











HOW MANY ITEMS DO PEOPLE OVWNe

In the study, respondents were asked how many logoed
items they currently had in their homes and/or offices.
As indicated in the accompanying charts, people in the U.S.
own an average of 9.8 promotional products.

The number varies according to U.S. region, country,

gender, race, age and political offiliation.

Nationwide, Republicans

have more products than Democrats.
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[ Western U.S.J@Nationwide |

In the Western regions, including Texas,
Republicans own more.

Midwesterners own the most
promotional products.

Number of Products Owned
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Among U.S. consumers, Asians have the most ad specialty products.
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15% of Asian consumers report having 21 or more products.

U.S. Males U.S. Females

Males aged 55+ own the greatest number of ad specialties.

Ad Specialties Ownership Around the World
average number of items owned
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The market in Mexico is still developing.
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What happens when you ask 2,000 people the following: “When you receive a
promotional product, how do you feel about the company that gave it to you?”
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»Section Three

PROMOTIONAL PRODUCTS MAKE AN IMPRESSION

For this section, the average number of impressions each promotional product receives was calculated. The number

of impressions a product makes was derived from multiplying how long a recipient has the product to how many people

they come in contact with each month while using it.

In the U.S., bags continue to generate the most impressions (5,772) of any item measured in the study. This is because

bags are used often in public places where they can be seen by many people. Other items that deliver a large number of

impressions are writing instruments, hats, outerwear and shirts.

The accompanying charts illustrate the top five products, by country, that deliver the most impressions:
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bags generate the most impressions by far.
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While the exact ranking of impressions changes somewhat from location to location, the overall list of products

generating the most impressions is consistent. Wearables consistently deliver a high number of impressions, and in the
U.S., bags deliver the most impressions every year.

ltems that create the fewest impressions tend to be those intended mostly for one person, such as health and safety

items and USB drives. The value of these items is more in the connection they make with the user than the total number
of impressions generated.
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Distributors should work with clients to determine the goals of their campaigns and the connection they want to establish
with the infended recipient before selecting the right vehicle to deliver their message. Taking into account the number and
quality of the impressions generated, in addition to some of the demographic considerations shown earlier in the report,
gives the distributor the opportunity to serve as a consultant rather than an order taker.
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AD SPECIALTIES ARE COST-EFFECTIVE

Advertising specialties remain less expensive per impression than most other forms of advertising.
The investment in ad specialties is modest, more targeted and allows for much greater levels of interaction with
consumers than other forms of advertising.

As the chart on this page illustrates, promotional products have a lower cost per impression in the United States than
prime-time television advertising, national magazine advertising and newspaper ads, and a similar CPI to radio and
Internet advertising. Plus, while all of these other forms of advertising are often passive, advertising specialties allow
for much more active interaction, such as

storing valuable information on a USB Ad specialties are highly cost-effective.

drive or carrying groceries or other items

around town in a promotional bag.

. NEWSPAPERS
Also, consider that when consumers
receive advertising specialties, they are

often the exact market segment the

advertiser is trying fo reach. Banks aren’t :
simply mailing out pens to consumers of

all ages from all areas, whether or not they

have a branch there. Rather, they are

giving out the pens only to current or

prospective customers |n"rhe geographic Nl
areas that they serve. This targeted MAGAZINES
approach to advertising is much more
difficult, if not impossible, to achieve in

.. TARGETED
other forms of mass market advertising. MOBILE

More good news: The cost for
advertising specialties is not expected to
increase markedly in the next few years,
making them a more stable, reliable and
innovative way for advertisers to reach
consumers.

Even more good news: Consider that
the cost of producing a 30-second radio
or television commercial is often out of
reach for all but the biggest advertisers.
Many would have their entire advertising
budget eaten up before they even

aired the commercial more than a few
times. This isn't frue with advertising

AD SPECIALTIES

specialties. Companies from the smallest
local businesses to the largest Fortune
100 companies have access to the

best that the advertising specialty business
has to offer.

The cost per impression of an ad specialty is better
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OVERALL OPINION OF ADVERTISING MEDIUMS

When asked what types of advertising they PROMOTIONAL PRODUCTS
like best, consumers under 55 are the most highly regarded
prefer PROMOTIONAL PRODUCTS. form of advertising.
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PROMOTIONAL PRODUCTS
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The World Deciding between PROMOTIONAL PRODUCTS
Remembers or Internet advertising®@
Consider this....
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worldwide.
Recall is highest for apparel items, as 85% Consumers are nearly 2.5x more likely to
recall the advertiser that gave them a shirt or hat. have a positive opinion of promoho.nlql
products compared to Internet advertising.
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