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Welcome to 
the new brand 
guidelines for 
the Institute of 
Contemporary 
Music performance. 
Here you can find 
out more about 
what defines us 
– our values and 
personality – and 
how we express 
ourselves uniquely 
with design, 
typography  
and imagery.
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History 
Founded in the mid-1980s, ICMP 
has grown to become a leader 
in providing relevant, practical 
and high-quality courses for 
contemporary music students. 
In fact, our teaching faculty is 
unrivalled in the UK and probably 
anywhere in the world. 
 
Nothing stands still for long in  
the music world, so we don’t 
either. We move with the times, 
which means updating our brand 
occasionally, to reflect who we are 
as an organisation (our personality), 
and what we stand for (our values). 
 
As a designer or writer, you  
play a critical part in helping  
us express ourselves. These 
guidelines are for you. 
 

Who are we talking to?  
Not just performers. Pretty  
much anyone who wants  
to forge a career in the 
music business.  
 
They could be teachers,  
industry executives, producers  
or entrepreneurs. But we’re also 
talking to our musicians’ parents, 
career advisors, our university 
partners and, of course,  
our own staff. 
 
What we offer
Here’s a comprehensive list  
of the key benefits to students:

 London location – we’re in the 
heart of the global music industry
 Quality and accreditations – 
we’re committed to achieving 
the best quality in all we do, 
and are assessed by the Quality 
Assurance Agency (QAA)
 Personalised learning experience 
– we’re focused on the needs  
and goals of the individual

These guidelines describe the ICMP brand,  
its values and personality, and how to express  
it both verbally and visually.

Creative and inspiring learning 
environment – we invest in  
the best kit and technology  
and employ the best people
 Teaching faculty – we provide 
world-class education and 
training delivered by the  
very best tutors in  
state-of-the-art facilities
Small class sizes – our students 
experience more class time,  
in smaller groups, than at  
other schools

  Industry connections – all 
students and alumni have access 
to our extensive careers service 
with excellent links to the  
music business
 Alumni – we have thousands  
of success stories. We work hard 
to make sure our alumni continue 
to benefit from opportunities 
after they’ve graduated
 Heritage – we’re the original 
pioneer of contemporary music 
education in the UK, and continue 
to lead the way with courses  
and support services

 

Our core proposition 
Together, we can sum up 
all of the above into with  
one core proposition. 
 
Your partner in the  
realisation of personal  
musical goals



Tone of Voice
We’ve identified four key values 
and personality traits that describe 
who we are as an organisation. 
 
These are:

 
 
We want to incorporate these  
into our written communications. 
So let’s look at how they translate 
into a tone of voice that’s 
appropriate for us. 
 

 
Just as our students are passionate 
about music, so are our tutors. In 
fact, they’ve inspired many students 
to go on to very successful careers, 
because they’re able to engage 
them with their experience and 
knowledge. Being engaging means 
talking about things that interest 
our reader, not necessarily what’s 
important to us. It means using 
words they’ll understand, and 
writing the way you speak.  

And it means being positive and 
upbeat. Our communications need 
to reflect this, so when we write 
we inject pace by using the active 
rather than the passive voice.

We have close links to the global 
music business, and in particular, 
London’s vibrant music scene. We’re 
well-respected in the industry and 
the wider music education sector, 
for our ability to prepare students 
for a musical career. To reflect 
this, we write with confidence, 
and express ourselves with energy 
and conviction. But we’re humble, 
too. Because we’re respected, we 
don’t need to boast, brag or shout, 
so we use superlatives sparingly 
and exclamation marks even more 
sparingly. Instead, we frame our 
success by what we achieve for our 
students. Because we’re confident, 
we never waffle and we write with 
authority and clarity.

How to sound like  
ICMP when you write 
Like images, words are an important part of  
our identity. They should reflect and express  
our personality and values, and in doing so,  
will help us stand out from our competitors. 

Supportive 
The music business is tough enough, 
so as well as equipping students 
with the knowledge and technical 
skills they need, we do all we can to 
be helpful before, during and after 
their time with us. Being supportive 
is about being honest, and getting 
quickly to the point so we don’t 
sound vague and evasive. That 
means using respectful language, 
sticking to the point and explaining 
things clearly. 

Personal 
We provide a personalised learning 
experience, so write for your 
audience as if you’re talking to them 
one to one – as you would a friend 
or colleague you have a healthy 
respect for. Don’t try and mimic 
how our students might speak to 
one another, so avoid using ‘cool’, 
‘fashionable’ or ‘excitable’ language. 
Instead, directly address the reader 
using the words ‘you’ and ‘your’ 
and referring to ICMP in most cases 
as ‘we’ or ‘us’. Use everyday words 
your audience will understand, and 
you’ll sound more conversational, 
friendly and natural. In other words, 
write like you speak.

From brand personality  
to tone of voice

active and engaging

convincing and confident 
  Supportive helpful,  

honest and clear
  Personal friendly, natural  

and conversational

To sum up, if we make sure 
that the language we use is 
engaging, confident, clear and 
conversational, we’ll be expressing 
ICMP’s personality. In fact, follow 
the above when writing any 
communications for ICMP  
and you’ll never be far from  
our tone of voice. 

A few other things to remember
  Grammar and spelling – as an 

educator, we have no excuse  
for poor grammar, spelling 
mistakes or typos. At the very 
least spellcheck everything you 
write. Preferably, get a colleague 
to read your drafts.
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  Capital letters – use them to start 
a sentence, for people, places or 
related words, and for titles and 
acronyms. Otherwise try and 
avoid them. Capitalising a word 
unnecessarily often makes it 
stand out for the wrong reasons.

  We like contractions – things like 
we’re, you’re, and they’re. People 
use them a lot when they speak 
and they translate well into print 
or digital. But we also use the full 
form to keep things natural. Mix  
it up a bit and see what sounds 
right to you.

  Sentence length – using a mix 
of long and short sentences can 
make your communications more 
engaging and easier to read. As a 
rule of thumb, try to keep to 12-25 
words max. You can use really 
short sentences too – even just 
one or two words if you want  
to make a point. Try it.





Logos

1.  Primary logos   
A choice of five primary  
logos can be used.  
The logo should lock  
up with ‘The Institute  
of Contemporary Music 
Performance’ discriptor 
where possible. 
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Logo size 
and exclusion 
zones

The primary positive version  
of the ICMP logo is preferable. 
For print, use the CMYK positive 

variant online.

Minimum sizes
We’ve chosen minimum sizes 
carefully, and tested them to 
ensure all elements are as 
legible as possible. With this in 
mind, never reproduce logos to 
be smaller than the minimum 
sizes shown here.

To protect the presence of the 
ICMP master logo, there is an 
exclusion zone.  
 
Calculating the zone 
The x height of the ‘P’ 
determines the exclusion  
zone. Graphic objects should 
not intrude on the exclusion 
zone in any way. Likewise,  
any keylines, boxes, or other 
logos and type should also be  
outside this exclusion zone.

You can place the logo onto 
images, but ensure it stays 
legible.
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Minimum size: Online

15mm 60px



Logo 
placement

Top right is the primary and 
preferred position for our 
logo, so it should appear here 
wherever possible. If the layout 
does not allow for a top right 
placement, the logo can be 
positioned top left.
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Top right: Primary preferred position Top left: Secondary position

The Institute  
of Contemporary  
Music Performance

The Institute  
of Contemporary  
Music Performance



Typography: 
Print

Johnston ITC is our primary 
typeface, and we use it for  
all printed items.

Note 
We only use the weights  
of font specified here.
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Brand primary typeface: Johnston ITC

Johnston ITC bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890-=[ ];’\,./{ }:”|<>?
Johnston ITC medium

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890-=[ ];’\,./{ }:”|<>?
Johnston ITC light

abcdefghijklmnopqrstuvwxyz
1234567890-=[ ];’\,./{ }:”|<>?



Typography: 
Print
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Brand secondary typeface: Baskerville Old Face

Baskerville Old Face

abCdEfgHIjkLMnOPqrsTuvWxyz
abcdefghijklmnopqrstuvwxyz
1234567890-=[ ];’\,./{ }:”|<>?

Baskerville Old Face is  
our secondary typeface  
for printed items, headlines  
and pull-out copy.  
 
Note 
We only use the weights  
of font specified here.



Typography: 
Microsoft  
and online
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Standard primary typeface: Arial

Arial bold

abcdefghijklmnopqrstuvwxyz
abcdefghijklmnopqrstuvwxyz
1234567890-=[ ];’\,./{ }:”|<>?
Arial regular

abcdefghijklmnopqrstuvwxyz
abcdefghijklmnopqrstuvwxyz
1234567890-=[ ];’\,./{ }:”|<>?

Microsoft Office  
Arial is the standard font for 
Microsoft Office templates  
and email communications,  
as it’s the closest equivalent  
to Johnston ITC.

Online fonts 
Wherever possible, we use  
the brand font Johnston ITC  
as a web font. When this is  
not possible, use the standard 
fonts shown here. 



Typography: 
Microsoft  
and online

                                 11

Standard secondary typeface: Georgia

Georgia regular

abcdefghijklmnopqrstuvwxyz
abcdefghijklmnopqrstuvwxyz
1234567890-=[ ];’\,./{ }:”|<>?

Microsoft Office 
Georgia is the standard  
font for Microsoft Office 
templates and emails, as  
it’s the closest equivalent  
to Baskerville Old Face.

Online fonts 
Wherever possible, we  
use Baskerville Old Face as 
a web font. When this is not 
possible, use the standard  
fonts shown here.
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ICMP White

CMYK 
00 00 00 00

RGB 
251 173 41

# 
fbad29

ICMP Orange

CMYK 
00 70 100 00

RGB 
241 114 158

# 
f1729e

ICMP Black

CMYK 
00 00 00 00

RGB 
00 00 00

# 
231f20

ICMP Dark red

CMYK 
20 100 43 45

RGB 
126 01 59

# 
7e013b

ICMP Purple

CMYK 
42 85 00 00

RGB 
158 74 156

# 
9e4a9c

ICMP Dark blue

CMYK 
100 10 10 40

RGB 
00 109 143

# 
006d8f

ICMP Light blue

CMYK 
100 00 10 00

RGB 
00 173 220

# 
00addc

ICMP Lime green

CMYK 
20 00 100 00

RGB 
215 223 35

# 
d7df23

ICMP Cerise

CMYK 
00 100 43 19

RGB 
198 06 81

# 
c60651

Combination examples

Colour combination 1

Colour combination 4

Colour combination 2

Colour combination 5

Colour combination 3

Colour combination 6
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Bold, graphic and 
intentional imagery can 
really help engage people, 
so choose and use imagery 
and video carefully. 

When choosing illustration 
and photography, use 
images that are relevant, 
informative, and which 
surprise or delight.

Where possible, dial up 
images showing modern 
instruments such as the 
guitar and drums, and 
dial down on classical 
instruments. Students in 
our images need to look 
contemporary, fashionable, 
ambitious and full of 
energy – and show ICMP 
in a professional light. Try 
and use a range of images 
– from a single student in 
focus to small groups of 
students together. And 
where possible, show a 
positive and collaborative 
environment. We’re a 
diverse institution too,  
so strike an equal balance 
between women and 
men, as well as people 
from different ethnic 
backgrounds. Always make 
sure imagery is high quality, 
clear and well lit.



Imagery: 
graphic style

Divide images into six sections 
using the five staves as a guide, 
so ICMP can than go into one 
of these sections. Use this 
technique only on hero images 
that feature in advertising,  
front covers, etc. 

When using this technique 
ensure there is no distortion  
to the facial features.
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Contacts

If you have any questions about  
the branding, please contact the 
ICMP Marketing department. 

Steve Dunhill 
Marketing Manager

t:  +44(0)20 7328  0222
e:  steve.dunhill@icmp.ac.uk

www.icmp.ac.uk




