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Context

Album covers aren’t just packaging — they’re cultural artifacts.
Designers like Peter Saville, Vaughan Oliver, Hipgnosis, Neville

Brody, and David Carson showed how artwork can define an era when
extended beyond the sleeve into posters, merchandise, and campaigns.

For 2026, the focus is on albums reaching major anniversaries (from
2016 > 1976). These are works with lasting impact and iconic visuals,
whose artwork and campaigns are ready to be reimagined for today.




Brier Overview




Task Deliverables

Choose an album with a significant anniversary in 2026. - Reimagined cover artwork
Research its cultural impact, original design, and audience. - Packaging mock-ups across chosen formats

Reimagine the cover for a 2026 audience — then expand it * Merchandise visuals

into a cohesive promotional campaign across both physical
and digital platforms.

* Promotional campaign material (print + digital)
- Research + development process
(sketches, experiments, rationale)

Audience Success Criteria

* Original fans (collectors, nostalgia market) - Strong conceptual grounding from research
- New audiences (digital-first listeners) - Cohesive design language across all outcomes
* Industry (design and creative community) - Balance of physical and digital deliverables

* Professional presentation of final work




The Albums

10 years
PJ Harvey -Let England Shake

Beyoncé -4

Kendrick Lamar -Section.80
The Weeknd -House of Balloons
Drake - Take Care

James Blake -James Blake

Tyler, The Creator -Goblin

20 years

Amy Winehouse -Back to Black
Arctic Monkeys -Whatever People...
Lupe Fiasco-Food & Liquor
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25 years

The Strokes-Is This It

Jay-Z -The Blueprint

Alicia Keys-Songs in A Minor
System of a Down -Toxicity
Bjork -Vespertine

OutKast - Stankonia (expanded)

Gorillaz-Gorillaz

30 years

Beck -Odelay

DJ Shadow -Endtroducing.....
Spice Girls -Spice

Tupac -All Eyez on Me
Fugees-The Score
R.E.M.-New Adventures in Hi-Fi

Tool -Z&Anima

Fugees




The Albums

35 years

Nirvana - Nevermind

Pearl Jam-Ten

Massive Attack -Blue Lines
Primal Scream -Screamadelica

Metallica-Metallica

My Bloody Valentine -Loveless
Red Hot Chili Peppers -Blood...

40 years

Paul Simon -Graceland

Beastie Boys-Licensed to Ill
Metallica-Master of Puppets
The Smiths-The Queen Is Dead
Talking Heads -True Stories
Madonna -True Blue

Sonic Youth-EVOL

THE SMITHS

The Queen Is Dead

45 years

The Human League -Dare

Prince - Controversy

Grace Jones -Nightclubbing

The Police -Ghost in the Machine
Rick James -Street Songs

New Order - Movement

ER
FACT. 50 1981
NT

50 years

David Bowie - Station to Station

Stevie Wonder -Songs in the Key...

The Ramones-Ramones

Patti Smith Group -Radio Ethiopia
ABBA -Arrival

Kraftwerk —-Radio-Activity

Bob Marley & The Wailers -Rastaman...
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Case studies




Nirvana:
Nevermind release (1991),
30th anniversary release
(2021). Album art/packaging/

promo items/tour posters/
acdverts/campaigns.
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Nirvana - Nevermind (1991)

The original release of Nevermind is inseparable from its now-iconic cover art — the image

of a baby swimming toward a dollar bill on a hook. This provocative visual, paired with

understated sans-serif typography, became one of the most recognisable images in popular
culture. The supporting promotional material — tour posters, fly posters, and even playful
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items like the branded 'jelly' jar — extended the same irreverent, disruptive energy.

Rather than simply replicating the album cover, these designs pushed the band’s identity

across multiple formats in a way that felt raw, handmade, and consistent with the DIY ethos
of the early '90s alternative scene. The promotional campaign demonstrates how a single,

striking image can anchor a wider system of visual outputs.




Nirvana 1991 tour posters.
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FRI JAN 24 - PHOENECIAN CLUB - SYDNEY
SAT JAN 25 - BIG DAY OUT FESTIVAL - SYDNEY
SUN JAN 26 - FISHERMAN'S WARF - GOLD COAST
MON JAN 27 - BRISBANE FESTIVAL HALL - BRISBANE
WED JAN 29 - METROPOLIS - PERTH
THURS JAN 30 - THE OLD LION - ADELAIDE
FRI JAN 31 - THE PALACE - MELBOURNE
SAT FEB 1 - THE PALACE (ALL AGE SHOW) - MELBOURNE
WED FEB 5 - ANU BAR - CANBERRA

=W ALBUM "NEVERMIND" OUT NOW
PRESENTED NATIONALLY BY TRIPLE J
TICKETS AVAILA.BLE AT USQEEQUTLETS

DAID GEFFEN ZOMPANY

BRISTOL BIERKELLER BIRMINGHAM HUMMINGBIRD ﬁg:m?ﬁm
MONDAY 4th NOVEMBER WEDNESDAY 27th NOVEMBER =

A ONBOR ABTOIRIA NOTTINGHAM ROCK CITY
SHEFFIELD OCTAGON CENTRE TUESDAY 3rd DECEMBER
TUESDAY OVEMBER THURSDAY 28th NOVEMBER
MANCHESTER ACADEMY
WEDNESDAY 4th DECEMBER

WOLVERHAMPTON WULFRUN HALL
EDINBURGH CARLTON STUDIOS
WEDNESDAY 6th NOVEMBER FRIDAY 29th NOVEMBER

LONDON KILBURN NATIONAL
BRADFORD UNIVERSITY
TUESDAY 26th NOVEMBER GLASGOW QMU THURSDAY 5th DECEMBER
SATURDAY 30th NOVEMBER




Nevermind (30th anniversary)

Three decades later, the Nevermind 30th anniversary
campaign referenced this history while reframing the
band’s legacy for a new generation. The supporting poster
and billboard featuring a stark black-and-white live
photograph shifted the emphasis from the provocative
baby imagery to the band itself, highlighting performance
and authenticity. Yet continuity was maintained through
the reuse of the original typography, instantly tying the
new visuals back to the 1991 release. The online adverts
reinforced this connection, repurposing imagery from the
original CD inlay while employing the same typographic
language. The result is a campaign that honours the
cultural weight of the original release while updating the
visual identity to focus on Nirvana as a band, showing how

anniversary projects can balance heritage and reinvention.
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The anniversary campaign leaned heavily on tactile,
collectible formats to reinforce Nevermind'’s cultural
weight. Promo posters appeared in multiple sizes, from
intimate 11x17 lithographs to striking 70x100cm fly
posters, designed to grab attention in public spaces. At
the centre of the release was the Super Deluxe Edition,
offered in both an 8LP vinyl box and a 5CD + Blu-ray set

— packaging that emphasised scale, exclusivity, and the
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sense of owning a piece of history.
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Digital Marketing Materials

Online promotion mirrored this physical presence with

-
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global reach. Animated billboards lit up high-profile
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locations such as Times Square, while short-form video
edits and full-length release trailers created momentum
across social media platforms. The campaign also

included targeted magazine print ads in key music

publications, bridging traditional and digital media.

Campaign Elements

Beyond the album itself, the anniversary narrative

was built around new content and archival depth. Four
complete live concerts from the Nevermind tour, newly
remastered, became a headline feature, celebrated in both
trailers and promotional copy. The 40-page hardcover
book, filled with unseen photographs and fresh liner
notes, added an archival dimension to the campaign —
positioning the box set not just as a reissue, but as an

immersive historical document.




Experiential Campaign

“In Bloom”
As part of the 30th anniversary rollout, BuildHollywood

created a mural in Camden that incorporated tear-off
seed papers printed with Nirvana imagery. Fans could

take these home, plant them, and grow a piece of the

IR

campaign — a playful nod to the band'’s track In Bloom. ! V. : e JOTH ANNJy LRS A,
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billboards, and digital ads, turning it into a participatory
and environmentally conscious experience.

It highlights how anniversary projects can expand the
language of album promotion into tactile, site-specific,

and interactive formats.
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Peter Saville:
Joy Division tour poster/
album adverts 1978>1988.




THE FACTORY
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FACT 10 —~UNKNOWN PLEASURES
The first aloum by Joy Division

FAC5 —ALL NIGHT PARTY
Single by A Certain Ratio.

FAC6 -ELECTRICITY
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Peter Saville - Factory Records Posters (1978-1988)

Peter Saville's design work for Factory Records between 1978 and 1988 demonstrates a cohesive visual language that
evolved while maintaining core elements. The 1978 gig poster for Joy Division supporting Cabaret Voltaire (FAC 3) introduces
a minimalist aesthetic with bold typography and geometric composition, setting the tone for future designs. This approach is
evident in the 1979 FACT 10 + 4 poster, which utilizes stark black-and-white contrasts and a grid layout to advertise multiple

Factory releases, including Joy Division's Unknown Pleasures.

JOY DIVISION
1977-1980
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JOY DIVISION
1979
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By 1988, Saville’s promotional posters for Atmosphere (FAC 213) and Substance (FACT 250) pushed Factory’s visual
minimalism to an extreme. Both rely on the same restrained layout: centred typography, large areas of negative space,

and a strict black-and-white palette punctuated with small accents of colour. The repetition of format across two separate
campaigns demonstrates a deliberate system, where clarity and recognition take precedence over variation. These posters

embody Saville’s consistent Factory identity, built around discipline, geometry, and typographic precision.




Vaughan Oliver: .
Pixies Minotaur packaging
and photography booklet.




Pixies - Minotaur (2009)

Minotaur is a comprehensive box set that encapsulates
the Pixies' first five studio albums: Come On Pilgrim
(1987), Surfer Rosa (1988), Doolittle (1989), Bossanova
(1990), and Trompe le Monde (1991). This collection was
produced in two editions: a Deluxe Edition priced at £200
and a Limited Edition at £500. Both editions feature

new artwork by Vaughan Oliver, the band's longtime
collaborator, and photographer Simon Larbalestier. The
Deluxe Edition includes five 24k gold-plated CDs, a Blu-
ray disc, a DVD of a 1991 Brixton Academy performance,
all of the band's music videos, and a 54-page book. The
Limited Edition adds five 180-gram vinyl records, a 72-
page hardcover book, and a giclée art print, all housed in a

custom clamshell case.

Designed by Vaughan Oliver, Minotaur serves as a visual
and auditory retrospective of the Pixies' early work. The
packaging reflects Oliver's signature style, characterized
by minimalistic yet evocative designs that complement the
band's dynamic sound. The box set not only offers fans a
physical collection of the band's seminal albums but also
provides insight into the artistic vision that defined the

Pixies' aesthetic during their formative years.




The Designers Republic:
Autechre Plus & Sign vinyl
and CD packaging.




Autechre - SIGN (2020) &
PLUS (2020)

Released within weeks of each other, SIGN and PLUS
mark a rare moment in Autechre’s career: two full-length
albums that appeared almost back-to-back, after a long
stretch of sprawling digital releases. Both arrived during
the 2020 pandemic, their stark presentation reflecting the
isolation and tension of that year. The artwork, designed
by long-time Warp collaborator The Designers Republic,
strips things down to minimal, abstract visuals — SIGN
with its soft gradients and almost biological forms, PLUS
with sharp, metallic geometry. Together they work as a

pair, opposite in tone but visually linked.

Autechre SIGN

Autechre SIGN
Warp cd 329




Thank you.
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