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FOREWORD

BY LANNY McDONALD



I may be biased, but I believe that the Hockey Hall of Fame is the greatest sports hall of fame and museum anywhere in the world. Growing up in Alberta and playing the game, becoming a member of the Hall was the furthest thing from my mind. All these years later I have the great, great honour to serve as chairman of the board of the Hockey Hall of Fame, a place that really is like home to me. Like so many of you, I love the game of hockey and I love the history and traditions of the game. Honouring and preserving this history is core to the Hall’s mission. All the greatest artifacts and pieces of history are here, and it’s such cool stuff—starting with the Stanley Cup. What about the gloves that Gordie Howe wore, or the sticks that Wayne Gretzky scored with—and how could he have scored that many goals with that stick? And then there are the jerseys—literally the fabric of our great game.

Hockey fans see a classic jersey—especially any of the Original Six teams—and they’re automatically drawn to it. You can take a look at the Red Wings crest and you know it’ll be good forever. When I take one look at the Bruins and their crest with the “Big B” in the middle, I’m right back in their tiny rink, knowing I’m about to pay a price one way or another. Then you have teams like the California Golden Seals, who were the brunt of so many jokes. Like, really, why have your players wear white skates? The Vancouver Canucks and how unusual that “V” uniform was with the black, orange, and yellow stripes. Philadelphia also wore black and orange, and it was incredibly menacing for us to see that whenever we played. They were obnoxious, but they were effective.

Growing up, until I was ten years old, we never had a television. My dad and I, as was customary every Saturday night, would sit in the kitchen and listen to Foster Hewitt or Danny Gallivan calling the games on the radio. To be able to sit with my dad and just listen to the games, I’d close my eyes and feel like I was actually there at Maple Leaf Gardens. Dad was an absolutely huge Maple Leafs fan, so much so that when I was picked in the first round by both the Leafs and the World Hockey Association’s Cleveland Crusaders in 1973, I knew if I would have signed with Cleveland over Toronto, I may never have been allowed to ever go back home again.

I was lucky enough to be drafted by the Maple Leafs, and I remember walking into the dressing room for the first time at training camp. They had all our jerseys with the names out in the stalls. I had no idea what jersey number I was going to wear—they never asked or said anything to me about it. But I walk up to my stall and there it is, number seven. Right away, I’m thinking, “Oh my God, Tim Horton wore that number, like is this not the coolest thing ever!?” It was such a feeling of pride to be able to put on that jersey, after all those years of listening to Leafs games with my dad. When I’d look down and see that Maple Leafs crest, it was just so powerful. It is such an important symbol of the Maple Leafs and to Canadian hockey fans all around the world.

After six-and-a-half years in Toronto, I got traded to the Colorado Rockies. Even though my time with the Rockies was short, I absolutely loved that jersey and the complete uniform. It was colourful and a little flamboyant compared to what I wore in Toronto, and maybe the team wasn’t so great . . . but the look was really solid.

Things came full circle for me in November 1981, when I was traded to the Calgary Flames. I grew up two hours east of Calgary, so the opportunity to be able to return, close to home, in front of family and friends, was just so special. When I was growing up there, of course, there was no Calgary Flames. Eventually becoming the captain of the team and winning the Stanley Cup—the first opposing team to ever win the Cup on Forum ice against the great Canadiens—is the kind of stuff that you never think of when you’re listening to Foster Hewitt on the radio with your dad when you’re five, six, or seven years old.

I’ve always been so appreciative and so thankful because the fans there treated me as a long-lost son who finally came home. I absolutely loved the Flames’ logo. All these years later, I feel immensely proud when I see the team throwing back to the same jerseys we wore when we won the Stanley Cup. Seeing a new generation wearing them and knowing what it means to so many fans—because they were also a part of that ’89 team—and that really is what Fabric of the Game is all about.



INTRODUCTION



Nothing unites or divides a random assortment of strangers quite like the sports team for which they cheer. The passion they hold for the New York Rangers, Toronto Maple Leafs, Montréal Canadiens, or Boston Bruins allows them to look past any differences which would have otherwise disrupted a perfectly fine Thanksgiving dinner and channels it into a powerful, shared admiration for their team.

We decorate our lives with their logos, stock our wardrobe with their jerseys, and, in some cases, even tattoo our bodies with their iconography and colors. They’re so ingrained in our lives that we don’t even think to ask ourselves why Los Angeles celebrates royalty; why Buffalo cheers for not one, but two massive cavalry swords; or why the Broadway Blueshirts named themselves for a law enforcement agency in Texas.

Rights to the Cleveland Barons’ nickname were secured in exchange for what was described as “a nice dinner.” The Detroit Red Wings were once called the Detroit Cougars, but the locals had trouble pronouncing the team’s moniker.

James R. Maxwell won a contest to name the Kansas City Scouts and was awarded a new Ford car for his efforts. Nine-year-old Alec Stockard was responsible for having named the Philadelphia Flyers; he won a color television and two season tickets.

The Montréal Maroons, unsurprisingly, were named for the color of their uniforms. The California Seals wore Pacific Blue sweaters, the Mighty Ducks of Anaheim took the ice clad in “eggplant” togs, and the New York Americans’ official colors were “stars and stripes.”

Fans’ passion for the colors of their favorite teams is hardly a new phenomenon.

In Ancient Rome, chariot racing was the sporting obsession of the day. Two thousand years ago, an estimated 150,000 to 250,000 spectators flocked to the Circus Maximus in Rome to watch their favorite professional racing teams, called “factions,” participate in often deadly competition. Fans of the factions wore their colors with a fervor that would seem familiar to fans of today’s teams. The four factions were the Greens, Reds, Whites, and Blues (fan favorites long before the ones in St. Louis lifted the Stanley Cup in 2019 AD). The emperor Domitian added two expansion teams, the Purples and Golds, both of which folded soon after his assassination in 96 AD.

Pliny the Younger, writing to his friend Calvisius Rufus, described the “childish passion” of the fans and their partisan rooting interests:


If, indeed, they were attracted by the swiftness of the horses or the skill of the men, one could account for this enthusiasm. But in fact it is a bit of cloth they favour, a bit of cloth that captivates them. And if during the running the racers were to exchange colours, their partisans would change sides, and instantly forsake the very drivers and horses whom they were just before recognizing from afar, and clamorously saluting by name.



In the 1979 Canadian children’s story The Hockey Sweater, author Roch Carrier recalls his youth, gathering with friends on the local pond, all wearing the same rouge, blanc et bleu of the Montréal Canadiens. When he grows too large for his sweater, he’s erroneously given the sweater of the rival Toronto Maple Leafs as a replacement. The negative reaction from his peers from wearing the blue and white culminates in the author visiting the local church and asking God “to send, as quickly as possible, moths that would eat up my Toronto Maple Leafs sweater.” A story so ingrained in Canadian culture that a passage of it appeared on the back of the five-dollar bill.

The Montréal Wanderers hosted one of the National Hockey League’s first two official games, on December 19, 1917. Two weeks later, their home arena burned to the ground, forcing the team out of business. The Wanderers played only six games in the NHL, but their story is here.

The Vegas Golden Knights joined the league as its 31st franchise and began play in 2017–18. They made it all the way to the Stanley Cup Finals in their inaugural season. Their story is here, too.

Cities such as Québec, Cleveland, Hartford, Hamilton, and Kansas City have come and gone since the league’s inception, and Seattle has now joined the fray. More than a century after its establishment, the NHL’s founding fathers would have a hard time reconciling what has become of their then-modest venture, now a multibillion dollar enterprise that spans the North American continent. They would, however, recognize the red, white, and blue sweaters worn by the Montréal Canadiens.

The game marches forward, and our enduring affection and sense of pride for the looks and names of our teams continues to both bind and separate us. Let the debates rage, but we can probably all agree that Pliny the Younger and Calvisius Rufus would likely have appreciated the Ottawa Senators’ Roman centurion logo.

Chris Creamer and Todd Radom
June 2020
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ANAHEIM DUCKS

1993 – PRESENT



THE TEAM

In the autumn of 1992, a new arena was under construction within sight of Disneyland. After negotiations to attract the National Basketball Association’s Los Angeles Clippers had failed, the arena needed a tenant . . . and fast. It was around this time that Walt Disney Co. chairman Michael Eisner was having a good old-fashioned shower-think when it hit him: “…Maybe we would help Anaheim out,” he recalled later in a 2018 interview with The Athletic. It wasn’t because of success of the 1992 Disney hockey film The Mighty Ducks, as many would later believe, but quite simply in an effort “to be a good citizen of Anaheim.”

While many hockey-hungry markets have waited decades to land a National Hockey League franchise, Eisner and the Disney group only had to endure a few weeks. When the NHL’s Board of Governors gathered in Boca Raton, Florida, for their annual meeting on December 10, 1992, the Anaheim expansion franchise (along with an expansion team for Miami) was unanimously approved on the condition they could secure a deal to play at the new Anaheim Arena and sell enough season ticket packages to satisfy the league. Disney paid an expansion fee of $25 million to the league and another $25 million to the nearby Los Angeles Kings in exchange for setting up a new franchise within their territory. The Anaheim and Miami (later the Florida Panthers) franchises were the fourth and fifth expansion teams to be awarded by the NHL in just over two years.

The Mighty Ducks first-ever regular-season game was played less than ten months later, with the opener being held at the freshly coined and appropriately named “Pond” against the Detroit Red Wings on October 8, 1993. A fifteen-minute pre-game show worthy of the Disney name included a light show and a performance of the song “Be Our Guest” from the animated film Beauty and the Beast. The show cost more than $500,000 (that’s $33,333 per minute!) and was presented before a sellout crowd of 17,174; witnesses to hockey history, armed with the complementary duck-calls handed out before the game. On their first night, despite the pomp, the Ducks weren’t so Mighty on the ice, as the Red Wings scored three quick goals and the Ducks ultimately lost, 7–2.

[image: image]

General Manager Jack Ferreira sports Mickey Mouse ears while modeling the original Mighty Ducks of Anaheim home uniform in 1993.

Things turned around for the Mighty Ducks in the following years when future Hall of Famers Paul Kariya and Teemu Selänne helped the team make a “Cinderella story” run worthy of its own Disney film. They made it all the way to the seventh game of the 2003 Stanley Cup Finals before they were stopped by the New Jersey Devils. Just four years later, their first with “Mighty” removed from their name, the Anaheim Ducks won their first and only Cup Championship to date, a five-game victory over the Ottawa Senators in 2007.

THE NAME

The hockey world was first introduced to The Mighty Ducks courtesy a feature-length motion picture which hit theatres in October 1992. The film, released by Disney, starred Emilio Estevez as a lawyer who was sentenced to coach a kid’s hockey team (to fulfill a community service sentence for drunk driving!) that, by the end of the movie, would be known as the Ducks. The movie was a hit, earning $50.7 million at the box office—a cool $700,000 more than what the NHL charged Disney in expansion fees for the team.

Just two months after the film’s release, Eisner appeared at the NHL’s Board of Governors meeting wearing the green, purple, and yellow Ducks jersey from the film. Upon the result of the vote, Eisner wasted no time in sharing his pick for the name.

“Ducks are what we are going to call it unless I hear otherwise,” Eisner said to the Los Angeles Times. “Whenever I suggest the name ‘Mighty Ducks,’ six people tell me no hockey player will ever play for that team,” later admitting, “the trouble is, if we don’t win in three or four years we might be called the ‘Unmighty Ducks’—or worse!”

[image: image]

The Mighty Ducks wore their original uniform set for thirteen seasons, including a trip to the 2003 Stanley Cup Finals led by captain and future Hockey Hall of Famer Paul Kariya.

The following day’s LA Times claimed they received nearly 200 calls in the first twenty-four hours after the new team was announced, with 166 of those calls made to criticize the choice of “Mighty Ducks” as the team name. Callers suggested Thunder, Blades, Matterhorns, Earthquakes, and Tremors as better options.

Despite the negative reaction, Disney went ahead with the then unpopular name, making it official at a news conference on March 1, 1993. Eisner was joined on stage by new NHL commissioner Gary Bettman and Los Angeles Kings owner Bruce McNall for the announcement, with Mickey and Minnie Mouse also on hand. Bettman, Eisner, et al. announced the official name as “The Mighty Ducks of Anaheim,” and did so while tooting their wooden duck calls.

“It’s a quack—a quack heard ’round the world!” Eisner said, while Bettman noted that he’d “never been to a press conference like this one before.”

[image: image]

Anaheim briefly wore these unusual jerseys featuring their mascot “Wild Wing” as the NHL introduced a new third-jersey program in 1996.

Former NHL player Stu Grimson recalled sitting in his dressing room when he heard the name of the new team. He later told The Athletic.” [I] said to teammates, ‘can you believe they’re going to let them name them that? Imagine playing for that franchise?’ That’s generally how it works, I’m the lone Blackhawks player that moves to the Mighty Ducks.”

In 2005, Disney sold the Mighty Ducks franchise to Broadcom Corporation co-founder and Orange County resident Henry Samueli and his wife, Susan. Following the sale, the Samuelis announced they would consider a new name for the team. After a year of consulting season-ticket holders, during which two-thirds preferred a new name, and flirting with the idea of changing the name to either the Condors or Bears, Samueli announced on January 26, 2006, that the club would simply shorten its name to Anaheim Ducks beginning with the 2006–07 season.

“In selecting the name ‘Anaheim Ducks,’ we are respecting the heritage of a tremendous organization that has been a very important and visible part of the community,” Samueli said to the LA Times. Ducks winger Teemu Selänne added, “It’s really good the new owners are going to keep the Ducks name. Maybe the ‘Mighty’ was more about the Disney side of it.”

THE LOOK

The original Mighty Ducks of Anaheim logo made its debut to the world courtesy of NHL commissioner Gary Bettman on NBC’s Today show on the morning of June 7, 1993, ahead of a press conference held by the team later that afternoon. The logo featured an old-fashioned goalie mask in the shape of a duck’s head, placed on a black circle and green triangle with two crossed hockey sticks behind it. There were reportedly as many as a thousand logo concepts proposed for the inaugural look, with the bulk of those courtesy of Disney’s animation department and still more coming from their television and consumer product staff. The winning design was created by Disney artists Tony Cipriano and Fred Tio.

“We promised our fans we would deliver an exciting logo and we have done just that,” Eisner said at the unveiling. “It is one both our players and fans will be proud to wear. We ‘Goofy-ized’ Jason from Friday the 13th. We wanted something between ‘Disney-esque’ and hockey mean—not too light, not too silly.”

Anaheim’s burgundy, teal, silver, and white uniforms were shown off at this event, with white for home games and burgundy on the road. Both uniforms featured a diagonal teal slash going up from the bottom-left to the mid-right of the front and back of the uniform. Before even playing a game, the Ducks tinkered with their uniforms, swapping out the burgundy for dark purple. The team would, later on, change the name of their “teal” to “jade” without actually changing the color.

The new look—while unusual to the traditional hockey fan—proved to be a hit when it came to merchandise sales. Disney immediately began selling Mighty Ducks memorabilia across the country via its 225 Disney stores, as well as the souvenir shops at Disneyland. Within a year of the Ducks playing their first season, the league had reported record league-wide sales with the Mighty Ducks outselling every team—not only in the NHL, but in all of North American professional sports.

[image: image]

Corey Perry and Todd Marchant unveil the new black and gold Anaheim Ducks uniforms on June 22, 2006.

[image: image]

“A lot of people have said the name is stupid and the logo is stupid,” Disney Sports president Tony Tavares told the New York Times. “All l I know is the kids love it.”

During the Mighty Ducks’ third season, the NHL introduced a new uniform initiative allowing clubs to add an additional “third” uniform option to their usual two-jersey rotation. Anaheim was one of the first five teams to jump on board, adding a green jersey with the team’s mascot “Wild Wing” on the front shown leaping out of a sheet of ice. The new look made its debut on January 27, 1996, against the Los Angeles Kings, who were also dressed in their new, equally unconventional third uniforms. The uniforms were met with negative reviews by media and fans, and they naturally didn’t last long (both the Mighty Ducks and Kings dropped their new third jerseys immediately following that 1995–96 season).

In 2005, after Broadcom founder Henry Samueli and his wife, Susan, purchased the Mighty Ducks and announced their intention to rechristen the team as simply “Anaheim Ducks,” they turned to New Jersey–based Frederick & Froberg Design Office, as well as designer Brian Casscles, to develop the new look.

“We were on an aggressive timeline to develop the new identity, and during one of our presentations in a Newport Beach boardroom, I lined the four walls with dozens of concepts that included angry ducks, animated ducks, aggressive ducks, and ornithologically correct ducks,” designer Bill Frederick told the authors. “Around the board table were the owners, Henry and Susan, as well as all of the senior officers including Brian Burke, the new GM. While none of the approaches were resonating with the owners, there was a sudden interest in just one part of a concept that used a duck foot oriented as a capital ‘D’ as a holding shape behind a duck in flight. I pulled out a pad from my bag and started sketching. Henry and Susan immediately loved it.”

The new logo was unveiled—along with the new uniforms and colors—on June 22, 2006, and incorporated Frederick’s webbed “D” logo into a horizontal wordmark spelling out the full name of the team with a black, gold, and orange color scheme. The uniforms—black at home and white on the road—featured the wordmark across the chest with a gold diagonal stripe along the bottom as a nod to the original Mighty Ducks jerseys. The Ducks dropped the wordmark in 2014–15, opting for just the “D” logo as their primary look across the board.

In 2015–16, with the designs of the 1990s experiencing a resurgence in popularity, the Ducks brought back their original Mighty Ducks logo as a third uniform, now recolored to match the modern black, gold, and orange look of the team, ensuring the original Mighty Ducks would live on well into the twenty-first century. Quack.

[image: image]

Above: Bill Frederick’s original sketch for the Ducks’ new visual identity. Below and opposite: Outtakes from Frederick & Froberg’s 2005 design exploration.
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ARIZONA COYOTES

1996 – PRESENT



THE TEAM

The Arizona Coyotes—previously the Phoenix Coyotes—sprung to life from the plains of Manitoba as the Winnipeg Jets, charter members of the World Hockey Association (WHA), in 1972. The Jets were a WHA powerhouse, winning the league’s Avco Cup championship three times and making the finals five times in the league’s seven seasons.

The Jets joined the National Hockey League in 1979, and were playoff participants 11 times over their 17 NHL seasons. By early 1995, Winnipeg was the league’s smallest market. Buffered by soaring player salaries, a diminished Canadian dollar, and an old, outdated Winnipeg Arena, the Jets and local officials tried to broker a deal to save the franchise, though those efforts came up short.

In May 1995, a move to Minneapolis was considered to be “imminent,” but the arrangement collapsed due to a lack of solid financing. Another potential deal to keep the team in Winnipeg was floated but, again, those efforts failed. Finally, on October 18, 1995, Jets owner Barry Shenkarow officially announced the sale of the franchise to American businessmen Richard Burke and Steven Gluckstern. The Jets would play one final lame duck season in Winnipeg.

On December 19, 1995, the new owners held a press conference to declare that the franchise’s future home would be Phoenix, Arizona, and arrangements were made to play home games at the downtown America West Arena. Burke and Gluckstern, along with Phoenix mayor Skip Rimsza and Jerry Colangelo, owner of the MLB Diamondbacks and the NBA Suns, discussed the terms of the lease and held up a Teemu Selänne Winnipeg Jets jersey for the cameras. Observers noted the fact that the “Phoenix Hockey” logo, which accompanied them on the dais, featured purple—the official hue of both of Colangelo’s pro teams. The Winnipeg Jets played their final game on April 28, 1996, a home playoff loss to the Detroit Red Wings, 4–1.

The Coyotes’ first home game took place on October 10, 1996, in front of a sellout crowd of 16,210. Outdoor temperatures in excess of 100°F were no match for the boisterous crowd, who witnessed a win over the San Jose Sharks, 4–1. As fans imitated coyote howls, the home team was introduced to Warren Zevon’s “Werewolves of London,” and a snippet from the movie Wayne’s World, proclaiming “Game on!” played on the arena’s video boards. Robin Wilson, lead singer of the band Gin Blossoms (who were formed in Tempe in 1987), performed the national anthem.

[image: image]
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Phoenix wore this desert-themed third jersey featuring cacti and lizards from 1998 to 2003.

Phoenix’s America West Arena was not designed with hockey in mind—it featured more than 3,000 sight-obstructed seats, which proved to be a significant drag on gate receipts. Team losses were pegged at $20 million annually by 2001, and the Coyotes, led by a new ownership group which included Wayne Gretzky, announced a move to a new city-built arena in suburban Glendale. The Glendale Arena made its NHL debut on December 27, 2003. Commissioner Gary Bettman proclaimed it “the best arena in North America.”

Despite the shift, the Coyotes continued to struggle both on and off the ice. New owners came in and bled red ink, running up hundreds of millions of dollars in losses, and the team declared bankruptcy in 2009. A shift to Hamilton, Ontario, was rumored to be on the horizon. The franchise was then sold to the NHL. Against a backdrop of continual franchise instability (and more rumors of a potential relocation to Seattle, and even back to Winnipeg), the Coyotes cycled through multiple owners over the years but have continued to hold forth in their desert outpost. Despite all the turbulence, the team’s grassroots efforts to grow the sport at the youth level have finally taken root, a hopeful sign for this long-beleaguered franchise.

THE NAME

When the Jets’ relocation to Phoenix was made official in December 1995, a Name the Team Contest was announced. “Right now, they’re freezing somewhere in Canada,” read newspaper advertisements. “But by September of ’96 we’ll be calling the Winnipeg Jets our very own.” The grand prize was two lifetime season tickets.

Eight names were to be considered: the Wranglers, Outlaws, Coyotes, Renegades, Freeze, Mustangs, Jets, and Scorpions. A write-in option was also made available.

The team’s identity was revealed at an April 8, 1996, press conference at the America West Arena, attended by some 4,000 fans and the Stanley Cup. Chief operating officer Shawn Hunter did the honors, proclaiming “Coyotes” as the team’s moniker. More than 10,000 entries were harvested, with the contest winner announced as seventeen-year-old Brett Thornton. “It’s not as drab as a lot of other NHL names. I think it’s pretty cool,” he said of the name. Scorpions came in a close second, along with off-ballot names such as Dry Ice, Posse, and Phreeze.

In January 2014, the team announced that they were changing the name of the club to the Arizona Coyotes, a nod to the fact that they no longer played in downtown Phoenix. Team president Anthony LeBlanc said, “Becoming the Arizona Coyotes makes sense for us since we play our games in Glendale and the city is such a great partner of ours. We also want to be recognized as not just the hockey team for Glendale or Phoenix, but for the entire state of Arizona and the Southwest. We hope that the name Arizona will encourage more fans from all over the state, not just the Valley, to embrace and support our team.”

THE LOOK

The Coyotes went all in for their first visual identity.

At the same April 8, 1996, press conference—where they announced the new name, the team unveiled their logo. The unique primary logo, described as “an upright coyote wearing an extra-long hockey mask styled to resemble a menacing Hopi kachina figure from Northern Arizona,” generated all kinds of attention. The color palette of dark green, brick red, purple, black, and sand reflected the hues of the team’s new desert home.

“We internally refer to it as the ‘Coyoteman,’” said team COO Shawn Hunter of the stylized figure, in comments made to the Associated Press. “We think the logo is made with incredible distinction and sophistication. Not only does it capture the Southwest colors that we have, it also weaves in the ice hockey message.” The kachina approach made an impression, noted Hunter. “It screamed, ‘This is the one.’ We pursued a lot of different directions, but when we arrived at this, everybody started to feel comfortable.”

Team co-owner Richard Burke said to the AP, “I tested it on two really good fans in my home, ages ten and fifteen. The first day, they were looking at it like, ‘what is it?’ The second day, they were screaming about wanting to go show their friends.” He told the Arizona Republic that the conservative leadership at the NHL were not too keen on the look. “It was a stretch, but they like it now.”

The logo was the work of Campbell Fisher Ditko, a Phoenix-based design firm that had recently given Major League Baseball’s expansion Arizona Diamondbacks their visual identity. The agency’s Greg Fisher told the Republic, “It’s unique. We think it’s going to sell big.” He added, “The final character is aggressive, witty, and attractive to sports fans of all ages. Its personality will be fully realized through animation.”

In 2015, Fisher told foxsports.com, “As we were moving into this the league gave their opinion on the color palette they thought might work for a new NHL team and they were adamant about the logo. There were so many angry animals coming on board at that time that they were like ‘do not do an angry animal logo because we’ll never say yes.’”

In comments made to nhl.com in 2020, Fisher discussed some of the subtle details that were contained within the character, noting that “[m]ost people don’t realize that the Coyote is standing on a puck that’s flat down and that the overarching shape of the Coyote is an ‘A’ for Arizona, even though at the time [the team] was the Phoenix Coyotes.” He added, “That crescent moon obviously creates a ‘C’ for ‘Coyotes.’”

Fisher also noted that some of the early variations of the logo depicted a sunglasses-wearing coyote. “Hockey had never been in the Southwest before, so that was the whole reason for the sunglasses at the beginning—it’s so hot and sunny in the desert.” The Los Angeles Kings cribbed this idea several years later when they included shades on a hockey stick-wielding lion within their primary crest.

Some observers were perplexed and scornful of the decidedly unconventional look. Corky Simpson, writing in the Tucson Citizen, opined that the logo “looks like a two-headed dog playing hockey,” and “ancient graffiti scrawled on the tomb of an Egyptian pharaoh.”

The Coyotes’ uniforms were unveiled at an event held at the Hard Rock Cafe in Phoenix on the morning of August 26, 1996. Mike Gartner modeled the black road uniforms while Kris King showed off the home whites. Applauding the new look, King told the Republic, “The logo itself on a piece of paper doesn’t do it justice. Everybody was thinking about the Coyote, all the abstract designs, the skates and stuff. But I kept telling everybody, ‘Wait until it gets on a jersey and you’ll really see what it’s all about.’”

Rock legend Alice Cooper, a big sports fan and resident of the Phoenix area, received a jersey. “I think it’s awful nice you put my name on the shorts,” he joked, pointing to the manufacturer’s “Cooper” logo on the uniform pants.

The Coyotes’ moved to Glendale in 2003; an opportune moment to bring forth a refreshed brand identity, which was executed by Denver-based Adrenalin Design Group. A team press release said, “This evolution of the team’s brand mirrors the transition of the Coyotes organization that now combines the ultra-modern experience of the new Glendale Arena with the long-standing traditions of the National Hockey League. The new logos and uniforms reflect the aggressiveness and excitement of Coyotes hockey in the new arena while maintaining ties to the seven years of history that have been created in the Valley.”

The new look was the product of “18 months of extensive research and development.” It was unveiled at a September 3, 2003, press conference at the food court of the Arizona Mills Mall in Tempe, in front of a crowd of more than a thousand people. The team took out newspaper ads that trumpeted the changes.


Howling at the moon, this new coyote embodies the intensity and passion of our incredible fans while showing respect for our past. The colors brick red, desert sand and black are borrowed from the original logo while several key graphic elements are also carried over—notice the two-tone face with the zigzag black markings down the middle, the three pieces of mane and the triangular shape of the ear. The new logo continues to showcase the four triangles across the bridge of his snout, representing Four Peaks, a well-known geographical landmark in the Valley.



[image: image]

The Coyotes introduced an entirely new look in 2003. This identity change represented a clean break from their initial identity and it coincided with the team’s move to a new arena in suburban Glendale.

“These uniforms have a very traditional look, which is something we think our players, and especially our fans, will really enjoy,” Coyotes managing partner Wayne Gretzky told the AP. Gretzky, who was reported to be no fan of the original kachina theme, added, “[W]e wanted to create a classic jersey that our players and fans could be proud of and we are thrilled with the final product.

“We wanted to establish something that had the Valley [of the Sun] taste, had the Coyote intrigue and yet had the stature of the National Hockey League. To me it’s the greatest game in the world, and to be part of the NHL, to be a city in the NHL, is something very special,” said The Great One.

Forward Shane Doan told the Arizona Daily Star, “It’s more of a coyote. It’s not a fake drawing of one. It’s a real coyote. The jersey has a more traditional look to it, sort of a return to the old style. I like the old jerseys—they were different than any other jersey in the league—but change isn’t bad.”

Coach Bob Francis and winger Ladislav Nagy modeled the new uniforms, which, as Doan observed, represented a sharp departure from the old look. Nostalgia for the kachina never completely ebbed, however, and in 2018 the Coyotes brought back the originals as their designated third jerseys.

Doan, now retired, told azcentral.com, “It’s funny because in the beginning they were almost ahead of their time or not quite to the level of uniqueness that they are now. I was hoping that this would be the direction they go, because of the players that have played in those jerseys and the history behind it.”

The kachina look, much like the franchise itself, proved to have multiple lives after all.



ATLANTA THRASHERS

1999 – 2011



THE TEAM

Atlanta’s first foray into the ranks of the National Hockey League concluded with the Flames’ relocation to Calgary in 1980. By the end of the twentieth century, however, the city’s sports landscape was quite different. Atlanta served as host to the 1996 Summer Olympic Games, and baseball’s Braves were ascendant. Atlanta, the largest American television market without an NHL team, would soon be getting a new state-of-the-art downtown arena. The city’s quest for a new NHL entry was further buttressed by the involvement of Turner Broadcasting System and its parent company, media behemoth Time Warner.

On June 25, 1997, the NHL Board of Governors unanimously voted to award expansion franchises to Atlanta, St. Paul, Minnesota; Columbus, Ohio; and Nashville, Tennessee. Nashville took the ice first, in 1998, followed by Atlanta the following season, with Minnesota and Columbus joining the circuit in 2000.

The Thrashers made their NHL debut at home on October 2, 1999, in a 4–1 loss to the New Jersey Devils. A sellout crowd of 18,545 packed the new Philips Arena, and, despite the loss, the team was awarded with a standing ovation once the game ended. The Thrashers’ inaugural season went about as expected, with only 14 wins and a last-place finish in the Southeast Division. Even so, Atlanta was back on the NHL map and an enthusiastic fan base was beginning to develop.

Attendance remained strong over the course of the next few seasons, even if the on-ice product was of less than championship caliber.

In September 2003, Turner and Time Warner—now AOL-Time Warner after a $165-billion media mega merger in 2000—sold their interests in the Thrashers and the NBA’s Atlanta Hawks to an eight-man group of investors who called themselves “Atlanta Spirit LLC.”

The 2006–07 season represented the high-water mark for the Thrashers. The team averaged more than 16,000 attendees per game, and made the playoffs for the first (and only) time in their history, bowing to the New York Rangers in a first-round sweep. The team was consistently mediocre from there on out, winning 34, 35, 35, and 34 games over its next four seasons.

Atlanta Spirit’s stewardship of the franchise was never solid. The Thrashers, much like the Flames before them, hemorrhaged money, and members of the group feuded with one another. Rumors of a potential relocation began to fly.

Mark Bradley, writing in the Atlanta Constitution in April 1997, assessed the franchise’s future chances of success as a mortal lock. Touting Turner’s prospective ownership, he noted that the Flames left town because they were perpetually strapped for cash. “The new team,” he wrote, “will be the property of an empire on which the sun never sets. Ted Turner and Time Warner think globally but pay locally: No team of theirs will be allowed to go under, or, worse still, leave town.”

The Atlanta Spirit group, however, never had the deep pockets or the local civic commitment of Turner and Time Warner. On May 31, 2011, a deal was announced to sell the team to Manitoba’s True North Sports & Entertainment, who moved the Thrashers to Winnipeg, where they would be reborn as the Jets.

THE NAME

The Atlanta Thrashers were named in honor of Toxostoma rufum, also known as the Brown Thrasher—the official state bird of Georgia. “Thrashers” was a runner-up to “Flames” when the NHL expanded to the Deep South back in 1972.

The nickname was bestowed upon the team by its founder, media mogul and America’s Cup–winning skipper Ted Turner, who also founded CNN. Turner was all in on “Thrashers” right from the outset of Atlanta’s efforts to land a new NHL team.

[image: image]

“Ted got his way,” quipped team president Harvey Schiller. “We were walking somewhere and he turned to me and said, “You know it’s Thrashers. I immediately called the lawyers and had them register the name.” Schiller said that he sent an e-mail to his staff that said, “Forget any name research. It’s the Thrashers.”

Turner’s wife, actress Jane Fonda, said that her husband first discussed the name while riding horses with her at their Montana ranch.

Not everyone was thrilled with the team’s tribute to the diminutive songbird. Local hockey fan Liz Shaw told the Constitution, “My two nephews and I think it shows they’re going to be a bunch of sissies.” On the other hand, E. J. Williams, a Georgia biologist and bird specialist, told the newspaper, “They’re a real strong bird, real aggressive…they’ll fuss over you.”

An additional dollop of local relevance was accorded by the fact that Atlanta was once informally called “Thrasherville” in honor of “Cousin” John Thrasher, who built a settlement in 1839 in what is now downtown Atlanta.

One final bit of business needed to be attended to before the name was secured. In February 1998, the franchise reached an out-of-court settlement with Thrasher magazine, a skate-boarding publication, before officially launching the look of the new team.

THE LOOK

The Thrashers unveiled their logo at a press conference, held in the atrium of Atlanta’s CNN Center, on April 23, 1998. A crowd of 2,000 witnessed the event, which featured interviews with former members of the Flames and a video of NHL highlights.

The emblem featured a stylized representation of a scowling thrasher, depicted in profile, formed into a tight, tornado-like vortex, rendered in five colors: Capital copper, Georgia bronze, Peachtree gold, Atlanta midnight blue, and Thrasher ice blue.

New York’s Sean Michael Edwards (SME) was credited with having created the identity. SME’s body of work was formidable. They were responsible for the New York Islanders “fish sticks” look, as well as the identities for the Florida Panthers, Minnesota Wild, and a host of other teams across all four major North American pro leagues.

Derek Schiller, the team’s vice president of sales and marketing, said that the team reviewed more than a thousand potential logos before landing on the final version.

“We look at this as the real beginning of our franchise,” Dave Maggard, vice president of administration for Turner Sports, told the AP. “Now,” he said, “People have something they can identify with.”

Maggard added, “We didn’t want to have a silly comic book character or a weak-looking logo…the idea was to have a bird, yet at the same time a bird of prey. That’s a bird that will go after more than worms.”

On April 24, 1997, when Turner was closing in on the new franchise, the Constitution quoted Turner as saying, “They’ll wear brown and white, and they’ll thrash people.” SME nixed the brown, which was deemed to be “too bland” for the dynamic sports logo landscape of the coming millennium. “The people at SME tell us that the hot new colors are bronze and gold,” said Maggard.

The Thrashers’ livery was decidedly modern and more than a bit unconventional, with the team’s primary logo worn on the home sweaters and an alternate logo on the road. In 2003, the Thrashers broke out asymmetrical light blue alternate sweaters that featured the city name “Atlanta” cascading vertically down the left sleeves. This look proved popular with the Thrashers fan base during their final seasons. The club embraced the love for the new colors by making the light blue jerseys their full-time home set while adopting the team motto “Welcome to Blueland”—a move that included a recoloring the stanchions between the panes of glass light blue instead of the usual silver. This would end up being the uniform that they wore for their final game, on April 10, 2011, a 5–1 home loss to the Pittsburgh Penguins.

[image: image]

Atlanta’s original road uniform employed their secondary “T” logo on the front; a third jersey introduced in 2008 went with numbers.


[image: image]




BOSTON BRUINS

1924 – PRESENT



THE TEAM

America’s first NHL team, the Boston Bruins, were officially born on November 1, 1924; a new expansion franchise which was awarded to New England grocery store mogul Charles Francis Adams for a reported $15,000.

The Bruins’ first game took place a month later to the day, at home against their expansion-mates, the Montréal team later designated the Maroons. A “comparatively small crowd” witnessed the game at the Boston Arena, a 2–1 Bruins win, and with that the franchise was on its way. The Boston Globe deemed it “an auspicious start.”

The team was, as many new teams are, a disappointment during that first season. Things improved in year two, and, in 1927, the Bruins ascended all the way to the Stanley Cup Finals, where they were defeated by the Ottawa Senators. Enthusiasm for the team began to swell, and, in 1928–29, the team moved into a new arena, the Boston Garden. They also won their first Stanley Cup that season with a Finals victory over the New York Rangers.

Cup triumphs in 1939 and 1941 were followed by a few bright rays of sunshine, with several Finals appearances along the way, though only four winning campaigns between 1947 and 1967. The franchise was faced with fiscal ills during this era, too, and their long-neglected farm system suffered.

A savior would soon appear in the form of defenseman Bobby Orr. A native of Parry Sound, Ontario, Orr made his Boston debut in 1966 at the tender age of eighteen, changing the face of the team, the league, and the sport itself. The Bruins won the Cup in 1970, with a soaring Orr tallying the winning goal against St. Louis in overtime of Game Four. The team delivered another Cup in 1972, defeating the New York Rangers in six games.

The final decades of the twentieth century saw the Bruins participate in the playoffs in 29-consecutive seasons, from 1967–68 through 1995–96. They moved out of the outdated and deteriorating Boston Garden and into a new facility, the Fleet Center, a mere nine inches to the north of the old arena, in 1995.
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