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We've all been there. You go to a conference, a local meetup, or a grand opening, and you get hand-
ed a "free" t-shirt. You take it because, hey, free stuff! But then you get home, feel the scratchy fabric,
see the giant, poorly placed logo, and it immediately gets demoted to your "painting the house" or
"sleeping" pile.

That is the Drawer of Doom, and as a business owner or creator, that is exactly where you don't want
your brand to end up.

At EC Hustles, we believe that merchandise shouldn't just be a walking billboard; it should be a state-
ment piece. The difference between forgettable merch and a wearable brand statement comes down
to two things: design intent and quality execution. If you want people to actually wear your gear
out in the real world, at the gym, at brunch, or in their everyday lives, you have to design it with them
in mind, not just your ego.

Move From "Promotional” to "Personal”

The biggest mistake most brands make is thinking of apparel as "promotional material." When you
think that way, you tend to make the logo as big as possible and the cost as low as possible.

Instead, think of your merch as a product. If you were starting a clothing line from scratch, would you
sell that scratchy, boxy t-shirt? Probably not. When you shift your mindset to "I am creating a piece of
clothing people will love," the design naturally follows.
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1. Know Your Crew (Audience is Everything)

Before you even open a design program, you need to know who is going to be wearing this stuff. Are
they tech entrepreneurs who value minimalism? Are they athletes who need breathable, perfor-
mance-driven fabrics? Or are they like our EC Hustles community, hustlers, dreamers, and creatives
who want to wear their values on their sleeve?

Understanding your audience means knowing their aesthetic. For instance, what resonates with Gen Z
(think oversized fits and retro graphics) might not land with a corporate audience that prefers a clean,

fitted polo.

In our "BIG!!" (Black Innovation Grinding) line, we know our audience wants to feel empowered. They
aren't just looking for a shirt; they're looking for a badge of honor. That's why we lean into bold ty-
pography and imagery that celebrates excellence.

2. Prioritize Quality (If it's Scratchy, It's Scrapped)

You can have the coolest design in the world, but if the shirt feels like sandpaper, nobody is wearing

it. Quality is paramount.
When we talk about quality, we're looking at:

« Fabric: Look for soft, combed cotton or tri-blends. They have a better drape and feel much more
"premium" than standard heavy cotton.

 The Fit: The "unisex" boxy tee is dying. Modern apparel tends to have a more tailored fit. Make
sure you're choosing blanks that actually look good on a human body.



« Durability: How does it look after five washes? If the print cracks or the collar stretches out, your
brand perception goes down with it.

3. Keep the Design Simple and Memorable

There's a temptation to put everything on one shirt: your logo, your website, your phone number,
and maybe a catchy slogan. Don’t do it.

The best apparel designs are often the simplest. Think about the brands you love to wear. Usually, it's
a clean logo, a powerful word, or a unique graphic. Sometimes, a subtle logo on the pocket or a small
hit on the sleeve speaks much louder than a giant chest print.

In the image above, you can see how we handle the "BIG!!" branding. It's bold, yes, but it's centered
around a high-quality graphic that tells a story. It's an "Incredible Girl" playing soccer: it's an image
people want to be associated with. The branding is integrated into the art, not just slapped on top of
it.

4. Evoke an Emotional Connection

Why do people buy band shirts? Why do they wear sports jerseys? It's because of how those things
make them feel. Your merch should do the same.

At EC Hustles, we use phrases like "BLACK IS GORGEOUS," "KNOW YOUR WEALTH," and "NOT ANY-
TIME, NOW TIME (NANT)." These aren't just words; they are affirmations. When someone puts on a
red "BLACK IS GORGEOUS" tee, they are making a statement about who they are and what they be-

lieve.



When your apparel taps into an emotion: whether it's pride, humor, or motivation: it moves from be-
ing "merch" to being a "favorite shirt."

5. Maintain Brand Consistency (But Make it Fashion)

Your apparel should definitely look like it belongs to your brand, but it shouldn't look like a uniform.

« Colors: Use your brand'’s color palette, but feel free to play with shades. If your brand color is a
bright orange, maybe use it as an accent on a navy shirt rather than making the whole shirt neon
(unless that's your vibe!).

« Typography: Stay consistent with your brand fonts. If you've spent time building a brand identity,
don't throw it away by using "Comic Sans" just because you think it looks "fun" on a shirt.

» Logo Usage: You don't always have to use your full logo. Sometimes an icon or a specific brand
element (like our "BIG!!" starburst) is enough to trigger brand recognition.

6. The "NANT" Approach: Urgency and Subtle Style

One of our favorite lines is the NANT collection (Not Anytime, Now Time). This is a great example of
how to do accessories right.

Look at these hats:



" by NANT">

The "NOW>" embroidery is stylish and minimalist. It doesn't scream "EC HUSTLES" in giant letters,
but for those who know the brand, the message is clear. It's a lifestyle piece. People wear these caps
because they look good and they represent a "do it now" mentality. By focusing on a clean aesthetic,
we've created something that works with almost any outfit.

7. The Functionality Test

Before you go into full production, ask yourself: Where would someone wear this?

« Ifit's a heavy hoodie, is it warm enough for winter but breathable enough for a chilly office?

« Ifit's a t-shirt, is the print so big and plasticky that it creates a "sweat patch" on the chest? (Pro tip:
use water-based inks or smaller designs to avoid this!)

« Is the branding placed in a way that's flattering?

If the item isn't practical or comfortable, it's not going to get "street time." And street time is the only
thing that matters in the world of merch.

8. Test the Waters

Don't guess: test. Before we launch a new line at EC Hustles, we get samples. We wear them. We wash
them. We ask our inner circle for feedback. Sometimes a design looks incredible on a computer
screen but just doesn’t "pop" on a yellow fabric like you thought it would.



Gathering feedback helps you catch these issues before you spend thousands on a print run that no-
body wants to buy.

Final Thoughts: Wear Your Hustle

Designing apparel is one of the most rewarding parts of building a brand. There is nothing quite like
seeing a stranger walking down the street wearing something you created. But to get to that point,
you have to put in the work.

Stop thinking about "merch" as an afterthought. Start thinking of it as your brand’s fashion line. Focus
on the quality, lean into the emotions of your audience, and keep the designs clean. When you de-
sign apparel people actually want to wear, you aren't just selling a shirt: you're building a movement.

So, what's your brand's "favorite shirt" going to look like? If you're ready to stop making "drawer of
doom" merch and start making statements, it's time to get to work. Now Time.
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