
Pick one. Print advertising, TV,
web…if you had to pick one as
the most important in your

marketing mix, what would it be?
Print, TV and web would have to rank
as the “Big Three” in archery. Some
may argue that the annual product
catalog ranks up there pretty high but
the real red meat is in the media that
exposes your brand to the most peo-
ple in the most places. Properly
mixed and carefully distributed, these
three are hard to beat. They “drive”
sales, or at least expose folks to your
brand and message and get them to
remember your product when they’re
standing in front of the peg at the
store. 

Now what? 
Will they reach out and take your

product from the peg? Will they scru-
tinize the photos, examine the bullet
points and refresh their memory
about what they’ve seen in print and

on TV? Will they turn it over and read
the fine print to more fully under-
stand the product now that the
moment of truth has arrived? 

Yes, most people will. 
In fact, in the current climate

there’s a strong possibility that the
potential customer now holding your
product in the store will be even more
studious and calculating than he
would have been a year ago. That

doesn’t mean he will shop on price
alone, it simply means he needs to
feel darn confident that his choice is a
good one. It’s the Point-of-Sale to be
sure, but it’s also the Point-of-
Confidence. If you can make him feel
good about holding on to your prod-
uct and give him confidence in his
decision, you just made a sale. If not,
he’s holding a competing brand in his
hot little hand in about one  minute.

I recently got a call from a client
who enjoys the top spot in their prod-
uct category nationwide. He said they
had just made the decision to
upgrade and redesign specific prod-
ucts in the line and that I needed to
begin work on design suggestions for
new packaging that would run com-
pany wide. As the project developed it
became clear that they were more
than willing to go the extra yard in
making the packaging as good as it
could be. I remember one particular

Packaging: Forging the Final Link

By Jim Ising

Doug and Eric Springer’s team at Copper John designed this dramatic, theft-resistant
package for the premium target releases when the Stan line was being reintroduced in
2006. These packages can hang on a wall or stand on a shelf. Springer said while they
were real attention-getters, some people did ask for the package size to be reduced and
the company ultimately made that change.
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Botach Tactical has chosen a solid tech-
nique for breaking into the hunting mar-
ket. Known primarily for tactical weapons
accessories, Botach chose to offer a com-
plete display of their new McNett Camo
Form. This packaging solution accomplish-
es a couple of goals. First it sells numerous
units at once by “packaging” them into a
single SKU and second, it doesn’t require a
retailer to sacrifice existing profitable peg
space to test a new product. Compare this
display to the table next to it with a variety
of products wandering in all directions.

Nov08AT086-088.qxp  10/8/2008  2:39 PM  Page 86



87

discussion where I mentioned that an
idea was good but would add to the
already expensive project. The client,
a normally astute and budget con-
scious guy said, “Jim, my future, my
partners’ future and all our families
futures may rest on how good we look
at retail. This is no time to worry
about a few extra dollars. It’s why we
hired you.” 

You better believe I could feel the
pressure, but it was so refreshing to
work with someone who “got it”. I was
inspired to really scrutinize the pro-
ject. This guy really understood the
importance of top-notch packaging. 

So does Doug Springer at Copper
John. Springer considers packaging of
his line of bow sights as a “critical part
of the brand strategy,” and is con-
stantly taking a hard look at the con-

tribution it makes to overall aware-
ness of the brand. The company has
made a number of packaging
changes over time and annually
reviews it to consider the contribu-
tion it is making overall. Springer
believes packaging is as important as
any other aspect of his marketing
strategy.

What are the key elements of
good packaging? Here are some
guidelines for having a winner on the
peg.

Tie it to the brand. The “Big
Three”, print, TV and web should be
aimed at leaving your message in a
consistent and repetitive manner.
Don’t stop with your package. Keep
the colors, the graphics theme, the
brand statement, the typefaces and

the “feeling”
in your pack-
aging by mak-
ing them part
of your overall
brand strate-
gy. Settle on a
template that
can be used
for all prod-
ucts and then
plug your
products in.
As a result,
your pack-
ages will
come togeth-

er on the retail peg and appear as a
single unit. This separates you from
the competition and makes your
products stand out as a group. It also
enhances the brand, the larger that
area appears to be.

Don’t forget to sell. Clean, beauti-
ful packaging is a great way to be
noticed on the peg, but don’t forget
what’s happening. The customer is
down to the wire and trying to make a
final buying decision based on the
information at hand. He has most
likely narrowed it down to two or
three options and the product that
tells the most compelling story
RIGHT NOW is likely to make the
money. I’m not suggesting you jam
everything you can think of on the
package, but by all means tell the
complete story. Hit ALL the high
points. For example, Hunter Safety
System sells a pack of Glow Clip trail
markers that clip on branches much
like a clothespin. All the obvious
advantages are mentioned on the
package, but they end with the com-
ment “Glow Clips make great yardage
markers, too!”…solve the customer’s
problem. If the product is complex,
don’t forget to add “complete instruc-
tions”, “full web support” or
“Instructional DVD enclosed”. 

Make sure everything is perfect.
Photos of the product that appear on
the package should be flawless.

Primos does an excellent job of sticking with packaging identity
guidelines. These products were scattered along a full wall of acces-
sories and yet Primos still manages to stand out. The “template”
regardless of the product includes the chartreuse green background
with an orange frame around a black gradient background that fades
to white. Photos and product vary….template remains the same.

Browning has long been at the forefront of excellent brand-
ing and this flashlight display is no exception. Even with the
product displayed rather helter skelter, the brand holds
together with nothing more than a small orange rectangle at
the top of each package bearing the Browning logo.
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Design, fonts and layout should be
inviting and easy to read and under-
stand. The term “sex appeal” is often
used to describe good packaging and
that’s not far off the mark. Your pack-
age should beg to be caressed and dif-
ficult to let go. 

A word here about choices that
must be made early on. You have a
variety of packaging options;
clamshells, blister packs, plastic

boxes, tags, card-
board boxes and
the old foggy poly
bag with the stapled
header (which I
would strongly recommend against if
you plan to ever sell to some of the
most reputable retailers and/or
wholesalers). Let the product tell you
what it needs. Attractive products
need packages that show them. Less
attractive products need graphics
that show the BENEFITS. Inexpensive
“commodity” products need one or
two color packaging. Top end prod-
ucts need expensive (looking) 4-color,
coated stock that looks like a million
bucks on the shelf.

Pay attention to size. Space is
money for retailers. Design your
package; say everything you need to
say and then edit, edit, edit to write as
SHORT as you possibly can. Then
pare down the package size to be big
enough to do the job yet small
enough to be attractive to the retailer.
A small product on a big card simply
won’t sell. The math on inventory

turns and profit margins just won’t
work when a $5.99 item occupies a
7x14 inch space because the packag-
ing is so large. It won’t matter how
good it looks. Of course with a higher
end product, like a GPS unit or costly
hunting or target release, size con-
cerns aren’t as important.

Packaging is part of a bigger pic-
ture. If you haven’t created some
awareness or captured some atten-
tion from consumers in the balance
of your media mix you have a big hill
to climb at point-of-sale. Ideally, your
package should close the deal. It
should make the customer feel cer-
tain of the decision he is making.
Then, if the product inside is as good
as you’ve made it look on the out-
side…you’ve got a customer for life!

Editors Note: For a look at some
of Jim Ising’s packaging projects and
other design work, visit his web site at
isingadvertising.com

Scott Archery does a nice job of defining how consistent packag-
ing can define the edge of your product display area. The dramatic
black card framing a black product adds drama and a rich look.
And the white company name at the top is large and easier to read
than any other package around it.
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One of the keys to good packaging is to let the product tell you
what it needs. Carbon Express is listening with a perfect solution
to the problem of displaying arrows. This packaging choice is
costly, but note the large inventory in a very small space.
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