour posters for the band 
before delivering the infamous tongue 
and lip logo design. 
The logo exaggerates 
Mick Jagger’s mouth 
features while 
capturing the 
defiant personality 
of the group.

What’s in a name?
Prince has always found a way to 
stand out, going so far as to 
actually change his name to an 
unpronouncable symbol in 1993. 

The logo presents traits of the male and 
female sex symbols, as well as alchemy’s 
soapstone symbol. 
The spiritual logo 
would be 
used by Prince 
from 1993 until 2000. 
He has since 
copyrighted 
the image as 
“Love Symbol
 #2.”

A fresh 
approach
Gorillaz, a virtual band, was created 
in 1998 by musician Damon Albarn 
and artist Jamie Hewlett. 

They reinvented the idea of a logo brand 
by creating four animated members  
instead: 2-D, Murdoc Niccals, Noodle and 
Russel Hobbs. Their fictional universe is 
explored through the band’s music videos, 
as well as a number of other short 
cartoons. One glance at these characters 
and you know its Gorillaz, a smart and 
innovative twist to music branding and 
identity.

The music industry has a 
generated many musical 
icons. Less recognised,  
it has also been a pioneer  
of branding concepts, 
long before the current 
marketing climate.

This issue of engage 
takes a brief look at some 
classic logos and  
branding approaches  
and admire some genuine 
visionaries. 

Eddie
It isn’t everyones musical taste, 
but hard rock has been a brilliant 
exponent of design and marketing. 

From AC/DC, Black Sabbath to 
Metallica and Guns N’ Roses, they have 
branding skills that other business 
sectors are only now applying. 

The hugely successful Britsh band  
Iron Maiden started their marketing 
back in 1980. Their logo has remained 
consistent over four decades but their 
uniqueness is Eddie, their mascot.  
He is a perennial fixture of the group’s 
artwork, appearing in all of their album 
covers, T-shirts, posters, action figures 
lego and even their new plane! 

Eddie is an icon: 
in branding, that is 
success. You may 
not like it, but their 
vision back in 1980 
to today can only 
be admired. 

From the beginning...
The Beatles undoubtedly had the 
biggest impact on pop culture of 
any rock and roll band ever. 

Their “Drop-T” logo may not be the 
flashiest nor is it the most innovative, but 
it still holds a great deal of significance. 
Its creation dates back to 1963, when 
Ringo Starr was seeking a  new drum kit 
with manager Brian Epstein. Their only 
request was that the band’s name, with 
emphasis on the “beat” portion of the 
name, be designed across the drum-
head. This was mapped out on paper for 
Starr and Epstein to see, and the rest is 
history.

A study back in 2010 identified  
The Beatles, who have sold over a billion 
albums world-wide, as the biggest “brand 
band”, even though the band broke up 
four decades ago. From the early days 
of  creating Beatles hairstyles, suits to 
the distinct personalities, making films 
(which no band had done before) and 
Beatles merchandise, they broke down 
barriers and created their own brand 
template.
 




