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WHAT’S IN A NAME...
The Sketchbook (1944):
The sketchbook of 14 year old Mary Quant shows
both her interest in fashion from a young age,
and also the early beginnings of her brand. Using
‘Mary Quant’ even then, Quant would later go on
to discuss the importance of her name as part
of the brand and describe the visual pattern and
rhythm which makes it memorable.

Bazaar Carrier Bag
(About 1967):
Quant’s husband
Alexander Plunket
Greene designed the
shopping bags for
BAZAAR, and it was one
of the first to have such
large lettering almost as
big as the bag itself. In a
sense, when customers
bought something and
carried it in the BAZAAR
bag, they themselves
were becoming walking
adverts for the shops.

Q1. Thinking about the ‘visual pattern and
rhythm’, why is this important in branding and
how does it relate to the Quant products? Can
you think of similar styles in any other brands?




Q1. What do you think are the benefits and
drawbacks of using branding on the side of a
bag in this way?









Q2. Think about your own name if it was a
brand. What letters would be strong and stand
out? How would you make it a noticeable brand?
Sketch some quick ideas here.












Q2. Thinking about the size and font used on
the bags, why is this important to making the
brand? How does this relate to the use of the
name ‘Mary Quant’ mentioned above?





Above: Model holding a Bazaar Carrier Bag, 1959. Courtesy of
Mary Quant Archive / Victoria and Albert Museum, London
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Q2. Using your ideas from your own ‘name
brand’ on page 1, develop these further into your
very own swing tag by drawing them below. The
swing tag can take on any shape.

Ginger Group (1963-65):
The Ginger group was a younger collection at a
lower price point, designed with the intention of
appealing to a wider market who could afford
it. Quant used colour as key to her vision, both
in terms of the fashion design, but also in how it
would look splashed across shop windows. She
chose ginger, mustard, prune and putty – all of
which were unpopular colours at the time – to
create a collection that would stand out against
the more traditional colours of the season.
Alexander Plunket Greene, who often came up
with the names for Mary’s designs, chose names
that stuck in people’s minds – ‘Pop Sox’ and
‘Brighton Rock Sox’. More widely available and
affordable than ever before, the collection was
modular and could be bought piece by piece.
This was an idea further enforced by the strapline
‘...everything goes with everything else in Mary
Quant’s Ginger Group’. The swing tag on the
clothes, and some advertisements like that which
appeared in Vogue in Sept 1963, visualised this
idea by featuring doll-like figures designed and
drawn by Maureen Roffey. They included dotted
lines across the figure at the waist and neck
which indicated the interchangeable nature of the
collection.
Q1. How did Quant use her brand, and the wider
marketing of the collection, to appeal to a
different audience than before? Why do think
this approach was so successful?






Above: Mary Quant socks, 1976. Courtesy Mary Quant Archive /
Victoria and Albert Museum, London
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Quant Window Dressing
Bazaar, King’s Road (1962):
The shop window displays in Bazaar were vastly
different from the normal kind of sight you’d
expect to see in shops at the time. The old
fashioned displays seen elsewhere were replaced
with windows designed to both fascinate and
shock passers-by. Mary and Alexander Plunket
Greene would find props to include in their
windows, such as real lobsters or stuffed birds,
with the intention of stopping people in their
tracks. The mannequins were also vastly different
from those seen in other shops at the time,
having modern haircuts and standing in poses
that some people thought was quite improper for
a shop window.
Q1. What kind of things do you think would
make people stop and look in a shop window?
What things might make them just walk past and
not pay attention?

The Daisy:
The Quant daisy is an iconic symbol in fashion,
and perhaps the most important part of the
Quant brand. Initially drawn as a doodle by Mary
Quant when she needed a focal point on one
of her design’s, the daisy grew to become the
brand logo on all Quant products, from clothes
to cosmetics. Originally the daisy varied in it’s
shape and number of petals, however this was
standardised to the ‘five petal’ daisy when the
time came to trademark it. Quant describes the
daisy reading well from a distance and being
instantly recognisable, while implying a ‘freshness
and vulnerability laced with sexy chic’.
Q1. How does the ‘daisy’ logo compare to the
name ‘Mary Quant’ and ‘BAZAAR’ explored
earlier? Is it consistent with the overall ‘feel’ of
the Quant brand? The Daisy is recognisable ‘at
a glance’ – why is this important on a fashion
brand?











Q2. Think of some fun things you might have in
your own shop window and draw them here.

Q2. Thinking about more modern brand logos,
can you think of any others that are similar?
What other brand logos are as easily identifiable
as the daisy is at a glance? Draw them here.
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A Paintbox of Ideas
(1966-75):
The packaging of the make-up was equally
important to Quant, who wanted it to be chic
and stand out. The black, white and silver
packaging would be the background to the
product which would be pure colour. The makeup was a success, and people were amazed by
the huge range of colours available; bright pink
and mustard yellow alongside sepia white. The
advertising strategy for the more radical products
like the false eyelashes and waterproof mascara
was itself daring for the time. This advertising
strategy, conceived by Tom Wolsey, used
oversized, enlarged billboard images of models
faces to grab peoples attention. It became so
poplar that fans of Quant would ‘photograph the
photographs’.

Left: Two models wearing striped ensembles, Spring 1973.
Courtesy Mary Quant Archive / Victoria and Albert Museum,
London

Q1. In ‘A Paintbox of Ideas’ display, try to identify
as many different Quant products as possible.
Look for the ways the daisy logo and ‘Mary
Quant’ branding are used on each. How has the
Quant brand evolved since the BAZAAR brand
used at the very beginning? Draw some pictures
showing the different ways her branding has
been used.
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