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Watlow® Brand Reflects
Company’s Evolution
Watlow Logo
History
The Watlow® brand in 2015 had
stood the test of time. During its
50+ years of use, Watlow had
moved from developing highperformance heaters to become
a thoroughly integrated thermal
solutions provider.
“The stars seemed to align as
we gained traction with our
focus on strategic markets, our
clearly defined product leadership
strategy and the decision to
transform our facility in St. Louis
into an Advanced Technology
Center and World Headquarters,”
said Bob Moore, director of
marketing communications. “The
natural next step was initiating

a brand update to match the
Watlow we had become.”
Watlow’s marketing
communications team set out on
a path very similar to Watlow’s
product development process,
beginning with research and
testing. “We wanted to first
capture current perceptions
of our brand, both among our
customers and our own team
members,” Moore said.
Watlow engaged Stakeholder
Insights, a St. Louis-based
market research firm, to gather
perspectives on Watlow and
feedback on its budding

“Our ‘Powered by Possibility’ tagline has
a double meaning: The power of
electricity flows through our products
and we are energized by the work we do.”
Bob Moore
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conversion from a provider of
discrete thermal components –
heaters, sensors and controllers
– to the place where the world’s
leading companies start for all their
thermal needs.
By 2015, Watlow had grown
in product capabilities, market
experience and global reach
with more than 980 patents and
2,000 employees working in nine
manufacturing facilities and three
technology centers in the United
States, Mexico, Europe and Asia
plus sales offices in 50 countries.
The market research provided
evidence that customers were
clamoring for Watlow’s help with
solving their thermal problems.
With confidence in that knowledge,
Watlow partnered with St. Louisbased Dovetail Marketing to
define the primary characteristics
that made up the Watlow brand.
“Partnering with Dovetail helped
us think about all the ways we
would use our brand so we
could make effective decisions
on messaging, logos and color
schemes, brand use guidelines and
the extension of our brand for use
in every area of our business,”
Moore said.
In the process, Watlow moved
away from the X and Y axis in
the existing logo since the vertical
red bar and horizontal name made
it difficult to brand products, tag
PowerPoint® slides and use in other
space-constrained applications.
“We also wanted a more
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contemporary logo that reflected
all the exciting developments at
Watlow,” Moore noted.
From there, Watlow’s marketing
communications group started
developing and studying many
styles, fonts and color schemes
to connect Watlow’s business
strategy, its promise to customers
and its creative, reliable
performance. “We updated our W
pulse-signal that had been part of
our logo for more than 50 years
and replaced the vertical red bar
with a dynamic diamond shape
that animates easily in digital
uses,” he said. “When it makes
sense and space allows, we add
our new tagline. Our ‘Powered by
Possibility’ tagline has a double
meaning: The power of electricity
flows through our products and we
are energized by the work we do.”
Watlow’s brand evolution has been
a grand-slam success. The new
logo is so popular that it is now
widely seen both inside and outside
Watlow as products are more
easily marked and team members
regularly call on Watlow’s
marketing communications team
for guidance on how to apply the
mark in new ways.
“It was a fun process and evolution
for our team to pursue,” Moore
said. “We hope it will be a timeless
representation of how we at
Watlow enrich lives with inspired
innovation in all that we make and
do.”
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