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Don’t Make a Mistake!

Make more money3

Get paid faster3

 life more, leave the stressful administrative and financial work to K&B and get more  
time for family, friends and business growth. You will love the freedom knowing K&B  
is behind you. Never worry about credit risk, product liability or cash flow again.
• K&B is the original. The first promotional distributor.
• K&B is the largest organization of independant business owners.
• K&B is the most financially stable distributor.
• K&B is family owned and family run.
• K&B is right for you.

You don’t have to choose between great lifestyle and top earnings – with K&B you get both.

Enjoy

          Contact us in complete confidence. Our experienced 
executives welcome the opportunity to speak with you. Personal  
private meetings are available at all major industry shows. Complete  
confidentiality is always maintained.

1-888-698-1684  or visit www.comparekaeser.com
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At the beginning of this year’s

Summit—PPAI’s most well-attended

educational event ever—I asked the 185

attendees how many had “compliance” in

their job title.  Except for the CEOs and

service providers in the room, the answer

was nearly everyone. Wow! What a sea

change this is from our first Product

Safety Summit five years ago when almost

no distributors or suppliers had dedicated

compliance staff and the industry was still

trying to sort out what product safety

meant.  Things have changed indeed. In

our session on best practices, we heard

from large and small distributors alike

who vet supplier compliance thoroughly,

seek out independent certification of sup-

pliers and actively direct orders to suppli-

ers who have the most comprehensive

compliance programs. And since rigorous

compliance, factory audits and product

testing is very costly, the price of entry for

success at the highest level in our industry

has gone up dramatically.

Change is not just occurring in com-

pliance. Technology is rewriting the rules

for success in our industry just as it is in all

others. While overall sales in our industry

grew by a scant 1.1 percent in 2014 versus

2013, online sales grew by a massive 33

percent in that same period. Direct online

promotional product sales rose to $800

million in 2014—four percent of total

industry sales—and will continue to grow

as more industry players and, quite possi-

bly, well-funded non-industry players, offer

compelling online solutions. 

This is consistent with an April 2015

Forrester Research study entitled “Death

of a (B2B) Salesman,” which predicts

that a million business-to-business sales-

people in the United States will lose

their jobs by the year 2020 as more and

more customers opt for self-service e-

commerce websites. In a related article,

Forbes magazine noted that nearly 75

percent of B2B buyers now say that buy-

ing from a website is more convenient

than buying from a sales representative.

Further, 93 percent say they prefer buy-

ing online rather than from a salesperson

when they’ve decided what to buy. 

Forrester contends that salespeople

who are essentially “order takers” will fare

the worst while those engaged in “con-

sultative selling” will do the best. The

Forbes article added that in a technolo-

gy-driven world, companies will need to

become “omni-channel,” meaning they

need to provide the seamless purchasing

channel their customer prefers—whether

by an in-person sales call, web browser,

tablet or smartphone, telephone, Skype,

chat, text or email, social media, or

through a brick and mortar showroom. 

Harvard Business Review added a

hopeful perspective on the Forrester

Research in an article titled, “B2B

Salespeople Can Survive if They

Reimagine Their Roles.” In part, the arti-

cle said: Today’s field salesperson should

be an educator, negotiator, consultant,

solution configurator, service provider and

relationship manager. They are integral to

discovering the “something more” that

customers want. As customers will tell

you, a salesperson must add value by

becoming part of the product or solution.

In a full-day strategic planning ses-

sion earlier this year, David Nicholson,

president of Polyconcept North America

(PCNA), led the PPAI board in a deep-

dive discussion into these and other dis-

ruptive changes that are already happen-

ing or potentially threatening our busi-

nesses, our industry and our association.

The discussion focused on changes

resulting from the combination of glob-

alization, technology and demographics,

How Close Is The Tipping Point
For Our Industry?

PERSPECTIVES

4 • PPB • NOVEMBER 2015

AVING RETURNED FROM PPAI’s most recent, highly acclaimed Product Responsibility
Summit, I am more and more convinced that our industry is inching closer to a tipping point,
where the standards required for a successful promotional products business are materially dif-

ferent than those of just a few years ago. I raise this point now, before it becomes universal, because as chair
of our 11,000-member association, it is my hope that all PPAI members emerge as winners in this brave new
world. However, I fear that unless everyone ramps up their efforts to evolve, that may not be the case.

Rick Brenner, MAS+ PPAI Chair of the Board

PERSPECTIVES

HH

Continued On Page 80
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Product Responsibility Summit
Wins Praise

PPAI’s Product Responsibility
Summit—formerly Product Safety
Summit—drew professionals from across the
promotional products industry to Bethesda,
Maryland, September 28-30 for education
on pressing product safety issues and unpar-
alleled access to the Consumer Product
Safety Commission and its leadership. 

My experience at the PPAI

Responsibility Summit was extremely

positive. I am thankful to have had the

opportunity to attend on behalf of

Proforma as I am new to the company

and new to the promotional products

industry. After speaking with several of

my suppliers over the phone, it was so

nice to finally be able to put a face with

a name and make some great new con-

tacts as well. The sessions were interest-

ing and informative, and I will be able

to take that knowledge back to my

organization and put it into practice.

Chairman Kaye’s panel was my favorite

and I feel honored to have been able to

take part. I truly cannot wait for my

next PPAI show as I will look forward

to seeing all of these wonderful people

once again.  

Rachel Meyer
Promotional Products Specialist
Proforma
Independence, Ohio
UPIC: PROFORMA

What a great event this year’s

Product Responsibility Summit was in

Bethesda. PPAI is a true leader in creat-

ing and fostering all things regarding

product responsibility for both suppliers

and distributors; the resources and tools

your association provides to the industry

are exceptional. 

Julie Herb
Material Manager
Hub Pen Company
Braintree, Massachusetts
UPIC: HUBPEN

This year’s Summit was exceptional.

The content was fresh, practical and

sophisticated. I think everyone who

came took home some key points for use

back at the office.  

Joe Cade
Vice President and General Counsel
BIC Graphic USA
Tampa, Florida
UPIC: BIC
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Send feedback on articles in
PPB or opinions on industry
issues to JamesK@ppai.org.
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PROFILE

A BETTER BOTTOM LINE
FOR GILL THORPE, VALUES COME BEFORE PROFITS

BY JULIE RICHIE

EXT YEAR MARKS the 20th anniversary for Gill Thorpe’s UK-based distributorship, The

Sourcing Team, Ltd. (UPIC: SOUR0004), a company she founded around her passion for cre-

ating fully customized products for marketing campaigns.

She started her career at a marketing agency, buying merchandise for major brands, and then moved to a

small distributor (called a gift house in the UK), where she set up a bespoke (a British term meaning custom)

division. “That was the piece I really loved, creating something unique where you work with design and then

source materials and find the right factory,” she says. She became a director at the gift house and soon she and the

other directors realized that the business was going in two different directions—standardized promotional stock

products (such as what you buy from a catalog) and those that were sourced (bespoke). They decided to split the

business. That’s when she created The Sourcing Team to focus on customized solutions. As the business evolved

she added standard promotional

items because “in reality, you have to

have both,” she says.

Business Values
Thorpe is passionate about cor-

porate social responsibility and her

company is on the front line of

compliance, ethical buying and

product safety. “Risks are getting big

in working with the wrong type of

factory, with unsafe products or

products that don’t demonstrate

sustainability or business diversity,”

she says.

NN

Gill Thorpe (back middle) and the rest

of The Sourcing Team celebrate 2014

Promotional Products Week.
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To ensure that her company stays on top of all the changes in the

compliance and ethics areas, she has two other directors and they all

specialize in certain areas. “Sharon Childs is the head of sustainability.

Becky Fluery is head of compliance. And I’m in the ethicability and

supply chain procurement space. Each of us is constantly growing our

knowledge in those areas. But actually I have to grow my knowledge

in most areas because I have to guide the team,” she says.

When working with customers who call and ask for a product

they’ve seen on the internet, Thorpe explains that she will be happy to

get the product for them through one of her approved suppliers, which

may be more expensive because the product is responsibly sourced. If

the client only cares about the cheapest item from a manufacturer that

Thorpe finds to not be compliant, she politely declines the order and

invites the customer to try them again on a future order. “If we break

our values once, then there’s no point of having any values,” she says.

But, she adds, most customers end up agreeing with her insistence on

only buying from approved suppliers after she asks, “What is the cost

to your business of purchasing a non-compliant product from an

unethical source?”

Managing Factory Audits
If you’re going to work with factories anywhere, you need to do

your due diligence, Thorpe says. One of the ways she manages risk is

by working with Sedex to manage factory audits. Sedex is a company

that centralizes factory audits to reduce the “factory audit fatigue” that

used to occur when major retail brands in Europe wanted to audit fac-

tories in person, slowing production. “Sedex provides a platform and

tools to help you capture all the information you need on a factory.

You can see and check the audit from the factory you want to use and

share that information with your customer,” she says. 

She acknowledges that while U.S. distributors might not feel com-

fortable sharing factory information with their clients because of the

structure of the industry, “I think there’s no way around it.

Transparency is here and it’s staying. This is why you need to stand

out as a company. As long as you’re adding value all the way down that

chain, and you’re bringing expertise and protecting your client from

risk, then you have a place.”

Finding The Right Focus
With the industry changing at lightning speed, Thorpe says it’s

not enough to have expertise in multiple areas such as import, design,

project management, sustainability, compliance, distribution and global

distribution. “You also have to differentiate yourself, which is what I

hope we’ve done,”

she says of The

Sourcing Team’s

positioning as a

corporate social

responsibility

expert.

For instance,

sustainability is

one of Thorpe’s

guiding principles.

“I want the pro-

motional products

I choose to be rel-

evant, safe and

have a reasonable

lifespan and an

end-of-life dis-

posal plan.”

Thorpe doesn’t

just talk the talk.

She walks it too, through involvement in industry organizations such 

as the British Promotional Merchandise Association (BPMA), where

she served on the board for 19 years. She also serves as a fellow of 

the Chartered Institute of Purchasing and Supply (CIPS), a global 

procurement institute that shares best practices, codes of conduct 

and training.

Current Challenges
Being a global company and keeping up with the pace of change

are the biggest challenges faced by The Sourcing Team today, and

Thorpe has found partnering and diversification to be effective solu-

tions. Just like in the U.S., many distributors in the UK specialize in a

certain industry, but Thorpe has done just the opposite. “We like to be

in different sectors to protect us from any one industry having prob-

lems,” she says. And in the last recession, that strategy paid off. Her

business grew while many distributors that had specialized struggled.

“It’s a very exciting market with some very exciting local and

global opportunities. The challenge is finding the right space for you.

I think we’ve found that space but to be where we are has been very

hard work.” 

It’s that hard work that they will celebrate during a big 20th

anniversary party in 2016.
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Thorpe (left) recently received an award from

Senator Pens UK for continued Premier League

business, meaning consistent business growth

with a preferred supply partner.
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W
HEN CONTESTANTS ON NBC’s popular reality
show “The Voice” choose No Doubt lead vocalist
and fashion icon Gwen Stefani as their coach, she

hugs them and hands them a promotional “Team Gwen” t-
shirt. Psychologically, the strategy is smart. With each shirt she
hands out, she immediately connects each new person to the
team brand. One new Team Gwen team member gushed as he
walked off the stage, “And I got a t-shirt!” 

There’s something about promotional t-shirts that can cre-
ate an incredible emotional connection between the wearer and
the brand. “[Branded t-shirts] can reflect who we are—whether
that’s where we’ve been, what groups we’re a part of, or a cause
we believe in. They are both conversation starters and bill-
boards,” says John Spivey, market-
ing manager with Hanes Branded
Printwear (UPIC: HBIINC).
With the right fit, message and
design, t-shirts have major mar-
keting power. “A t-shirt that’s
worn again and again makes your
brand part of the fabric of some-
one’s life,” says Spivey.

While the basic, unisex t-
shirts of yesteryear may have
their place in certain types of
promotions, today’s most
desired t-shirts are a little more
sophisticated. “Consumers are
trending toward more stylish,
form-fitting tees rather than
the inexpensive, boxy
options,” says Kevin Johnstone,
director of marketing and brand man-
agement at supplier FPS Apparel (UPIC:
FPSAp644).

“But [a more contemporary fit] cannot
mean a t-shirt is so stylized that it only fits the
very thin,” Spivey adds. “It should still fit real
people.”

While standard screenprint or embroidery will
always be a solid option, companies are looking for

ways to stand out from the crowd, and creative decorating tech-
niques are helping businesses shine. “Our clients want unique
customizations outside of common screenprints and embroi-
deries. Custom pockets, sublimation and allover screenprinting
are some creative options that seem to be growing in popularity
for us,” Johnstone says.

Whether through innovative fabric, custom decoration, flat-
tering fit or specific function, the basic t-shirt is anything but
basic these days. 

JULIE RICHIE IS ASSOCIATE EDITOR FOR PPB.
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BRAND CONNECTION IS AS SIMPLE AS ONE, TWO … TEE  BY JULIE RICHIE
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Xpression Pocket Spice up your t-shirt with a pocket customized
with any logo in unlimited colors and placed wherever you wish.
You can also choose a solid pocket or stock pattern pocket. Made
from 100-percent preshrunk softstyle cotton fabric, this shirt is avail-
able in men’s or ladies sizes S-3XL. FPS Apparel UPIC: FPSAp644

www.fpsapparel.com

T-SHIRTS

Sport 100-Percent Polyester T-shirt The
whole family can sweat it out—and look good doing
it—in this shirt with advanced moisture management
performance and odor control. For sublimation 
printing options, this shirt is ideal. Choose from
youth sizes S-XL and adult sizes S-3XL. Jerzees

UPIC: CROS0002 www.jerzees.com

Heavy Cotton HD 100-Percent
Cotton T-shirt The feminine neckline

and slight contouring of this shirt ensure a
flattering fit. Available in sizes S-3XL in high-

density fabric for exceptional print clarity. 
Fruit Of The Loom UPIC: FRUI0001

www.fruitactivewear.com

These T-Shirts 
Take Center Stage

201511_Eye On Apparel_PPB 2013  10/21/15  9:12 AM  Page 13

http://www.fpsapparel.com/
http://www.jerzees.com/
http://www.fruitactivewear.com/


Trend Talk

H
ANES BRANDED PRINTWEAR MARKETING Manager

John Spivey says today’s savvy customers expect more from their

apparel. In keeping with those higher expectations, Spivey says

he expects to see a focus on the following trends in 2016:

Premium
Customers expect more, and they

are willing to pay a premium for a

quality, durable shirt with key

style and performance features.  

Active Lifestyle
In line with the athleisure trend,

consumers want t-shirts that take

them across the activities of their

day.  And, t-shirts have the

unique ability to work just as well

with gym shorts as paired with a

high-end blazer or sweater.   

Lightweight Fabrics
The Hanes® nano t-shirt, for example,

combines contemporary style that fits

more people, and lightweight ring-spun

fabrics for the customer looking for more

fitted, quality, fashion-inspired apparel. 
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Fabric Performance
Customers continue to see the advantages

of the wicking power of polyester. Also,

topical treatment technology will provide

innovation in the market. Hanes, for

example, is now able to rival the wicking

performance of polyester with a super-

soft, ring-spun blend.
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Softstyle T-shirt 
A stylish v-neck and rolled-forward shoulders
for better fit make this shirt stand out. With
100-percent ring spun cotton, it has double-
needle sleeves and hem. Adult sizes X-3XL.
Gildan UPIC: Gilda381 www.gildan.com

Tips For A
Trouble-Free
T-Shirt Order

1
Communicate the timeline for an

order clearly to your client “so that we

(distributors and suppliers) can work

as a team to meet the deadline and ensure

the client’s expectations are on target,” says

Johnstone.

2
Understand the ins and outs of art-

work to provide the best service to

your clients and avoid disappointing

results. (See “The ABCs of Garment

Decorating” in the October 2015 issue of

PPB magazine for reference).

3
Recommend a quality t-shirt. “A 

t-shirt that is worn once—or never—is

wasted effort and money,” says Spivey.

The Devon & Jones®

Perfect-Fit™ Ballet
Bracelet-Length Knit Top 

Cultivate gracefulness in this shirt,
which features stretch

cotton/modal jersey that drapes
without clinging, as well as a ballet

neckline with bracelet-length
sleeves and delicate shaping at
the waist with a longer 26-inch

length. Women’s sizes XS- 3XL.
Available in seven colors.

alphabroder

UPIC: www.alphabroder.com
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First Things First

N
OBODY DISPUTES THE FACT that the plain white t-shirt

originated as part of the standard issue U.S. Navy uniform in the

early 20th century. But the facts surrounding the first promo-

tional t-shirt are a bit hazy. 

Many internet sources say that the first promotional t-shirt was creat-

ed in 1939 to market the movie The Wizard of Oz. John Fricke, Oz histo-

rian and author of several Oz-related books said, “I had a list of the origi-

nal 1939 MGM licensees—about four dozen in all—and the products

they proposed to produce. Only a small percentage of the companies fol-

lowed through, however, and the minimally-considered concept of Oz

garments pretty much went by the wayside. Given the historical lack of

evidence, it seems they were never realized.”

But on July 13, 1942, the Air Force Gunnery School’s t-shirt was fea-

tured on the cover of Life magazine. The shirt was reportedly part of a

softball uniform and represented the first time someone was pho-

tographed wearing a printed t-shirt—on the outside rather than under-

neath their clothes. While this probably wasn’t an intentional promotional

t-shirt, after its debut on the magazine cover, t-shirts became very popu-

lar, especially among men.

Just six years later, New York Gov. Thomas E. Dewey printed promo-

tional t-shirts for his 1948 presidential campaign, with the slogan, “Dew

It With Dewey.” The shirts didn’t help Dewey’s doomed campaign,

although the Chicago Daily Tribune was fooled and printed its infamous

premature “Dewey Defeats Truman”

headline. The Smithsonian Institute

has the fabled t-shirt in its collec-

tion today. This, then, is perhaps

the first true intentional promo-

tional t-shirt.

In 1969, Incentives Corp.

founder Max Scharf purchased

screen-printing company 

K-Studio and introduced 

promotional apparel to the

promotional products

market as a supplier,

setting the stage for the

exploding popularity of

promotional t-shirts.
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EcoSmart® 50/50 Cotton/Poly T-shirt
Be kind to the earth and comfortable by choosing this shirt,
made with up to five percent recycled polyester. Features
include a lay-flat collar and taped neck and shoulders.
Available in adult sixes S-3XL and youth sixes XS-XL.
Hanes Brands, Inc. UPIC: HBIINC www.hanes.com

Paragon Men’s Long Sleeve 
Performance Tee
Perfect for athletes,this shirt has moisture management
and odor control, but it is just as comfortable for everyday
activities. The 3.8-ounce, 100-percent performance poly-
ester also includes UPF 30+ sun protection and a wrinkle-
resistant finish. Pick from sizes: S-3X and a variety of col-
ors, including black, heather gray, navy, red, royal, safety
green and white. Heritage Sportswear 

UPIC:HERI0002 www.heritagesportswear.com

PHOTO OF TIN MAN BY EVERETT HISTORICAL/SHUTTERSTOCK

201511_Eye On Apparel_PPB 2013  10/21/15  9:12 AM  Page 16

http://www.hanes.com/
http://www.heritagesportswear.com/


Donna Three-Quarter Sleeve 
Syntrel Dolman Top 

Not just for yoga glass, this shirt gives wearers multiple
wardrobe options. Available in charcoal, blue print,
avenue and bubble burst, with ladies’ sizes SM-2X. 
OMNi Apparel, Inc. UPIC: zorrel www.zorrel.com

Glitter T-shirt 
Sparkle in this 3.25-ounce, 95-percent combed cotton
and 5-percent Lurex jersey fabric shirt—perfect for
cheer, dance, team and casual wear. Glitter is knit
throughout the fabric and cover-stitched as well.
Choose from youth and adult sizes in seven colors.
J. America Wholesale Blanks UPIC: Blanks

www.jamericablanks.com

Sport-Tek® Ultimate Performance Tee 
Hit the weights or the couch in this poly/spandex loose-fitting,

athletic-fit shirt with raglan sleeves. This tee combines a soft
cotton hand with sweat-wicking performance to make training

(or lounging) cooler and drier.
SanMar UPIC: SNMR www.sanmar.com
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CVC Crew 
If color variety is key, this tee might be the right pick.
Made of 60-percent combed ring-spun cotton and
40-percent polyester, the 4.3-ounce jersey-knit fabric is
laundered for reduced shrinkage and includes a tear-
away label. Available in 30 colors. Adult sizes XS-4XL.
Next Level Apparel UPIC: NextL178

nextlevelapparel.com
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$6 PER-DOZEN
REBATE ON ALL
ECOSMART®

FLEECE

$6 PER-DOZEN$6 PER-DOZEN
REBATE ON ALL
ECOSMART®

$6 PER-DOZEN
REBATE ON ALL

®

Sustainable Comfort

TM

Thanks to polyester 

fi bers spun from 

recycled plastic, our 

soft, 8 oz. EcoSmart® 

fl eece saves big for the 

environment too. It helps keep the 

equivalent of 76 million plastic bottles 

out of landfi lls each and every year!

Find participating wholesalers and download the 
rebate form at haneslocator.com/ecosmart-rebate

SEPTEMBER 1SEPTEMBER 1ST

THRU
DECEMBER 31DECEMBER 31STFLEECE

soft, 8 oz. EcoSmart® 

fl eece saves big for the 

environment too. It helps keep the 

equivalent of 76 million plastic bottles 

out of landfi lls each and every year!

Save some green
while being greener.

Hanes_EcoSmart_Printwear_8.375x10.875_Sept.indd   1 10/9/15   3:32 PM

http://haneslocator.com/ecosmart-rebate


QUESTION

Rick Greene
Regional Vice President
HALO Branded Solutions
UPIC: HBS

If walking into a large business cold

is one of the most difficult tasks for a

salesperson … don’t do it. Why go in

‘cold’ when you can turn up the heat a

bit? First, collect your intelligence.

When you identify a large prospect,

spend some time doing some research

via Google, LinkedIn and city and state

business sites. Put the name of the

company in a Google search and add

‘vp of sales’ or ‘director of marketing’

and get the names of your targets. Read

articles about the company, understand

their challenges, their lingo, their com-

petition. If you want to knock their

socks off, first verify that they are wear-

ing socks.  

Then, work with SAGE or your

favorite small-programs site developer

and launch a simple webstore with their

branding and logos on the product. It’s

easy and inexpensive to do, and when

you tell them, “I’ve taken the liberty of

QQA Distributor Asks: 
Walking into a large business cold is one of the most difficult
tasks for our salespeople. What are some effective ways to
approach front desk staff and successfully connect with the right
decision maker?

TURN UP THE HEAT ON 
COLD CALLING
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working on and launching a company

store website for you,” you are showing

them that you can take initiative to make

promotional magic happen. Then you

aren’t going in cold—you are showing

them that your intention is to partner

with them and join their marketing team,

not be just another vendor. 

Send the presentation or link and

then follow up on that, so you aren’t

walking in blind and explaining what you

do. When you follow up on the site link

or the virtuals you had done, you have

already baited your hook and cast the

line. They know who you are and what

you do—and it’s time to reel them in.

Most people won’t take the time, effort,

creativity and expense to approach land-

ing a large account like this, but if you

do, you’ll set yourself apart from the

salespeople and show that you are a pro-

motional force helping them to achieve

their marketing goals.

Marsha Londe 
CEO
Tango Partners
UPIC: TangoP

Don’t assume that obtaining the

contact information and seeing that

contact have to happen on the same

day. Your objective is to learn, not to

sell, and the relationship with the com-

pany starts with the front desk. Dress

for business and be considerate of

incoming calls that must be handled.

Share that you represent a promotional

marketing firm and would appreciate

obtaining the correct contact informa-

tion so you can make an appointment.

The receptionist probably has some

branded product on his/her desk. Point

it out to explain that you work with

companies on their branding and mar-

keting programs. Be certain you have

something to leave. Don’t just hand over

a pen (or whatever the item may be),

but explain why you enjoy writing with

this pen or drinking from this particular

mug. Leave a business card. It may be

pitched; or, if that front desk meeting

goes well, it could be passed forward,

thus making your follow-up call easier.

Sometimes the necessary informa-

tion can be obtained through a phone

call. Again, explain that you want to

make an appointment and are seeking

the correct contact. Before making that

appointment, you might send a letter (or

self-promotion mailing) to introduce

your company. Then follow through in a

timely manner. You may also learn con-

tact information through articles in your

local business paper. And rather than

focus on companies where you don’t

know anyone, why not concentrate first

on your contacts and friends who may

make recommendations and introduc-

tions for you, especially within the com-

panies where they work?

Karen Foy, CAS
President
Gorman Foy, Inc.
UPIC: gormfoy

I have approached cold calling in two

different ways:

1)   Use a direct-mail approach (send

one to five mailers, including a promo-

tional product in each, over the course of

15-20 days so the prospect receives

something from me every three to four

days. This creates a buzz and most

prospects find it humorous and usually

want to speak with me to tell me thanks

or talk with me about my efforts). When

calling to qualify the prospect as a good

lead, I strike up a conversation with the

receptionist/gatekeeper and make sure

and get their name and information

(location) and include them on my direct

mail list, using a handwritten note to

thank them for assisting me in locating

the correct person to send my info to in

their company. I also do this with admin-

istrative/executive assistants for C-level

prospects. If I can get the assistant to be

interested in my services, I can usually

get them to help me secure a meeting

with their boss or connect me to the cor-

rect person. 

2)   Drop off something that really

stands out to the receptionist/gatekeeper

(in person) to meet them and thank them

personally for assisting me in my

prospecting efforts. Examples include

Mrs. Prindable’s chocolate-covered apple,

cookies, candy or a self-promo item.

Larry Bauer
Division Manager
Nordic Premiums
UPIC: Nordic

I think the answer is simple. I

encourage my new sales reps to take care

of the “gatekeeper.”  Spend time getting

to know the gatekeeper. I drop off a small

gift or, if I am leaving an item, I make

sure she/he gets one as well. I also try to

remember birthdays and to make them

feel special.

DO YOU HAVE THE ANSWER?

QQA Distributor Asks:
I’ve heard a lot about how social media can benefit a small

business by helping to build our brand and further relationships with
our customers. However, our company is really small and I have no
one who can take this on, even part time. If I’ve only got a couple of
hours a week to devote to promoting my company through social
media, where should I spend my time? What activities are most
important?

What’s your answer? Email answers along with your name, title
and company name to Question@ppai.org by November 20 for
possible inclusion in an upcoming issue of PPB magazine. 
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TEN PROVEN PRACTICES FROM PPB’S

2015 SERVICE SUPERHEROES

BY TINA BERRES FILIPSKI

Deliver 
Great Customer 

Experiences
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F
LOPPY DISKS, ROTARY PHONES, ANSWERING
MACHINES and camera film are just a few examples of the
many once-indispensable products that have become obsolete

as better solutions were introduced. But there’s no substitute for
exceptional, personal customer service, and it doesn’t matter if you are
shopping online or calling your cable company. The way in which a
company responds to your needs can be the factor that sends you
straight to a competitor or seals you as a devoted customer for life.

PPB’s annual search for some of the industry’s top customer 
service experts revealed the good news that exceptional customer 
service is still alive, well and kicking in the promotional products
industry. And, perhaps surprisingly, this year’s nominees were just as
often praised for their over-the-top service for an in-house client in
the same department as for an outside buyer or distributor client.

What makes the difference between mediocre and extraordinary
customer service? PPB went to this year’s Service Superheroes to get
their best tips for top service.
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In Jessie’s Own Words

Best Part Of The Job: “The
creativity involved with help-
ing clients select the right
item that meets their brand-
ing needs as well as coming
up with ideas for specific
events. I also greatly appreci-
ate the variety that comes
along with being in this
industry. It’s refreshing to not
know what new project you
might walk into each day.”

Most Valuable Customer
Service Lesson Learned: “It
is all in the delivery.
Everything doesn’t always go
smoothly, and some clients
you encounter from time to
time may have a ‘tough’ per-

sonality, but treating every-
one with courtesy and
respect is key. I have found
that even in a difficult situa-
tion it is best to be honest
and stay empathetic. It’s also
about listening and then
being proactive with solutions
rather than waiting for your
client to come up with one.” 

Tip For Great Customer
Service: “Keep smiling. It
may sound almost silly, but
next time you pick up the
phone or start an email to a
client (whether internal or
external), smile! You’ll feel
better about what you’re say-
ing and the person on the
other end will be able to feel
the positivity.”

Wish For One Superhero
Power: “My geeky side wants
to go with teleportation. I
love traveling, and ‘beaming’
to different places around the
world would be incredible.”

Best Personal Customer
Service Experience: “Internal
customer service is some-
times overlooked, so I would
say that any time a colleague
goes the extra mile for me, it
makes me feel like I’m part of
a real team. That’s certainly
true at Geiger. Although we
are spread out across the
country, I have had moments
of superb service provided by
co-workers I haven’t even met
in person. It doesn’t get bet-
ter than that.”

Jessie Alberto 
Field Office Manager, Geiger (UPIC: Geiger)
Industry Career Snapshot: Nine months at Geiger;
11 years at another industry company
Nominated by: Michele Cochran, Geiger

Tip No. 1: Be positive

How Jessie 
Saved The Day

THE COMPANY

RECEIVED AN ORDER

for 2,127 golf tees that needed

to be printed and shipped to

12 domestic locations and

nine international locations—

with four-day production.

“Jessie managed all communi-

cations with vendors (whole-

saler and decorator), while

keeping both me and the

client well informed regarding

production,” says nominator

Michele Cochran. “Once the

job was shipped, Jessie updated

the client’s Google document

so all tracking numbers for

each location were available

for client reference.” All 21

shipments were delivered on

time worldwide. “This was no

small feat and was the first

order for this buyer, solidify-

ing what we hope will be a

long-lasting relationship. Our

business may not be rocket

science, but there are so many

details and factors involved in

getting these unique projects

out the door that if we don’t

have smart, committed, sup-

port people in place there is

just no way to get it all done.

Jessie is an amazing asset to

my team.”

How She Earned Superhero Status: “Jessie manages the Geiger Southwest office and a team of
sales service support people, as well as my sales/order management responsibilities, with grace,”
says nominator Michele Cochran, Geiger. “While only being a team member for six months,
Jessie assimilated right into the groove, learning our systems with ease, and she is already help-
ing to enhance the experience for all of Geiger Nation by becoming part of corporate special-
project groups in various departments. Jessie is adept, efficient, empathetic and professional. I
value her efforts and know she is going to continue to help me and my business thrive.”
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In Jim’s Own Words

Best Part Of The Job:
“Interacting with people,
along with solving unique
and different problems each
and every day.”

Most Valuable Customer
Service Lesson Learned:
“Get back to your customer
ASAP. Urgency is important
and, when I first started
Starline, I did not get back to
someone as quickly as I
should have and lost a nice-
size order. What a horrible
feeling!”

Tip For Great Customer
Service: “Always treat your
customers with respect and
listen carefully to what they
say.”

Wish For One Superhero
Power: “I would like to fly
very fast; traveling would be
so easy.”

Best Personal Customer
Service Experience: “It was
[with] my dentist. I always had
a fear of the dentist’s office,
and I needed to have a cap
put on. He explained the pro-
cedure, made me feel at ease
and called me after the
appointment to make sure I
was well. Now, I have no fear
of the dentist’s office. Being
personable and knowledge-
able went a long way.”

Jim Corigliano 
Inside Sales Representative, 
Starline USA, Inc. (UPIC: STAR0009)
Industry Career Snapshot: Four years at Starline
Nominated by: Kim Reinecker, Starline USA

Tip No. 2: Be respectful

How He Earned Superhero Status: “During or after I have
been on a visit with a customer, I can rely on Jimmy to take the
baton and pick up where I left off by following through with
quotes, virtual specs, samples, etc.,” says nominator Kim
Reinecker, MAS, Starline USA. “No product or service question
goes unanswered. I ask: ‘Jimmy, will a sleeve of golf balls fit
that vacuum water bottle?’ Jimmy runs out to the sample
department and tests to find the answer (‘Yes!’). I refer to
Jimmy as my inside sales partner because he is truly an exten-
sion to our efforts out in the field.”

How Jim Saved The Day

LAST YEAR, DURING THE “crazy busy” fourth-quarter selling

season, a distributor needed several hundred vacuum tumblers for

a client event, explains nominator Kim Reinecker, MAS. “We did

not have enough of the model they chose in stock, but Jimmy

saved the order by working his magic. He got the bands changed

off of another style to suit the client.” As a result, the company

reeled in a $78,000 order. “While Jimmy is an inside sales partner

for about six Starline reps, he gives all of us and our distributors

his undivided attention,” she adds.

“Always treat your customers
with respect and listen carefully
to what they say.”
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In Dhu’s Own Words

Best Part Of The Job:
“Working with people to help
them fulfill their expectations
for the promotional products
they trusted us to produce for
their customer.”

Most Valuable Customer
Service Lesson Learned:
“Communication. The Allen
Company has always strived
to give our customers the
service that they expect and
deserve. I have had the
opportunity to work with a
great team and have tried to
take some pointers and tech-
niques from each individual.”    

Tip For Great Customer
Service: “Accountability.
Follow up and follow

through. If you have commu-
nicated with your customer
and promised them an
answer, be sure that you do
your research and get back to
them. Be the reason they
want to do business with your
company.”   

Wish For One Superhero
Power: “Healing. I do not
like to see anyone suffer,
whether it is physically or
emotionally.”  

Best Personal Customer
Service Experience: “I learn
something every time I have
contact with a company or
person. You remember the
good points and make a
mental note as to how you
felt when you were treated
poorly.”

Dhu Dazey
Customer Service Manager, 
The Allen Company (UPIC: Allen)
Industry Career Snapshot: 20 years at The Allen Company;
previously a customer service rep
Nominated by Tami Wainscott, The Allen Company

Tip No. 3: Be accountable

How She Earned Superhero Status: “She is the ultimate war-
rior everyone comes to, to get things done,” says nominator
Tami Wainscott, The Allen Company, noting that Dazey is
responsible for a team of customer service representatives.
“She is resourceful and resilient in getting us answers. If she
doesn’t know, she finds out. Leadership, compassion, reliability—
we can always count on Dhu.”

How Dhu Saved The Day

“ANYONE WHO HAS EVER MET her knows she is the go-to

person here at The Allen Company,” says nominator Tami

Wainscott. “She is a hard worker, making sure customer service

representatives have what they need at their fingertips to provide

our distributors with excellent service.”

“If you have communicated with
your customer and promised them
an answer, be sure that you do your
research and get back to them. 
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In Talia’s Own Words

Best Part Of The Job:
“Being a ‘solutionist’ and
dealing with people both
externally and internally.”

Most Valuable Customer
Service Lesson Learned:
“The most valuable lesson
anyone ever can learn is hon-
esty. You have to always be
honest and up front when
dealing with customers. When
they call to vent about a
problem, you need to let
them finish their statement
and not interrupt them and
when they are done you
should have a solution to the
problem. I learned this from
being the person on the other
end with the problem and
wanting the other person to
listen to what I had to say.”

Tip For Great Customer
Service: “Be honest, courte-
ous and attentive to cus-
tomers’ needs.”

Wish For One Superhero
Power: “The power to antici-
pate and fix any potential
problems and head them off
before they become an
issue.”

Best Personal Customer
Service Experience:
“Recently I called a company
with a complaint and the
service rep on the other end
really understood my prob-
lem. The next day everything
was the way it should be. If it
wasn’t for the service rep who
cared enough about her job
and about me [as a cus-
tomer], this issue wouldn’t
have been resolved.”

Tip No. 4: Be honest

How She Earned Superhero Status: “Not only is she in
charge of the customer service team in our Illinois facility, she
also helps me take care of the customers in my 13-state territory,”
says nominator Carrie Sabo, MAS, American Ad Bag. “She is
my ‘go to’ whenever I need a customer issue solved, an order
rushed or general questions answered. She routinely goes
above and beyond to keep our customers satisfied and makes
it easier to do my job.”

How Talia Saved The Day

“I WILL NEVER KNOW ABOUT all of the things Talia does

to help our customers as she is too modest to tell anyone about

them,” says nominator Carrie Sabo. “However, I have received

many emails from customers describing Talia’s positive attitude,

willingness to help with issues and ability to offer suggestions to

get customer orders out on time.”

“Be honest, courteous and attentive
to customers’ needs.”

Talia Gutierrez 
Customer Service Manager, 
American Ad Bag (UPIC: ADBAG)    
Industry Career Snapshot: 12 years at American Ad Bag;
previously a customer service rep
Nominated by: Carrie Sabo, MAS, American Ad Bag
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In Donna’s Own Words

Best Part Of The Job: “I
enjoy helping customers
identify and find solutions for
their business pain points.
Helping my customers inte-
grate and implement new
technologies and having
them see real, tangible
results is very rewarding. I
also enjoy working with
everyone on our team, from
our distributor support team
to our developers. We have
an amazing culture at
ZOOMcatalog.”

Most Valuable Customer
Service Lesson Learned:

“The most important thing is
communicating with and ask-
ing your customers questions
to ensure you tailor the solu-
tions you provide to their
specific needs. This helps
build a long-term and trusting
business relationship. By
doing this, I have become
friends with my customers and
we enjoy working together. I
have learned this time and
again throughout my career
in sales.”  

Tip For Great Customer
Service: “Listen. Make sure
you fully understand the
needs of your customers
before trying to help them.

Go the extra mile—doing
something extra for cus-
tomers helps build your long-
term relationship with them.” 

Wish For One Superhero
Power: “I would like the abil-
ity to clone myself. Today,
most people are always busy
and wearing many different
hats at the same time. I am
sure I am not the only one
who has wished for a couple
of clones at times.”

Best Personal Customer
Service Experience:
“Without a doubt, REI [the
outdoor gear retailer] pro-
vides some of the best cus-

tomer service I have ever
experienced. They are
extremely customer-focused
and embrace the ‘customer is
always right’ attitude. From
the moment you walk in their
doors, you know that their
team is there to help you.
They offer solutions for your
needs. It is not about having
you spend as much as possi-
ble, it’s about you walking
out the door feeling confi-
dent that you made the right
buying decision. I think the
reason they stand out for me
is that they listen and offer
solutions rather than trying to
sell you what is new on their
shelves.”

Donna Zasman Lomazini 
Director of Business Development, ZOOMcatalog
Industry Career Snapshot: Co-founded
ZOOMcatalog in 2009
Nominated by: Authur Weiss, Perry Ellis International
and Callaway Sportswear; Jeanne Abercrombie,
Pepco Promotional Products; Dale Jalovec, Scully;
Sherry Maresh, Brandwear; Bryony Zasman,
ZOOMcatalog

Tip No. 5: Be a good listener
How Donna 
Saved The Day

“WE HAVE MANY INDE-

PENDENT sales reps based

all over the country,” says nom-

inator Arthur Weiss, Perry

Ellis International/Callaway

Sportswear. “We needed

ZOOMcatalog training for

each of them, however, they are

all in different time zones and

hard to pin down so one train-

ing session would not suffice.

Being the quintessential

account rep, Donna accommo-

dated our entire sales team,

managers, CRSs and new

hired at times convenient for

them—and with a great atti-

tude. Because of Donna’s

enthusiasm on how to use

ZOOMcatalog, our staff is

well trained and equipped with

another tool to promote our

brand.”

How She Earned Superhero Status: Nominator Jeanne Abercrombie, Pepco Promotional
Products, says, “I love her passion and how she makes you feel every time you speak with her
that your company and business is the only one that matters. She doesn’t back down on a chal-
lenge, and my company has thrown a few at her; she has jumped in and made us shine.” Sherry
Maresh at Brandwear says, “This may sound corny, but she actually picks up the phone when you
call her. If she does not answer, you know you will hear back from her in a flash. This sounds basic
but it is not in today’s world.” Lomazini’s sister and business partner, Bryony Zasman, adds, “We
continually get feedback on Donna’s ability to understand her customers’ challenges and translate
them into a solution that we can provide for them. She is extremely responsive to requests from
our clients.”
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In Devin’s Own Words

Best Part Of The Job: “The
people. This industry has so
many creative and dynamic
people. I love to be able to
help customers solve prob-
lems and I love to learn from
the people around me. It’s
very rewarding to help some-
one come up with a product
or solution, and then to get
positive feedback. The best
compliment I can get is: ‘You
made me look good to my
customer.’”

Most Valuable Customer
Service Lesson Learned: “I
was fortunate to have some
wonderful mentors early in my
career. The best advice I got 

was to never say no. If the
answer is not a definitive
‘Yes,’ try to have another solu-
tion to offer your customer.”  

Tip For Great Customer
Service: “Be a partner with
your customer. Consider
yourselves to be on the same
team, be honest and, of
course, the old cliché: under-
promise and over-deliver.”

Wish For One Superhero
Power: “Telepathy. Just
imagine how much more effi-
ciently and quickly we could
all work together if we could
read each other’s minds. It
would certainly make antici-
pating my customers’ needs
much easier.”

Best Personal Customer
Service Experience: “I can’t
say enough good things
about Discount Tire. They
fixed a flat tire for my mom
on a blustery winter day at no
charge, and she had never
purchased a tire from them.
They are always friendly and
willing to be honest and work
with a budget. Each time I
deal with them, they go
above and beyond and they
will have my business for as
long as I drive a vehicle with
wheels. They understand the
importance of building a rela-
tionship before they have
closed the sale. That is
impressive to me and I will
forever refer family, friends
and strangers to them.”

Tip No. 6: Be a partner

How She Earned Superhero Status: Nominator Rena Ashfeld,
CAS, has been working with Devin for 15 years. “She is the yin
to my yang. To have that person you can count on to get it
done—that is Devin. I am a better salesperson because of
her,” says Ashfeld. 

How Devin Saved The Day

DEVIN RECENTLY WORKED WITH her client and nomi-

nator, Allison Mikle, on an anniversary project for a large cus-

tomer. “Devin jumped right in and made sure I had great ideas to

show. She understands the urgency that goes along with these

types of projects and is always there to help,” says Mikle.

“Be a partner
with your 
customer. Consider
yourselves to be 
on the same team,
be honest and, 
of course, the old
cliché: under-
promise and 
over-deliver.”

Devin Martin 
Key Account Manager, Advance Corporation 
(UPIC: ADVANCE)
Industry Career Snapshot: One-plus year at Advance; 
15 years in the industry
Nominated by: Allison Mikle, Signature Concepts; Rena
Ashfeld, CAS, Advance Corporation 
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In Mark’s Own Words

Best Part Of The Job: “I
really enjoy working with a
made-to-order product.
Everything is very hands-on
here at Journalbooks. Being
able to see a project through,
from marketing strategy to
concept creation to manufac-
turing a unique, one-of-a kind
product is really exciting.”

Most Valuable Customer
Service Lesson Learned:
“…bad service is so much
more abundant than great
service. And exceptional serv-
ice really shows through in
the individuals who care. I
don't mean people who are
caring individuals, but people
who care about what they do,
regardless of what it is they
are doing—people who stand
by what they say and take

ownership over their actions.
It seems to me like great cus-
tomer service is a rare find, so
when I come across it, I really,
genuinely appreciate it and
make sure to recognize it.
And that in turn encourages
me to pay it forward.”

Tip For Great Customer
Service: “Live by the Golden
Rule. Treat others the way
you would like to be treated.
If you want to be treated
exceptionally, you need to be
exceptional. Positivity is a big
staple in my method of oper-
ation and that positivity is
contagious ... that kind of a
‘give a smile, get a smile’
mentality goes a long way.”

Wish For One Superhero
Power: “I'm not sure if there
is a superhero who has this
power—which would thus

make it so much more power-
ful—but it would be the ability
to control gravity. If you think
about it, that power could
potentially be limitless with its
applications. I could save our
customers 100 percent on
freight charges and get cus-
tom Journalbooks delivered
in the blink of an eye by cre-
ating a gravitational wave in
front of our packages and let
the books ride the wave all
the way to Nashville [or any
other location] at the speed
of light.”  

Best Personal Customer
Service Experience: “Almost
three years ago when my son
was born, he had to be
admitted into the neonatal
intensive care unit at the
Levine Children's Hospital in
Charlotte, North Carolina. He
was born with hypoglycemia

(low blood sugar); he would
not feed and his blood sugar
would not come up. My wife
and I stayed in the hospital
for nearly a week, only being
able to see our boy during
specific visitation hours in the
NICU. The nurses we had
during our experience were
nothing short of amazing—
making sure we were com-
fortable, offering advice and
generally comforting us, let-
ting us know that our son was
going to be alright. They pro-
vided expert care not only to
our newborn but to the two
of us as well. During one of
the toughest times of our life,
being unsure of what was
going to happen, the nurses
provided us with so much
more than what I’m sure is in
their job description.”

Mark McKellar 
Field Sales Representative,
Journalbooks/Timplanner Calendars (UPIC: TIMEPLAN)
Industry Career Snapshot: Eight years in the industry,
including six years at Journalbooks in inside sales, creative
sales support and field sales. He started his career with a
distributor company.
Nominated by: Dawn Hays, Sunrise Identity

Tip No. 7: Be exceptional 

How He Earned Superhero Status: “Mark goes above and
beyond to know our client list, their likes and dislikes. He is
always one step ahead of us with new products and creative
ideas—always showing the next big thing in journal books,”
says nominator Dawn Hays, Sunrise Identity. “He is understand-
ing when it comes to a sense of urgency, welcomes a challenge
and comes back with more than one way to solve an issue.”

How Mark Saved The Day

“MOST RECENTLY HE CREATED a book that mimics a

composition notebook and turned the project in record time,” says

nominator Dawn Hays. “Mark has a great understanding of design

and his work blows away the clients with creativity.”
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In Ericka’s Own Words

Best Part Of The Job: “I can
actually say that I enjoy com-
ing to work every day. The
Book Company is a great
place to work. It’s a laid-back
atmosphere and we have fun
doing what we do. The pro-
duction team has been
together for a long time and
we work really well together
to get things done right.”

Most Valuable Customer
Service Lesson Learned:
“I’ve learned to value all of
our customers and appreciate
the effort they make each
and every day to keep their
end users happy. It’s not
always easy but if their clients

are happy, then they are
happy, and so are we.”

Tip For Great Customer
Service: “Be nice. Truly treat
your customers the way you
would want to be treated. And
remember, all customers are
important, no matter how large
or small their order may be.”

Wish For One Superhero
Power: “I would love to be
able to fly and use my power
of flight to make sure orders
are always delivered on time.
Sometimes it really takes a
superhero effort to make that
happen.”

Best Personal Customer
Service Experience:

“Recently I visited a local
hardware store. I was not
looking forward to this visit
since the previous trip resulted
in extremely poor service.
Fortunately, this time was
much different and much bet-
ter. A saleswoman greeted us
instantly as we entered the
store. She was very attentive
to our needs, wants and
budget and made an effort to
help every step of the way.
She went above and beyond
to make sure we got exactly
what we wanted without
being overbearing. I was so
impressed by her attention to
detail. I will definitely go back
there again which shows how
one person can make a big
difference.”

Ericka Sutton   
Production Director, The Book Company 
(UPIC: BOOKCO)
Industry Career Snapshot: 11 years at 
The Book Company
Nominated by: Doug Greenhut, The Book Company

Tip No. 8: Be nice

How Ericka 
Saved The Day

“ON MORE THAN ONE

occasion, Ericka has volun-

teered to load cartons of

books into her personal van

to deliver them to hotels and

even shipping docks to meet

an in-hands date,” says nomi-

nator Doug Greenhut. “She

has also driven more than an

hour to Miami and three

hours to Orlando to guaran-

tee that a last-minute order is

delivered on time.”

How She Earned Superhero Status: “From her calm, friendly demeanor to her helpful attitude,
Ericka is someone that everyone wants to work with,” says Doug Greenhut, The Book Company.
“She treats every one of our orders as a personal mission to fulfill—applying her complete skill set
of organized coordination, honest communication and genuine caring. Our customers regularly
compliment Ericka’s willingness to do whatever it takes to ensure their order is correct, complete
and on time.”

“Truly treat your

customers the way

you would want

to be treated. And

remember, all 

customers are

important, no

matter how large

or small their

order may be.”
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In Gary’s Own Words

Best Part Of The Job:
“Customers! I encounter new
challenges and opportunities
each and every day.”

Most Valuable Customer
Service Lesson Learned: “I
have had the opportunity to
work for some very smart
people in my career and one
taught me to deliver ‘good
news’ fast and deliver ‘bad
news’ faster. Every company
has challenges; the quicker
customers understand and
have all of the information,
the quicker you can help
work through the chal-
lenges.”    

Tip For Great Customer
Service: “A very simple rule
… treat others as you would
like to be treated.”  

Wish For One Superhero
Power: “The ability to antici-
pate customers’ needs—that
would enhance my ability to
deliver even better customer
service, which is one of the
many things I enjoy about my
job.”

Best Personal Customer
Service Experience:
“Nordstrom. While on a busi-
ness trip to Chicago I pur-
chased a great-looking 

pair of leather suspenders
(this was during my suspen-
ders-with-suits phase). I had
to have them altered by a
shoe repair shop and every
time I wore them, people
made fun of them—even my
wife. Two months later on my
next trip to Chicago I took
the suspenders back to
Nordstrom without a receipt.
They swapped them for a dif-
ferent design, a less expen-
sive pair, and even gave me
the difference in cash. Today
I shop at Nordstrom often,
and I bring my wife along for
a second opinion.”

Gary Thorne   
Territory Manager, Edwards Garment (UPIC: EDWARDSG)
Industry Career Snapshot: Seven years at Edwards
Garment; previously with TriMark/Rivers End and Hanes
Printables, for a total of 27 years in the industry
Nominated by: Charlie Potts, Scrubs & Beyond

Tip No. 9: Follow the 
Golden Rule

How He Earned Superhero Status: “Gary is absolutely the best promotional apparel sales rep
I have dealt with in my 16 years in the industry,” says nominator Charlie Potts, Scrubs & Beyond.
“He combines his extensive knowledge of his product line with impeccable attention to our
account. He is always looking for new ways to present Edwards apparel to our clients. He really
takes it to the next level by being an extension of our national sales team when presenting new
ideas and solutions.”

How Gary 
Saved The Day

TWO YEARS AGO

EDWARDS experienced

some inventory issues with a

new product Charlie Potts

put into a program for a

major hospital client. “The

new item was so great that

there was no way Edwards

could have forecasted the

amazing demand,” Potts

explains. “Gary went to bat

for us to get senior manage-

ment at Edwards involved to

expedite both the manufac-

turing and shipment of the

item to take care of our cus-

tomer. Gary stayed in con-

stant communication with me

throughout the entire process

and never shied away from

getting answers to some very

tough questions. His handling

of this difficult situation actu-

ally strengthened the relation-

ship between [our compa-

nies].”
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In Phred’s Own Words

Best Part Of The Job: “The
people of this industry and all
the creative ideas they gener-
ate.”

Most Valuable Customer
Service Lesson Learned: “If
you want success, just be
yourself and know your prod-
uct line.” 

Tip For Great Customer
Service: “Pick up the phone.
One call is worth a thousand
emails.”

Wish For One Superhero
Power: “The ability to ensure
all the world’s children get
the best we can provide—
they are our future and our
most valuable asset.”

Best Personal Customer
Service Experience: “No
one thing stands out but
when spending time or
money on something, I most
appreciate those individuals
who take the time and effort
to make the experience
memorable and worthwhile.
Great service is out there;
you just need to find it.”

How He Earned Superhero Status: “Here’s a customer serv-
ice rep who wants to make sure you’ve got the right product
for the application intended,” says nominator Bob Black, The
Identity Group, Inc. “He’s also conscious of your budget and
advises of the options that exist. This is not your standard
upsell but rather a thorough education on providing the proper
product. The sales come as a result of the complete honesty
and the wealth of information he provides.”

How Phred Saved The Day
PHRED PROVIDED AN ALMOST INSTANT virtual to his

client, Bob Black, The Identity Group, Inc., but instead of just

providing what Black specifically asked for, Phred created a second

version of what the client really should be using. “Guess what?

Wisdom and experience won out and we secured a very significant

order,” says Black. 

“Pick up the phone. One call is worth a

thousand emails.”

Tip No. 10: When debating

between a phone call or email—

start dialing

Phred Young 
Customer service rep, 3M Promotional Products 
(UPIC: Post-It)
Industry Career Snapshot: 32 years at 3M including two
years as a printer, nine years as a CSR, seven years in
accounts receivable and 14 years as an inside sales rep
Nominated by: Bob Black, The Identity Group, Inc.

Tina Berres Filipski is editor of PPB.
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EW OPPORTUNITIES FOR PROMOTIONAL SUC-

CESS are as ubiquitous as our local governments and civic

agencies. But the many arms of a municipality can make suc-

ceeding with clients a formidable task. However, with a little

research and a lot of creativity under your belt, you’ll have

municipal clients in the bag.

Where are the opportunities?
Local governments often oversee multiple agencies, including law

enforcement, community development and emergency response.

Debbie Million, owner of iPROMOTEu distributor A Million

Promotions Ltd. (UPIC: IPRO9320) in Orland Park, Illinois, worked

with the Orland Fire Protection District to develop a new slogan, and

she sourced promotional items that reinforced the department’s fire

safety and education messages. The program

received a 2015 PPAI Pyramid Award.

To make connections with municipal agencies

and departments, Million recommends attending

community events sponsored by these groups. “See

who’s chairing the events. Dig further to get a meet-

ing,” she says. Additionally, stopping by an office to

introduce yourself and make a face-to-face connec-

tion can also lead to success. This move, Million says,

is what led to her partnership with the fire district.

“I went in to introduce myself and they hap-

pened to be in a meeting to discuss products for fire

prevention education,” says Million. “They invited

me into the meeting , so I explained my expertise

and showed them some samples I happened to have

in my car.”

The providential encounter led to Million help-

ing the Orland district craft relevant messages about

fire safety and pairing them with items such as

kitchen tools, plastic firefighter hats, flashing safety

lights and children’s backpacks.

Who are the decision makers?
Look to the stakeholders within an organization or department

that spearheads campaigns. 

The Dublin Convention & Visitors Bureau in Dublin, Ohio,

serves as the city’s official sales and marketing organization, and is

tasked with creating campaigns for citywide marketing and publicity

efforts. 

When the city launched a new logo and slogan to encourage

tourism, the staff at the CVB turned “Irish Is An Attitude” into a brand

awareness campaign that included logoed promotional products. Katie

Rich, visitor experience specialist for the Dublin CVB, says the nonprofit

organization typically sources products from local distributors.

GROW
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FF

MUNICIPAL MESSAGING
LOCAL AGENCIES BOOST BRANDING AND AWARENESS THROUGH 
TARGETED PROMOTIONS  By Jen Alexander
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42
Multi-Screen
Society
EDITOR’S PICKS

Brighten the day of a department’s
hardest workers with a neon set of
desk accessories from the Up Your

Standard line. Choose from orange,
blue, green, yellow and pink.
Numo UPIC: NUMO0001 
www.upyourstandard.com

Elect To Use These
Products For
Successful Programs

49
Productivity
Matters
TECHNOLOGY

What message do they want to send?
Million says her Orland client sends multiple messages to several

community groups throughout the year, and those messages are best
delivered through different types of targeted products. “For senior pro-
grams, they provide a lot of safety messages, such as kitchen safety,”
says Million. Messages that encourage residents to never leave a stove
unattended, for example, are delivered via useful items such as measur-
ing spoon sets.

Fire safety education for children will include messages like “stop,
drop and roll” and “sharpen your fire safety skills,” and elementary stu-
dents receive items such as coloring books, flying disks and pencil
sharpeners when Orland’s fire district representative delivers educa-
tional presentations, says Million. 

What do they look for in promotional products? 
Million says items should help deliver the message, which is the

organization’s primary objective. “Smaller items that are different, that
tie the message into the theme” are ideal, she says.

What are the caveats?
Budgets are a big deal for smaller agencies. Million says pricing

unique, memorable items with a limited budget can be a challenge,
but the challenge can be met with a tiered-price selection of items.
“Provide more creative items on a tier; have one expensive item, and
then move down [the price range],” she says. “But spend money on
usable items.”

Jen Alexander is an associate editor for PPB.

Government and
agency leaders do bet-
ter business on the
green with a terry

velour golf towel like
this one. With a tri-fold
grommet and hook, the
mid-weight 100-percent
cotton towel delivers a
message in sharp
vibrancy.Pro Towels

UPIC: PROTOWEL
www.protowels.com

53

Want To Engage
And Retain
Employees?
SALES
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AS OF 2012, THE U.S. was home to more than 89,000 local govern-
ment units, a drop from the previous census conducted in 2007.

Local Governments: A Snapshot

3,031 counties

12,884 independent 

school districts**

16,364 townships

19,522 municipalities

37,203 special districts*

Illinois boasts the largest number

of local governments—6,968

Hawaii has the fewest local

governments—21

*Special districts are organized local entities other than county, municipal,

township or school district governments that are authorized by state law to

provide only one or a limited number of designated functions. Fire districts,

water districts, library districts and transit authorities are examples.

**School districts are created to provide elementary, secondary and/or higher

education services and have suff icient administrative and fiscal autonomy

to qualify as independent governments. They exclude school systems that are

"dependent" on a county, municipal, township or state government.
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They’ll get progress on the record with memo books and

calendars like these. Choose from a compact 64-sheet
book that’s just under three by five inches, a year-in-view
calendar with a tinned top and bottom, or a half-apron cal-
endar with a date pad stapled to the apron back. Tru Art

Advertising Calendars UPIC: TRUART www.truart.com

Develop great relationships with a PitchFix® Twister divot tool.
Its three pins rest within a small-diameter circle that’s perfectly
matched to the size of a golf ball divot. The gunmetal-colored
body and trims combine with colored, rubberized top parts to
present a colorful, well-designed product. The Twister comes
with the PitchFix® removable magnet ball marker for branding
and communication purposes. EMT UPIC: EMTEASY
www.emteasy.com

NEED SOME IDEAS TO PASS

along to your municipal government clients?

Start with these tips.

• Use items as internal promotions and

recognition gifts for employees

• Invest in unique, portable items as hand-

outs during ceremonies, celebrations,

fundraisers and community fairs

• Craft custom favors for events such as

retirement ceremonies, awards banquets

and annual meetings

Source: Crestline

Help Clients Pair
Products With Programs
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Emergency response teams will appreciate an emergency solar

charger with a 3,000 mAh battery that’s RoHS compliant and UL, FCC
and CE certified. The solar panel has a high-conversion efficiency of
5.0V/130mA. With two built-in USB ports, the charger is compatible
with cell phones, tablets and other portable devices, and it can be
charged by solar power or by connecting it to a computer. A micro
USB charging cable and mesh carrying pouch are included.
Hirsch Gift, Inc. UPIC: HIRGIFT www.hirschgift.com

Public works crews are prepared for just
about anything with a Maxam lockback

knife. This lightweight, knife can be
opened with one hand, and measures
four inches closed and 6 7⁄8 inches open.
Redline UPIC: REDLINE 
www.redlineimprint.com

Honor professional achievement
with a Shield Award personalized

with britePix® imprinting, and
deliver one-of-a-kind recognition

to deserving recipients.
BIC Graphic UPIC: BIC 

www.bicgraphic.com
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On The Payroll
THE VAST MAJORITY OF LOCAL GOVERNMENT employees serve in the education
sector—six million people in March 2013, according to the latest U.S. Census Bureau report.
The remaining categories combined make up barely half that number. Payroll for education
sector employees was reported to be $47.2 billion.

Rounding out the Top 10 employment sectors and their total payrolls are: 

Police

773,505

$4.4 billion

Hospitals

493,663

$2.5 billion

Fire Protection

320,319

$1.98 billion

Public Welfare

245,717

$1 billion

Health

214,536

$938 million

Highways

260,887 

$1.1 billion

Judicial and Legal

217,781

$1 billion

Corrections

248,061

$1.1 billion

Other/

unallocable

227,058

$1 billion

CASE STUDY

A FLORIDA COMMUNITY’S CITY
HALL teamed up with the local police
and fire departments, and an elementary
school for an Earth Day beach cleanup
event. They selected a BIC Message Pen
to display and deliver messages of
awareness for the event, and gave the
pens to participants.

Source: BIC Graphic
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Safety glasses in a modern design add a touch of stylishness to a uni-
form program. These glasses are ANSI-Z87.1 and CSA Z94.3
approved, with clear, crisp and distortion-free visibility while meeting
the requirement standards that help provide protection from projec-
tiles and impact in general use applications. Lenses can be mirrored
for indoor-outdoor use, gray for outdoors, gradient for multipurpose
use, or clear for indoor uses.

The rimless design is treated front and back with a clear, scratch-
resistant coating and an anti-fog coating. Fully adjustable temples
ratchet and extend in length and a soft nose pad self-adjusts for a per-
fect fit. Add an optional foam kit (SG47FK) to transform the glasses to
a dust-free goggle.
Starline USA UPIC: STAR0009 www.starline.com

Put a pin in a successful campaign with a
3/4-inch circular lapel pin trimmed in
gold. The magnetic closure and backing
ensure a secure attachment, and the four-
color process produces an eye-catching
epoxy dome print. Essef Distributors

UPIC: 7414140 www.lincolnline.com

MARKET TO MARKET
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Aiming High
MUNICIPAL PROMOTIONS
THAT PROVE SUCCESSFUL can
also garner attention by recog-
nition groups. The International
Economic Development Council
recognizes the world’s best eco-
nomic development programs
and marketing materials with its
Excellence In Economic
Development Awards.

When gun and ammunition
industry companies sought
opportunities for new business
locations, the Lubbock
Economic Development
Authority sent more than 130
industry leaders custom steel
plates in the shape of Texas,
with bullet holes marking the
city’s location and a bullet-
shaped USB drive. The piece
was delivered in a custom-
designed camouflage box along
with an invitation to receive a
free comparative analysis of
Lubbock and two additional
cities of the recipient’s choos-
ing. The campaign won a 2014
EIED Award in the direct mail
category.

Source: LEDA

Agency representatives can
feel secure when they take
their message on the road
with a leather airport ID

holder. The rear open pocket
stashes a boarding pass and

an exterior ID window displays
credentials clearly. The holder
features two front zip pockets
and an adjustable neck strap.

Scully Leather 

UPIC: S174962 
www.scullyleather.com
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SUPPORTS

Help us support injured service members. 
BIC Graphic will commit a minimum of $100,000 

to Wounded Warrior Project® (WWP) in 2015. 
Over 200 products have been selected from the 

BIC Graphic family of brands to support WWP.  
From January 1, 2015 through December 31, 2015, 
BIC Graphic will donate $2 per order on specially 

marked products. 

To date our contributions to    
 this necessary organization   
 total over $150,000!

Thank you to our Veterans for your service!

70697069 36678 4590715505
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Find these and other eligible products in the 2015 BIC Graphic USA catalog collection. 

45907

Find these and other eligible products in the 2015 BIC Graphic USA catalog collection. 
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HILE THE FUTURISTIC TECHNOLOGI-
CAL advances portrayed in the 1960s
TV show “The Jetsons” haven’t all
materialized yet, we’re getting fright-
eningly close. Self-driving cars, robots

that deliver room service, small, wearable drones that can
fly—these are all products in development. But one thing
that the Jetsons’ creators didn’t envision was mobile
phone technology, something that’s become a modern
necessity.

People now use their mobile phones to access digital
media more than laptops, and 64 percent of American
adults own smartphones. Plus, with more than one billion
people using tablets worldwide, brand promotion oppor-
tunities for the promotional products industry abound.

In the rewards and incentives sector, for example, dig-
ital technology has had a huge impact. “In the past

decade, we have seen a shift in how we share information,
communicate, entertain ourselves, shop and even connect
with brands. Everything we want and do is a click—and
now a swipe—away,” says Aubrey Collins, marketing and
communications director at MediaTree (UPIC: tni), a digital
rewards supplier. “Because of this, reward and incentive
promotions must evolve with technology to meet chang-
ing consumer expectations,” she says.

“Promotions that include digital appeal to demograph-
ics across the board, and include items such as music
downloads, movie tickets, magazine subscriptions, digital
movie rentals and more,” Collins adds. 

Beyond rewards and incentives, it’s clear that with
more people attached to an ever-growing cache of shiny
devices, promotional products that are related to those
devices or that can be accessed from them, are growing in
popularity.

WW
TODAY’S CONSUMERS—AND THEIR INTERNET-CONNECTED DEVICES—

ARE ON THE MOVE  By Julie Richie

EDITOR’S PICKS
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Multi-Screen Society
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1. With the SpyderWeb™ band,
users no longer have to fear their
tablet falling or sliding while they
swipe and type. Plus, when not being
used to hold the tablet, the band
keeps other accessories, such as a
USB drive, notebook or phone,
organized. It’s ideal for technology
services companies. Ad Bands UPIC:
ALLI0001 www.ad-bands.com

2. The Comet makes digital experi-
ences fun and memorable by infusing
selfie-shutter technology, a micro-
phone for hands-free calls and a high-
quality speaker in one Bluetooth
product. Strap it on a bag, golf cart
or bicycle, or attach to a belt loop.
Use the wireless shutter paired with
your smartphone for selfies and
group shots. Sweda UPIC: SWEDA
www.swedausa.com
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WHEN FEDEX® needed a way to con-

tinually reward drivers for good perform-

ance and meeting operational goals, they

implemented a rewards program that

could be easily executed and provide a gift

with high perceived value that would

appeal to a wide variety of drivers.

To highlight its partnership with

NASCAR®, the company rewarded driv-

ers with branded stock car-shaped cards

at themed events. These cards gave recipi-

ents a choice of five music downloads, one

magazine subscription or one digital

movie rental.

The simplicity and flexibility of

reward cards made it easy for FedEx to

have an interesting handout at their vari-

ous events. Plus, having one card that was

valid for several popular offers was signifi-

cant in ensuring each attendee would

receive something of value.

Source: MediaTree

Business Bytes: Satisfy Mobile
Appetites With These Digital Products

DIGITAL PRODUCTS

CASE STUDY
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3. Don’t fall prey to webcam spying while at
home, work or traveling. Secure your privacy
with a logoed webcam cover that fits cell
phones, tablets, laptops and gaming consoles. 
Solpals LLC/dba C-Slide UPIC:CAMCOVER
www.webcamcovers.com

4. Why just give out a branded football when
you can increase engagement with an
Augmented Reality Sports Game?
Compatible with Android™ and Apple®
devices, the free Galactic AR app turns a pro-
motional sport ball into an interactive court or
field complete with sound and scoreboard.
Brand just the ball or both the ball and the
game itself. Logos can be placed in six differ-

ent locations in the game. 
Galaxy Balloons UPIC: GALACTIC
www.galacticline.com

5. Make fitness fun and fashionable with the
Bandit, an easy-to-use, wearable wristband
technology product designed to make well-
being and fitness simple and trackable. Users
can track their steps, calories burned, distance
travelled and sleep patterns, and the competi-
tion mode lets users compare their perform-
ance against friends, family and coworkers.
LogoIncluded UPIC: 15111613 
www.logoincluded.com

6. As the holidays approach, Acclaim Cards

with musical downloads are a cheerful and dif-
ferent way for businesses to express holiday
wishes and appreciation to their customers.
Music download certificates with a URL and pin
code are printed on the inside left panel.
Supply a custom message or choose from
stock verses. Sound Line LLC UPIC:
1SOUNDLN www.soundline.com

7. The traditional refrigerator magnet has a
newer, better version: the Smart Magnet™

gives instant connection to a brand on the
internet, either through plugging into a USB
port or through NFC tags that allow access
through a simple smartphone tap.
QPromo UPIC: USB2 www.qpromo.com

4
3

5
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What is the Internet of Things (IoT)? 
IoT is broadly defined as devices talking to devices, usually through some sort of Bluetooth or Wi-Fi connection, and sometimes

through the internet. They frequently employ sensors that can read things like motion (such as acceleration, speed and incline), loca-

tion (GPS), heart rate, temperature, light, sweat and so on. Devices collect this data and upload it—usually to your smartphone or

tablet. IoT technology is poised to become the next new gold rush, much

like the internet was in the early 1990s.  

Why is IoT important to the promotional products industry?
IoT devices are incredibly useful and relatively inexpensive, which makes

them perfect for new and unique promotional items. It is estimated that

there were 10.3 billion IoT devices worldwide in 2014, and there will be

nearly 30 billion in 2020. That’s a

lot of opportunity for marketers—

and for the promotions industry.

How are IoT devices being
used in effective marketing campaigns?
As these devices are being integrated into our everyday life, they become a great branding

opportunity. For example, John Hancock Insurance has a rewards program that is based on data

they receive from activity trackers (such as a Fitbit) that employees agree to wear—a tracker that

the compmany provides and brands. Self-insured large companies are looking to follow suit,

offering discounts on employee premiums for those willing to share their activity level using a

branded IoT device.

What can promotional product professionals do to capitalize on the IoT trend?
As this continues to spread, customers will need go-to experts; some place they can turn to

keep them abreast of these new technology applications. More importantly, they’ll need some

place to buy them.  

DIGITAL PRODUCTS

The Internet of Things
Q & A WITH MIKE RENO, PRESIDENT OF SUPPLIER KOPY-RITE

Mike Reno is president of Kopy-

Rite, a supplier of high-end, cutting-

edge electronics for marketing and

promotion. 

6

7
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8.  Perfect for travel companies or
outdoor water-themed events, this
Hurricane Weatherproof Bag fits
smartphones and has a large logo
imprint area and an adjustable shoul-
der strap. It saves expensive phones
from water damage at the beach,
amusement park or while boating.
Logo Included UPIC: 15111613
www.logoincluded.com

9. With everyone online all the time,
companies that excel at social media
strategy come out ahead. Help your
clients achieve success online by giv-
ing the gift of knowledge with a book
such as The Art of Social Media cus-
tomized with a company logo.
The Book Company 

UPIC: BOOKCO 
www.thebookcompany.com

10. Digital promotions are best
viewed with a clean device, which is
why this double-sided imprint
Microfiber Cleaning Cloth is such a
useful promotional item. Use it to
drive people to a website or app, or
promote an online special or a new
device. iline Promo UPIC: beads
www.ilinepromo.com

Julie Richie is an associate editor for
PPB.

8

10

9
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What’s Next For NFC? 
NEAR FIELD COMMUNICATION (NFC)

is digital technology that allows wireless data

transfer without the need for an internet con-

nection. If you’ve ever paid for something using

Apple Pay or Google Pay, then you’ve seen the

power of NFC technology. In the promotional

products industry, NFC tags can be built into

wristbands, posters, kiosks and more to transmit

information such as a website, social media site,

coupon or map to your smartphone. 

NFC tags can also be used in a promotional

product so companies can gather data to calcu-

late ROI. Supplier Kopy-Rite (UPIC: kopyrite)

teamed up with experiential marketing company

24G to help a major consumer electronics com-

pany promote its new products at the 2015

NCAA Final Four Fan Fest. Kopy-Rite supplied

more than 30,000 NFC-enabled wrist bands

that were given to participants at registration

and linked to their name, contact information

and social media accounts. 

“Participants could go to different promo-

tional gaming areas, tap their wristband on a

tablet to check in and then the system would

register the points they earned. When they got

so many points, they could spin the custom-built

digital prize wheel to get a promotional product

prize,” says David Godin, vice president of busi-

ness development at Clawson, Michigan-based

24G. Additionally, “When participants posted

photos or videos of their performance in the

events, such as the slow motion jump shot, to

their social media accounts, the system could

track that as well as all the shares and likes. The

NFC wristband allowed a seamless, integrated

brand experience for participants and we were

able to collect an incredible amount of data for

our client,” he adds.

CASE STUDY
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So much of our day involves inter-

acting with technology, and so few of us

utilize technology as effectively as we

should. I love to uncover better ways of

doing things, many of which are fun as

well as useful. I'm thankful to have a

team of people who are always sharing

ideas with me as well.

I have been presenting a seminar on

this topic and have heard from many

people how useful the tips are to them.

This article can’t demonstrate the tech-

nology, but it is a collection of the best

tips. Use these tips to make yourself

more productive while having a little

more fun too.

Password Manager 
It is more important than ever to use

unique and complex passwords for secure

access sites, which unfortunately also

makes them difficult to remember and

key in. With a password manager, you

remember one password and the pass-

word manager remembers your passwords

for you.  Your “master password” is the

only password you need to remember. I

recommend writing down a part of your

master password on a card and securing it

somewhere safe. Make sure it is complex

as well (numbers, letters and symbols).

For example, if your master password is

“PPAIExpo2016,” write down P _ _ IE_

_O2_ _6 which will help jog your memo-

ry. Store that card (without any other

note) someplace safe near your computer.

TECHNOLOGY
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IME IS OUR MOST PRECIOUS and limited
resource. We never have enough time for all the
things we want to do, and that includes learning.

Yet, when we take a moment to improve our productivity, we
can gain significant time.

TT
PRODUCTIVITY MATTERS
ELEVEN EFFICIENCY TOOLS (PLUS, WHY YOU NEED A ROOMBA) 

BY DALE DENHAM, MAS+

1
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There are many password managers you

can use. I recommend Lastpass (www.last-

pass.com) which is easy to use and extremely

secure. Once installed, Lastpass will fill in

your passwords for any site you visit. It will

also generate passwords for you when you

need to create a new one.

Chrome Extensions 
Nearly 50 percent of the world’s internet

traffic comes from Google Chrome, which

continues to get better and better. In addition

to being a great browser, there are extensions

that make it even better. My favorite exten-

sion is Lastpass.   

Adblock (by getadblock) is a must-have

extension as well. Adblock makes browsing

the web faster and less distracting.

Clearly, a program by Evernote, is a great

extension for formatting online articles, such

as a page in a book. Clearly strips out all ads

and unrelated “noise” and leaves you with just

the article. It also integrates nicely into

Evernote to store articles.

To get extensions, go to https://chrome.

google.com/webstore and search for an exten-

sion by name. Once you find the extension

you want, click “add to Chrome” to install.

Dropbox
Nearly all of us have a Dropbox account

but you may not have turned on Camera

Upload from the program’s app on your

phone. Camera Upload will automatically

upload the photos and videos from your

phone to Dropbox. To enable, go into the

Dropbox settings on your phone and enable

camera upload. I recommend choosing the

setting to upload via Wi-Fi only. Once your

photos are on your Dropbox you can delete

them from your phone, giving you more

space. Caution: Be sure to open the Dropbox

app to verify the photos are completely syn-

chronized first. From your computer, you can

then move your photos to a different folder

to stay within your storage limit.

Computer Backup
If you have ever lost personal photos or

files (I have), you know how costly and

stressful it is. Everyone should have a full

backup of their computer and I recommend

crashplan (www.crashplan.com) from

Code42. For $150, the family plan protects

up to 10 computers for an entire year. I rec-

ommend turning on both a local backup and

using the included online backup.  

Autocorrect
I never have to type in my phone num-

ber on my phone when I want to share it

with someone. When I type in “mycell” it

replaces it with my cellular number. To add

your own shortcuts go to settings and choose

General. Then select keyboard and finally text
replacement.

Voice Recognition
Voice recognition has gotten so good that

it is more accurate than typing for most of us.

Next time you need to send a text, use the

microphone on your phone keyboard and dic-

tate the message. You will be amazed at how

much time this saves you and how much

more productive you will be. 

Mileage Tracking
A lot of businesspeople spend a great deal

of time tracking their auto mileage for reim-

bursement. There are many apps to help

make this task easier, with more reliable

results. For $60 per year, try out MileIQ.com.

Evernote
More has been written on the value of

Evernote than I can cover in a short article,

so Google “Evernote” to read more. For me,

it’s my “junk drawer” of articles, travel infor-

mation and anything I want to store.

Use email better
Most of us spend more time in email than

any other application. Yet, because we use

email so poorly, it costs us a lot of wasted

time. Although I have entire articles dedicated

to email, here are three core tips that will help

you the most:  

First, start unsubscribing from emails you

signed up for but never read. The amount of

junk email that litters your phone and desk-

top email box distracts you. Get rid of it.

Second, use your email rules and quick

steps to automatically filter email. In

Outlook, get started by clicking on tools, then

rules and alerts.
Finally, create four new folders to help

you prioritize your emails: 

• @NextAction: For emails that you need to

work on today.

• @WaitingFor: For emails that are waiting

on someone else to do something, for

which you follow up.

• @Deferred:  For emails that you want to

deal with when you have time.

• @Reference: For emails that you may want

to refer to in the future. I put items such as

reports, trip information and commitments

in this folder.

Improve Your Personal 
Financial Management

Managing our money is important and

time-consuming. While online banking is

great, getting an overview all your accounts

can still be tough. Get a free account at

www.mint.com (owned by Intuit) and make

it easier to manage your finances.

Personal Technologies
It seems we have less personal time than

ever so I make the most of it with gadgets

that make me more productive. I use

Dropcam from Google ($200) for monitor-

ing activity at my home. Dropcam allows me

to see and hear what’s happening from wher-

ever I am in the world. I can even talk to the

kids and call them downstairs without hav-

ing to yell. Another great time saver is

WeMo (from Belkin) so I can turn off lights

in my home from my phone. Even better

than WeMo is Nest (from Google). Nest

saves me money on my electric bill but also

lets me adjust my heat and air conditioning

from my phone or computer.

My favorite personal technology is

Roomba. With four kids ranging in age from

6 to 12, my kitchen floor needs daily vacu-

uming. I bought a Roomba to keep me from

having to grab the stick vacuum every day. I

was surprised when I saw how well Roomba

also vacuumed (on a schedule) my entire

house. I would come home, and half of the

floors would be clean; the next day, Roomba

would vacuum the other half. We still use our

Dyson from time to time but our house is

cleaner all the time thanks to Roomba.
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Dale Denham MAS+, is CIO
for distributor Geiger and was
named to Computerworld’s
Premier 100 IT Leaders list 
for 2015.
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Your customer’s message is important, so make it last with a quality 

Pilot pen. We design all of our writing instruments for an incredibly 

long life of smooth writing and positive impressions.

Pilot Corp. of America, PPAI: 112712



Are your clients’ employees engaged?
If not, you’ve got an opportunity to rec-
ommend an incentive program. 

According to a Gallup poll, only a
third (32.9 percent) of U.S. workers
are engaged in their jobs. Half (50.3

SALES
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MPLOYEE ENGAGEMENT IS the emotional
commitment an employee has to the organization
and its goals. Engaged employees believe in the

company, are enthusiastic about their work and consistently
take action to promote and support the organization’s reputa-
tion and interests.

EE

WANT TO ENGAGE AND 
RETAIN EMPLOYEES?
THERE’S AN INCENTIVE PROGRAM FOR THAT 

BY BARB HENDRICKSON
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percent) are not engaged and 16.8 percent

are actively disengaged (think bad-

mouthing their employers, just going

through the motions, maxing out their sick

days, etc.).

As unemployment continues to drop and

it becomes an employee’s market, company

leaders are increasingly focused on attracting

and retaining talent, with an emphasis on

engagement strategies as a way to accom-

plish this.  

In addition, as the talent pool in the U.S.

shifts dramatically over the next decade,

employees with industry experience, contacts

and unique skillsets will be able to write their

own ticket.  

Not only will younger generations of

workers need to develop these necessary

skills in a hurry, but there will be fewer

employees in general. Due to the size differ-

ence between Generation Xers and Baby

Boomers, the working population is set to

shrink by 30 percent. 

Leaders must now attract high-per-

forming Gen Xers while enticing Baby

Boomers to stay longer. Each day, more

than 10,000 Baby Boomers are turning 65

and many are opting for retirement in some

form. The American Society for Training

and Development reports that, this year, 

76 percent of U.S. jobs require highly-

skilled workers, and 60 percent of new jobs

require skills held by only 20 percent of the

population.

As engagement strategies capture atten-

tion at the CEO level, businesses investing in

a culture of appreciation are expecting

employee engagement to provide revenue-

related results, such as:

• Lower absenteeism/higher productivity

• Higher profitability

• Effective change management

• Efficient collaboration across departments

or divisions

• Front-line innovation within the 

organization

This makes sense in an economy where

customers are the co-creators and drivers of

brands, and where employees recognized as a

company’s greatest asset are the critical com-

ponent in the strategy.

Increased focus on driving better out-

comes opens the door for providers of non-

cash award programs to help companies

achieve measurable goals such as increasing

sales, employee retention, productivity, cus-

tomer satisfaction, safety, wellness and

more.

The initial intent of the employee

engagement movement that started a

decade ago was to ensure that employees

were engaged in their core job roles. In our

new economy, successful companies need

their employees to go above and beyond

their core job functions to be brand advo-

cates, innovators, change agents, trainers

and more. Incentive reward and recognition

programs are designed to reward and recog-

nize those who achieve goals and exceed

expectations.

A 2012 study by the Aberdeen Group

documents some of the outcomes that non-

cash reward and recognition programs pro-

vide for a sales organization:

• Increased sales quota attainment

• Higher year-over-year sales quota 

attainment

• Higher average sales quotas (vs. the 

market)

• Higher customer service ratings

Why Incentive Programs Need An ROI
Assessment 

Although measurement and determining

return on investment are among the 10 steps

to effective incentive program design (read

the how-to’s in PPB’s September 2015 issue,

page 55), a recent study by World@Work

found that only 11 percent of organizations

that run incentive programs conduct a formal

ROI assessment. When the results of incen-

tive programs are not assessed, it perpetuates

the myth that incentive programs are

touchy-feely and “nice to have but do not

deliver measurable benefits.” In addition to

the obvious financial benefits of calculating

the return on investment of reward and

recognition programs, an ROI assessment

provides:

• The ability to identify program issues early

and course-correct before unintended con-

sequences kick in or resources are wasted

• Necessary feedback for improving the pro-

gram as the environment changes 

• Confirmation that the rewards chosen were

effective (or there is need for revision)

• Participant ownership of the program

when they are included not only in the

planning phase but also the post-program

evaluation
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Hands-On Learning:
Incentives And
Recognition 

Learn more about how to plan, exe-
cute and measure incentive pro-
grams at The PPAI Expo in Las
Vegas, Nevada. On Monday,
January 11, from 8 am to 2:05 pm,
PPAI is running five sessions within
its incentives and recognition track.

Most of the sessions are free to
PPAI members and to nonmembers
with a ticket, and all earn certifica-
tion points. Find the full list of ses-
sions and descriptions at www.expo.
ppai.org/education and register for
the sessions when you register for
the show at www.expo.ppai.org.

As unemployment continues to drop and it becomes an employee’s market,
company leaders are increasingly focused on attracting and retaining talent,
with an emphasis on engagement strategies as a way to accomplish this.

“
”
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The Role Of Communication 
Another important step in the design of

an effective incentive program is communica-

tion. There are several opportunities to com-

municate with the participant audience, from

the planning phase all the way through the

post-program evaluation:

Planning: Involve representatives from the

participant audience (in this case—employ-

ees) to ensure that the goals are a stretch, but

achievable; that the rewards offered will be

motivational to the audience; and that the

participant audience will take ownership of

the program.

During the program: Schedule periodic

updates to keep participants interested in the

program and keep goals top of mind. If the

program includes game components or other

competitive elements, updates are essential.

Most online programs today offer real-time

analytics so participants can track their

progress.

Post-program: Even if a formal ROI assess-

ment is not conducted, a program review will

provide important information for future

campaigns. Request feedback from partici-

pants to garner the most meaningful infor-

mation for making the program more effec-

tive in the future. Once all the results are in,

don’t forget to celebrate the successes. There

are some exceptions, but typically the more

public you make the celebration, the better.

Many times the public recognition is as

important as the reward, so make sure com-

pany management is involved in recognizing

these achievements.

Providers of incentive programs will be

able to present company leaders with an

even more compelling case for investing in

incentive programs and other engagement

strategies in their quest to attract and retain

critical talent for their organizations.  
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Barb Hendrickson is president of Visible Communication, a firm that
helps companies become more visible in their marketplace through
effective communication strategies such as content creation, inbound
marketing, social media strategy, reputation management and more.
She has spent more than 30 years as a manufacturer’s representative for
brand-name incentive merchandise and promotional products, and she
is past president of the Incentive Marketing Association. Hendrickson is
author of It’s NOT About the Money: 10 steps to designing effective
non-cash incentive programs that retain employees, engage customers
and improve business.

Check out these websites
for more information on
incentive reward and

recognition programs:
www.incentivemarketing.org;
www.theirf.org
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HEN OUR INBOXES ARE INUNDATED with mass marketing emails, the ensuing cleanup can

seem ruthless. It’s necessary, though, right? But when we think about the recipients of our B2B

emails doing the same thing, it stings a little. To avoid being part of a prospect’s mass-email eradica-

tion, consider a few strategic moves that will focus the content and purpose of your B2B marketing emails. 

First, all data can be good data if you use it to target the right recipients of your message. Update email lists frequently

to ensure email addresses, job titles and companies remain current. Messages that announce a call to action should be sent

to decision makers; apply segmentation to your mailing list to ensure only the

people who can act on your message are getting it.

Second, customize the message. A one-size-fits-all email can be spotted a

mile away, and no discerning prospect will appreciate being just one of many. Rather than casting a wide net with a generic

sales pitch or marketing announcement, craft similar messages

for different audiences inside that large pool of prospects.

When recipients feel like you’re speaking directly to them,

they’re more likely to reach out in response.

Third, get personal. Personalization in mass emails seems

nearly impossible—you’re sending one message to dozens, or

even hundreds—how is that efficient? Personalization isn’t

only about including a recipient’s name in a message.

Connecting with target audiences on a level that they inhabit

—be it business or social—is a great way to put a laser-focus

on your message.

Finally, follow up. You know exactly who you sent your

message to—why wouldn’t you come back to ask how they

used what you provided? Request feedback that helps you

better tweak your message content, frequency and targets.

Indirect means of follow-up, such as tracking offer downloads

or click-throughs to your website or sales promotion, also can

show you how recipients engage with your message and can

lead to improvements in your B2B email marketing strategy.

TARGETED MESSAGING

WW

FAST FORWARD

MARKET SHARE

MAKE B2B EMAILS MORE
PERSONAL BY JEN ALEXANDER
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Getting Promo-litical
PROMOTIONS63

PPB After so many years as
an independent distributor,
what prompted the decision
to join forces with HALO?
Kreuzburg From 2008 on,
we had been working contin-
uously to upgrade our tech-
nology platform, but we just

kind of wanted to get to the
next level. We looked at
[HALO] for about eight
months before we decided to
go ahead.

It’s difficult for a smaller
company to keep up with
advances in technology, so

we thought it was best for
our salespeople to go to a
larger company that still has
a family feel but can also
give our salespeople the
technology platform and
group buying opportunities
that will help them be more
successful. They’re going to
be more profitable. I think
HALO and Harvey-Daco are a
good fit.

PPB What has the change
looked like for Harvey-Daco
staff, and how are you going
to maintain the family-style
approach to business going
forward? 
Kreuzburg The transition has
been interesting; I admire
HALO—the people they take
in are all so different. But
they’ve done a great job. I
can’t tell you how patient
they’ve been. 

We were sad to see some
internal staff go—some who
had been here 20 years, even
40 years—but I also know

that HALO will take our sales-
people forward. They’re still
our family, but now we are a
part of a bigger family.
Everybody transitioned, and
they are pleased with what
they’ve seen. The clients are
happy.

PPB What do you look for-
ward to as members of the
industry? 
Kreuzburg We hope to
become more involved in
professional organizations.
When you’re running a busi-
ness 24/7, it can be over-
whelming. [Vice President
Bob Kreuzburg and I] are still
selling and we will be avail-
able to help our people.

Five Minutes With Pam Kreuzburg 
Harvey-Daco powered by HALO

Young And Restless
MANAGEMENT67 71

FTER 66 YEARS as a family owned-and-operat-
ed distributor firm, Waco, Texas-based Harvey-
Daco, Inc. (UPIC: HARVDACO) joined forces

with HALO Branded Solutions (UPIC: HBS) in Sterling, Illinois to
become Harvey-Daco powered by HALO. Harvey-Daco CEO
Pam Kreuzburg spoke with PPB about the reason for the
change and how she and her husband, Vice President Bob
Kreuzburg, are working with HALO to keep the company’s
family approach to business going strong.

AA

It’s difficult for a smaller company to
keep up with advances in technology,
so we thought it was best for our sales-
people to go to a larger company that
still has a family feel but can also give
our salespeople the technology plat-
form and group buying opportunities
that will help them be more successful.

“

”
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FAST FORWARD

Still Livin’ The Dream

Ever come home from a full day of
work knowing you should eat well, but
you just order pizza instead? Coined
by a social psychologist, decision
fatigue—or ego depletion—results
from a lack of mental energy required
for decision-making activities. The more
decisions you have to make in a day,
the less likely your later decisions will
be good ones. 

You can fight decision fatigue in a
few ways: 

1. Make daily decisions (the repeti-
tive ones) the night before.
Decide what you’ll wear, what you’ll
eat and when to run those impor-
tant errands.

2. Do the most important task first.
Whatever needs the most attention
and deserves your best decision-
making skills should be tackled
before anything else.

3. Turn decisions into commitments.
Make a point of prioritizing tasks by
writing them down; schedule them
on your calendar if you have to.

4. Eat something before you make a
decision. If you have to decide
something important at the end of
the day, eat first. The extra nutri-
ents fuel your brain and fortify your
decision-making power.

5. Simplify. If the task list seems over-
whelming, it probably is. Can you
move a task to another day? Can
you break it into smaller steps? Can
you delegate a task, or strike it
entirely? Do it. Eliminating deci-
sions lessens fatigue and the likeli-
hood of a poor outcome.

BIZWORDS

Decision Fatigue

BRANDABLE

In an age of success on a global
scale, is the American Dream alive
and well? Western Union banked on
it, building a branding and digital
marketing strategy that centers on
the embodiment of the American
Dream and how to achieve it. The
campaign targets Americans with
friends and family living abroad, a
demographic the company has
coined “dual-belongers.”

The money-transfer service
launched a YouTube video that
highlighted Americans speaking
about their American Dreams, and it
also developed dedicated web pages

that offer advice on how to achieve
the American Dream. These promo-
tions, along with the company’s
Western Union American Dream
Sweepstakes, were tied in to social
media postings on the company’s
Facebook and Twitter accounts.

By July of this year, Western
Union had recorded a 1,705-percent
total engagement rate—the compa-
ny’s social community responded to
the campaign with nearly 19,000
‘likes’ on Facebook, as  well as 839
shares and 714 comments. YouTube
viewers reported finding the video
inspirational and positive.

AD-ITIVES

Looking To Data To Drive Creative
Nearly two-thirds of U.S. ad agencies are letting the numbers tell them how to

design their digital ads, according to a recent poll conducted by ad platform provider
Jivox. The goal? To increase brand engagement, respondents say. And it appears the
use of data to customize ad creative has worked.Thirty-nine percent reported seeing
increased click-through rates.

The most popular type of data used by respondents was demographic information,
at just over 58 percent. More than half the respondents also applied device location
data to their creative strategies.
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WANT TO ENSURE a successful
business meeting? Forget the board-
room and head for a booth, says barbe-
cue entrepreneur Brett Randle. The
CEO of Dallas, Texas-based Soulman’s
Bar-B-Que believes taking business
partners out for lunch is more benefi-
cial than ordering in at the office.

“Conducting business meetings
over lunch is a great way to establish 
a relationship with a client or potential
business colleague,” said Randle. “As 
we like to say at Soulman’s, ‘why not 
do business over brisket? ’ Lunch meet-
ings allow professionals to break up
their work day while getting to know
each other.”

Randle offers a few more reasons
for meeting over a meal:

LET’S DO LUNCH
THE WATER COOLER

Restaurants are neutral territory. No one has the “upper hand” at a dining
establishment. But don’t choose the latest trendy bistro for your meeting. A
restaurant that is reliable and comfortable is much more suitable for casual
business conversation.

Dining out lets you get personal. Though conference calls may be more conven-
ient for executives who are pressed for time, the personal interaction over a meal
can’t be beat. 

Comfort food puts them at ease. Take away the sterile, bland boardroom and
you’ll take a lot of tension out of a meeting. Going out for lunch can turn a formal
conversation into a casual dialogue.

Everyone appreciates a change of scenery. Going somewhere new or different cre-
ates a memory with which to associate the meeting. Better recall means better results.

Meetings become time-sensitive. Knowing you’re only in a place to do two
things—eat and talk—means any business you have can be conducted with greater
efficiency … especially if the participants would rather eat than talk.

“Why not do business over brisket?”
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Examples of goods that currently are

GSP-eligible include travel sets, plastic

kitchen articles, a variety of glasswares

and home decorative objects, ballpoint

pens, certain athletic equipment and var-

ious bathroom articles. GSP-eligible

countries (also called a Beneficiary

Developing Country, or BDC) include

the Philippines, Thailand, Indonesia,

India, Egypt, Cambodia, Brazil,

Paraguay and Uruguay.

The GSP statute has been on the

books since 1976. It periodically expires

and is typically renewed. The GSP last

expired on July 31, 2013 and was

renewed as a result of the Trade

Preferences Extension Act of 2015,

which became effective July 29, 2015.  

PRODUCT RESPONSIBILITY

THE GSP IS BACK
WHAT YOU SHOULD KNOW ABOUT DUTY-FREE IMPORTS AND RETROACTIVE REFUNDS 

BY ROBERT STANG

NOVEMBER 2015 • PPB • 63THINK

HE GENERALIZED SYSTEM OF
PREFERENCES (GSP) is a law providing duty-
free status to more than 3,500 diverse products that

qualify as GSP-eligible and are imported directly from a GSP-
eligible country.

TT
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Going forward, the GSP renewal

extends until December 31, 2017 and per-

mits retroactive claims going back to August

1, 2013. It also broadens certain categories

of potentially GSP-eligible goods (subject to

presidential approval), most importantly the

“travel goods” category including purses,

handbags, backpacks, wallets and similar

products.

How do importers claim GSP duty-free
status for their goods going forward? 

Importers claiming GSP duty-free entry

for their goods should comply with the fol-

lowing four steps:

Step 1:  The product must be GSP-eligible

in the tariff (the HTSUS). A GSP-eligible

product in the tariff (the HTSUS) has the

designation A, A+ or A* in the “Special” col-

umn next to the product’s 10-digit tariff

code. (You can find the HTSUS on the U.S.

International Trade Commission’s website,

www.usitc.gov, or the Customs and Border

Protection (CBP) website, www.cbp.gov.)

Step 2:  The product must be imported

directly into the United States. Ensure that

the product is imported directly into the U.S.

from the GSP-eligible country where it was

produced. Do not let the product enter the

commerce of any third country en route to

the U.S.  

Step 3:  Ensure the product meets the

GSP’s 35-percent value-added and country

of origin requirements. Ensure that at least

35 percent of the value of the product is

attributable to the sum of (1) the cost or

value of the materials produced in the BDC,

plus (2) the direct costs of processing opera-

tions performed in the BDC. That BDC

must also be the country of origin of the

imported product.

Step 4:  Make the GSP claim to Customs.

The importer has to make the GSP duty-free

claim on the entry documents when the

goods are imported. Usually, this requires

placing the A, A+, or A* GSP indicator on

the Entry Summary (CBP Form 7501)

and/or the Entry (CBP Form 3461) next to

the line item covering GSP-eligible goods.  

If the importer fails to provide this notice

at the time of importation then the importer

might be able to amend the entry or notify

Customs of the GSP claim before the entry

liquidates. (After the entry liquidates, an

importer can file a protest against Customs’

denial of a GSP claim already made, but can-

not use a protest to make the initial claim.)

How do I claim GSP duty-free status
retroactively? 

To claim GSP duty-free status retroac-

tively for goods imported during the lapse

period (August 1, 2013 – July 28, 2015) the

importer must meet the above four require-

ments, but there is one important additional

element: Importers have until December 26,

2015 to make a retroactive GSP claim [typically,

A, A+ or A*) for GSP-eligible goods that entered

during the lapse period. Many importers and

customs brokers put the GSP indicator on

the entry documents during the lapse period

as a precaution, and for those companies no

further action is necessary. However, if the

GSP indicator for GSP-eligible goods

entered during the lapse period was not put

on the entry documents, then don’t wait. File

the GSP claim as soon as possible.

Follow these helpful GSP tips. 
If your goods are just under the 35-percent

value-added requirement, don’t give up, but if

your goods are just at the 35-percent require-

ment, don’t cut it too close. If you believe you

may have a GSP claim but the goods are just

under the 35-percent value-added require-

ment, check with a GSP expert (your cus-

toms broker, a customs consultant or your

customs attorney) and review the Customs’

GSP audit guide. You might be surprised at

costs permitted in this calculation which are

oftentimes overlooked. For example, there are

certain fringe benefits, insurance, engineering,

quality control, facility maintenance, waste

and payroll taxes to name a few. But if you

are at or just above the 35-percent require-

ment, this creates a red flag and there’s no

margin for error. In this case, we strongly

suggest consulting GSP compliance experts

to understand the risks and ensure a cushion

if any costs or calculations change.

The list of GSP-eligible products and GSP-eligi-

ble countries changes: The GSP is not static;

the list of eligible goods changes and the list

of countries change. For example, Russia and

Bangladesh used to be GSP-eligible; now

they’re not. The law used to exclude travel

goods (wallets, purses, backpacks, etc.); now

the door is open for these products to become

GSP-eligible. There are dollar limits on how

much of a particular item can enter the U.S.

as GSP duty-free goods (also called a

Competitive Need Limitation or CNL), but

the President has the discretion to waive

CNLs. Bottom line: Make sure you’re up to

date on what products and countries are

GSP-eligible and make sure you’re using up-

to-date materials.

GSP engineering is OK, but be compliant:

Some importers rely on the GSP for prof-

itability.  They structure their purchases and

manufacturing carefully to ensure the fin-

ished product is GSP-eligible. They purchase

raw materials from a GSP-eligible manufac-

turer. They ensure that non-BDC raw mate-

rials are “substantially transformed” into an

intermediate component that can be counted

as part of the finished product’s 35-percent

value-added requirement in the BDC. They

analyze and track their costs in the BDC

carefully. All of this is fine and even encour-

aged; however, GSP importers should antici-

pate that Customs may require substantia-

tion for the GSP claim. Requests for infor-

mation and supporting documents for GSP

claims are not usual. Customs has also been

known to audit importers for GSP compli-
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Tune In
Increase your knowledge and
understanding of the GSP by
watching an on-demand webi-
nar presented by Robert Stang.
The 60-minute presentation is
free to PPAI members and non-
members. Find it under
Education on the e-Learning
page at www.ppai.org. 

Practical Guide To Generalized
System of Preferences (GSP)
Presented by Robert Stang
Recorded September 10, 2015
60 Minutes
Free
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ance purposes. So caution and reasonable

care are essential. Make sure you have writ-

ten policies and procedures backing up the

GSP entries. Retain substantiating docu-

ments for at least five years. Internal audits

and reviews are encouraged. If necessary,

consult a customs expert familiar with GSP

requirements.

If you have questions or need to know in
advance: GSP imports often raise genuine

questions for importers proactively focusing

on compliance, or companies considering

challenging a Customs decision denying a

GSP claim. For example: Does a BDC man-

ufacturing process involving non-BDC mate-

rials enable the intermediate product to be

counted in the 35-percent value-added

requirement? Is the finished product classi-

fied in a GSP-eligible tariff provision? Are

goods offered for sale outside of the U.S. or

shipped through a Foreign Trade Zone

“imported directly” into the U.S.? What doc-

uments will be required in the event of a

Customs audit or inquiry?  

Companies that have questions as to

whether the goods are GSP-eligible have

options. They can get a binding ruling from

CBP in advance. If the port and the importer

disagree with a GSP claim, the importer can

file a protest and enlist the assistance of

Customs headquarters. Importers can even go

to court on GSP claims (the U.S. Court of

International Trade with appeals to the Court

of Appeals for the Federal Circuit, if needed).

These options provide absolute certainty.

Importers can also consult with their customs

broker, customs consultant or customs attor-

ney. An opinion by any of these parties does

not provide the absolute certainty of a

Customs binding ruling or court decision, but

oftentimes provides the importer with the

comfort level and “reasonable care” necessary

to go forward with a GSP program and file

GSP claims.

Robert Stang is a partner in the international trade and supply chain practice
at Husch Blackwell. He focuses his practice on customs and brings over 30
years of experience to a wide range of issues affecting inbound and out-
bound goods, including tariff classification, valuation, country of origin and
marking matters, free trade agreements and special trade programs, includ-
ing the GSP. A member of the firm’s Technology, Manufacturing &
Transportation team, Stang works with importers and exporters proactively to
achieve cost savings and structure programs that meet CBP “reasonable
care” requirements. He handles supply chain security issues, including
Customs-Trade Partnership Against Terrorism (C-TPAT) matters and regularly
assists importers facing CBP audits, penalties, seizures and other agency
enforcement activities. He has particular experience with a variety of soft
goods and hard goods, including textiles and apparel, footwear, consumer
electronics and home appliances. Before joining the firm, he was a member
of the global trade practice at an Am Law 100 firm. He also was a director for
a company that sourced apparel for U.S. distributors and a senior manager
with the international trade practice of a “big four” accounting firm.
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Full Color Digital Logos are the perfect solution for:

Selling More Just Got Easier!

CAD-PRINTZ® Full Color Digital Logos 
  heat apply to virtually any fabric including       
    leather, nylon, and neoprene. With great       
      stretch and rebound, it’s your decorating         
         solution for performance wear.

                 Can you logo virtually any promotional 
                   product? The answer: Absolutely!

• Short Runs
• Super Fine Detail
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MANAGEMENT

Born after 1981, Millennials are the

youngest generation in today’s work-

force. They are also vastly different

from every generation before them—

and that’s especially true when it comes

to sales. Millennial salespeople are con-

fident, self-expressive, upbeat and open

to change. They came of age immersed

in technology and instant communica-

tion. Their expectations, both for work

and personal life, are sky-high.

It should come as no surprise that

this unique generation has tremendous

potential for success in sales—but

Millennials require a new style of man-

agement to achieve that success. Here are

seven must-have ingredients for success-

fully managing Millennial salespeople:

1. Figure out what’s really driving
them. Millennials are a generation of

idealists, which means they often focus

more on social impact or personal ful-

fillment than how much money they

make. They also live at home with their

parents longer and put off marriage and

child-rearing to a greater extent than

any previous generation. As a result,

many Millennials are less driven by

financial stability than they are by

work-life balance or community contri-
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RGANIZATIONS USED TO be able to
cook up a successful sales team with a few
basic ingredients: quality product, compelling

compensation plan, simple training program and effective sales
tracking. Not so anymore. Millennials have changed the
recipe.

OO
SEVEN MUST-KNOW TIPS TO MANAGE MILLENNIAL SALESPEOPLE

BY MARC WAYSHAK

YOUNG AND RESTLESS
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bution. Figure out what really drives your

Millennial salespeople so that you can moti-

vate them in the most effective ways possible.

2. Help them see the client’s perspec-
tive. Because Millennial salespeople are

often selling to older clients, it is critical that

they understand and connect with those in

older generations. Teach your Millennial sales

team that 55-year-old prospects will not have

the same outlooks or aspirations as 27-year-

old prospects. For example, a 55-year-old

Baby Boomer client might be highly motivat-

ed by financial security, while a 27-year-old

Millennial client is more likely to be driven

by convenience and flexibility. If Millennial

salespeople fail to understand the perspectives

of older generations, they will struggle to

maintain relationships with clients and close

sales with a large demographic of prospects.

3. Train, train, train—and then train
some more. Millennials are often over-edu-

cated for their entry-level jobs, but you should

still provide them with extensive work train-

ing for two key reasons. First, Baby Boomer

parents have imbued their Millennial kids

with an appreciation for continued education.

By offering comprehensive training to new

hires, top young talent will actually be attract-

ed to your organization. Second, Millennials

are typically enthusiastic learners who will

implement the strategies and techniques they

are taught. The more training you give them,

the more effective they will be at sales.

4. Focus on what they do—not when
they do it. The idea of a 9-to-5 work day is

not merely foreign to most Millennials, it’s

completely abhorrent. When left to their own

devices, these young salespeople might head

off to the gym at noon—but that doesn’t

mean they’re not hardworking. It just means

they’re likely to stay late at work to finish

what they have to do. Many organizations

struggle to manage their Millennial salespeo-

ple by requiring that they work certain hours.

Not only is this unnecessary, but it’s also

harmful to work productivity. Millennials are

known for demanding work-life balance. If

they sense that their employer lacks an appre-

ciation for work-life equilibrium, their morale

will plummet and they’ll consider other job

options. Instead of setting a rigid work sched-

ule, give your Millennial sales team members

specific daily or weekly sales activity goals. For

example, tell them to make a certain number

of calls, conduct a certain group of meetings

or attend a certain type of event. Then let

them work according to whatever schedule

will make them most productive.

5. Give them lots of feedback. There’s a

reason why Millennials are called Trophy Kids.

This generation wants recognition—and lots

of it. Remember that your Millennial salespeo-

ple grew up receiving awards and trophies for

nearly every endeavor, whether coming in last

place at a Little League tournament or taking

fifth place at the science fair. To be a successful

manager, you must capitalize upon this deep-

seated Millennial trait: Give your sales team

lots of feedback. Knowing that their manager

thinks they’re doing a great job is often more

motivation for Millennials than a monetary

bonus. And don’t shy away from giving your

Millennial salespeople constructive feedback,

either. Millennials aim high when it comes to

work achievement, and they are exceptionally

open to constructive criticism if it will trans-

late to more success, faster.

6. Set their expectations for success.
Instant gratification: Millennials grew up

with it, whether it was fast food, instant mes-

saging or the 24-hour news cycle. As a result,

this generation looks for fast results and is

likely to get bored quickly. In the workplace

this translates to what’s known as job-hop-

ping, where Millennials stay at each job for

only a few months to a year, leaving for

greener pastures if their expectations aren’t

met in a timely manner. Instead of viewing

this as a negative reality, consider that this

mindset can be an asset to your business.

Millennial salespeople start every new job

with enthusiasm and high hopes—if you can

help shape their expectations for the job, you

can more consistently retain Millennial tal-

ent. Set realistic expectations early on for

Millennial salespeople, and you will lessen the

likelihood that they’ll leave for greener pas-

tures in the near future.

7. Ask for their help. One of the best

qualities of the Millennial generation is that

they are collaborative, team-oriented work-

ers. This means they are likely to want to

help others in the workplace. Once your

Millennial salespeople have shown superior

skills in particular areas, invite them to train

others on the team. For example,

Millennials will likely be strong with tech-

nology such as your CRM system or social

media. Let them contribute to the team by

helping veteran salespeople master whatever

technologies they might struggle with.

Because Millennials are highly driven by

community contribution and social impact,

the opportunity to improve the sales team

with their knowledge and skill is very

rewarding for them.
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Marc Wayshak is the bestselling author of two books on sales and leader-
ship, Game Plan Selling and Breaking All Barriers. As a sales strategist,
Wayshak created the Game Plan Selling System to revolutionize the way
salespeople, entrepreneurs and companies approach selling. His sales strat-
egy is based upon his experiences as an All-American athlete, Ivy League
graduate, startup entrepreneur and years of research, training and selling.
He holds an MBA from the University of Oxford and a BA from Harvard
University. Get his free eBook on 25 Tips to Crush Your Sales Goal at
GamePlanSelling.com. Contact him at 617-203-2171 or
Info@MarcWayshak.com, or follow him on Twitter: @MarcWayshak

Remember that your Millennial salespeople grew up receiving awards and tro-
phies for nearly every endeavor, whether coming in last place at a Little
League tournament or taking fifth place at the science fair.

“
”
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LECTION SEASON CAN leave a bad taste
in one’s mouth, but West Caldwell, New
Jersey-based Incentive Gourmet’s custom

Chocolect® chocolates are the perfect remedy—at least,
that’s what the supplier’s president, David Little,
believes. So when the candidates came out of the
woodwork, he set to work promoting his politically
themed confections with custom touches. The result? A
great deal of interest from distributors with campaign
stores as well as from local media.

When election season kicked off, Little and his
team looked to their current offerings for a way to
respond to available opportunities in the political
arena. “The ability to write chocolate messages
and reproduce images on wrapped chocolates and

gift tins is perfect for political news,” he says.
Little’s team imbued their trademarked Chocolate

Text™ and SelfieTins™ with candidate images and
party-themed messaging, designing confectionery
“games” such as the Chocolate Senate Chamber
Puzzle™ and Presidential Primary Puzzles™. Perfecting
these products for the politically inclined end user
involved “extensive research,” he says.

“You don’t want to get any facts wrong when you are
in the public arena,” he says. To effectively promote the
new line to prospective clients, Little says it was important
to attend events, speak with politically influential individu-
als and pundits, and to craft targeted press releases.  

Challenges on the production side included sourcing
appropriate images and modifying the manufacturing

PROMOTIONS

Getting Promo-litical

EE
INCENTIVE GOURMET SHARES THE PROCESS OF PROMOTING ITS LATEST 
POLITICALLY THEMED CONFECTIONS BY JEN ALEXANDER
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process to accommodate lower order volumes of
Chocolect™ items. Additionally, products needed to be
crafted from U.S.-made materials to qualify for use based on
the patriotic nature of election season. 

“The packaging needs to be all-American, high-quality
and appropriate to the situation,” Little explains. “This might
include custom images, ribbons and various USA made con-
tainers.  Anything with Chinese parts or made is not allowed.
Drop-shipping and quick turnaround are also a must-do for
us and our clients.”  

Little says edible custom products are ideal for distribu-
tors working with campaign clients because they can be tied
to multiple aspects of a single promotion—in the case of a
candidate, earning support from voters and decision makers.
“Not only can individual items be given away to create a
candidate’s brand recognition, larger items, like glass jars
filled with custom candies are perfect for rewarding low-level
donors,” he says.  

Since introducing the custom political Chocolatext and
SelfieTins, Little says he’s begun working with a member dis-
tributor who operates a campaign store for one of the
Republican presidential candidates. 

Since the promotion’s launch, Incentive Gourmet’s
products have
also been used
for a mayoral
kick-off, a state
assemblyman
and a gubernato-
rial candidate’s
campaign.
“Everyone loves
to see them-
selves on choco-
late, or receive a
heartfelt edible
message,” says
Little.

CLOCKWISE FROM TOP Candidate faces provide the finishing

touch to these customized foil-wrapped chocolates. • Have fun

learning who sits where in this congressional chamber match-up

promotion • Celebrate partisanship with a gift like this set honor-

ing the New Jersey Congressional Delegation • Spell out your sup-

port with a text-inspired gift box.
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CONNECT
INSIDE PPAI

PAI’S PRODUCT RESPONSIBILITY SUMMIT, held in September in Bethesda,

Maryland, featured three days of insightful and extensive product safety and compliance

programming. Formerly the Product Safety Summit, over the past five years the Summit

has grown into PPAI’s most well-attended education conference and the must-attend program for

safety and compliance professionals at companies throughout the promotional products industry.

“We’ve come a long way over five years of Summits,” says Gene Geiger, MAS+, president of

Geiger, event co-chair and chair of the Product Responsibility Action Group. “In the beginning we

worked to bring awareness of the importance of product safety.  Now we are diving deep into com-

pliance and responsible sourcing with sourcing and risk management professionals. This year we

added the rapidly emerging issue of corporate social responsibility to the program. Consumers and

large companies are increasingly concerned that products they buy have been made in factories where

worker rights and safety are respected. Attendees were given the knowledge and tools to begin to put

CSR policies and procedures in place in their firms. “More than 170 industry professionals were on

PP
PROGRAMMING SCALES NEW HEIGHTS AT THE 2015 PPAI PRODUCT 
RESPONSIBILITY SUMMIT
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COMPLIANCE MASTER CLASS

ABOVE LEFT Employees at the

CPSC’s National Product

Testing and Evaluation Center

take PRS attendees through the

center’s testing labs, among

them its Offroad Power Sports

facility. ABOVE RIGHT PRS

offered attendees numerous

opportunities to engage with

speakers and share experiences. 
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hand for two days of education on the most pressing

product safety issues, along with panel discussions led

by industry thought-leaders and subject-matter experts,

and a number of networking opportunities. On

Monday, early arrivals also got an inside look at the

CPSC’s National Product Testing and Evaluation

Center in Rockville, Maryland, during one of two sold-

out tours. Opened in 2011 and located near the

Summit’s Bethesda location, the testing center houses

the CPSC’s state-of-the-art testing labs and equip-

ment, and engineering staff.

“It was a really good experience for me and I’m glad

I came,” says Troy Jones, vice president of operations at

Stellar Imports in Hawthorne, California. “On a daily

basis, we work with a lot of high-profile accounts and

it’s important to maintain testing protocols to ensure

compliance, and to be able to come into a facility like

this and see firsthand how those protocols are being

tested has been very informative. It helps me get a visual

of how the tests are run and the types of machinery and

equipment used. And to speak to the different engineers

and lab techs, and get insight on what they’re looking

for and what they’re looking at is huge.”

Its second day kicked off a two-day lineup of speak-

ers and experts only possible due to Summit’s proximity

to Washington, D.C., and the regulatory bodies head-

quartered there. A series of presentations, panel discus-

sions and interactive conversations explored the regula-

tory structures facing businesses and how to manage

them and the rules they follow, best practices and strate-

gies for mitigating risks and handling recalls, and how

to establish and run social responsibility programs.

Highlights were the keynote presentations delivered by

CPSC Commissioner Ann Marie Buerkle and CPSC

Chair Elliot Kaye.

Attendee Joanne Molina, DARD vice president of

operations and procurement, says her company is com-

mitted to supplying compliant and safe goods to its dis-

tributors. “The PPAI Summit is a great resource of

information when it comes to current governmental

requirements on product safety. We also want to hear

from other sources about different views concerning

product safety so we can make good and well-informed

SNAPSHOTS 98

101

TOP Cheryl Falvey’s Summit presentation, focusing on two key questions—who is

the regulator and what is the rule—drew a rapt audience. BOTTOM Following her

presentation, Falvey joined a panel discussion on understanding and acting on

the differences between regulations and standards.
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decisions as a company.” She adds that the company

views product safety as part of the life cycle of a prod-

uct. “We take this subject very seriously and it is anoth-

er service that we provide to our clients and the entire

marketplace.”

“I think PPAI did an exceptional job this year on

the Product Responsibility Summit,” says Teresa Fang,

director of supplier chain management at Jetline in

Gaffney, South Carolina, and a Summit panelist. “I feel

like the quality of the experts this year was through the

roof. The content was amazing and the notebook to

take home is appreciated every year. I would highly rec-

ommend this event to anyone in the industry.”

Susan Kowelman, vice president of special projects

at distributor GatewayCDI, says, “Summit provided a

high level of interaction with some of the top product

safety experts in the U.S., including the chairman of the

Consumer Product Safety Commission. The dual focus

on product safety and social responsibility provided

added value to those attending and presented clear road

Product Responsibility Summit
keynote speaker, Consumer
Product Safety Commission (CPSC)
Chairman Elliot F. Kaye, became
the 10th CPSC chairman in 2014.
He addressed his audience of com-
pliance managers, procurement
specialists and promotional prod-
ucts business owners, openly and
directly for about 10 minutes and

then spent the rest of the hour-
long session answering questions
on state lead limits, online sales,
penalties, imports, future concerns
and more posed by Product
Responsibility Action Group Chair
Gene Geiger, MAS+, along with
audience members.

“I want to tell you how
impressed I’ve been of the work
PPAI does and continues to do in
the area of safety and compli-
ance,” Kaye said from the podium.
“The requirements you have in
place are incredibly impressive, the
materials are thorough, well-written
and right to the point and I can tell
you as a regulator I’m deeply
appreciative of the ownership this
association has taken on safety and
compliance. I applaud it.”

He spoke at length about two
areas of public policy in which the
agency is involved: chemical expo-
sure/consumer products (toys and
children’s items plus the flame-
retardant chemicals used in uphol-

stered furniture), and brain injury in
sports. As chairman and father to
two young boys, he expressed his
concern about both issues and
talked about what the agency is
doing to resolve them. He also
noted three areas he expects the
agency to look at in the near
future: The interaction between
wearable tech and bodies; remote
control devices that control home
appliances such as space heaters,
and products produced by 3D
printing. “This one is most chal-
lenging from regulatory perspec-
tive,” he said. “Who’s to blame for
giving away or selling a toy that is
created in someone’s home?”

When asked what misconcep-
tions the public might have about
the CPSC, he answered thoughtful-
ly. “We are all the same as you
are. We have the same problems
you do, we have kids. We just want
to have a safer world and not have
to worry about products harming
people.”

The members of the Product Responsibility Action Group are responsible for the

direction and scope of the Product Responsibility Summit.

CPSC Chairman Elliott Kaye Addresses Critical Issues 
At Product Responsibility Summit
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maps for organizations to follow, and the Summit was an excellent

opportunity for distributors and suppliers to share ideas.”

Assessing the Summit’s accomplishments, Rick Brenner, MAS+,

president of Prime Resources Corporation and co-chair of the

Summit, sums it up: “If anything was apparent at this year’s Product

Responsibility Summit, it was how the compliance practices required

for success in our industry at the highest level have changed drastically

in just a few years and how they are continuing to evolve very quickly.

A show of hands indicated that almost all of our 180+ attendees have

the word ‘compliance’ in their job title. The talk among attendees was

how they continue to toughen the requirements for the suppliers and

factories they do business with, and the education they’re providing to

their coworkers. What a sea change for an industry that had almost

zero compliance professionals just five years ago. Thanks to PPAI, our

attendees shared best practices, were treated to guidance by senior

leadership of the Consumer Products Safety Commission and tutorials

from many of the most esteemed compliance and sourcing experts in

the nation.”

When Hon. Ann Marie Buerkle,
commissioner of the Consumer
Product Safety Commission,
stepped to the microphone at the
PPAI Product Responsibility
Summit, her first words were to
praise those in attendance. “Your
entrepreneurial spirit is what makes
America such a great place. It’s
what keeps the American dream
alive and well,” she said. Buerkle, a
former nurse, attorney, member of

Congress, mother of six, grand-
mother of 16 and one of five CPSC
commissioners, was appointed to
the agency by President Barack
Obama in May 2013. She was con-
firmed by the U.S. Senate later that
year for a five-year term.

During the nearly 60-minute
presentation, she shed light on her
professional background,
explained how she approaches
CPSC decisions, discussed some of

her concerns and
goals, and
thanked PPAI for
leading the way
in its approach to
product responsi-
bility. She noted
that the CPSC is
a relatively small
agency charged
with protecting
the public and
jurisdiction over
approximately
15,000 products.

“The problem
that we have is
that Washington
exists in a bub-
ble,” she said.

“We make rules but don’t always
understand how they affect work-
ing people. It’s important for
events like this to help make us
aware. Thank you to PPAI for your
efforts to educate your industry
and to interact with our agency.”
She also called PPAI the poster
child for how to create a product
safety aware program.

Since coming to the agency,
Buerkle has developed three pillars
on which she bases her decisions:
education (“It should be preferred
over regulation.”); collaboration
(“Strong, positive relationships with
all stakeholders are crucial to con-
sumer safety. You know the issues;
we need to hear from you.”); and
balance (“Consumer safety can be
achieved in a balanced, reasonable
way. We need to make sure the
rules we make really do promote
safety.”).

Her talk also touched on two
issues on which the agency is cur-
rently working: test burden reduc-
tion and import surveillance, and
she wrapped up her presentation
with a plea for continued engage-
ment with the promotional prod-
ucts industry.

CPSC Commissioner Speaks From The Heart At PPAI Summit

Thanks to PPAI, our attendees shared best practices, were treated to guidance
by senior leadership of the Consumer Products Safety Commission and tutorials
from many of the most esteemed compliance and sourcing experts in the nation.

“
”
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The Promotional Products Education
Foundation (PPEF) has named its 2016
officers and completed its trustee elec-
tion for the upcoming term.

Serving January 2016 to January
2017, the incoming officers are:
Chair: Pat Dugan, MAS, Budgetcard Inc.
Immediate Past Chair: Kippie Helzel,

MAS, CPS/Keystone
Chair Elect and Vice Chair–Fundraising:

Lori Bauer, BIC Graphic North America
Vice Chair–Strategic Planning/Budget:

David Tate, Signet, Inc.
Vice Chair–Scholarship: Carol de Ville,

MAS, The Branding Company
Vice Chair–Marketing: Bruce Perryman,

MAS+, Embroidery Unlimited, Inc.

Drew Davis, MAS,
Specialty
Incentives, Inc.

A principal at distributor Specialty
Incentives, Davis has been in the promo-
tional products industry for 15 years. A
long-time contributor to PPEF, Davis has
been active in his regional association,
the Rocky Mountain Region Promotional
Products Association (RMRPPA) and
PPAI. At PPAI, he was an active member
of the Association’s Technology
Committee, while he held a number of
offices at RMRPPA, including president,
chair and treasurer of its board.

Wayne Greenberg,
MAS, JB of
Florida/Geiger

Greenberg, a sales partner at JB of
Florida/Geiger, returns to the PPEF
board for his third term. Also a two-time
chair of the PPEF board, he has played
an active role in a number of its pro-
grams, including awarding scholarships
and fundraising. During his 30 years in
the industry, Greenberg has also been
an active volunteer with PPAI, including
serving as chair of the board. 

Brian Porter,
ProTowels, Kanata
& Superior
Decorating

Vice president of sales and marketing
at ProTowels, Porter brings 21 years of
industry experience to the PPEF Board.
A long-time volunteer with the
Promotional Products Association of the
Midwest (PPAM), he will be the regional
association’s president in 2016. Porter
has also been a member of the North
American Leadership Conference work
group for the past three years.

Stephanie Preston,
HALO Branded
Solutions

Preston has been in the industry
and with HALO for the past 11 years,
where she serves as director of market-
ing. She brings skills developed
through considerable experience as a
volunteer and fundraiser for a number
of charitable organizations, including
the YWCA of the Sauk Valley, the
Hospice of the Rock River Valley,
Whiteside Area Vocational Center and
the United Way of the Sauk Valley, to
her role. 

PPEF Names Incoming Trustees, 2016 Board Officers

Pat Dugan, MAS Kippie Helzel, MAS

Lori Bauer David Tate

Carol de Ville,

MAS

Bruce Perryman,

MAS+

The incoming trustees’ three-year terms begin following the PPEF board meeting
at The PPAI Expo 2016. The incoming trustees are:
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The Regional Association Council (RAC) has
elected its 2016 executive officers and new
board members. The new leadership lineup
includes Ryan Small, CAS, president; Janet
McMaster, MAS, vice president; Nick D’Eramo,
secretary; D’Anna Zimmer, CAS, treasurer; Scott
Hareid, RAC delegate to the PPAI Board of
Directors; and Rebecca McLaughlin, CAS,
immediate past president. The new officers will
begin their one-year terms following The PPAI
Expo 2016 in Las Vegas.

RAC also welcomes three newly elected
board members for 2016. They are: Nick
D’Eramo, representing District 1; D’Anna
Zimmer, CAS, representing District 4; and Bob
Levitt, MAS, representing District 5. Larry Arntz,
representing District 1; Jeff Shaw, representing
District 3; Tiffany Tarr, CAS, representing
District 4, and Jon Henrickson, CAS, represent-
ing District 5, will continue their service to the
RAC Board for 2016.

Tom Carpenter, MAS, and Kim Newell will
be retiring from the RAC Board at The PPAI Expo.

Ryan Small, CAS, RAC President
Small, a fifth-generation Nashville native,

lives by the mantra “Life is short, live large.” He
is president and managing partner for Blue
Dog Merch, a promotional products consulting
firm, and Thread F/X, a family-owned supplier
founded in 1998 that specializes in contract
embroidery, screen printing and fulfillment.  

Janet McMaster, MAS, Vice President
McMaster is a regional sales vice president

for Lewiston, Maine distributor Geiger. She

held board positions with the Philadelphia
Area Promotional Products Association
(PAPPA), then the Specialty Advertising
Counselors of the Delaware Valley (SACDV), in
2004–2005 and 2007–2010. McMaster is cur-
rently the board president of the Carolinas
Association of Advertising and Marketing
Professionals (CAAMP).

Nick D’Eramo, Secretary
D’Eramo has been co-owner of Triple Stitch

Promotions and Direct Threads, based in
Connecticut, for 34 years. He has served on the
board of directors of the New England
Promotional Products Association (NEPPA) from
2009-2015 and has held the offices of secre-
tary, treasurer, vice-president and president
and currently serves as immediate past presi-
dent. Nick participated in L.E.A.D. in 2012,
2013 and 2015, and has served on PPAI’s
Government Relations Action Council (GRAC) in
2014 to present.  

D’Anna Zimmer, CAS, Treasurer
Currently the Texas and Oklahoma territory

rep for Bag Makers, Inc., Zimmer has worked as
a supplier rep for more than 19 year after
beginning as a distributor sales rep for
Marketing Incentives. She has served in several
capacities on the Promotional Products
Association of the South board, including vice
president twice, president twice, and RAC
Delegate for several terms. In her role as RAC
Delegate, she has attended L.E.A.D. three times
and helped PPAS host L.E.A.D. Local in Austin,
Texas in 2015.

Rebecca Mclaughlin, CAS, Immediate
Past President

Mclaughlin has spent her decade-long
career in the promotional products industry at
CPS/Keystone, where she is now the Erie,
Pennsylvania-based supplier’s sales and opera-
tions manager. An active member of the Three
Rivers Advertising Specialty Association
(TRASA), she has served as the regional associa-
tion’s show chair for two years, as well as board
vice president and president.

Scott Hareid, RAC Delegate to the PPAI
Board

Hareid is president and owner of the multi-
line representative agency Hareid Marketing and
has worked in the promotional products industry
for 18 years. In the past 10 years, he has volun-
teered with the Upper Midwest Association of
Promotional Professionals (UMAPP), including a
term as the board president. Hareid also chaired
UMAPP’s Membership, Booth Show and Room
Show committees, and in 2008 he worked with
PPAI on the Supplier Forum held in St. Paul,
Minnesota.

Bob Levitt, MAS, Representing District 5
Levitt owns of The Bob Levitt Company, a

distributorship based in West Hills, California.
Bob has more than 32 years of promotional
products experience and has spent his entire
adult life volunteering. He has served as the
chairman of the board of managers for the East
Valley Family YMCA for nine years, and is active
in his regional association, SAAC, and has held
many positions. 

RAC Elects 2016 Board of Directors

PPAI Staff Work Toward Industry Certifications
The PPAI Staff Certification Program is a PPAI initiative aimed

at providing PPAI staff members with the knowledge base to effec-

tively offer great member value by demonstrating competency in pro-

motional products industry concepts, ideas, and best practices.

The majority of PPAI staff members have not served in a promo-

tional products industry role and therefore do not typically qualify for

PPAI industry certifications, so the Association created internal certi-

fications to signify staff efforts to become familiar with industry best

practices and the history of the promotional products field.

Certified Advertising Specialist, Non-Industry (CASN) and

Master Advertising Specialist, Non-Industry (MASN) certifications do

not require industry experience or the accumulation of required points,

but their achievement is based on a passing score on the CAS and

MAS exams. PPAI requires all employees at manager level or above to

attain their CASN, while the Association’s directors and executive team

Continued On Next Page
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must earn the MASN. They are only available to PPAI staff and are

not transferrable to industry practitioners.  Association staff at all levels

must earn a Trained Advertising Specialist (TAS) certificate. 

Staff are also required to meet continuing education requirements

to ensure that PPAI staff members are always well-informed of new

industry trends, concepts, ideas and best practices. 

Learn more about the PPAI Certification Program and PPAI’s

professional development opportunities one PPAI’s website here

http://www.ppai.org/education/certification/.

Continued From Previous Page

and the distinction between our well-estab-

lished supplier/distributor industry and the

overall promotional products marketplace.  

Today’s promotional products buyer has

many options outside of our industry. Aside

from domestic options through new players

such as Amazon, Café Press, Zazzle, VistaPrint

and Custom Ink, there are many overseas

options. For the past few years, there has been a

“Small-Order Zone” at the Hong Kong Gifts

and Premium Fair with hundreds of vendors

offering small-quantity, quick-ship services.

Alibaba and other Asian portals provide U.S.

buyers with instant access to thousands of

Chinese factories, but without the quality and

compliance oversight of a PPAI member. 

It isn’t just purchasing options that are

evolving—so are our customers.  Millennials

—the youngest members of our industry who

came into adulthood after the year 2000—

have different norms, values and buying

habits than their baby boomer parents.

Technology isn’t something they’re just learn-

ing to deal with—it’s part of their DNA.

They expect to be able to buy online, do

research about you and your products and

share their experience with all of their

friends.  They expect your website to work as

well as Amazon with all the same rich fea-

tures they’re used to, including comparisons,

reviews and one-click ordering. They’re

socially conscious. They care that you’re buy-

ing from factories that pay employees fairly

and have safe working conditions.  They

expect the products you’re selling to be safe.  

Webster defines tipping point as “the criti-

cal point in a situation, process or system

beyond which a significant and often unstop-

pable effect or change takes place.” No one can

deny there are great changes occurring in our

industry. Some of us are experiencing them

sooner or to a greater degree than others. How

close is the tipping point at which the industry

as we know it is irreversibly altered? How are

you preparing by updating your business prac-

tices, by investing in technology and by edu-

cating your team, as so many did at the

Product Responsibility Summit?  

Whatever the changes, PPAI will contin-

ue to be your closest ally in providing sup-

port, education and affordable tools. I hope

you will take advantage of all your

Association offers, that you will respond to

whatever challenges the future brings and

that you will continue to have great success in

the promotional products business for many

years to come.

PERSPECTIVES
Continued From Page 4
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800.507.1907
www.zooprinting.com

WE’RE CHANGING THE WHOLESALE PRINT BUSINESS.
HEY, SOMEONE HAD TO.

800.507.1907
www.zooprinting
800.507.1907

ting.com California      Kentucky      New Jerseyia      Kentucky      New JerseyCalifornia      Kentucky      New Jersey

201511_InsidePPAI_PPB 2013  10/22/15  1:01 PM  Page 80

http://www.ppai.org/education/certification/
http://www.zooprinting.com/


D
EL

IV
ER

Y
P
R
O
G
R
A
M

 TJ Trading LCC · PPAI Member No. 601274 · phone 800 471 7883 · sales@isosteelus.com 
ISOSTEEL Deutschland GmbH · info@isosteel.de · www.isosteel.de

isosteelus.com

bl ack

1,0 L  VA-9342K 

1,5 L  VA-9343K

stainless steel

1,0 L  VA-9338K 

1,5 L  VA-9339K

white

1,0 L  VA-9340K 

1,5 L  VA-9341K

vacuum pot
Brushed stainless steel or black/white color coated fi snish. 
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pouring system

stainless steel 
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white  VA-9337Kbl ack VA-9336K

The exclusive product line for each stylish laid 
table at home or in the offi ce. The double-walled 
stainless steel coffee pots with brushed fi nish 
or color coating and high quality vacuum keep 
coffee or tea hot for hours.
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CLOSE UP

FTER EARNING AN engineering
degree, Teresa Beaudoin spent sev-
eral years as an engineer and a con-

sultant. But her creative side won out and she became
an actress in Los Angeles.  Unfortunately, her mother
began suffering from the devastating effects of
Alzheimer’s back home in Shreveport, Louisiana, and
Beaudoin decided she needed to be closer to her.

“I gave up everything and moved to Dallas, which I
chose because it was a bigger city than Shreveport with
better medical facilities—plus I was still single and I fig-

ured it would be
an easier place to
meet someone,”
she says. Her
mother moved in
with her and for
18 months,
Beaudoin took
care of her, with
breaks provided
by her father and
sister. Meanwhile,
through a friend,
Teresa met her
future husband,
Reginald, and he
quickly proposed.
The couple and
Teresa’s siblings
were able to hire a
full-time caregiver
so her mother
could move back
home to
Shreveport.

When she joined Reginald’s new promotional prod-
ucts distributorship, Already Gear (UPIC: Alrea724), in
2006, Beaudoin was totally unfamiliar with the promo-
tional products industry. But she rapidly caught on.
Today, she is the COO while her husband is the CEO;
and their skills complement each other. “My engineering
background allowed me to bring technical advances to
our software and practices, and understand and master
technical things that have equipped us to do business
more efficiently,” she says.  Plus, being married to her
business partner makes communication easier. “We
often talk shop at home,” she says. 

Besides her role at Already Gear, Beaudoin still acts
occasionally and spends a lot of time mentoring young
girls. “My parents and sister have always been awesome
mentors and they definitely helped me succeed,” she
says. But she knows that not everyone is as lucky as she
was, which is why serving as a mentor is so important to
Beaudoin. 

“I mentor a 9th grader now.  I’m almost like another
mother. I pick her up and take her places she hasn’t
been; I show up to all her events; I give her advice; I
encourage scholastically; I enroll her in extracurricular
activities; I buy her and her sister school clothes. I also
sponsor a group called Journey of a Young Lady, Inc.
and provide encouragement in business entrepreneur-
ship,” she says. She recently accepted an award for her
efforts on behalf of the organization at a black-tie
event. Her twin four-year-old grand-nieces are also a
big part of her life and she spends a lot of time helping
to raise them.

Besides mentoring, what do you enjoy doing when you’re not
working? 

I am a foodie, so I like to try exciting foods as well as cook
them. I use an app called Foodspotting where I take pictures

Entrepre-Nice

AA
TERESA BEAUDOIN CREDITS SUCCESS TO FAMILY, FAITH AND THE IMPORTANCE OF
MENTORING BY JULIE RICHIE
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LEFT Teresa, her husband, Reginald, and their dog, Ella.
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of the dishes I eat and review them. I also love to upcycle,

which comes from my love of thrift shopping and my aversion

to wasting misprinted t-shirts.  I take old, used and outdated

clothing or scrap materials and make new things. For example,

I gave everyone pajama pants and shorts one Christmas that I

made from overrun t-shirts at our business. I have also made

zippered cosmetic bags from fused-together grocery store

plastic bags.   

What do you enjoy most about your work? 
I enjoy giving my customers unique and head-turning

items with their logo on it. I like giving them something free

they didn’t expect as well.

What was your first job, and what lessons did you learn? 
My first job was an internship while I was in college study-

ing electrical engineering. I worked at AT&T Bell

Laboratories in Holmdel, New Jersey, one summer. I learned

that excellence is always rewarded.

What motivates you in business and in life? 
My faith in God and belief that He has purposed me to be

great in everything I do motivates me. Leaving a legacy for the

young people I mentor is also a motivation for me in business

and in life.

What is your greatest professional accomplishment? 
When I started, I prayed and asked God for favor as I dove

into an arena where I had no experience. I was able to win a

multi-year contract which then led to more contracts. That was

the start of exponential growth. I am most proud that when I

joined Already Gear in 2006 the gross sales were less than

$70,000. I helped to grow the company exponentially to over

$1 million by 2011.

What advice would you give to an industry newcomer? 
Learn this industry and the products we sell. Be familiar

with trends, and by all means understand artwork. With those

skills honed, you can build an awesome business. Be nice and

fair to people. Don’t try to make all the money. The money will

come when you do great business. And have fun! Make your

business fun!

Julie Richie is an associate editor for PPB.

On Screen
As an actress using her maiden name

(T.V. Blake), Teresa was in several movies,
including Jackie’s Back! (1999), Matchups
(2003) and Chosen Life? (2004).
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Fitness &
Productivity
for hard working
employees

Smartphones Fitness
Bands
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Theater Audio Tablets

Inspire achievement!
Reward your employees with gifts they will actually keep!
Supersonic offers cutting edge electronics to fit any budget.
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HANDS
FREE
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For more information, please contact:

*Available in 7” - 39”
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DAY IN THE LIFE

“Every Day Is Different”
DEVIN PISCITELLI RELISHES THE CHALLENGES 
OF LEADING FAMILY-FOUNDED COMPANY AAKRON 

BY JEN ALEXANDER

What do you love about your
company?

The people! There are many people

who are still here from when my father

used to run AAkron. They are the reason

Danielle and I work as hard as we do.

Describe your office atmos-
phere.

I feel that it is a good balance of

caring and hardworking people who

EVIN PISCITELLI’S HISTORY with AAkron
Line is intertwined with his family story, and 15
years after joining the family business full-time,

he continues to write history for the supplier alongside his sister
and business partner, Danielle Robillard. 

“My first job in this industry was stacking lumber the summer before my 14th

birthday for AAkron—lifting boards that were four times my size alongside men who

were four times my age,” Piscitelli recalls. “But with AAkron being a family business,

I’m sure I was trying to help out—or get out of helping—at a much younger age.”

Now Piscitelli serves as the company’s CEO, and each day offers him new and

exciting challenges. Read on to learn about a day in his life.

DD

Devin Piscitelli enjoys catching up with his longtime

pals over dinner. From left: Dave Youngers,

Piscitelli, Dan Taylor and Justin Moretta.
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don’t take themselves too seriously. They will

run through a wall for our customers but will

do it wearing their Buffalo Bills, Buffalo

Sabres and University of Tennessee gear

instead of suits.

What kinds of projects or tasks
might you tackle on a given day?

Anything from new hires to sales growth

strategies, from the launch of our new website

and mobile app to marketing campaigns, from

new product development to company admin

and performance analysis—and that’s just

what’s on my calendar. Every day is different.

How do you collaborate with 
co-workers?

It depends on which co-worker I am

working with and what the project is. Am I

driving the collaboration or are they? I think

that it comes down to surrounding yourself

with intelligent people who care and whom

you can trust.

How does this job challenge you?
I feel that in life you get out of things

what you put in and this job is no different.

Every day is different, and sometimes

extremely challenging, but through hard

work, surrounding yourself with great people,

and a little bit of luck you can be successful

at whatever you are doing. This is why

AAkron has nearly tripled our business in

the 15 years Danielle and I have been work-

ing together through two, maybe three, eco-

nomic downturns.

What changes or improvements
have you recently implemented, or
are planning to make in the
future?

The only thing that is constant is

change, so with that being said, EVERY-

THING! We are constantly improving our

technology (front and back end); our safety

records and processes (AAkron’s are more

stringent than required); new product and

imprinting development (we have invested

more than $500,000 in moving molding pro-

duction back to the U.S. from China in the

last year); and adding new outside and inside

sales positions, along with more customer

service reps, to upgrade our levels of avail-

ability and service.

What makes AAkron a valuable
member of the promotional prod-
ucts community?
I love this question. I think that for about

10 years now, AAkron has been at the fore-

front of challenging the status quo of this

very established industry. We are different

than our competitors and strive to maintain

that competitive advantage through our

products and services, whether it be through

our nearly 400 “Made in the USA” products,

AAkron’s extensive line of Mood Products

or our patented Zing Line items. AAkron

has been at the forefront of imprinting tech-

nology, efficiency and turn times, being

among the first to offer full-color digital

printing on almost the entire line. I also

think that AAkron’s commitment to our

customers adds value, so that they continue

to look great in their customers’ eyes at the

end of the day. 

Jen Alexander is an associate editor for PPB.
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Seth Godin And PPAI’s Paul
Bellantone Headline

Advertising Week Program
Marketer and blog master Seth Godin spent an hour with PPAI

President and CEO Paul Bellantone, CAE, in a Q&A-style ses-
sion during Advertising Week in New York City this September.
Hear more from Godin during his keynote speaker at The PPAI
Expo 2016 in Las Vegas, at 8:30 am on Tuesday, January 12 at

the Mandalay Bay Convention Center.

The comfortable and often humorous banter with the edgy com-

mentator covered topics ranging from becoming indispensable

and horizontal marketing to Godin’s intentionally mismatched

socks (he buys them that way—six to a pack).

AIA Staff And Affiliate Owner
Run The Fox Valley Marathon 
AIA staff and Bob Wilson, owner of Tennessee’s AIA/Legacy
Promotional Group, participated in Wisconsin’s Fox Valley
Marathon on September 20, as part of the Neenah, Wisconsin,
distributor’s wellness initiative. The Fox Valley Marathon acts as
a qualifier for the Boston Marathon, which Wilson says he will
be running for the ninth time this year.

AIA/Legacy Promotional Group Owner Bob Wilson takes a break

with AIA’s Michelle Dalton and Marie Miller after running the Fox

Valley Marathon.

PPEF Executive Committee
Visits PPAI For 2016 

Planning Meeting
PPAI hosted a visit from the Promotional Products Education

Foundation’s (PPEF) executive committee. They were at the
Association’s Irving, Texas, headquarters to develop plans for

2016 as well as longer-term strategic planning on the future
direction of PPEF. 

From left: PPAI Executive Vice President Bob McLean, PPEF

Foundation Manager Sara Besly and PPAI President and CEO Paul

Bellantone, CAE (far right), met with the PPEF executive commit-

tee—Lori Bauer, vice president of national accounts, BIC Graphic

North America; Pat Dugan, MAS, vice president of sales/marketing,

Budgetcard, Inc.; Kippie Helzel, MAS, vice president of sales,

CPS/Keystone; Carol de Ville, MAS, president of The Branding

Company; and David Tate, president of Signet, Inc.—for their annual

planning meeting at PPAI headquarters in September.
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AIA brought in 11 members from its affiliate community—most

were the children of long-time AIA distributors—along with three

representatives from sponsoring supplier companies: Marc Held

with Bodek and Rhodes, Aaron Gunderson of The Magnet Group

and Brittany David with Snugz USA—to discuss the changing mar-

ket and to share sales techniques.

AIA Connects With Younger
Generation At Inaugural

GenNext Summit 
AIA Corporation (UPIC: advinadv) hosted its first

GenNext Summit for distributor affiliates in September,
providing the opportunity for them to become more

familiar with AIA’s National Support Center in Neenah,
Wisconsin, and for AIA to understand their needs and

visions for the future. Field Sales Director Greg Armstrong
created the event to proactively engage the next genera-

tion of affiliates with the AIA community.  
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Pro Towels and Kanata Blanket employees, and Wright Middle

School students load a truck with supplies for a flood-ravaged

school the middle school had adopted in the capital city of

Columbia, a city particularly hard-hit by the flood.

Pro Towels And Kanata Blanket
USA Donate Blankets To Aid
Flood Victims
Pro Towels (UPIC: PROTOWEL) and Kanata Blanket USA
(UPIC: BLANKET) have donated more than 1,500 of its blankets
to help victims of the recent flooding disaster in South Carolina.
Pro Towels, which operates its primary manufacturing facility in
Abbeville, South Carolina, teamed up with local Wright Middle
School to move quickly after disaster struck. 

YOUR PHOTOS HERE
Send us your company or industry organization photos for
possible inclusion in Snapshots in an upcoming issue. Email
high-resolution images to PPB’s News Editor James Khattak
at JamesK@ppai.org and be sure to include a description, plus
your name and contact information. Approximately 50 families from the adopted school in Columbia

lost everything, with more than 800 children from the school

affected in some way by the flood. In addition to blankets, the

tractor-trailer was filled with school supplies, socks, shoes, clothes,

bottled water and other supplies.
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DISTRIBUTORS
Activate! Promotions +

Marketing (UPIC: Activate)—
Dave Claunch, regional presi-
dent for the western U.S.;
William Booe, regional president
for the eastern U.S.; and Steve

Howe, regional president for the
central U.S.

Brown & Bigelow (UPIC:
BB1896)—Sandy Nichols, MAS,
director of vendor relations 

Corporate Imaging

Concepts, LLC (UPIC:
CORP8803)—Marty Engel, direc-
tor of sales 

Geiger (UPIC: Geiger)—
Nathaniel Bullock, CAS, 
promoted to product responsibility
and global services manager

Summit Group, LLC (UPIC:
summit)—Eleanor Andres-Cruz,
Chicago division senior merchan-
diser; Michele Claure, DC division
merchandising supervisor; Debbie

Blake, Atlanta division manager of

program accounts; Beth Graham,
Chicago division accounts payable
supervisor, and Edward Robbins,
chief strategy officer

The Vernon Company (UPIC:
Vernon)—Shannon Bergman,
director of administration; Vicki

Palm, promoted to director of
marketing

SUPPLIERS
ADG Promotional Products

(UPIC: ADGPROMO)—Incentives

West (UPIC: IDEAWEST) will rep-
resent the company in the western
states—Mark Shinn, MAS, in the
Northwest Promotional Marketing
Association and Promotional
Marketing Association of Northern
California markets; Steve De Mars

in the Specialty Advertising
Association of California and
Arizona Promotional Products
Association regions, and Mary Jo

Bieker will provide support  

The Allen Company (UPIC:
ALLEN)—Jennifer Durren,
human resources, and Judy

Richardson, promoted to 
manager, CamelBak Retail and
Collegiate division

BAG MAKERS, Inc. (UPIC:
BAGMAKRS)—Christopher

Duffy, MAS, promoted to senior
vice president of business devel-
opment; Courtney Carnehl and
Aloisa Johnson, sales and mar-
keting coordinators; Corinne

Hardt, GCM specialist/graphics
director; Mallory Johnson, graph-
ic artist/production artist coordina-
tor; Jason LeBlanc, marketing
graphic designer, and Mark

Valleskey, multimedia specialist

Heritage Sportswear/Virginia

T’s (UPIC: HERI0002)—Jeff Hurl,
vice president of finance, and
Sarah Shifflett, promoted to
director of merchandising

Jetline (UPIC: jetline)—
Beth Kovanis, strategic account
manager 

National Gift Card Corp.

(UPIC: ngcgroup)—Bill St. Clair,

CONNECT

Mark Chipchase

See who has moved in—and up—in the
promotional world.

Nathaniel Bullock,
CAS

Nancy Bercovitz

Nick Chipchase

Mark Colfer

Frank Deaner

PEOPLE NEWS By James Khattak
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senior vice president of 
operations 

Pro Towels (UPIC: 
PROTOWEL)—Mark and Nick

Chipchase of Mac Marketing will
represent the company in
Maryland, Virginia and West
Virginia; Frank Deaner of Deaner
Marketing will represent the com-
pany in North and South Carolina;
Jim Miller will represent the com-
pany in Alabama, Georgia,
Mississippi and Tennessee. In
addition, Jules Scheck, Jason

Bickoff, Nancy Bercovitz and
Mark Colfer of JSA Marketing,
the Pro Towels Northeast/Mid-
Atlantic sales team, will now also
represent the company’s Kanata
Blanket Company brand.

Sweda Company, LLC

(UPIC: Sweda)—Cindy O’Reilly,
director of merchandise 

Seville Gear (UPIC:
SEVILLE)—Valerie Spiller and PJ

Hemlock of Elite Marketing will
represent the company in Illinois,
Indiana, Ohio and Kentucky; Bo

Turner of Turner and Associates
will represent the company in
Alabama, Florida, Georgia,
Mississippi and Tennessee; Mike

Newcomer of Cool Swag
Marketing will represent the com-
pany in North Carolina, South
Carolina, Virginia and West
Virginia; and Rod Williamson,
Bryan Mercer and Stephanie

Mercer of MW Reps will repre-
sent the company in Iowa,
Kansas, Missouri and Nebraska.

IN MEMORIAM
Myron “Mike” Adler, whose

family owned Maywood, New
Jersey, distributor Myron Corp.

(UPIC: MYRO0001), passed away
September 15 at his home in
Franklin Lakes. He was 91.

Adler served in the 3rd
Armored Division under General
George S. Patton and was award-
ed a number of medals, including
the Bronze Star. After leaving the
military, he attended New York
University. In 1949, he married
Elaine Finkel and together they
founded Myron Manufacturing
Corp., originally a direct market-
ing firm. Myron Corp. has grown
into one of the promotional prod-
ucts industry’s largest distributors.

In 1993, Adler suffered a
stroke following bypass surgery.
While he recovered from most of
the stroke’s effects, aphasia—a
language impairment affecting the
production or comprehension of
speech and the ability to read and
write, caused by injury to the
brain—proved resistant to treat-
ment. In 2003, Adler and Elaine
established the Adler Aphasia
Center in Maywood. The center
has since grown to include a satel-
lite facility in West Orange and a
sister program in Jerusalem’s
Hadassah College, and has treat-
ed more than 1,000 people.

Adler also served on the
board of Hackensack Hospital and
the United Jewish Appeal, and
recently expanded the School of
Nursing at Ramapo College.

Adler is survived by four chil-
dren—William and his wife Leslie;
Richard and wife Haekyung;
Donald James and his wife Dana;
and Mare Adler Kravecas and her
husband Saul—and 11 grandchil-
dren. In lieu of flowers, the family
requests donations be made in
Mike’s memory to the Adler
Aphasia Center, 60 W. Hunter
Avenue, Maywood, NJ 07607.

PEOPLE NEWS
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GOT NEWS? 
We’ll share it. Send your people news, including
high-resolution images, to PPB News Editor James
Khattak at JamesK@ppai.org.

Sarah Shifflett

Sandy Nichols,
MAS
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Vicki Palm

Jeff Hurl

Steve De Mars
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Jennifer Durren

Bill St. Clair
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JANUARY
January 4-6
ASI Orlando 
Advertising Specialty Institute

Orlando, Florida

www.asicentral.com

January 13-15
The PSI Trade Fair
Promotional Product Service Institute

Düsseldorf, Germany

www.psi-network.org

January 20-21
Promotional Products Expo
Customer Focus

Coventry, UK

www.ppexpo.co.uk

January 25-29
PPPC National Convention 2016
Promotional Product Professionals of

Canada

Toronto, Ontario

www.promocan.com

FEBRUARY
February 9-11
ASI Dallas
Advertising Specialty Institute

Dallas, Texas

www.asicentral.com

MARCH
March 8
UMAPP Fire & Ice Show
Upper Midwest Association of

Promotional Professionals

Shakopee, Minnesota

www.umapp.org

March 9
PPAW Spring Fever End User Show
Promotional Products Association of

Wisconsin

Pewaukee, Wisconsin

www.ppaw.org

March 16-19
Expo East
Promotional Products Association

International

Atlantic City, New Jersey

expoeast.ppai.org
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January 10-14
PPAI Expo 2016
Promotional Products Association International
Las Vegas, Nevada
www.ppai.org

DATEBOOK

To scope out other events, visit
www.ppai.org and click on the
industry calendar.
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BUSINESS SERVICES
Engaging Web Solutions
PPAI# 645375 UPIC: E645375

DISTRIBUTORS
321 Swag  
PPAI# 649106 UPIC: 3649106
A Greek Life
PPAI# 257411 UPIC: A257411
Accel Promotional Products, LLC
PPAI# 411571 UPIC: Accel2
Accuwrite Forms & Systems, Inc.
PPAI# 288657 UPIC: A288657
Acutrack
PPAI# 362529 UPIC: A362529
Ad-Star
PPAI# 645347 UPIC: A645347
AIA/Ballyhoo Printables, LLC
PPAI# 645140 UPIC: Bally
AJM INTERNATIONAL
PPAI# 356107 UPIC: AJMINTL
Allegra Marketing-Print-Mail
PPAI# 644629 UPIC: A644629
Alliance Printing Associates
PPAI# 649276 UPIC: A649276
AMPRO
PPAI# 648945 UPIC: A648945
Arctic Industries, LLC
PPAI# 649258 UPIC: A649258
Arrow Specialties
PPAI# 491811 UPIC: ArrowSpc
Artisan Grafix, LLC
PPAI# 408606 UPIC: AGLLC
Artistic Promotions, Inc.
PPAI# 346458 UPIC: APInc
Axiom Custom Data
PPAI# 649255 UPIC: A649255
Badges R Us DBA Dream It, LLC
PPAI# 441435 UPIC: BADGES4U
Barbaree
PPAI# 531089 UPIC: B531089
Bearsworth Communications, Inc.
PPAI# 553137 UPIC: bears357 
Big Red Shop, Inc.
PPAI# 649462 UPIC: B649462
Blank Canvas
PPAI# 649221 UPIC: B649221
Blazin Design & Sign
PPAI# 645063 UPIC: B645063

Blue Cloud Advertising 
PPAI# 649147 UPIC: B649147
BRANDED IMAGE
PPAI# 649282 UPIC: B649282
C & M Specialties
PPAI# 591457 UPIC: C591457
Cardinal Signs, Inc. 
PPAI# 649454 UPIC: C649454
Carolina Apparel Print &
Promotional Solutions (CAPS)
PPAI# 649366 UPIC: C649366
Case Marvel, LLC
PPAI# 645221 UPIC: C645221
Charity Warehouse
PPAI# 646789 UPIC: CHARITYW
CI Sport
PPAI# 467859 UPIC: CISPORT
Compadres Ink
PPAI# 649319 UPIC: C649319

Creative Premiums Corp.
PPAI# 649250 UPIC: C649250
Crown Trophy of Spring
PPAI# 460640 UPIC: C460640
Custom Promotions, Inc.
PPAI# 104393 UPIC: CUST0004
Cyn Logo Mart
PPAI# 640601 UPIC: C640601
DCS Promotions
PPAI# 649431 UPIC: D649431
Decker Strategies - 
Signarama – NP
PPAI# 645189 UPIC: D645189
Diamond E Awards
PPAI# 646771 UPIC: D646771
Embroidery Wear House
PPAI# 351777 UPIC: E351777
EmbroidMe/Lethbridge
PPAI# 619894 UPIC: E619894

NEW MEMBERS
New Members Joining In August 2015
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Aaron Tabuchi
Commercial Sales Support Manager and
Marketing Agent 
US Toy Company
Grandview, Missouri
#229558 UPIC: USToy

How did your company get its start? In 1953, our current CEO’s
grandparents founded US Toy as a toy rack distributor from their
apartment living room. They packaged toys and serviced the racks
for supermarkets and drugstores. As the business grew, US Toy
maintained that original family atmosphere. Today, the US Toy
Company is still family-owned and operated with a 650,000 square
foot warehouse.  Our sales channels include nationwide stores,
print catalogs and websites focused on our customers.

What led your company to
enter the promotional prod-
ucts market? In the early
stages of our business, US Toy’s
sales channels were focused
primarily on retailers and con-
sumers in the party supply and
toy markets. Promotional com-
panies actually sought us out
first, before we ever marketedNE
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Continued On Next Page
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Embroidme-Loveland
PPAI# 455256 UPIC: L455256
Embroidme-New Lenox
PPAI# 455272 UPIC: EMBRIODNE
Empire Label/Empire Promotions
PPAI# 638058 UPIC: EmpireLa
Estin Promotional Products
PPAI# 642312 UPIC: ESTIN
FBD Strategies
PPAI# 645353 UPIC: F645353
Good Life Concepts, Inc.
PPAI# 649362 UPIC: G649362
Good Times Manufacturing
PPAI# 642095 UPIC: G642095
Grace Graphics
PPAI# 645128 UPIC: G645128
Graphic Affect Branding
PPAI# 649204 UPIC: G649204
Graphxnow
PPAI# 448290 UPIC: G448290
Green Monkey Promotions 
PPAI# 649290 UPIC: G649290
Greenswealth Corporate Services
Limited
PPAI# 649448 UPIC: G649448
Hamilton Creative Designs
PPAI# 647928 UPIC: H647928

Harris Specialty Advertising
Products, LLC
PPAI# 647930 UPIC: H647930
High Peak Finland OY
PPAI# 649286 UPIC: H649286
IMXI Labels & Business Forms, Inc.
PPAI# 647992 UPIC: I647992
Innovation Group 
PPAI# 649169 UPIC: I649169
Inspired Island Promotions
PPAI# 628354 UPIC: 834-1284
Instant Imprints
PPAI# 640623 UPIC: I640623
Just Wing In It
PPAI# 586519 UPIC: J586519
Labtopia Farms, LLC
PPAI# 645331 UPIC: L645331
Laser Engravables
PPAI# 646972 UPIC: L646972
Last Frontier Embroidery
PPAI# 645259 UPIC: L645259
Lastari Nicglora Business Village
PPAI# 554554 UPIC: Bullock6
Leslie Del Marketing & Design
PPAI# 649208 UPIC: L649208
Letter Perfect
PPAI# 266211 UPIC: letter83

Lilly Signs, LLC
PPAI# 641404 UPIC: L641404
Logo Imaging
PPAI# 645087 UPIC: L645087
Lure Promo
PPAI# 649105 UPIC: Lurepro
LV Promotional Products
PPAI# 280141 UPIC: LVPromo
Maple Grove
PPAI# 455264 UPIC: M455264
Marketing One Group
PPAI# 649452 UPIC: M649452
MC Graphix Signs, LLC
PPAI# 636688 UPIC: M636688
Metro Area Printing
PPAI# 644653 UPIC: M644653
Minuteman Press
PPAI# 647015 UPIC: M647015
Monogram This!
PPAI# 441115 UPIC: MBC2010
Nationwide Printed Specialties
PPAI# 304693 UPIC: THEPP012
NY GraphX Promo
PPAI# 646974 UPIC: N646974 
Olympia Promotions
PPAI# 107333 UPIC: 1603
Paper Mill Graphix
PPAI# 446644 UPIC: 446644ee
Performance Design Group, Inc.
PPAI# 205378 UPIC: Perfo090
Plus One Impact, LLC
PPAI# 648925 UPIC: PlusOne
Positive Impressions, Inc.
PPAI# 107652 UPIC: 1944
Productions Extreme
PPAI# 624929 UPIC: Prodextr
PromotionUltraSource.com
PPAI# 255833 UPIC: jmhpromo
Rebel Ink Printing
PPAI# 648947 UPIC: R648947
Reveal Graphics, LLC
PPAI# 463288 UPIC: R463288
Riteway Promotions, Inc.
PPAI# 642010 UPIC: R642010
Rochie’s, Inc.
PPAI# 241576 UPIC: ROCHIE
Rock Promotions
PPAI# 337103 UPIC: R337103
Rocky Top Embroidery and 
More, Inc.
PPAI# 367708 UPIC: 1987
SEGO Ink Promotions
PPAI# 560472 UPIC: L560472
SmileDog Embroidery
PPAI# 648927 UPIC: S648927
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toward them. They knew the US Toy brand and reputation. After going
through our catalogs, they intuitively knew that our wide range of products
had great promotional potential. Our Free Freight incentives, no MOQ
requirements, and customer-centric approach were attractive to them as
well as our eagerness to engage with them in product development. This
prompted us to become more proactive toward the promotional market
segment. Joining PPAI was an integral part of that directive. 

What’s your favorite thing about being in the promotional products
industry? Working with promotional products companies means working with
highly creative and innovative people.  Everyone at US Toy loves seeing how
our products—usually meant for use by children—are used in creative and
inventive ways. Bouncy balls, drinkware, squeeze balls, noisemakers, even
whoopee cushions—the list goes on and on—have been used as promotional
products. We also get to become a part of the creative process when promo-
tional companies come to US Toy to create a new product from the ground
up utilizing our manufacturing sources and knowledgeable sourcing team.

Why did you join PPAI? As a company, US Toy felt that if we wanted to
engage the promotional industry, joining PPAI was the logical thing to do.
We heard great things about PPAI from other customers and vendors. The
PPAI annual tradeshow had great reviews as well. We felt we needed to
attend this show in order for US Toy to truly maximize our growth opportu-
nities in the promotional products category.

Continued From Previous Page
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Soaring Logos
PPAI# 649215 UPIC: S649215
Spotlight Strategies
PPAI# 649355 UPIC: SS3434
Sullivan Creative
PPAI# 648003 UPIC: S648003
Sun Pacific
PPAI# 514384 UPIC: wl1998
Tailored Couture
PPAI# 647013 UPIC: T647013
Taylor Made for You
PPAI# 485910 UPIC: TM4U
The Embroidery Edge
PPAI# 638409 UPIC: E638409
The Right Promotions, Ltd.
PPAI# 411573 UPIC: RIGHT
Total Resources LTD
PPAI# 649083 UPIC: T649083
Two Guys Laser Engraving
PPAI# 649296 UPIC: T649296

Unicorn Printing Co., Inc.
PPAI# 645138 UPIC: U645138
Up Your Image Promotions
PPAI# 646999 UPIC: U646999
Westside Sign-A-Rama 
PPAI# 547486 UPIC: W547486
Wildcat Wagon
PPAI# 648068 UPIC: W648068
Woodland Manufacturing
PPAI# 441993 UPIC: W441993
Xzibits, Inc.
PPAI# 648931 UPIC: X648931
ZULEES
PPAI# 647988 UPIC: Z647988

SUPPLIERS
2W International Corporation
PPAI# 645211 UPIC: 2645211
Accorda International, LLC
PPAI# 647987 UPIC: A647987
Big Bolt Promo
PPAI# 648940 UPIC: BIGBOLT
Cornhole Worldwide
PPAI# 649219 UPIC: C649219
DIAMOND CRYSTAL
PPAI# 566470 UPIC: D566470

Display Republic
PPAI# 547749 UPIC: D547749
Ecorite
PPAI# 267331 UPIC: ECORITE
GREENTREE PROMOS 
CORPORATION
PPAI# 646970 UPIC: GPBAG
KYCLOTH CO., LTD.
PPAI# 649247 UPIC: KYCLOTH
O3Promo, Inc.
PPAI# 545761 UPIC: O545761
Rampion Enterprises Ltd.
PPAI# 645269 UPIC: R645269
Rankin Textile Printing
PPAI# 647995 UPIC: R647995
Scully Leather 
PPAI# 174962 UPIC: S174962
Simplified Sourcing
PPAI# 649217 UPIC: S649217
Smashing Factory
PPAI# 384517 UPIC: Smashing
StickyJ
PPAI# 644756 UPIC: S644756
Village Candle 
PPAI# 649114 UPIC: VillageC
VisionsXtra
PPAI# 648001 UPIC: VISXTRA

Contact Sandy Mendoza at 972-258-
3019 or SandyM@ppai.org with any
changes. PPAI members can down-

load a Word or Excel file complete with con-
tact information at www.ppai.org. Find it
under the Members/Members Only tab.
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Antigua Group.....................................................................82
800-610-1444 www.antigua.com

Artifi Labs............................................................................94
414-927-8434 www.artifilabs.com

Best Deal Awards..............................................................104
888-681-8988 www.bestdealawards.com

BIC Graphic USA..................................................................41
888-446-5242 www.bicgraphic.com

Bodek and Rhodes.......................................................84, IFC
800-877-9911 www.bodekandrhodes.com

Bulova Corporation...............................................................7
800-228-5682 www.bulovacorporatesales.com

Carhartt Workwear at Haws USA......................................69
877-788-1978 www.hawsusa.com

Change Digitizing Services.................................................73
844-952-7324 www.change.com.co

Essent................................................................................103
800-559-9959 www.essent.com

Evans Manufacturing, Inc...................................................BC
800-745-3826 www.evans-mfg.com
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888-334-9779 www.flagpin.com
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844-332-4443 www.foldedcolor.com
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Hit Promotional Products.................................................IBC
800-237-6305 www.hitpromo.net

iPROMOTEu.........................................................................55
800-850-3370 www.ipromoteu.com

Kaeser & Blair........................................................................1
888-698-1684 www.kaeser-blair.com

Label Art................................................................................9
800-258-1050 www.labelart.com

Minya International Corp....................................................47
800-858-1878 www.minyausa.com

Next Level Apparel.............................................................66
310-631-4955 www.nextlevelapparel.com

Next Products, Inc..............................................................88
877-851-9595 www.nextpromotions.com

Office Beacon......................................................................89
(877) 214-3434 www.officebeacon.com

Pilot Pen...............................................................................52
800-637-0004 www.pilotpen.com
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888-I-AM-PPAI www.ppai.org

Quinn Flags..........................................................................62
800-353-2468 www.quinnflags.com

SAGE..............................................................................2, 100
800-925-7245 www.sageworld.com

Sierra Pacific Apparel..........................................................48
713-688-4455 www.sierrapacificapparel.com

SnugZ USA...........................................................................70
888-447-6840 www.snugzusa.com

Stahl's ID Direct...................................................................65
800-478-2457 www.stahls.com

Supersonic, Inc....................................................................85
800-541-8464 www.supersonic.com

TJ Trading LLC.....................................................................81
800-471-7883 www.isosteelus.com

Top Brands....................................................................21, 99
800-431-2127 www.top-brands.com

WineO Wine Stoppers........................................................86
www.coolwinestoppers.com

Zeit Company......................................................................51
801-972-8210 www.logocut.com

Zoo Printing.........................................................................80
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The Advertisers’ Index is published for reader convenience.
Every effort is made to list information correctly. The publisher
is not responsible for errors or omissions.
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May
National Bike Month
Healthy Vision Month

March 17
St. Patrick’s Day

April 28
Take Our Daughters
And Sons To Work Day

April 29
Arbor Day

May 5
Cinco de Mayo

May 6
National 
Nurses 
Day

May 21
Armed Forces Day

April 7
World Health Day

April 27
Administrative
Professionals Day

April

March
Women’s History Month

Special observances call for exceptional promotions. Use these designated months and dates to

ignite your imagination for relevant—and distinctive—client promotions.

March 4
Employee Appreciation
Day

201511_CreativeCal_PPB 2013  10/21/15  9:20 AM  Page 108



Bags for any Budget...  
I n  Any  St y l e !

#3129 World tour duffel bag…
• Made Of 600D Polyester And PVC Material  • Web Carrying Handles And  
 Adjustable Shoulder Strap  
• Top Double Zippered Compartment • Front Zippered Pocket  
• Shoe Compartment And Side Mesh Pocket • Metal Grommet Accents • Spot Clean/Air Dry

As Low As $2.25c

#3329 NON-WOVEN sAhArA tOtE bAg…
• Made Of 80 Gram Non-Woven, Coated Water-Resistant Polypropylene   
• Two Unique Side Pockets  • Reinforced 26 ½” Handles  • Recyclable   
• Reusable  • Spot Clean/Air Dry

#3422 ELItE bACKPACK…
• Made of 600D Polyester  • Adjustable Padded Shoulder Straps  
• Double Zippered Main Compartment  • Large Front Zippered Pocket
•  Inside Padded Pocket For Laptops Or Tablets  • Spot Clean/Air Dry

#3079 ArENA sPOrts PACK…
• Made Of 210D Polyester  • Front Zippered Pocket With Mesh Vent   
• Drawstring Closure  • Spot Clean Air Dry

As Low As $2.49c

As Low As $13.50c

As Low As $11.99c

New Bags Arriving Weekly! Visit our 
website for the latest and greatest.
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www.evans-mfg.com
ASI 52840 • PPAI 110747  • UPIC EVANS • SAGE 50018 

GET SOCIAL WITH EVANS!
Get to know us! Check out our hot new items, exclusive 

promotions and interact with our team through social media.

with Evans!

$10.21(R)  Min. 288

Die/Set-up: $50(V) 
Made in the USA

16 oz. Tritan™ USA Drinkware

ON 
SPECIAL!

REFERENCE 
PROMO CODE: 5469

EXPIRES 
12.31.2015

4616W - Clear Wrap Insert
4616D - Dome Imprint 
4616E - Embroidered Patch

Optional White Gift Boxes: 
Single pack, add $1.50(V) each
2–Pack, add $2.00(V) each
4–Pack, add $2.75(V) each

11.15_PPB_Evans_mfg.indd   1 10/7/15   8:58 AM

http://www.evans-mfg.com/

