
The Power of
Promotional Products



• Promotional products are a sensory 
medium. Unlike other media, they can 
focus on one or more of our five senses.

Why Promotional Products?



What is a Promotional Product?
• Items used to promote a product, service or 

company program including:
– advertising specialties 
– premiums
– incentives 
– business gifts
– awards 
– prizes 
– commemoratives
– other imprinted or decorated items



Advantages of Promotional 
Products

• Audience Focused
• Sensory
• Tangible and long-lasting
• Impact easily measured 
• Easily distributed (viral)
• Higher perceived value
• Complements targeted marketing
• Complements other advertising media



How Big Is The Promotional 
Products Industry?

As of 2006, more than $18.8 billion 
annually

Top Product Categories
1. Wearables
2. Writing Instruments
3. Calendars
4. Desk/Office Accessories 
5. Bags
6. Drinkware
7. Recognition
8. Sporting Goods
9. Houseware

10. Stickers and Decals



Why Are Promotional Products 
Powerful?

• Unique ability to build a relationship with 
the recipient
– Once you accept the product – we have 

a relationship.  That relationship will 
continue throughout the useful life of the 
product.

– Your relationship with most other media 
begins when you see it and ends when 
you look away.



Promotional Products Have The 
Power To…

• Convince you to change your behavior
• Convince you to actively engage with us

– Take our products home
– Keep them
– Use them – again and again



Start With The End In Mind

• Identify the behavior we want changed or 
the action we want taken

• Identify the product that will motivate 
change

• Package it properly for maximum impact
• Get it into the hands of our target audience



Promotional Products:               
Impact, Exposure And Influence
A Survey of Business Travelers      

at DFW Airport



• Reach
– 71% of business travelers randomly 

surveyed at DFW Airport reported 
receiving a promotional product in the 
last 12 months

– 33.7% of this group had the item on 
their person – a coveted location for 
advertising



• Recall
– 76% of respondents could recall that 

advertiser’s name on the product that 
they had received in the past 12 months

– In comparison, only 53% could recall the 
name of a single advertiser from a 
magazine or newspaper read in the past 
week!



• Recall
– 52% of respondents did business with 

the advertiser after receiving the product

– Of those that have not done business, 
almost half said they were more likely to 
do business with them

– 52% said their impression of the 
company was more favorable since 
receiving the item



• Recall
– 73% said they used it weekly

– 45% said they used it daily

– 55% said they keep their promotional 
product(s) more than a year
• 75% said it was useful
• 20% said it was attractive

– 25% said they passed it along to 
another



• Conclusions
– Promotional products furnish advertisers 

with advantages not available in other 
media:

• High recall where the name of the advertiser is 
remembered

• Repeated exposure to the advertising message 
because of length of time the item is kept

• A favorable impression of the advertiser, resulting 
in a propensity to do business with the 
organization giving them the item



Why Promotional Products?

• ‘Traditional’ media frequently misses the 
mark when it comes to reaching specific 
demographics.

Television Billboard Newspaper



Why Promotional Products?

• The value of promotional products is in 
their ability to carry a message to a well-
defined audience.

Pill Case Memory Stick Plush Animal



Why Promotional Products?
• Promotional products are a sensory 

medium. Unlike other media, they can 
focus on one or more of our five senses.



The Sixth Sense:  Pride of 
Ownership



Here’s the challenge:

• Name another advertising medium that 
touches on all 5 senses.



Here’s the challenge:

• How about one that can move with you?
– Online ads stay online
– Print ads stay on paper
– Radio ads stay on the airways



Here’s the challenge:

• What about one that can be adapted to 
your lifestyle?
– Kitchen
– Office
– Car



New Advertising Challenge:
Emergence Of Ad Avoiders

• 2007 study conducted by Microsoft and 
Starcom found that 10 – 15% of adults 
between 17 and 35 years old are “Ad 
Avoiders”
– They don’t like advertising
– They find it “annoying”

• Source: Brandweek, Mike Shields, 2/19/2007



How Can You Reach Avoiders?

• 12% of avoiders watch less than one hour 
of TV per week versus 3% among non-
avoiders

• Avoiders index low for listening to the 
radio and reading magazines

• Source:  Brandweek, Mike Shields, 2/19/2007



Opportunity for              
Promotional Products

• Promotional products have the unique 
ability to engage the recipient

• Unlike traditional media that interrupts
• Promotional products engage



Promotional Products Key 
Ingredient In Integrated Marketing

• New study proves the addition of 
promotional products actually increases 
favorability ratings toward ads among the 
same key 18-34 year old demographic 
group!



Key Demographics Studied
• In 2006, researchers at Louisiana State 

University and the University of Texas at 
San Antonio utilized a group of 18-34 year 
olds to study:
– The effectiveness of promotional products
– Compared that effectiveness to television and 

print advertising



Results
• Key finding  - adding a promotional 

product to the media mix generated 
favorable attitudes towards the ad in all 
cases (up to 44%);

• Increased brand interest (69%);
• And created a good impression of the 

brand (84%)



Advertising Effectiveness of 
Integrated Campaigns

• Integrating a promotional products with the 
TV commercial outpaced the two other media 
along in message credibility and referral 
value.

• Integrating a promotional product with TV and 
print ads increases the referral value and 
message credibility.



Synergy
• A promotional product as an ad medium 

generates more positive attitudes toward 
the product than exposure to a TV 
commercial in conjunction with a print ad

• In all cases, integrating a promotional 
product with a TV commercial and print ad 
is more effective that the use of:
– A promotional product alone
– TV and print ads in combination



In A Nutshell…
• Promotional products:

– May be effectively employed as a stand-alone 
advertising medium

– Add to the media mix to create impact
– Are a source of useful information
– Enhance impressions about both the brand 

and product
– Contribute to consumer intent to buy



Why Are Promotional Products 
Powerful?

• Traditional advertising disrupts the passive 
recipient’s environment

• Promotional products are either accepted 
or declined in an active fashion by the 
recipient

• The recipient’s environment is often 
enhanced by the addition of the 
promotional product.



Designing and Delivering a 
Promotion Experience

• Theme the experience
• Harmonize impressions with positive cues
• Eliminate negative cues
• Mix in memory hooks
• Engage all five senses



Eliminate Negative Cues

• Creating a great 
incentive experience 
means eliminating 
anything that 
diminishes, 
contradicts or 
distracts attention 
from the theme.

• Eliminate trivial 
messages.



Mix In Memorabilia

Promotional Products:
The New Medium of the 
Experience Economy!
If you’ve created an 
experience, you’ve 
created a memory.
The right promotional 
products are the HOOK 
that embeds the 
memory and maintains 
the experience.



It’s not what a product does, it what 
a product means…

• Tangible artifacts of 
the experiences 
people want to 
remember, or

• That you as a 
sponsor want them to 
re-live, remember, 
re-experience.



If the promotion experience is great, 
your audience will want to remember

• If you offer anything 
anyone wants to 
remember, they will 
value your 
promotional products 
to commemorate 
their experience.



Don’t Just Plan a Promotional 
Program - Stage It!

• Creating brand-building, people moving         
programs requires Experience Creation.

• Script it.
• Stage it.
• Commemorate it!



How Do You Use Promotional 
Products To Engage People To 

Build Brand Experiences?



Using Promotional Product 
In Pre-Show Marketing To 

Increase Booth Traffic
2004 Georgia Southern 

University Study



• Georgia Southern University 2004

• Pre-reg list of attendees for a 379 booth 
tradeshow

• Sample of 797 pre-registered attendees drawn 
from list of 2,000

Research Study Background



Research Study Background
• Sampling was divided into three groups. 

– Group A: Postcard invitation to visit the 
exhibitors booth

– Group B: Received an inexpensive 
promotional magnet imprinted with the 
exhibitors logo and an invite

– Group C: Received a postcard offering a t-
shirt for redeeming postcard at the exhibitor’s 
booth



• Control group was on-site registrants
• After the event, each exhibitor provided their 

attendee list
• Attendee lists were compared to determine 

which incentive type generated more traffic (and 
potentially greater number of sales leads)

Research Study Background



Study Results
• Pre-show mailings with 

promotional products 
proved more effective 
than mailings without.

• Of those that visited the 
booth :

• 23% received invitation 
only

• 36% received postcard & 
magnet

• 41% received t-shirt offer
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Study Results
• 78% more people responded with the t-shirt offer 

than the postcard alone
• 57% more people responded to the magnet than the 

postcard alone
• Including a promotional product (or an offer) with a 

pre-show mailing increases the likelihood of the 
attendee stopping by the booth to see the exhibitor’s 
product

• As a general rule, promotional products of greater 
value generate more sales leads than products of 
lower value



Study Results
• Using promotional products in conjunction with 

pre-show mailings make effective tools to inform, 
remind and persuade attendees to at least stop 
by a booth, which increases traffic to these 
booths

• Greater traffic to a booth generates greater 
potential for more sales leads



Partnership in Practice

• Case Study: Kelloggs
– Cat in the Hat
– Finding Nemo

–Objective
–Timing 
–Results
–Exposure to Risk



Bringing Characters to Life

• Bringing the ads off of 
the screen, off of the 
newspaper and into a 
place in the 
consumer’s life.



Bringing Entertainment Home



Anything Can Be A        
Promotional Product



Shawn Pre-sold                   
Wallace & Grommit



Feeling Grrrreat!



The Medium of Engagement

• What counts is not so much what 
promotional products are, but what they 
accomplish as a medium to achieve 
engagement, communication and 
integration results.

• It’s not what a product does.  It’s what it 
means.

• It’s not what an advertisement says.  It’s 
how it makes them feel.



Please call for an appointment!




