
Great archery products often
start with a germ of an idea
and slowly take shape in a

basement or a garage with long hours
of refinement and a heaping helping
of enthusiasm and hope. These early
times are generally lean times and it’s
easy to understand why many of these
entrepreneurs don’t retain the ser-
vices of a professional designer or
“brand” manager to assure that the
product starts out on the right foot.
Which explains why so many start out
on the wrong foot.

Bear with me, this article is not
all about start-up businesses, but by
all means if you have the opportuni-
ty to do it right the first time, do it!
The downstream cost of not creating
a company “mark” that has a long
lifespan is costly. It’s difficult for
many young business owners to see
the importance of a good start on
graphics as they slave away in the
garage on a cold winter night. 

Too many times, new products
hit the market packaged in a foggy
poly bag with a stapled header and
some “really cool” graphics supplied
by the neighbor’s kid or someone at
the junior college. Ultimately, that
inexpensive local art becomes a logo
that you’re going to have to live with
a long, long time. Sometimes, this
approach to branding a product
often receives excellent local market
acceptance because people like to
buy “local” products. Start-up man-
ufacturers are then lulled into think-
ing they are doing a bang-up job. The
problem arises two or three years
down the road when you’re ready to
go “big” and your first visit to a large
distributor is met with a flat refusal,
not because the product is bad, but

because the packaging, logo and
color selections are bad. Buyers want
products that fly off of retail pegs
because they look “delicious” to con-
sumers.

If it sounds like your company
future may hinge, in part, on a well
presented product… you’re catching
on. Early in my career as a fishing
lure designer and manufacturer I
was summarily dismissed from the
office of a buyer who never even
looked at my product. He took one
look at the packaging and asked me
to leave. I specifically remember, he
did not say “please” and even made a
comment about the value of his
time. A year later I was back with an
upgraded logo and a shiny, three-
color laminated poly bag with zip
lock top. I left with the biggest order
I’d ever had in my young company’s
history...the product inside was
exactly the same. 

Here are some tips for avoiding a
false start. Some are universal, some I
have gleaned from stories I’ve heard
and from clients I’ve had over the
years.

1) A logo is a symbol of your
COMPANY, not necessarily your

products. The symbol you choose
may not seem to make a lot of sense
now (and it actually may never make
sense), but it WILL become synony-
mous with your products, your name
and your brand over time. Since it
must last for years, keep it simple
and do not hamstring your future by
narrowing the scope of the symbol.

For example:  Say you’ve invent-
ed a particularly odorous deer lure
that works great but smells horrible.
It catches on like wildfire and you
start a company named “Dan’s
Stinky Deer Lure” with a logo to
match. Three years down the road,
everybody’s using “Dan’s Stinky Deer
Lure” but sales have leveled off and
you need new products to sustain
your growth; you add an apple flavor
and a peanut butter flavor.
Oops...now you’re forced to market
“Dan’s Stinky Apple” and “Dan’s
Stinky Peanut Butter”. Further, if you
want to branch away from scents
altogether, well, you can see the
mess you’re in when you introduce
“Dan’s Stinky Thermal Underwear”.

Lesson: The company name
“Dan’s Enterprises Inc.” would have
solved the problem in the beginning.
Don’t hamstring your future with the
wrong logo in the early going.

2) Make sure your logo works
EVERYWHERE. A logo “package”
from a professional will take all
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Living with Your Logo
By Jim Ising

The logo above left is the original image used by ZOOM Bait Company for many years.
The logo on the right was “revisited” to revitalize the logo and bring it up to date. The 3D
letters covered by a glass dome lend dimension and a more timely feel. It is new, but still
maintains the look of the logo that has become the company symbol over the years.
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potential uses for your logo into
account and supply art in all forms
necessary for use in any medium.
More importantly, these considera-
tions will filter down into the design
phase so reproduction will be crisp
and clean on hats, truck signs, trade
show banners and on printed media.
Again, simple is best.

3) Stylized type is generally bet-
ter that a “scene-in-an-oval”. I admit
this one may be a little personal, and
yes, we’ve done our share, but I’ve
often wondered why scenes in ovals
were so popular in the outdoor
industry. Oval logos usually start
with a deer, then somebody com-
ments that it needs a hog or turkey or
some other game animal to avoid
alienating turkey/hog hunters and
invariably we’re asked to throw in a
duck and some foliage at the last
minute. These usually wind up being
a mish-mash that is difficult to see
from a distance and even more diffi-
cult to reproduce. If you decide an
oval is right for you...you guessed it,
keep it simple.

4) Don’t go logo crazy. I have
worked with folks that want a logo
created for EVERY product, innova-
tion or added feature they ever intro-
duce. If it’s a major improvement
that’s going to garnish a portion of
the ad budget, go ahead. Otherwise,
handle it with a typeface that is con-
sistently used in reference to that
improvement, 

So much for the lucky start-ups
that heed this advice early in their
company’s history, but what about
those of you that have made a few of

these mistakes and find yourselves
three to five years down the road with
“problems”. Can you fix them? Yes you
can, but it’s a slow road you must trav-
el and you should do so with careful
planning. Call it “logo evolution”.  You
can change things but it must happen
so slowly that you do not jeopardize
your brand identity, and it should be
almost imperceptible to the con-
sumer. Let’s look at some logo evolu-
tion tactics that will free you up to
broaden your product line and/or
give you a fresh new competitive look.
By the way, logos are constantly evolv-
ing and should be revisited by your
agency every couple of years.

1) If your product logo has
become a major part of your brand-
ing and your company logo has
taken a back seat, take baby steps to
flip this bit of misinformation. If you
manufacture a broadhead called
“Killer” that is made by “Able
Industries” and, over the past few
years of growth, the Killer logo has
dominated the scene, begin to slow-
ly turn that around. In press releases
talk about the popular “Killer”
broadhead from “Able Industries”.
Begin adding the Able Industries
logo to print and broadcast sched-
ules in addition to the Killer logo.
Slowly make the company logo big-

The effort and money plowed into branding a product shouldn’t
be given up without careful consideration. Originally, Tecomate
Wildlife Systems included a seed division as well as a division that
manufactured the Plotmaster brand food plot planting machine.
When the company became two separate entities, logos were cre-
ated that assured each new company could benefit from the

branding efforts of the original parent company. The original
company logo showed both a plant and a disk harrow, the sepa-
rate companies maintained the appropriate graphic; the plant for
the seed company and the disk harrow image for the food plot
machine company. Both continued to benefit from a five year
branding effort.

Circle 128 on Response Card
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ger while making the product logo
smaller or move it up into the body
of the ad rather than using it as a tag
at the bottom. This effort can take a
year or two to accomplish, but it can
open many new doors for product
development and go a long way
toward straightening out your prob-
lem.

2) Don’t scrimp on logo
upgrades. You’ve been at this awhile
and things are going well, don’t try to
save a buck or two on the whole logo
issue or you’ll be back in the same
boat in a couple of years. At three to
five years old, if you’ve enjoyed any
success at all, a competitor is likely
to be looking to snatch a piece of
your market with a similar product.
Make sure you’ve branded your
product with the best looking graph-
ics you can own, otherwise, if it hap-
pens to be a large company that’s
looking to grab that piece of your pie,
they will roll out with a pinpoint
marketing strategy and graphics
“package” that will leave you swing-
ing in the breeze in less time than
you ever imagined. TAKE CHARGE.
You have no choice but to slug it out
with some heavy hitters at some
point in your product’s life cycle,
your “material” must look as good as
theirs or they will gain an immediate
advantage because of the perception
of “added value” those snazzy graph-
ics will give the consumer.

3) Admit and embrace what
you’re “stuck” with. If you’ve been
around for a while there are colors
and styles of art that are part of who
you are (branding). You should not
sacrifice these elements of your
company’s identity. You may have
grown tired of them but you can’t
toss them out, they represent an
accumulated familiarity with your
products and company. If the color
red has been a major player, for
goodness sake move away from red
very slowly! Further, you should not
radically change the look of your
logo. If you have an oval, stay with it.
If it’s type, stay with the typeface.
Within these mandates you can
bring some leeway into the project
and be assured that the new effort
will not depart too substantially
from the old. Your goal is to enhance

your brand without losing the long-
standing good will your company
image has built thus far. Change for
the sake of change is a bad idea.  If
your brand is not bolstered in some
way by the project, it was unneeded
in the first place.

Your logo is one part, albeit a
fairly important part, of your brand-
ing effort. It can start your company
off on the right or wrong foot.
Carefully examined, it can be cor-
rected later as well and contribute to
the ongoing competitive stature of
your business. Give it the attention
(and budget) it deserves. It may well
represent some of the most critical
dollars you invest in your company’s
future.

Editor’s Note: Jim Ising has been
involved in marketing and advertising
hunting products for over 20 years
and has also owned an outdoor prod-
ucts manufacturing company. His
experience on “both sides of the desk”
makes him uniquely qualified to offer
advice and counseling to mid-sized
companies facing the daunting chal-
lenge of being noticed in an evermore
crowded and competitive environ-
ment. Jim is an avid bowhunter and
accomplished angler based in north
Florida.
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Circle 119 on Response Card

Graphic styles can become “logo inclu-
sive”. The trailing yellow arch and stain-
less steel banner have become hallmarks
of Innerloc catalogs, ads, packaging and
more over the past few years. Any consis-
tently used element can be “owned” by a
company if used over time.
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