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PPAI is one of your strongest com-

petitive advantages because of the 80

professionals who comprise its manage-

ment and staff. Through their vision,

their skills and their collective efforts,

they have cemented PPAI’s stature

everywhere I have travelled—to confer-

ences and regionals all across this coun-

try, in Canada, Europe and China.

Everywhere I go in the promotional

products world, PPAI is considered the

gold standard. You may already know

this through the outstanding member

services and excellent programs PPAI

provides. And you certainly know our

exceptional senior leadership: Paul

Bellantone, CEO, who leads the

Association with his vision, intellect, pas-

sion and wisdom, and Bob McLean,

executive vice president, who works tire-

lessly behind the scenes to ensure that

the trains run on time and that the entire

team is working effectively. But you

might not know about the rest of the

people who make it happen.  This month

I’d like to tell you some of their stories.  

The PPB magazine you’re reading is

just one of the award-winning family of

publications produced by Tina Berres

Filipski and her team of James Khattak,

Jen Alexander and Julie Richie. Last sum-

mer Tina celebrated her 20th anniversary

at PPAI. During her two decades, Tina

has overseen the growth of PPAI publica-

tions from a single title, PPB, to the cur-

rent lineup which includes the twice

weekly PPB Newslink, daily PCT, Expo
Daily and Expo East Daily. This year in

PPB alone, this team has delivered more

than 1,000 pages of editorial content and

generated more than 21,000 monthly

page views on its website.   

We’re lucky to have Carol Gauger,

MAS, back at PPAI after a stint in the

industry as a supplier. Carol is a familiar

face to most of the industry through her

extensive work supporting our 27

regional associations. In addition, Carol

directs our member engagement initia-

tives which includes working with our

many volunteers and committees. Aside

from their stellar work, longevity is the

keyword on Carol’s team of accom-

plished professionals including Lisa

Beck, an avid NASCAR fan, at 29 years;

Valerie Schenewerk, a sci-fi expert, at

nine years and Melissa Weber, the girl

with a perpetual smile for everyone, at

seven years.   

Keith Vincent and his team of pro-

fessionals are responsible for all PPAI

marketing, research, public relations and 

In Praise Of An Extraordinary Team

PERSPECTIVES
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F YOU EVER HAVE THE PRIVILEGE of serving on the PPAI Board, you will begin your term
with a two-day orientation at PPAI headquarters in Dallas. For me it was a time to learn in-depth
about our Association and how it operates. But more than anything else, my most significant take-

away from those meetings four years ago was the quality of the 80 or so staff members who make the
magic that we call PPAI. “Very strong team,” I thought to myself, as one by one each PPAI director presented
to the four of us newbie directors the raison d’être of their department, their short- and long-term objec-
tives, their resources, their action plans, and an understanding of how each of their programs was tied to a
goal in PPAI’s overall strategic plan. I’ve been a CEO for more than 40 years—in companies with as many
as 1,600 employees—so I don’t impress easily when it comes to evaluating management. But this team was
special. And now, four years later, as I near the end of my term and complete my year as chair of this
great Association, I can confirm for you that my initial impressions were just the tip of the iceberg.

Rick Brenner, MAS+ PPAI Chair of the Board

PERSPECTIVES

II

Continued On Page 89

201601_Perspectives_PPB 2013  12/14/15  2:44 PM  Page 4



We have the best Exit Strategy bringing you the most value and it has worked for many 
others for years and years. Don’t get fooled by ads pretending to want to buy your 
business. If they have to trick you by hiding behind made up business names, why  
would you trust them?

We are Kaeser & Blair, the Original, the very first promotional distributor. We are the 
largest organization of independent business owners in the industry.

Let us show you how you can get substantially more for your business, receive additional 
bonus revenue from K&B and have fun while you are making the transition.

If you want to exit soon or simply plan for the next few years, get full information now.

Getting into the Specialty 

Advertising/Promotional 

Marketing Industry is pretty  

easy today – it’s getting out  

that is a lot harder! Without a 

great strategy and the best  

help, you will never get the full 

value from your distributorship.

1-888-698-1684
www.kaeser-blair.com

Contact us in complete confidence to learn how lucrative our exit strategy 
will be for you. Our experienced executives welcome the opportunity 
to speak to you. Personal private meetings are available at all major 
industry shows. Complete confidentiality is always maintained.

          The Best 
Exit Strategy 
   i n  t h e  i n d u s t r y

http://www.kaeser-blair.com/
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Celebrating Community
Recognition

On November 24, PPB Newslink

featured the news that Norcross, Georgia

distributor Accolades, Inc. had been inducted

into the Atlanta Business League Hall of

Fame at the group’s 82nd Annual Dinner

Meeting. Accolades is the f irst promotional

products company to be inducted into the

Hall of Fame, which recognizes African-

American-owned businesses that have 

conducted continuous business for more

than 25 years. 

Thank you for including Accolades,

Inc.’s recent induction into the Atlanta

Business League Hall of Fame in PPB

Newslink.  I am honored! That issue of

PPB Newslink was read by many. I

received tons of emails throughout the

day and wondered how so many of my

colleagues were aware of the news.

Finally, that night when I got around to

my email, I had the answer—PPB

Newslink. And at this time of year, it’s

another reason for me to be thankful.  

Daryll H. Griffin, MAS
President
Accolades, Inc.
Norcross, Georgia
UPIC: ACCINC

Service Superheroes Every Day
In conjunction with the November

2015 issue of PPB’s feature on the 2015

PPB Service Superheroes, PPAI took to

Twitter to ask industry professionals to

share their own stories of the best customer

service they have received.

The best customer experience I have

had was from Evans Manufacturing. We

were asked by one of our clients to see if

we could get 10,000 pairs of promo sun-

glasses that only Evans had. They were

having a convention and really wanted to

use the sunglasses as a kickoff item at

their pool party. We contacted Evans with

our request and to our disappointment

they said that they could not fill it. But

about 20 minutes later we received a call

back. Evans had looked over their inven-

tory and the other orders of those sun-

glasses and determined that they could

help us out after all. They contacted their

manufacturers in China on our behalf and

pulled all kinds of strings to help us meet

our client’s deadline. It was great working

with them because they could feel our

sense of urgency to help our client. I have

never seen another company work so

hard, call in so many favors and pull so

many strings as Evans did for us on our

sunglasses order.

Since then we try our absolute best to

work with Evans as we know that we can

trust them to deliver and work hard to

make us look good in front of our clients.

Casey Petersen
Marketing Director 
BrightPoint Creative, LLC
Salt Lake City, Utah
UPIC: B601953
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FEEDBACK

Send feedback on articles in
PPB or opinions on industry
issues to JamesK@ppai.org.
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INNOVATE
CAMO CHIC
EYE ON APPAREL

H
UNTING ENTHUSIASTS WHO MARK their calendars by whatever game is in season aren’t
the only people who cover themselves in camouflage these days. With the increasingly popular
outdoor lifestyle pattern celebrated by TV shows like Duck Dynasty and big retailers like Cabela’s,

Bass Pro Shops and Academy, there’s no stopping the camo from flying off the racks and
shelves, especially in the middle of the country and in rural areas. But city-slicking fash-
ionistas also rocked a lot of camo during last year’s fashion month, and pop stars like
Rihanna and Pharrell are no strangers to the leafy, brown and green patterns.

It’s official: Americans are crazy for camo, and the rugged activities 
associated with it. 

The U.S. Fish and Wildlife Service 2011 National Survey of Fishing, Hunting
and Wildlife-Associated Recreation (its most recent) reports that in 2011, 13.7
million people aged 16 or older—about six percent of the U.S. population—
hunted and spent $38.3 billion on equipment, licenses, trips and other hunting-
related items. That’s a 30-percent increase in hunting spending since 2006,
when the previous survey was published. 

“Even in today’s urbanized America, hunting continues to be a vital
part of our culture. Hunter spending is the lifeblood of countless small
businesses in rural communities nationwide, and hunters make up the
main source of wildlife conservation funding through their purchases
of licenses, firearms and ammunition,” says Chris Dolnack, National
Shooting Sports Foundation senior vice president and chief mar-
keting officer, in the organization’s 2013 publication Hunting In
America.  And the publication reveals that U.S. hunters outnum-
ber the populations of 46 states. Only Florida, New York, Texas
and California have more residents than the combined popu-
lation of U.S. hunters. That’s a lot of camo enthusiasts—with
kids and spouses to outfit as well. 

Promotional apparel has taken the hint from camo’s
retail surge and suppliers have expanded camo offerings in
everything from workout wear to college gear to baby
accessories. If you haven’t yet recommended camo
clothing choices to your clients, now’s the time. 

JULIE RICHIE IS ASSOCIATE EDITOR FOR PPB.

THERE’S NO HIDING THIS POPULAR PATTERN’S HOLD ON THE FASHION WORLD
BY JULIE RICHIE
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Unstructured Licensed Camo Soft Mesh Cap
Made from washed cotton with a soft mesh, this cap is perfect
for both work and play. It’s offered in the following patterns and
colors: Mossy Oak® Breakup/black, Mossy Oak Country/tan,
Realtree® All Purpose/brown, Realtree Max 5/tan, Realtree
Xtra/Realtree Xtra, Oilfield Camo®/tan, Game Guard®/Game
Guard, Game Guard/tan, Muddy Girl® Camo/white. 
Kati Sportcap UPIC: KATI www.katisportcap.com

Kings Camo Long Sleeve Crew
Neck T-Shirt There’s no concealing this

camo shirt—the contrast rack stitching and solid
sleeve and shoulder combine with camo to

make a bold visual statement. Select from six
Kings Camouflage patterns and sizes S – 5X.

Head To Toe UPIC: HTTH0002

www.HTTApparel.com

Drape Your Clients 
In These Dapper  
Camo Duds

VOLT Performance Poly Fleece Pullover Hoody
Constructed of 8.25-ounce, 100-percent polyester fleece fabric,

this on-trend hoody is available in three camo patterns (digital
green, digital white, outdoor camo) as well as in seven solid
debossed VOLT colors. The front pouch has zippered hand

openings and there’s a hidden media port for earbuds. Choose
from sizes S – 3XL. J America Wholesale Blanks Division

UPIC: Blanks www.jamericablanks.com

31

Planting
Seeds Of
Service
FEATURE22

The Only
Constant
Is Change
FEATURE
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1. Businesses in rural towns

2. Sponsors of hunting events

3. Gun shops

4. Marinas

5. Government agencies dealing with parks and wildlife

6. Sporting good stores or sports leagues

7. Businesses with outdoor races or events

8. Home-cooking-style restaurants

9. Businesses that sell or fix trucks, or provide add-on truck accessories

10. Non-profits focused on wildlife or outdoor education

11. Construction/demolition companies

12. Waste management companies

TARGET THESE 12 TYPES OF BUSINESSES
WITH CREATIVE CAMO CAMPAIGNS 

Ready, Aim …
Promote

INNOVATE12 • PPB • JANUARY 2016

EYE ON APPAREL
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• Compliance Team On-Staff
• Independent & Certi�ed Product 
 Safety Testing

• CPSIA & Prop 65 Compliant
• 30-Day Product Guarantee

Find Peace of Mind...

The Ultimate 
Manufacturing 
Experience!  
Put Your Trust in Greater China 
to Deliver Safe and Compliant 
Products...

Find out about The Ultimate Manufacturing Exerience by visiting us
at the PPAI Vegas Expo in January 2016, Booth# 3557 



Synthetic Leather Palm Camo Glove
Protect your hands and enjoy superior all-day
grip in any working condition or recreational
situation with this sturdy glove. You can even
use your smartphone while wearing them, since
the first three fingers include touchscreen-com-
patible polyurethane. Ideal for light-duty work,
these gloves are available in large and extra
large. Starline USA, Inc. UPIC: STAR0009

www.starline.com

Code Five Adult Camouflage T-Shirt This 5.5-
ounce, 100-percent cotton printed jersey has a ribbed crew
neck and is taped shoulder-to-shoulder. Double-needle
sleeves and bottom hems make this shirt durable. Colors avail-
able include blue woodland, desert camo, green woodland,
sand digital and urban Woodland. It’s offered in sizes S - 4XL.
LAT Apparel UPIC: latsport www.latapparel.com

CAMO PRODUCTS

Men’s Browning Wasatch Long
Sleeve Camo Tee Guys will love this 4.8-

ounce, 100-percent cotton jersey. It’s light-
weight, loose and comfortable with a rib knit col-

lar and cuffs. There’s a heat seal Browning logo
on the back yoke. Choose from sizes: S – 3X in

the Realtree® Xtra pattern. Heritage Sportswear

UPIC: HERI0002 www.heritagesportswear.com

INNOVATE14 • PPB • JANUARY 2016
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Labels when you need them.  
Convenient marketing to make selling easy.

  CONTACT US 24/7 AT www.labelart.com  
OR 8AM – 7PM EDT AT 800.258.1050

• NO PRICE INCREASE FOR 2016
• 24/7 On-line ordering of all catalog products
• 32 standard inks
• 24 standard foil colors
• Thousands of size options*

• No hassle combo pricing

Visit labelart.com/marketing to download additional sales flyer and postcard  
assets and begin promoting labels today! Haven’t received your 2016 catalog?  
Let us know or request additional materials on-line.

* Full Color Square Inch and Window Decal Square Inch programs allow you to  
utilize any in-house tool (or) purchase your own tool and get catalog pricing and  
turn time (1st order will require additional lead time for new die purchase.)    

PPAI #112324

FREE Ground Shipping  
on your next new catalog order.
Simply use promo code PPBJan  
This single use offer is valid through 2/5/16

http://www.labelart.com/
http://labelart.com/marketing
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Softshell The 98-percent polyester, two-percent spandex
softshell fabric is waterproof to a 5,000-mm water column
yet still offers a breathability rating of 3,000 g/m2 (mvp). The
bonded polyester microfleece interior keeps you as comfort-
able on the inside as the weather-proof finish does on the
outside. Featuring pieced detailing, reverse coil zippers,
adjustable Velcro™ cuffs and a drop-tail hem, this machine-
washable style also has an inside zip pocket for valuables
and reflective piping. It’s available in nine colors, including
camouflage in the men's style. Cutter & Buck UPIC:

CUTT0001 www.cbcorporate.com

Stretch-Fit Camo Cap Blend right into the trees
with this medium-profile, six-panel structured cap in
Realtree AP™ stretch-fit camouflage. It comes in two
sizes: S/M or L/XL. Cap America, Inc. UPIC: CAPAMRCA

www.capamerica.com

Camouflage Bandanna Take advantage of
the 18-inch-square imprint area for your client to

customize.This is a great item for honoring the mili-
tary and veterans, as well as for promoting gun
clubs, insurance companies, pets and outdoor

events. Caro-Line/Bandanna Promotions 

UPIC: BANDANNA www.bandanapromotions.com
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QUESTION

Danielle Rogers
Communications & Training Coordinator
The Vernon Company
UPIC: Vernon

As a member of the Millennial gen-

eration, I think there are two extremes

when it comes to social media in the

promotional products industry. It’s either

radio silence or content overload.

Whether it’s because distributors don’t

have enough time in their day or

because they take automation to a whole

new level, social media has lost some of

its humanity. Trust me when I say there

is a happy medium that will work for

your business and will make your online

presence more human.

My first piece of advice is to find out

where your customers and prospects are.

If they aren’t on Twitter—there’s no rea-

son to create a profile. If they aren’t on

Facebook, why create a page that no one

will like? You don’t have to be on every

social network. Find what works for you.

Since the promotional marketing

industry is mostly B2B, my suggestion is

that you spend your time on LinkedIn.

Why? Most of your buyers are in man-

agement, marketing or professional posi-

tions and will have a LinkedIn profile.

You should have one too. This one pro-

file gives you the ability to write posts,

upload photos, share updates, connect

with customers and prospects, and join

conversations in groups.

My second tip is to make sure that

you create content to share. What do I

mean by that? Social media isn’t just

about broadcasting items, specials and

sales at an audience. It’s about building a

relationship. And to build a relationship,

you need to have a story to tell. One

piece of content can be shared three or

four different ways, giving you plenty of

things to share with minimal effort.

QQA Distributor Asks: 
I’ve heard a lot about how social media can help a small business
by helping to build our brand and further relationships with our
customers. However, our company is 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?

SOCIAL (MEDIA) ANXIETY
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Here’s a simple way to create content.

Spend 30 minutes writing two to three

paragraphs about a topic as if you were

speaking with a close friend or your best

client. You can share a story about a proj-

ect you did for a recent customer, or some

of the best marketing advice that you’ve

given. You can focus on a relevant topic

such as apparel trends or product safety.

You are a marketing expert—you need to

share your knowledge. From the content

you created, you can pull out an excerpt

for a status update, create an image with

text using an online tool like Canva or

Pablo by Buffer, and publish a post on

LinkedIn. Suddenly a couple of para-

graphs have turned into three to four

pieces of content that can be shared

throughout the week.

Once you’re comfortable on

LinkedIn, think about expanding to

other social networks, but only do so

when you are ready. You want to make

sure that what you are doing online

reflects your brand; so make sure that you

are comfortable before expanding your

networks.

Nick Mykal 
COO 
aiia LLC
UPIC: aiia

My advice is to treat social media as

any other media channel. People often

overestimate the weight of social metrics

(likes, comments etc.).The truth is you

don't really need likes, comments or shares;

you need to help as many people as possible

see what you have to offer. So if you only

have, say, three hours a week to devote to

social media—invest an hour into research-

ing the relevant communities (LinkedIn),

an hour into creating a piece of content (a

nice branded visual with good copy) and an

hour to set up promotion targeting

(Facebook). Long story short— your main

goal is to reach the most people at a certain

frequency of contact with your content.

DO YOU HAVE THE ANSWER?

QQA Distributor Asks:
As a small distributor, I feel a bit overwhelmed about product

responsibility and where to start with a product responsibility pro-
gram. It seems like there’s so much to know and I’m not sure where
to start or how to scale up, and I can’t afford to hire someone
specifically for this purpose. How have other small distributors
approached or started product responsibility programs?

What’s your answer? Email answers along with your name, title
and company name to Question@ppai.org by January 22 for pos-
sible inclusion in an upcoming issue of PPB magazine. 
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“we Put Profits in Your Pocket”
We can ship anywhere in the continental U.S. Standard 

Ground 1-2 Days on popular products. 

Go to  www.zooprinting.com and sign up for an account today!

CAMPAIGN  HEADQUARTERS  IN  EVERY  CATEGORY
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Honoring
Excellence

PPAI RECOGNIZES OUR INDUSTRY’S BEST IN 2016
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IN THE MIDST OF
CHANGES that might shake
any other industry to its core,
Steve Slagle, CAE, kept PPAI
and its promotional products
business members on a
steady course toward contin-
uing growth and success.
Slagle, who
served as the
Association’s
president and
CEO from
1996 to 2012,
is being hon-
ored as the
2016 PPAI
Hall of Fame
inductee. 

He helped
lead the
Association
through
major changes as it worked
to move the industry forward
against a tide of changing
buyer habits and the explo-
sive growth of technology,
including the internet boom.
His calm, somewhat reserved
demeanor belies his passion

for promotional products
businesses and the associa-
tion that serves them.

Slagle graduated from
the University of Tennessee
with a journalism degree that
focused on advertising and
marketing. After graduation

he served two
years in the
U.S. Marine
Corps, after
which he
entered
graduate
school, again
at UT. His first
job in associa-
tion manage-
ment came in
1977 when he
joined the

National
Association for Campus
Activities in Columbia, South
Carolina. 

“For  five years I was the
director of communications
and I edited a magazine, and
I later left to work for an
advertising agency. I was

invited back to NACA where
I was hired as executive
director, a position I held for
13 years. I really enjoyed
those years and I decided
association management was
my career choice.”

When the opportunity to
work with PPAI came along in
late 1995, Slagle says, “I really
felt like I was in the right
place. I wanted to work with
an association that represented
small-business owners, 
entrepreneurs, and marketing
professionals, and PPAI was
the perfect match. I left an
association that was much
smaller, but I quickly learned
it’s all relative. My first
impressions about PPAI and
the industry came just two
weeks after I was hired when
I attended the PPAI Winter
Show, as the Expo was then
called, in Dallas. I was incred-
ibly impressed with the array
and diversity of products
being exhibited,” Slagle
recalls. “I was really struck by
the size and scope of the

show, and with the people
I’d met. I remember being
interviewed by the search
committee and having the
feeling PPAI was on the
verge of significant change
… the industry was begin-
ning to be challenged by
technological changes. As
the internet allowed buyers
to have access to more infor-
mation in the mid- to late
’90s, the best-kept secrets
about the industry were
being exposed.” 

Slagle adds that competi-
tion became more challeng-
ing to PPAI in the late ’90s
and early 2000s, especially in
the trade show arena and in
membership services.

“Everyone was compet-
ing for dollars in the market-
place. But we became better
because of it. We changed as
the industry changed,” he
recalls.

With an eye on the future
and a passion for making the
present profitable for mem-
bers and the Association,

The Only 
Constant Is Change
PPAI honors Steve Slagle as its 2016 PPAI Hall of Fame inductee
BY JEN ALEXANDER

Steve Slagle, CAE
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Slagle teamed with volunteer
leaders to launch new prod-
ucts and services, and to
forge stronger relationships
with industry groups, includ-
ing the regional associations.

“We looked at things
other associations were

doing that PPAI had not
tried. When I first joined
PPAI, we didn’t have a sales
team or a marketing team.
Our staff were more “order
takers” than “order makers”
and it took awhile for both
our board and our staff to
become more competitive
and aggressive in our
approaches. We had to bring
more of a sense of urgency
to the competitive changes
we faced.

“Some things we tried
didn’t work, and not every-
thing was successful,” says
Slagle. “We struggled to find
technology tools that our
members wanted and need-
ed, but PPAI finally got it
right by partnering with a

company that was already
providing valuable technolo-
gy tools to the industry–and
that was SAGE. I’ve always
been a believer that if you
don’t have a few failures
along the way, you’re not
really trying anything new. I

tried to keep our focus
on having the associa-
tion be relevant to its
members, and I
believe we did a pret-
ty good job of that
through the years.”

One of the indus-
try’s most significant
competitive decisions
came in 2003, when

The PPAI Expo relocated
from Dallas after 26 years to
Las Vegas. And the prepara-
tion and planning leading up
to the shift proved just as
monumental, Slagle says. 

“We had made the com-
mitment to compete aggres-
sively in the marketplace, and
there came a point in 2001-
2002 when we were trying to
figure out how to better posi-
tion our premiere trade
show. As a group, we
believed we needed to con-
sider moving Expo to gener-
ate better attendance and
more excitement, so we
moved Expo to Las Vegas. 

“We finalized the deci-
sion in one month, just nine
months before the show’s

launch in 2003. There was a
huge risk involved—a lot
financially, but also for our
reputation,” he says. “When
we finalized the decision, the
facility [Mandalay Bay
Convention Center] wasn’t
completed. So we had all
these contingency plans.
That’s a significant tactical
decision, but our staff exe-
cuted the plan really well. I
was really proud of our board
and our staff for making that
decision and for making the
decision pay off.”

Slagle says none of the
Association’s progress during
his tenure would have been
possible without key volunteer
leadership and commitment. 

“It seemed like we always

had just the right volunteer
leaders in key positions to
help lead the Association
when challenges arose. 
PPAI is blessed with terrific
volunteers, and the list of

ABOVE LEFT Steve Slagle and his late wife, Debra. ABOVE RIGHT Steve Slagle learned leadership lessons early in life as a scout. BOTTOM

RIGHT Steve Slagle (far right) and others show off their cowboy boots during a retirement party for Kurt Reckziegel (third from right), former
head of the Promotional Professionals Association of Canada. 

Steve Slagle, CAE
2016 PPAI Hall Of Fame
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those I had the pleasure of
serving with is far too long to
mention. We also had a terrif-
ic staff, people I leaned on
through the years, including
more recently Paul Bellantone
and Bob McLean,” he adds.
“I was really blessed to have
so many very skilled and
competent professionals to
work with over my 16 years at
PPAI. Without a doubt I can
say that almost everything I
accomplished or was given
credit for was done in part-
nership with volunteers and
staff.”

Among the numerous
accomplishments that
occurred during his tenure,
he is particularly proud of
pursuing and establishing an
international outreach,
including founding and par-
ticipating in a federation of
international promotional
products associations starting
in 1999, visiting numerous
trade shows throughout the
world, and eventually visiting

factories, trade shows and
product testing labs in Hong
Kong and China in the mid-
2000s. “When product safety
became a major issue for
consumers and buyers of
promotional products just a
few years ago, PPAI was
ready to help its members,”
he says.

Slagle recognizes the
elite company he now keeps
as a member of the PPAI Hall
of Fame. “While I don’t per-
sonally know every individual
inducted into the Hall of
Fame, I was fortunate to
meet and work with a lot of
them. I have tremendous
respect for these men and
women, as they are incredi-
ble individuals who’ve made
incredible contributions to
PPAI and the industry,” he
says. “I’m really proud and
pleased to have been inducted
and to be considered 
worthy of joining these
accomplished individuals in
the Hall of Fame.” 

ABOVE Steve Slagle (third from top, center) joins members of the
2010 PPAI Board of Directors in capturing the moment.

“Without a doubt I can say that almost
everything I accomplished or was given
credit for was done in partnership with
volunteers and staff.”

Steve Slagle, CAE
2016 PPAI Hall Of Fame
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AFTER WORKING IN
SALES in the corporate world
for many years, Teresa
Moisant—a self-proclaimed
workaholic—started to ques-
tion whether she was in a
place where her talents were
going to be valued long-term.

“I knew some women in
the promotional products
industry, and I saw what they
were doing and knew I could
be successful,” she says. Plus,
she says, her late husband,
Bill, pointed out that if she
was going to be a workaholic,
she should work for herself.
The two combined forces to
start Moisant Promotional
Products in 1990.

While Bill focused on the
financial details—“he had a
form to design a form”—
Teresa brought her sales skills
and big-picture thinking to
the table. It was a great
match. Bill passed away sud-
denly in 2007, but Moisant
continued to run the business
and now both of her daugh-

ters, Christi and Shelly, work
with her and manage the
company.

“I love sales and I’m a
huge sports fanatic,” Moisant
says, having grown up with
four brothers. “I grew up
being very athletic and very
competitive. Sales is very
competitive. You can meas-
ure whether you’re getting a
bunch of first downs, or a
touchdown or a champi-
onship or a national title. I’d
probably be a good coach. I
know how to motivate and
I’m passionate. Those are the
qualities of a good CEO as
well as a good coach.”

They Call Her Mom
Moisant was brought up

with the adage, always do
something nice for someone
every day. And, she says, it
came very easily to her. “I
just can’t not help people,”
she says.

Mentoring others is one
of the ways she helps. She

The Connector
PPB talks with Teresa Moisant, MAS, winner of the 2016 PPAI
Distinguished Service Award BY JULIE RICHIE

BELOW Twenty-five year indus-
try veteran Teresa Moisant,

MAS, co-founder of Oklahoma
City, Oklahoma-based distributor
Moisant Promotional Products

(UPIC: MOISANT1) is the 2016
PPAI Distinguished Service
Award winner. She is pictured
with her late husband and busi-
ness partner, Bill.
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observes young people in the
industry and watches who
takes the time to care about
others. “Those are the peo-
ple I help. There are a lot of
40-ish guys—and some
women—in the industry
whom I have mentored that
call me Mom,” she says. And
she’s serious.

“The reason mentoring is
so important to me is
because I was mentored. I

had great mentors early in my
career. They took the time to
share with me and it made
me feel a deep commitment
to mentoring.” She even
mentors her 9- and 11-year-
old grandsons, Fletcher and
Hudson, imparting life les-
sons with every outing to a
sporting event. Once she was
even brought in for show-
and-tell in Fletcher’s kinder-
garten class. She taught the

class how to shake hands and
look someone in the eye.
“Some of those kids still
come up to me and shake my
hand,” she laughs.

Three Rules
In 2010, Moisant had the

opportunity to hear famed
football coach Lou Holtz
speak, an experience she says
changed her life. “I used to
spend hours thinking about
ways to beat the system,” she
says. But in his speech, she
recalls, Holtz said you should
live by three simple rules: 1)
Do the right thing; 2) If you’re
going to do something, give
it 100 percent; 3) Treat all
people with respect.

“Living by those three
rules has simplified my life,”
she says. “When you’re
always doing the right thing,
you never have to spend time
worrying about how to beat
the system.” 

Connecting Others
With her outgoing person-

ality and enthusiasm, Moisant
is a natural connector. She’s
constantly helping others find
people who can meet their
needs. “Even my grandsons
know it. When their school
needed some fencing donat-
ed, Hudson stood up and
said, ‘Call my Nana. She
knows people.’” 

And receiving the
Distinguished Service Award
leaves her feeling flattered.
“To be honored in the indus-
try and to be recognized by
your peers is so important.
This award is really about tak-
ing the time to do something
nice for someone and ask,
‘Who can I connect to make
their lives better today?’”

Coming to Expo every
year is a great opportunity,
Moisant says. “Some people
like to go shopping. I like to
go to Expo because I love
[promotional] products. It’s
the ultimate shopping experi-
ence for me. I can’t imagine
not going to Expo if you’re in
this industry.”

“When you’re always doing the right thing, you
never have to spend time worrying about how to
beat the system.” 

Teresa Moisant, MAS
2016 PPAI Distinguished Service Award

BELOW Teresa with grandsons Fletcher (left) and Hudson.
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FOR MANY, THE SECRET
to a happy life comes from
their service to others.
Among those who would
agree is this year’s PPAI
Distinguished Service Award
winner, Bruce Felber, MAS,
corporate brand specialist for
Holland, Ohio-based distribu-
tor The Image Group (UPIC:
IMAGEGRP). Surprisingly, his
30-plus years as an industry
volunteer started simply
because someone asked him
to help out.

“My brother, Robert, and
I were at the 1984 PPAI
Winter Show in Dallas and
someone asked if we would
stand by a door on Education
Day and hand out forms and
direct people,” he remem-
bers. The satisfaction of feel-
ing involved struck a chord
and Felber decided to take
the next step and get
involved with his regional
association, Specialty
Advertising Association of
Northern Ohio (now Ohio
Promotional Professionals
Association). One day, while
suggesting a few improve-

ments for the regional’s trade
show to friend and fellow
member Larry Wise, Felber
was asked, “Would you serve
as chair of the trade show?” 

He took on that role and
found satisfaction in helping
to turn the show around.
From there, he set his sights
on running for the regional
board—and was elected. One
of his first goals was to
change the name of the asso-
ciation to reflect a broader
purpose, and over the next
17 years Felber served on the
OPPA board, twice as presi-
dent (in 1995 and 2001), and
spent five years as chair of
the education and the trade
show committees. In 2008, he
was honored with induction
into the OPPA Hall of Fame.

Like many industry profes-
sionals, Felber discovered the
industry by accident. His
father owned a company that
manufactured sample books
for the textile industry and, in
his teens and early 20s,
Felber worked for the compa-
ny on weekends and holi-
days. When his father passed

away suddenly in 1982,
Felber found himself running
the business. “It was a bad
time in the country,” he says.
“We had 150 people working
two shifts. We were getting
squeezed on pricing. The
family decided to sell the
business.” 

He woke up that next
Monday morning and asked
himself, “Now what?” He had
graphic skills and knew how
to sell so he worked a lead

from a friend in the screen-
printing business and sold
100 leather binders. At that
point, he knew he was on to
something. 

Felber discovered promo-
tional products suppliers in a
copy of PPB magazine and
over time built his book of
business and opened a dis-
tributorship. His brother
joined a few years later and
Felber & Felber was formed.
It was also at this point that

An ObsessionWith Service
Bruce Felber, MAS, explains what fuels his avid volunteerism
BY TINA BERRES FILIPSKI

BELOW Bruce Felber, MAS,
and his wife, Carol Moraco,
make their home in Streetsboro,
Ohio. They are parents to two
grown daughters and a son.
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Bruce Felber, MAS
2016 PPAI Distinguished Service Award

he learned about PPAI, joined
and took his volunteer service
to a new level. 

Ask Felber why he chose
to get involved in PPAI lead-
ership and the answer comes
easily. “It was probably a self-
ish reason at first because I
wanted to educate myself
and meet other industry col-
leagues,” he says. “But then I
found I really liked the
Association and the staff.” 

Like his interest in improv-
ing OPPA’s trade show,
Felber was passionate about
what he could do to enhance
the industry’s reputation and
PPAI’s brand image so, after
serving on several PPAI com-
mittees, he volunteered for
the Public Relations

Committee and served as
chair for two years. “I always
wanted to get on the PR
committee because I didn’t
like the way our industry was
perceived on the open mar-
ket,” he says. “The
Association has done a lot
over the years to change that
perception.” 

During his long industry
career, he has also provided
leadership to PPAI as a mem-
ber of the Distributors
Committee and Technology,
Terminology & Standards
Committee, the PPB Editorial
Advisory Council, Awards
Advisory Council and the PR
Advisory Council. For three
years he served as board
trustee for the Promotional

Products Education
Foundation and for four years
as a member of the PPAI
Board of Directors, which
included terms on the Budget
& Finance Committee,
Nominating Committee and
Executive Committee. He cur-
rently is a member of the
PPAI Certification Committee
and the Public Relations
Advisory Group. 

A lifelong learner and avid
educator, Felber has been
active as a webinar presenter
and a speaker at The PPAI
Expo and Expo East, 
presented on behalf of the
Promotional Professionals
Mentoring Network, conducted
instructor training and 
contributed articles to PPB

magazine, Print & Promo
magazine and the former
Corporate Logo magazine.
He was also an early PPAI
Ambassador speaking at col-
leges and universities about
the value of promotional
products. 

Although committee work
has its challenges
(“Sometimes people don’t
take their roles seriously or
are on a committee for the
wrong reasons,” Felber says),
he admits he has seen many
more victories than defeats
through volunteering.
Among the victories he
counts the many friendships
he’s made that have lasted
through the years and
brought about new opportu-

“My best advice is to get involved—you are going
to learn by helping others and meeting people you
won’t meet in any other environment.” 

ABOVE One of Bruce Felber’s proudest moments was his induction
into the Ohio Promotional Professionals Association Hall of Fame

in 2008. Looking on is OPPA Executive Director LaDonna Belcher. 
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nities, such as his partnership
with fellow distributor Joe
Scott, MAS, to teach classes
for the Promotional
Consultant Academy in 2011.
Another victory he was
involved in was developing
OPPA as one of the top
regional associations and
helping to hire the person he
calls “the best executive
director,” LaDonna Belcher.
“We reinvented the whole
association,” Felber says
proudly.  

It was through his connec-
tion with PPAI that he was
introduced to Jon Levine,
president of The Image
Group, through past PPAI
Chair Bob Davis. In 2010,
Felber joined the Image
Group as director of market-
ing and sales support.

“This industry is a great
place to meet people,” he
says, adding that the old say-
ing—you get out what you

put in—is true. “People don’t
take advantage of the net-
work we have. My best advice
is to get involved—you are
going to learn by helping
others and meeting people
you won’t meet in any other
environment. You’ll find dis-
tributors you can collaborate
with and suppliers you can
team up with.” 

He’s also a passionate
believer in the value of what
one can learn from others.
“People shouldn’t be going
to Vegas just for the trade
show,” he says. “It’s a meet-
ing of the industry. If you miss
the education and don’t
attend the social sessions,
you are missing what this
industry is all about.”

“I want people to under-
stand that volunteering is the
lifeblood of society,” he
adds. “It’s not always about
you but what you can do to
help other people.” 

Bruce Felber, MAS
2016 PPAI Distinguished Service Award

ABOVE TOP At The PPAI Expo 2012, Bruce Felber, MAS,
prepares to introduce PPAI Chair of the Board Eric Ekstrand,

MAS. BOTTOM A longtime industry educator, Bruce Felber,

MAS, frequently conducts workshops and webinars for indus-
try newcomers and other industry professionals. Here, he
leads a workshop during The PPAI Expo 2014.

The Awards Presentation
PPAI will honor all the awards winners on these pages at the

Chairman’s Leadership Dinner during The PPAI Expo. Purchase

tickets when you register for the Expo at www.ppai.org/expo.

Monday, January 11
6:30 – 9:30 pm

Mandalay Bay Convention Center Ballroom – Level 2

Las Vegas, Nevada

Advance tickets: $125 members/$175 nonmembers

On-site tickets: $150 members/$200 nonmembers

201601_Awards Feature_PPB 2013  12/15/15  11:47 AM  Page 30

http://www.ppai.org/expo


JANUARY 2016 • PPB • 31

Planting Seeds    Of Service
PPAI honors the servant leadership of Mark Gilman, CAS, 
with its H. Ted Olson Humanitarian Award
BY JEN ALEXANDER

BELOW Among Mark Gilman’s
many humanitarian pursuits is
the Shawnee Mission North

High School’s performing arts
department. Over the years, his
company has printed and donated
dozens of posters using artwork
provided by the students and
their teachers. 

Mark Gilman, CAS
2016 H. Ted Olson Humanitarian Award

PPAI’S 2016 RECIPIENT
OF THE H. Ted Olson
Humanitarian Award is proud
to have called just one town
his home for nearly all his life.
But before Mark Gilman, CAS,
became a permanent resident
of Shawnee Mission, Kansas,
life was a bit nomadic.

“My family came to this
area in 1945 at the end of
World War II; I was in the
eighth grade. Before then, I
hadn’t gone to the same
school for more than a couple
years.” Once his family 
planted their post-war roots
in the Shawnee Mission 
community, Gilman was 
comfortably at home. 

In 1962, after two years in
the Army and graduate
school in California, plus a
brief stint teaching at San
Francisco State College,
Gilman returned to Kansas
with his wife and high school
sweetheart, Nancy, to work at
her father’s company, Gill
Studios. “Specialty advertising
at the time was in a period of
robust growth,” he says.

And Gill Studios grew
along with it; from Gilman’s
earliest days working along-
side Forest Gill and an
administrative assistant, to
the company’s present num-
bers of nearly 350 employees
and 250,000 square feet of
operational space. “All that
time, I’ve been mainly
involved in sales and market-
ing,” says the company’s
chairman of the board. “I’m
nearly 83 and I’m still
allowed to come in, and I try
not to cause too much trou-
ble. I see myself as repre-
senting the shareholders—
Nancy, her brothers Bruce
and Don, and their kids. 
The company has been good
to me.”

And Gilman, in a lifelong
show of gratitude to the com-
munity that he joined so
many years ago, has passed
along that goodness to oth-
ers. “In the early 1960s, the
interstate highways were built
to bring people into cities,
but they also made it easy for
people to leave and come

out to the suburbs. Shawnee
Mission was the closest
Kansas suburb to Kansas
City,” Gilman says. Situated
in Johnson County, Kansas,
Shawnee Mission experi-
enced boom times in the late
1950s and 1960s.  With the
rush of growth came a rush of
community challenges.
Simply put, essential commu-
nity institutions like hospitals,
libraries, and schools were
lacking. So Gilman got
involved.

Gilman’s brother-in-law,

Bruce, practiced medicine at
what was then known as
Shawnee Mission Hospital. In
1966 the hospital held a capi-
tal campaign, for which
Gilman volunteered. “It’s
hard to grow (as a communi-
ty) when you don’t have good
health care,” he says. His vol-
unteer role morphed into a
place on the new hospital’s
foundation, where Gilman is
the last original member from
those early campaign days.

Gilman and the other hos-
pital supporters also aided

201601_Awards Feature_PPB 2013  12/15/15  1:03 PM  Page 31



INNOVATE32 • PPB • JANUARY 2016

child-care visionary Lee Ann
Britain in her mission to assist
children with disabilities and
their families by providing her
space in the new hospital for
what is now the Lee Ann
Britain Infant Development
Center. “Her goal was to pre-
pare these children to go to
school. This was what galva-
nized our foundation.”

The hospital has since
become “a force of life in the
county,” says Gilman. “It’s
one of the largest and most
successful in the greater
Kansas City area.”

Gilman has also spent
many years fueling his pas-
sion for arts and the theater
by supporting local organiza-
tions and the high school’s
performing arts department,
and by serving in leadership
and support positions for
area arts groups such as the
Missouri Repertory Theater,
The Barn Players, the Quality
Hill Playhouse and the
Carlsen Center at Johnson
County Community College.

“For many years I have
had my company print and
donate posters to the Theatre
Department of Shawnee
Mission North High School.
The artwork for the posters is

supplied by the students or
their teachers,” says Gilman.
“The students have saved at
least one copy of almost every
poster we have made, and the
posters have been stuck on
the walls of one of the class-
rooms of the school. The SM
North Theatre Department
has won many awards and
accolades over the years for
the terrific work the students
and faculty turn out.”

Gilman’s humanitarian
work extends as far into the
promotional products indus-
try as it does his hometown.
He has served as a PPAI
board member and board
chair, and supported the
Promotional Products
Education Foundation. “I
worked with Wayne
Greenberg when he led PPEF
to get the Vincent J. Arena
Scholarship started,” says
Gilman. “It’s important to me
because Vince Arena was a
friend. He was very influential
in my career within PPAI, and
I was able to honor his mem-
ory by naming the scholarship
for him. It may not have been
the first such scholarship, but
it did encourage other donors
to follow suit.”

Gilman sees his own pen-

chant for helping others
reflected by the industry and
its members. “I think our
industry is tuned into the idea
of encouraging charitable
activity in the community,” he
says. “I’ve always been
impressed with the sense of
sharing in the industry. And
many products and services
are actually intended to help
market charitable causes.”

While he hesitates to
allow others to recognize his
own charitable actions,
Gilman cites the humanitarian
award’s namesake as his rea-
son for accepting the honor.
“The reason I said yes was
because of Ted Olson. I knew
Ted—back in the day when
we needed to hire a new
[Association] president, it
came down to Ted and one
other candidate. 

“That candidate was pol-
ished and articulate, and he

had gone out of his way to
learn about the industry,”
Gilman says. “Ted didn’t pro-
fess to know as much, and
hadn’t had quite the same
experience, but there was a
genuine sense about him—of
basic honesty and quiet
determination. I always
thought of Ted as being the
consummate servant-leader.
He was selected to lead, but
he chose to serve.”

Gilman adds, “I don’t
know whether I deserve to be
called a humanitarian; I’ve
witnessed so many people in
all aspects of society quietly
helping their communities. I
don’t know if it’s an American
characteristic, or if it’s a
unique quality, but if anybody
is motivated in the least to
serve, it doesn’t take a lot of
money—it does take a little
time, but everything counts
and every little bit helps.”

Mark Gilman, CAS
2016 H. Ted Olson Humanitarian Award

LEFT Mark Gilman (right) joins Lou Gehring, executive director of
Shawnee Mission Health, the foundation for Shawnee Mission Medical
Center, an organization he has supported for decades. BELOW Mark

Gilman also provides guidance and support to Johnson County
Community College where he works with Emily Behrmann, general
manager of the artistic performing arts department. 
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Our sales and marketing tools offer endless 
possibilities for growing your business. With these 
tools, along with your own expertise and imagination, 
there’s no limit to what you can accomplish.

DON’T HOLD BACK. GO FOR IT. 
To learn more call 800.850.3370 or visit www.iPROMOTEu.com

ACHIEVE THE 
UNTHINKABLE
ACHIEVE THE 
UNTHINKABLE
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DON’T MISS OUT! JOIN ONE OF THE
LARGEST, FASTEST GROWING AND MOST DYNAMIC

DISTRIBUTOR ORGANIZATIONS IN THE INDUSTRY.

iPROMOTEu believes distributors spend too much of their time not selling and, instead, focusing too much of 
their time on tedious, time consuming, non-revenue generating activities. iPROMOTEu relieves you 

of this burden so you have more time to sell, earn more money and enjoy life.

We have extensive, impressive and effective resources to help you grow your business and stay ahead of the 
competition, including: discounted pricing and other benefits from preferred vendors; order financing; order 

follow-up and back-office support; invoicing and accounts payable/receivable services; sales and marketing support; 
advanced and constantly evolving technology; virtual assistant program; payment advance program; professional 

development and networking opportunities to keep you learning and connected; and so much more.  

Unlike other industry organizations, with iPROMOTEu there are no non-compete provision or other restrictive 
provisions that prevent you from doing business how you want, when you want, and with whom you want.

YOU’RE IN CHARGE. WE WORK FOR YOU.
Discover the many ways iPROMOTEu can benefit you and your business at www.iPROMOTEu.com 

NO OTHER COMPANY HAS AS MUCH
ENERGY, ENTHUSIASM AND CAMARADERIE

AS iPROMOTEu.  CHECK US OUT TODAY!
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A service for distributors with sales less than $1,000,000.
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PPAI HONORS THE RICH
HISTORY of the industry and
five of the individuals behind
it with a new program:
Promotional Products
Pioneers. The program shares
the stories and honors the
contributions of those whose
business acumen and techno-
logical skills have played a
key role in the advancement
of the promotional products
industry thanks to their vision,
drive, innovation, character,
leadership, and, in some
cases, new business models
and technologies. 

PPAI owes a debt of grati-
tude to the inaugural class of
Promotional Products
Pioneers including Norman
Cohn, Forest P. Gill, Frank P.
Krasovec, Norm Stern and
Ralph B. Thomas. Be there
when the group is recognized
during the Chairman’s
Leadership Dinner on
Monday, January 11, 2016 at
7 pm at the Mandalay Bay
Convention Center’s
Ballroom J during The PPAI
Expo in Las Vegas, Nevada.
Tickets can be added to show
registration at
www.ppai.org/expo or pur-
chased on site from
Registration while they last. 

Norman Cohn
The Advertising Specialty

Institute (ASI) is the largest
information service provider
in the promotional products
industry serving a network of
more than 25,000 distributors
and suppliers throughout
North America. At its helm
stands the legendary Norman
Cohn, who first got involved
in the industry selling food
gifts while in junior high
school as an extension of his
family’s grocery business.
Then, through a number of
acquisitions, the family busi-
ness expanded to become
the largest supplier in the
industry at that time. 

In 1962, the businesses
were sold in order to acquire
ASI from Joseph Segel, and
the organization began to
grow rapidly by introducing
innovations to the industry
such as the first full-color cata-
log, sending orders by fax
(“Customers were in disbelief
that it would work, and it took
a lot of effort to convince
them it wasn’t just magic,” he
says) and the first industry-
specific, computerized busi-
ness software system to man-
age supplier and distributor
businesses. From its start, the

Introducing PPAI’s
Promotional 
Products Pioneers
BY TINA BERRES FILIPSKI
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PPAI’s Promotional Products Pioneers

organization was committed
to offering the most complete
information, sourcing tools
and tech solutions available.
Today, ASI offers the ESP
platform with nearly 950,000
products and multiplatform
web services, plus video,
online social marketing and
virtual trade shows, and a
number of other products and
services for subscribers includ-
ing online research, marketing
opportunities, trade shows,
education, certification, publi-
cations, custom websites and
catalogs, and more.   

“If I’m to be remembered
for anything, I’d like it to be
for helping the over 20,000
distributor members grow
their businesses and improve
their profitability,” says Cohn.
“I love the idea that they will
be able to pass on their busi-
ness to future generations
like our family has done.” 

Forest P. Gill
The late Forest P. Gill, for-

mer chairman of Gill Studios,
Inc., is credited with develop-
ing the first bumper sticker in
the 1940s. He pioneered the
use of a revolutionary adhe-
sive that allowed the stickers
to adhere securely and tem-
porarily to vehicles, and
paved the way for the mod-
ern bumper sticker. 

Looking for a way to grow
the business following WWII,
Gill followed a printer friend’s
suggestion to advertise in a
magazine directed toward
independent salespeople,
and, as luck would have it, a
distributor company in
Arlington, Texas, discovered

Gill’s bumper sticker and
began to sell it. Gill Studios,
a silk-screen printing compa-
ny he founded in 1934,
began to grow steadily as
more and more distributors
sold the new product. 

By the time of his passing
in 2005, the Gill catalog, first
introduced as an eight-page
book in the 1950s, had grown
to 128 pages, the number of
employees at Gill Studios had

grown from 16 in 1945 to more
than 300 and bumper stickers
had soared to popularity.

Those who worked with
Gill say he was always grate-
ful to the promotional prod-
ucts industry and the many
distributors who took his
products to the advertising
market. And he was pleased
that the simple bumper sticker
had led to so many jobs for
the men and women who
made Gill Studios one of the
industry’s leading suppliers. 

Frank P. Krasovec
Frank Krasovec, founder

and former CEO of the previ-
ous Texas-based supplier
Norwood Promotional
Products, Inc. (NPPI), has built
a number of successful com-
panies over the past 30 years.
In the promotional products
industry, he is credited with

being the first to bring pri-
vate equity money into the
industry and he was a leader
in aggregation. 

“Breaking the barriers to
get big was most satisfying in
what was and still is an indus-
try made up of many small
suppliers,” Krasovec says.
“We were a small order-pro-
cessing company and eventu-
ally processed over 1.2 mil-
lion seasonal and time-sensi-

tive small ($400) orders annu-
ally. This required a major
investment in systems and
training.”

Since its founding in
1983, NPPI grew from $4 mil-
lion to more than $470 mil-
lion in annual revenues over
the next two decades and
became recognized as the
leading supplier of promo-
tional products. At its peak,
the company represented
more than 3,000 products
sold by more than 16,000 dis-
tributors nationwide. 

Bringing viability as a sup-
plier to Wall Street was fun
but frustrating, he remem-
bers. “With Wall Street, it was
difficult explaining small-
order processing to people
who weren’t interested in
basic fundamentals at the
time. They wanted big orders
and continued to ask why we

did not sell in Wal-Mart or
direct. Most thought distribu-
tor websites represented
direct sales and asked us why
we did not do the same.
Over 8,000 distributors used
our website to back up theirs.
Eventually Wall Street got it.” 

Norm Stern
By the 1950s, the promo-

tional products industry had
been around for about half a

century but the potential for
marketing through promotional
products was largely untapped.
Enter Norm Stern, CEO of dis-
tributor Norscot Group Inc.
and one of the industry’s origi-
nal pioneers, who introduced a
number of ground-breaking
ideas that have since become
industry standards such as cus-
tom co-op catalogs and propri-
etary products such as corpo-
rate jewelry, custom-designed
calendars and scale model
replicas. He was also the first
to develop one-stop shopping
for turnkey outsourced promo-
tional products and he revolu-
tionized the industry by creat-
ing direct-mail promotional
products catalogs targeted at
business-to-business cus-
tomers. 

“Early on, I discovered
that I could reach more peo-
ple and increase my sales vol-

“Breaking the barriers to get big was most satisfying
in what was and still is an industry made up of many
small suppliers.”—Frank P. Krasovec
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ume tremendously with a cat-
alog of merchandise,” he
says. “This was a new con-
cept in our industry, and in
the mid-1950s I started to
promote what is now known
as the custom co-op cata-
log.” The concept opened
the door to large corporate
accounts with dealer and dis-
tributor networks. Custom co-
op catalogs served as a pre-
cursor to royalty-based cor-
porate programs as well as to
direct mail and a variety of
other direct-sales outlets,
including the development of
airline catalogs.

During his more than 65
years in the promotional prod-
ucts industry, Stern served on
a variety of PPAI committees

and as chair of the board in
1989. It was during his tenure
that the current PPAI head-
quarters building was com-
pleted in Irving, Texas.

“Now more than ever, the
level of professionalism, the
variety and quality of the
products available, and the
almost unlimited outlets for
logo-identified merchandise
underscore the impact and
importance of this industry in
the world of marketing and
brand identity programming,”
Stern says. “It is an honor to
be chosen as a member of
this first group of Promotional
Products Pioneers.”    

Ralph B. Thomas
As the new executive

director at Advertising
Specialty National
Association (ASNA, now PPAI)
in 1956, Ralph B. Thomas
effectively led the
Washington, D.C.-based
association through a number
of major events including the
Federal Trade Commission’s
case against the Association
and the industry’s continuing
quest for identity as an effec-
tive advertising medium. On
the latter, Thomas’ back-
ground was especially help-
ful; he had started his career
with Lord & Thomas, an ad
agency that later became
Foote, Cone & Belding, now
one of the largest global
advertising agency networks. 

The Association had also

recently begun making pre-
sentations to local ad clubs
affiliated with the Advertising
Federation of America
through a new program
called Advertising Specialty
Day. Together with
Education Committee Chair
James Albert, Thomas toured
several university campuses
in search of the best location
for the Executive
Development Seminar, which
launched in 1961. The pair
settled on Case Western
Reserve University and it
would be the first program
where participants received
CAS designations. 

The communication traffic
channeled through his office
intensified as ASNA and the
Advertising Specialty Guild
rekindled their desire to
explore merger possibilities.
When that merger took place
in 1964, the boards of the
two organizations agreed that
Thomas should be the presi-
dent of the newly named
Specialty Advertising
Association. He then man-
aged the Association’s move
to new headquarters in
Chicago, Illinois, and hired a
staff to carry out the
Association’s programs.  

Although illness forced
him to retire within the year
and he later passed away,
Thomas will long be remem-
bered for providing crucial
and strategic leadership dur-
ing a key turning point in the
Association’s history. It was
his wise decisions and com-
petent management that kept
the industry’s Association
progressing forward.

THE PPAI MILESTONE PROGRAM recognizes those companies who have achieved a signifi-

cant membership milestone in PPAI. The honors will be conferred by PPAI President and CEO Paul

Bellantone, CAE, and Rick Brenner, MAS+, PPAI chair of the board, at the Chairman’s Leadership

Dinner on Monday, January 11 during The PPAI Expo in Las Vegas. Tickets are available during show

registration at www.ppai.org/expo. During the black-tie optional event, each honoree will be presented

with a commemorative trophy provided by Crystal D.

Twelve More Members 
Celebrate 50 Years Of Membership

PPAI 50-Year Members
A. Dean Watkins Company East
ADG Promotional Products
Advertising Accents Inc.
Ball Chain Manufacturing
CROSS
Gemaco Inc.

Lipic’s, Inc.
Paulich Specialty Co., Inc.
SAMCO Line
Sanatex Corporation
SELCO
Tee Pee Advertising Co.

PPAI’s Promotional Products Pioneers
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ECHNOLOGY HAS MADE OUR WORLD small-

er, but it’s the travel industry that makes it accessible.

Airlines, travel agencies and tourism offices deliver us

to new adventures year after year. But beyond catchy

tourism phrases and hot deals for last-minute travel,

how else can the travel industry continue to attract customers? It

can include creative and useful promotional products as part of a

well-crafted marketing plan. 

With National Travel and Tourism Week (NTTW) on the

horizon—May 1-May 7—now is an ideal time to help clients in the

travel market craft campaigns that keep clients on the road and in

the air all year long. The U.S. Travel Association supports NTTW

with themes and resources to incorporate into any promotional pro-

gram focusing on travel throughout the 50 states.

Read on for insights into the industry and great ideas to get you

started.

Jen Alexander is associate editor for PPB.

GROW
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TT
AWAY WE GO
LAUNCH TRAVEL AND TOURISM CAMPAIGNS NOW FOR SUCCESS 
THROUGHOUT THE YEAR   By Jen Alexander
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52
Have Power Bank,
Will Travel
EDITOR’S PICKS

Reserve your spot among travel
clients with these great products.

59
How Hard Will You
Push For ‘Yes’?
SALES

Stay healthy and relaxed on crowded flights with an
airline travel kit. This eight-piece set includes an
eye mask in one of seven colors, sanitizer spray, anti-
bacterial wipes, ibuprofen, tissues and ear plugs, all
packed in a zipper case that comes in blue, red or
white. Essef Distributors UPIC: 7414140 
www.lincolnline.com

62
15 Tough Questions
Every Business
Owner Must Ask 
FEATURE STORY

Daytrippers don’t have to worry about extra weight with
the Terrain Daypack, a lightweight daypack constructed of
420-denier ripstop nylon with water resistant coating, a
lockable cinch top, webbing to hang additional gear, a
padded back for added comfort, top handle and rubber-
ized mesh adjustable shoulder straps. This daypack is also
H2O-hydration compatible; add a two-liter bladder for an
additional cost. Upgrade your logo for no additional charge
to a TruColor™ digital imprint for more vibrant color.
Starline USA, Inc. UPIC: STAR0009 www.starline.com

Tie a company goal or event
into a great promotion with a
bandanna. Imprinted pieces
can be used for team events or
to make luggage easier to spot.
Use the bandanna as an invita-
tion and it packs easily for an
unusual direct-mail piece.
Bandannas are 22 inches
square with an 18-inch square
imprint area. Caro-Line 

UPIC: BANDANNA 
www.bandannapromotions.com
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A MANUFACTURING PLANT

WANTED to present retiring employees

with a memorable thank-you gift for their

years of dedicated service. The plant’s

HR director selected the Romeo

Canyon rolling carry-on for the

employees who expressed their

desire to do more traveling in

retirement. She also felt the

quality product and crafts-

manship represented the

employees’ long-term

commitment to the

company.

CASE STUDY

Retire In Style 

Keep organized while traveling for
business or pleasure with this
organizer set. Fill it with clothing
pieces or small personal travel sup-
plies. BIC Graphic USA UPIC: BIC
www.bicgraphic.com

The umbrella NoteKeeper™ 

magnet brings back memories
of sunny days at the shore, and
it’s perfect for reminding
clients of summer vacation
deals. Magna-Tel, Inc. 

UPIC: MAGNATEL 
www.magna-tel.com

Be travel ready with this Puma

22-inch rolling duffel bag,
which has a large main zip-
pered compartment, a zip-
pered shoe pocket and an

additional pocket for whatever
needs storing. Made of 100-

percent polyester, it has a
reinforced top-carry handle

that’s hidden until you’re
ready to extend it and pull the

duffel on its trolley wheels.
Kati Sportcap & Bag UPIC:
KATI www.katisportcap.com

Source: Beacon Promotions
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Proforma is the nearly $500 million leading network of 
promotional products and print distributors. 

1 in every 7 Proforma Owners are earning $1,000,000 or more 
in annual sales, and we can help you get there too.

Visit OnlyProforma.com/PPAI or call 1-800-658-2967 to 
schedule your free, confidential consultation.

“This advertisement does not constitute an offer of a franchise and is not directed to residents of any particular state or other jurisdiction. No offer or sale of a franchise will be made to the residents of 
any state except by a franchise disclosure document that, if required, has been registered with appropriate state authorities.  An offering can only be made through the delivery of an FDD. NY Residents: An 
offering can only be made by a prospectus filed first with the Department of Law of the State of NY. Such filing does not constitute approval by the Dept. of Law. MN Reg. No. F-2918.If you have any questions 
concerning the registration status of franchises in your jurisdiction, please contact the franchise development department at 800-825-1525; 8800 East Pleasant Valley Road, Independence, OH  44131.” 

WE MAKE MILLIONAIRES™

http://onlyproforma.com/PPAI
http://fdd.ny/
http://dept.of/
http://law.mn/
http://reg.no.f-2918.if/


LUFTHANSA AIRLINES GOES TO GREAT
LENGTHS to reward travel-industry partners and clients,
and with the help of distributor PAW Marketing (UPIC:
PAW), the airline crafts creative campaigns and incentive pro-
grams throughout the year, including these creative examples:

The Project: Movie Night
The Budget: Open 
Lufthansa was looking for a different way to entertain its
clients, and chose to host Movie Nights throughout the

country at different times of the years and at various venues.
To allow Lufthansa the opportunity present its brand and
message, they selected and customized popcorn boxes, paper
drinking cups and napkins. In addition, retractable banner
stands were offered as an on-demand item for the local mar-
ket to promote the location of each Movie Night.

The Project: Promoting Premium Economy 
The Budget: Open
Lufthansa took steps to provide an enhanced level of service
by creating a new seating class called Premium Economy.
One step above Economy, Premium Economy offers passen-
gers seven additional inches of space, two checked bags at no
cost, an enhanced dining experience, a complimentary bottle
of water at each seat, an amenity kit and additional entertain-
ment options. 

The airline selected various items to aid in the launch of
the new service, including: a reusable bottle, a seven-inch
ruler, mints in a custom tin, a toy rubber duck holding two
suitcases and a set of luggage tags for two bags.

Love Is In The Air

Unpacking The          Travel Industry

7.8 million
jobs are in U.S.

travel and tourism

Travel and tourism 
generated nearly

$1.5 trillion
to the U.S. economy in 2013

U.S. travel and tourism
output generated 

2.6 percent of 
gross domestic 
product in 2014

International visitors generated 
$220.6 billion 

in sales in 2014

In October 2015, nearly 
75 percent of U.S. 
residents searched 

for near-term (holiday)
travel opportunities

within the U.S.
International travel to the U.S. is

expected to grow by 4.3 percent
annually through 2020

MARKET TO MARKET
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The Bulova Corporate Sales division  

is the right solution for any business program, 
with the best styles, prices for every budget 

and unique customization options.

Vist Bulova at PPAI Expo January 12-14  
Mandalay Bay Las Vegas Booth 4725 

 
bulovacorporatesales.com 

1.800.228.5682

http://bulovacorporatesales.com/


MARKET TO MARKET

Tag Along
LUGGAGE TAGS ARE A SURE BET FOR JUST ABOUT ANY TRAVEL-RELATED PROMOTION. 

1. Travel in subtle style with the
leather Destination luggage

tag, which features a secure
clasp and an open ID window
for quick retrieval upon arrival.
Strong Leather UPIC: STRONG
www.strongleather.com

2. This full-color luggage tag

has a pocket for information or
business cards, and a clear 
plastic loop to securely attach
the tag to your luggage. Gill

Studios, Inc. UPIC: gill
www.gill-line.com

3. Embroidered twill luggage

tags brighten up a plain set of
luggage. Tags come with an
identification card to stash on
one side, and embroidery on
the other creates a unique, per-
sonalized look. Suntex

Industries UPIC: SUNTEX
www.mainstsun.com

4. Upscale style meets durable
construction in this carbon

fiber-calfhide vinyl blend lug-

gage tag. Snap closure ensures
business cards or other forms of
ID stay in place, and the
adjustable strap is outfitted with
a nickel-finish buckle. Fey

Promotional Products Group

UPIC: FEY www.fey-line.com

1

2

3

4
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Stop by and see us at these 2016 trade shows. 
Same time, same place, new booth numbers!

bagmakersinc.com   |   800-458-9031   |   fax 800-458-9023     asi/37940  |  PPAI 111408  |  SAGE 50422

See What's New for 2016

ASI ORLANDO–BOOTH 1750-51  •  PPAI EXPO–BOOTH 3825  •  ASI DALLAS–BOOTH 849

Available on select Non-Woven and 
Polyester bags. SPARKLE DECORATION 
is perfect when you need uniquely 
branded bags to celebrate special 
events, add prestige to your brand, 
or simply stand out from the crowd.

SPARKLE imprint 
shown on the COUTURE™

Say HELLO !…
to the PLAZA and the CROWNE—

two smaller size additions 
to our popular, 

trendsetting mesh 
panel tote collection.

CROWNE™
PLAZA™

New Color—Teal Blue
BIG and LITTLE THUNDER TOTES

Gloss re� ective dots in 
holographic or metallic 
� nish available in over 
20 colors.

Give some pizzaz to your next promotion.

http://bagmakersinc.com/


Pure Michigan (2006) The state of Michigan’s tourism
was, well, pitiful when state tourism leaders went look-
ing for a way to reposition Michigan as a great place
to visit. Collaborative sessions between ad agency
McCann North and the Travel Michigan leadership
helped foster the development of a campaign that
focused on the state’s travel assets, including its natural
beauty. The end result? Pure success. Now, 45 travel
groups across Michigan partner with the state travel
office to produce co-op advertising for the campaign.

America’s Best Travel Campaigns

I Y New York (1978) Logo designer Milton Glaser’s first
sketch was already approved by the New York Department
of Commerce when, while riding in a taxi, he had the idea
to replace the word ‘love’ with an image of a heart. Glaser
pushed the new idea despite the previous agreement, and in
the end the client accepted the revised logo. He says the
popularity of the logo comes from the juxtaposition of the
lettering and the heart emblem, making it an iconic image.

FORBES MAGAZINE LAST YEAR EXPLORED the inspiration behind three memorable travel campaigns:
“I Y New York”, “Las Vegas: What Happens Here, Stays Here” and “Pure Michigan.”

Las Vegas: What Happens Here, Stays Here (2003)
Extensive research led advertising executives to the reality

that gambling wasn’t the only draw for Las Vegas. The
idea of “ultimate adult freedom” inspired ad agency copy-
writers Jeff Candido and Jason Hoff to come up with the
tagline, and though it met initial resistance from the city’s
convention and visitors authority, early testing proved the

slogan was an easy sell. When the National Football
League rejected the agency’s $2 million commercial, news
of the incident generated free publicity for the spot above

and beyond the original cost of the ad.

MARKET TO MARKET
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® EMPIRE STATE DEVELOPMENT CORPORATION

® MICHIGAN ECONOMIC DEVELOPMENT CORPORATION
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NEW!
LM2000/M2000  
PORT AUTHORITY® KNIT BLAZERS

83 NEW STYLES FROM
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Roll through the airport with ease with a Romeo

Canyon 22-inch rolling carry-on suitcase in full-grain
washed cowhide with a matching luggage tag. Classic

styling gets a functional upgrade with 360-degree
spinner wheels and a telescoping handle. The large
main compartment has a two-way zipper for easy in
and out, and the zippered front is expandable. The

carry-on also includes a snap-out zippered toiletry bag
and an interior clothes holder with a quick release

buckle. Beacon Promotions, Inc. UPIC: BEACONP
www.beaconpromotions.com

Protect business apparel or party attire in a 210-denier

nylon garment bag with double carrying handles and
a five-inch opening that accommodates universal
hangers. The bag also features a large ID holder and
comes in black, clear, forest green, maroon, navy, pur-
ple, red and royal blue. Heritage Sportswear/Virginia

T’s UPIC: HERI0002

Protect personal information in a sleek
leather passport wallet with interior
credit card slots and an ID window.
The right vertical pocket offers RFID
protection to keep your identity safe. 
Scully Leather UPIC: S174962
www.scullyleather.com
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Join us on top of  the world
For the ride of  your life

Interested? Call us 800.743.7545 x8303 or visit http://goo.gl/Heztw4

Take a free ride on us. See the 
world from a new perspective.

The Orlando Eye
1/4/16 – 6:15 pm

High Roller Las Vegas
1/13/16 – 5:50 pm

 
Space is limited! Call us to reserve 

your spot.
 

*Qualified candidates only. 
Contact us for details.

http://goo.gl/Heztw4


RAVEL AND TOURISM IS ONE of the largest industries in the
U.S., generating $2.1 trillion in economic output in 2014. The
number of U.S. airline passengers rose 2.5 percent in 2014 to
848 million, according to the U.S. Department of Transportation.
That means at least 848 million promotional products could be

flying around the world in travelers’ purses, pockets and
luggage, bringing brand awareness for your client. 

If you’re a regular flyer, you know that today’s jetset-
ters have three things at the top of their minds: power for

mobile devices, security for IDs and important documents,
and anything that makes traveling easier and more efficient. 

“Travelers need RFID-blocking wallets to store papers, itin-
eraries and documents. They also need TSA-approved travel

kits for their carry-on luggage and TSA-approved laptop bags
that allow quick checks through airport security,” says Ron

Williams, direct of marketing at Edgerton, Minnesota-based
Fey Industries, Inc. (UPIC: Fey). 

But whatever product clients choose, Williams
adds, it’s the brand engagement that is crucial.

“Given that the majority of travel bookings now
take place online, make sure your travel

clients provide a human face, voice and
touch to their brand.” 

Read on for great promotional
product ideas that can transport your
clients’ brands around the world.

EDITOR’S PICKS
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ON THE ROAD, RAIL OR IN THE SKY, PROMOTIONAL

PRODUCTS CAN MAKE THE JOURNEY EASIER AND

MORE SECURE  By Julie Richie

Have Power Bank,
Will Travel
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1. Sometimes you just need a phone, a
few cards and maybe some cash when
you’re leaving the hotel for a night on the
town. This silicone cell phone wallet fea-
tures a mirror and slots to hold credit
cards, ID cards and cash (holds up to
three cards securely). The 3M adhesive
backing is strong and also removable and
reusable without leaving a sticky residue.
Essef Distributors UPIC: 7414140
www.lincolnline.com

2. Hide-a-band is a multi-functional travel
item that can be used as a wristband or
soda/beer can wrap. Features include a
zippered pocket which can hold an ID,
credit cards, hotel keys, money or change
and car keys. It’s available in white, black,
red, royal blue and fluorescent yellow-
green. Suntex UPIC: SUNTEX 
www.mainstsun.com

3. With this full-color stretch luggage

cover, your suitcase will stand out and be
protected from scratches and marks. The
cover fits medium-sized luggage (21 inch-
es to 25 inches) and is TSA compliant and
machine washable. Beacon Promotions,

Inc. UPIC: BEACONP www.beaconpromo-
tions.com
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TRAVEL PRODUCTS

3

2

Send Clients Off
With These Items
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4. When you need power on the go, this
portable power travel case is handy to have.
It comes with a USB plug-in charger, USB car
charger and ear buds, and it all stores neatly in
a sturdy travel case. It’s ideal for travel-related
companies and for any company event. The
power travel case is available in four colors.
WOWLine UPIC: MANY0002
www.wowline.com

5. For warmth without bulk, choose this light-
weight down puffer jacket. It packs into its own
pouch and can easily fit in a carry-on bag or in a
luggage zipper compartment. Made from
embroidery-friendly fabric, the jacket is wind
and water resistant and machine washable. It’s
available in men’s and ladies’ sizes: S - 2X.
Heritage Sportswear UPIC: HERI0002
www.heritagesportswear.com

6. Travel in style with this lambskin duffle bag

from the 81st Aero Squadron Collection. With
a front zip pocket and two side compartments,
there’s plenty of room for all your necessities.
The removable, adjustable shoulder strap with
a faux shearling pad means you can carry this
bag in comfort. Scully, Inc. UPIC: SCULLY
www.scullyleather.com

7. With RFID-blocking technology, this carbon

fiber travel wallet holds credit cards, pass-
ports and identification securely. The conven-
ient size means it will fit into a purse or
jacket/sports coat inner pocket. It contains
numerous credit cards slots, an elastic pen
loop and zippered closure. Fey Industries,

Inc. UPIC: FEY www.fey-line.com

8. Keep your belongings dry while you are
boating or at the beach with the adventure

dry sac. The fold-down closure doubles as a
handle. Colors include orange and royal.
BIC Graphic USA UPIC: BIC 
www.bicgraphic.com

9. Charge your devices virtually anywhere with
the portable high-quality Lithium-ion battery in
this Energizer® 5200 mAh Power Bank. It
includes a standard USB connector cable to
charge the battery from your computer or any
USB port with a power supply. Features also
include dual ports, a power switch and a lifes-
pan of up to 500 charges. Prime Resources

Corp. UPIC: PRIME www.primeline.com

5

4

6
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TRAVEL PRODUCTS
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9

Crew Love 

UNITED AIRLINES, WHICH OFTEN

receives letters from passengers commending the

exceptional service from its crew members,

wanted a new way to recognize employees for

their superior performance. The development of

a recognition team and the creation of a “Voice

of the Customer” program provided a way to

recognize and reward deserving crew members—

positive customer testimonials are rewarded with

a card redeemable for an annual subscription to

a magazine of their choice. To further motivate

exceptional service, employees receiving multiple

accolades receive an additional card redeemable

for movie tickets or DVDs and pizza. 

Source: MediaTree

CASE STUDY
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10. Companies in the travel industry will love
promoting their businesses—and standing
out— with this 2 ¾ " x 3" NoteKeeper™

shoe magnet. Magna-Tel, Inc. 

UPIC: MAGNATEL www.magna-tel.com

11. Create your own breeze while promoting
your brand with this portable LED display

fan. It makes standing in long lines at hot sum-
mer tourist destinations a lot more comfort-
able. Global Promo UPIC: globalre
www.globalpromo.net

Julie Richie is associate editor for PPB.

10

11

EDITOR’S PICKS
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Birthday Wishes 

EACH YEAR LUFTHANSA CHOOSES

a different travel-related birthday gift to mail to

its “eXperts”, a core group of travel agents who

provide 80 percent of Lufthansa’s travel agent

sales. In 2015, the gift was a TSA-approved

zippered clear pouch with four tubes printed in

full color featuring the branding of each part-

ner airline. The complete pouch was packaged

in a Tyvek envelope with additional message

opportunities.  The gifts were mailed out on a

monthly basis to eXperts who had a birthday

during that period. 

Source: PAW Marketing, Inc.

CASE STUDY
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PPAI members save big on 
select FedEx® services.

 *  Discounts include an additional 5% when shipping labels are created online with FedEx Ship Manager® at fedex.com or with another approved electronic shipping solution. FedEx shipping discounts 
are off standard list rates and cannot be combined with other offers or discounts. Discounts are exclusive of any FedEx surcharges, premiums, minimums, accessorial charges, or special handling fees. 
Eligible services and discounts subject to change. For eligible FedEx services and rates, contact your association. See the FedEx Service Guide for terms and conditions of service offerings and money-
back guarantee programs.

 †  Black & white copy discounts are applied to 8-1/2" x 11", 8-1/2" x 14", and 11" x 17" prints and copies on 20-lb. white bond paper. Color copy discounts are applied to 8-1/2" x 11", 8-1/2" x 14", and 11" x 17"  
prints and copies on 28-lb. laser paper. Discount does not apply to outsourced products or services, office supplies, shipping services, inkjet cartridges, videoconferencing services, equipment rental, 
conference-room rental, high-speed wireless access, Sony® PictureStation™ purchases, gift certificates, custom calendars, holiday promotion greeting cards, or postage. This discount cannot be used 
in combination with volume pricing, custom-bid orders, sale items, coupons, or other discount offers. Discounts and availability are subject to change. Not valid for services provided at FedEx Office 
locations in hotels, convention centers, and other non-retail locations. Products, services, and hours vary by location.

© 2015 FedEx. All rights reserved.

Save more with  
American Express.
You can boost your FedEx savings 
even more when you pay for 
FedEx shipping services with your 
Business Card from American 
Express OPEN®. For details, go to 
fedex.com/opensavings.

Enroll today! 
Call 1.800.475.6708 or stop by booth 
#2641 at the PPAI Expo 2016.

Being a PPAI member has its perks. Like exclusive savings on FedEx shipping and business 
services that are yours for the taking as a PPAI member. With no enrollment fee and no 
minimum shipping requirements, this could be the easiest decision you make all day.

Get rewarded with FedEx.
In addition to the FedEx Advantage® discounts, join My FedEx Rewards to receive special offers 
to earn great rewards such as gift cards when you ship or print with FedEx. Be sure to enroll in 
FedEx Advantage first and use the same account number to join My FedEx Rewards for free at 
fedex.com/myfedexrewards.

Market to customers while you ship.
What if you could provide an eye-catching marketing message — such as a coupon or info about 
other products — on the outside of the package? eCom Label Solutions can help you develop 
a label customized with the marketing message of your choice. Learn more at fedex.com/us/ 
ecommerce/ecom-label-solutions.html.

Your PPAI Member Discounts*

Up to 

45%
off

FedEx Express® U.S. services

Up to 

45%
off

FedEx Express 
international services

Up to 

20%
off

Up to 

20%
off

FedEx Ground® services

FedEx Office®† services

Up to 

70%
off

FedEx Freight® services

http://fedex.com/
http://fedex.com/opensavings
http://fedex.com/myfedexrewards
http://fedex.com/us/




“Can I sell you that book?” I asked.
“I haven’t decided,” she said. “I have

to go to the bathroom. I’ll be back.”
She didn’t come back, of course,

but you have to give her credit for cre-

SALES
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PRESENTED A SEMINAR at an industry confer-
ence last weekend. Immediately afterward, I had a table
set up alongside the stage to sell books. I processed a

few sales with cash and credit cards and finally there was only
one person standing in front of me, with a book in her hand.
II
PROVEN RESPONSES TO TROUNCE THE OH-SO-FAMILIAR SALES OBSTACLES 

BY DAVID M. FELLMAN

HOW HARD WILL YOU PUSH
FOR ‘YES’?
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ativity. I have experienced rejection in many

ways in my sales career, but that was a new

one for me.

Common Obstacles 
There really aren’t that many things pro-

motional products buyers say when they’re

not saying yes. That means you can prepare

your response to those obstacles in advance.

For example, two of the most common obsta-

cles I hear about come up at the very earliest

stages of prospecting when the salesperson is

trying to set up that first appointment and

the buyer says, “I’m really busy right now,” or,

“I don’t need anything right now.”

The typical response seems to be: “Can

I call you some other time?” This response

is on the right track, but it’s not the best

strategy. Rather, you should take it out of

the realm of a permission question and turn

it into a collaborative question: “When

would be a better time?”

The difference between permission and

collaboration goes to the common mindset

that the buyer is more important than the

seller. It’s a variation on the idea that the

customer is always right. Great salespeople

understand that the goal is a relationship

between equals—a happy customer and a

valued supplier—and it’s the relationship

they position themselves for right from 

the start.

Call Me Next Week 
So you say: “When would be a better

time?” The buyer says: “Call me next week.”

Please don’t say: “When would be a good

time for me to call you next week?” I see that

as pushing too hard against a soft obstacle.

Just say: “I will.”

When you make that call, remind the

buyer that you’re keeping the promise he or

she asked you to make. “Hi, this is Dave

Fellman from Practical Promo. We spoke

briefly last week, and you asked me to call

you this week. We were talking about setting

an appointment. How does your schedule

look for (some appropriate time)?”

Now, if the buyer says, “Call me in six

months,” this is the obstacle you should push

against because it’s what they say when

they’re hoping you’ll forget about them

between now and then.

So how about responding this way? “I

can do that, but first let me ask you one

more question. Are you saying that you do

want to meet with me, and that six months

from now is the right time to do it? Or, is it

that you don’t want to meet with me, but

you’re trying not to hurt my feelings? I

appreciate that, but I’m a big boy/girl. If it’s

bad news, I can take it.”

In my experience, this approach positions

you more as a person and less as a salesper-

son. It might warm the conversation up

enough to get you the meeting you want. Or

it might not. I’ve been told everything from

“yes, I didn’t want to hurt your feelings” to

“no, I couldn’t care less about your feelings.”

Either way, I don’t think I risked much by

pushing at this obstacle.

Push Even Further 
Depending on the circumstances, or

maybe on just how I’m feeling that day, I

might push even harder. I have said in the

past: “I don’t get it. Why would you not want

to talk with someone who really knows his

business, and could maybe bring some value

to yours?”

I’ve had people hang up on me at that

point. I have also had people apologize and

start talking seriously with me.

I’ll leave it up to you to decide how hard

you’re willing to push. The lesson for today is

simply this: the opposite of yes is not always

no. Sometimes it is simply “you haven’t con-

vinced me yet.”
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David M. Fellman is the presi-
dent of David Fellman &
Associates, a sales and market-
ing consulting firm serving
numerous segments of the
graphic arts and promotional
products industries. He is the
author of Sell More Printing
(2009) and Listen to the
Dinosaur (2010), which Selling
Power magazine listed as one
of its “10 Best Books to Read
in 2010.” His articles on sales,
marketing and management
topics have appeared in a vari-
ety of industry publications,
and he is a popular speaker
who has delivered seminars
and keynotes at industry
events across the United
States, Canada, England,
Ireland and Australia.

Learn More At The
PPAI Expo 2016

David Fellman will present
“Time Management And
Organization: Less Talk, More

Action,” a free
education ses-
sion at The PPAI
Expo focusing
on real-world
time manage-
ment and orga-
nizational strate-
gies. He’ll also

explain how to improve sales per-
formance by prioritizing and putting
everything in its proper place.
Where: Breakers D, Level 2,
Mandalay Bay Convention Center,
Las Vegas
When: Tuesday, January 12, 
3:30 - 4:30 pm
CAS: 1 point
Sponsored By: Bulova
Register for The PPAI Expo 2016 at
www.ppai.org/expo.

Great salespeople understand that the goal is a relationship between
equals—a happy customer and a valued supplier—and it’s the relationship
they position themselves for right from the start.

“
”
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VERY MORNING YOU GET UP, get dressed, down a cup of coffee (or several)
and mentally begin running through the to-do list in your head. There are clients
to visit, phone calls to make, emails to wade through, a new vendor who needs just
a minute, bills to pay, orders to check on, a sales position to fill … and the list goes

on. Before you know it, it’s getting dark outside and, if you are lucky that day, you’ve ticked off a
few of the most pressing items on your list. The next day and the next and the next flicker by the
same way like a scene from Groundhog Day.

When do you stop and really think about your business and where it’s headed? And when you
do take the time to think about the bigger picture, what are the blunt, provocative and often
uncomfortable questions you should be asking yourself ? Are you willing to rock the boat?

Fifteen of the industry’s most successful business owners and visionary leaders lay out the ques-
tions (in no particular order) they think are most critical to those who want to think strategically
about what’s next. To this list I’d add one more: If my company/product/service wasn’t around any
longer, would anyone miss it? 

Asking these types of candid, open-ended questions is a proven way to release your thoughts
for deeper creativity, problem solving and goal setting. If you are not yet asking yourself questions
such as these on a regular basis, consider the opportunities you may miss if you don’t. A sugges-
tion is to ask yourself one new question every week. Add it to your to-do list, if you must.
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15 Tough
Questions
Every Business

Owner Must Ask
BY TINA BERRES FILIPSKI

E

201601_Tough Questions Feature_PPB 2013  12/14/15  2:05 PM  Page 62



JANUARY 2016 • PPB • 63

1
“Do I know what it

takes to make or keep
the business successful?

Do I have the energy
and the resources to

make it happen?
Ira Neaman 

President, Vantage Apparel

2
“Do I really know what
business I'm in, or am I
confusing what we use

with what we do?”
Gregg Emmer

VP and CMO, Kaeser & Blair

3
“How will we balance
the online shopping
habits of our clients
with the brand stan-
dards required by

their employers and
the product safety

standards required by
the government?

Elizabeth Tate, CAS

Chairman/CEO, Signet, Inc.

4
“Web sales or 
personal sales?

Alone or in 
partnership?”

Francesco Indrio 

CEO, Alpi International Ltd.

15
TOUGH

QUESTIONS

Indrio explains: “I chose these two questions because I don’t even have an answer for them.
Today things have changed and the internet is causing people to shorten their attention spans.
In other words, previously one could make a presentation to a customer and rely on a certain
amount of personal communication. Today, both distributors and suppliers tend to have a split
second of the customers’ attention through electronic media. Previously the quality of the prod-
uct and its characteristics could be explained at length. That tends to not happen anymore. The
distributor who shows his wares online can only rely on the moment in which the end user clicks
on an item, so he has to have all the information there at the customer’s disposal before the cus-
tomer clicks on something else. And often the supplier has to provide that information so it can
be seen, selected and used in that split second. It is a new and fast-changing world out there.
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MY DEFINITION OF

“ROCKING THE BOAT” is to

do things differently to the point

of causing society to take note of

a change in direction. It’s believ-

ing in yourself and jumping into

the sea of opportunity.

In my book, Moving Up, I

said, “I’m tired of watching life

pass by the millions of talented

employees and future business

owners who—for whatever rea-

son—don’t connect their passion

with their success. Life happens

to all of us and it can be over-

whelming, depressing and make

our dreams and aspirations seem

small … and don’t you believe it

for a second.”

1
Believe in yourself.

Believing in yourself is all

about being sure that you

are going to do whatever you

want even if others stand against

you. Usually, when you decide to

take a big challenge or to do

something that people failed to

do, you will find that not every-

one will support your vision. But

don’t take it personally. You’ll

waste energy when you focus on

what others think about you.

2
“Everything is going fine

here. Don’t rock the

boat.” How often has

this been said? I literally feel like

pulling my hair out when I hear

someone say, “But it’s always been

done that way.” So what? For

years we rode in carriages pulled

by horses until Karl Benz from

Germany invented the automo-

bile. And we beat our clothes on

a rock before Alva Fisher invent-

ed the washing machine in 1908.

If you try to do or say something

that causes problems, especially if

you try to change a situation

which most people do not want

to change you are considered a

“boat rocker.”

Mark Twain said, “Twenty

years from now you will be more

disappointed by the things you

didn’t do than by the ones you

did do.”

3
Be bold and self-confi-

dent. I believe your great-

est opportunity for

achieving your professional or

personal goals is to be bold and

self-confident. Go ahead and

compete for a position above your

level (that’s rocking the boat).

You must work harder than any-

one else, set yourself apart, and be

connected and engaged.

When you empower yourself

to work toward your goals, be

proactive and overcome your self-

imposed limitations, you can

begin to develop yourself both

personally and professionally.

4
If we fail to learn we fail

to grow. Since 1979, I

have spent much time and

money learning about customer

service, the customer experience

and everything related to cus-

tomer service. The result has led

me to position myself as the lead-

ing service strategist and expert

in the world. I believe that learn-

ing is the fundamental activity in

a successful and purposeful life.

Life gives us endless opportuni-

ties to learn, and the more diffi-

cult the situation, the more we

are likely to learn and take that

inevitable leap to be able to rock

the boat with confidence, which

is our investment in our success.

5
Gravitate toward suc-

cessful people. To

achieve your goals you

need to gravitate toward success-

ful people with a positive atti-

tude. When the mentors, co-

workers and friends you associate

with have a positive attitude, it

rubs off on you. It makes you

want to work harder to become

as successful as they are. You

begin to look at the bright side of

every situation and try to find

ways (rock the boat) to solve

problems and improve outcomes.

6
Add value to other 

people’s lives. T. Harv

Eker, speaker, business-

man and author of Quotes from

Secrets of the Millionaire Mind,

explains this one best: 

“Your life is not just about

you. It’s also about contributing

to others. It’s about living true to

your mission and reason for being

here on this earth at this time. It’s

about adding your piece of the

puzzle to the world. If you want

to be rich in the truest sense of

the word, it can’t only be about

you. It has to include adding

value to other people’s lives.”

The only thing keeping you

from being exceptional is your

own determination. Others may

tell you that you can’t possibly do

it. You may even hear yourself say

that you don’t deserve it.  When

that happens, stand up and start

rocking the boat, and watch

things begin to happen.

John Tschohl is an international

service strategist and speaker. He is

founder and president of the Service

Quality Institute in Minneapolis,

Minnesota. Described by Time and

Entrepreneur magazines as a cus-

tomer service guru, he has written

several books on customer service

including Moving Up. The Service

Quality Institute (www.customer-

service.com) has developed more

than 26 customer service training

programs that have been distributed

and presented throughout the world.

Tschohol ’s free monthly strategic

newsletter is available online. Find

him on Facebook, LinkedIn and

Twitter. 

Know How To Rock the Boat
Six Credos To Create The Business You Want

By John Tschohl
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5
“What skill sets will
my business need in
three to five years?”

Jeffrey Batson, CAS 

President, Next Products, Inc.

6
“At this point in time,

what things matter most
for the success of my com-
pany? Do I have the right
people to get the job done
quickly, effectively and
optimally? If not, what

am I going to do about it?”
Ross S. Silverstein

President & CEO, iPROMOTEu

7
“When my customers

choose to buy from
someone else, what

(other than price) is the
motivator?”

Mary Jo Tomasini, MAS 

CE Competitive Edge, LLC

8
“What are the three

most important things
we need to offer deci-
sion makers who want

to buy promotional
products in 2016 and

beyond?” 

Jim Franklyn 

VP of Sales and
Marketing/Partner, InkHead

Promotional Products

9
“How do we stay 

relevant in an industry
that is becoming ever

more affected by
advances in technology?”

John Houlding

President, Cotton Candy, Inc.

10
“Would my customers

refer/promote our 
company to others?”

Jim Hagan 

President, Sweda Company LLC

11
“How do I 
continue

a consistent 
growth trend?”

C.J. Schmidt

President, Hit Promotional
Products

12
“What is more 

important: increasing 
my actual revenue 

or my actual profit?”

Rosalind Plummer, MAS

V.P. Sales and Marketing,
Clearmount

Hagan adds, “I think about
this one every day.”

15
TOUGH

QUESTIONS
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13
“What is the single

biggest opportunity and
what is the single biggest

risk to my company in
the upcoming year?”

Jonathan Isaacson 

CEO, Gemline

14
“How am I going 
to go to market?” 

Bonni Sandy

CEO/President, 
Dard Products, Inc.

Sandy explains: “[These are]
your key points that separate

you from everyone else.”

15
“Are we addressing the
real needs and wants

of our customers?”

Joe Fleming 

President, Hub Pen Co.

Fleming explains: “What we
perceive as important may
not be what’s important to
them.”

66 • PPB • JANUARY 2016 GROW

?
Got A Question?

What are the
smartest questions

business owners
should be 

contemplating? 

Tell us at
PPB@ppai.org 
and we’ll share 

your thoughts in 
an upcoming issue. 

15
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QUESTIONS

201601_Tough Questions Feature_PPB 2013  12/14/15  2:27 PM  Page 66

mailto:PPB@ppai.org


Bringing You Promotional Items For Over 25 Years

855-607-7666  • custom@gapromo.com  • www.gapromo.com

Stock 
Item

No Die 
Charge

Laser Print 
No Die 
Charge

mailto:custom@gapromo.com
http://www.gapromo.com/


THINK

68 • PPB • JANUARY 2016 THINK

DVERTISERS WANT ONLY ONE THING from the space they purchase in print
publications: business. Even internet giant Google thought enough of print ads to spend
roughly $1 million on them in 2012. But once an issue is out and in the hands of read-

ers, how is an advertiser to know for sure whether any new or repeat business has come as a result of a
particular ad? 

Publishers are eager to keep page counts up, and some have begun making
what might seem like a pie-in-the-sky promise: to go beyond offering conver-
sion rates and track reader engagement via website visits, coupon redemption
and product purchases. Some of these deals are even coming with a guarantee:
if ROI doesn’t meet a pre-set standard, ads run free of charge.

To boost the ROI of advertising, publishers suggest incorporating one or
more of these elements into a print campaign:
• Include a call to action. Contests and giveaways, particularly those that
offer tech products, are highly motivating.
• Offer solutions. B2B clients seek solutions to their challenges, and prod-
ucts such as sales ideas and tips, or white papers, can be the link that connects
potential customers to your business.
• Follow up on leads within one week. Research has revealed that con-
nections with up to 90 percent of clients who respond to ads are lost if they
aren’t contacted in that time.

FAST FORWARD

AD-ITIVES

ADVERTISING ARITHMETIC
PUBLISHERS WOO ADVERTISERS WITH IN-DEPTH READER METRICS, MONEY-BACK GUARANTEES

AA

TECH TALK

ITH AN AIM TO make travel less stressful
from beginning to end, KAYAK has intro-
duced a new tool called Trips to its

mobile app experience, and the online booking
service is using humorous “Travel Hacks” online
videos to promote it. Trips is the latest to join

PAIRING MOBILE APPS WITH TRADITIONAL ADVERTISING
KAYAK promotes mobile app travel tools with cheeky online video ads

WW
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KEEP IN TOUCH
When it comes to person-

alized service, how can dis-
tributors break through the
wall of technology that seems
to keep them at arms’ length
from prospective and current
clients? Jeff Anderson, MAS,
chief operating officer at
Focus Branding Group (UPIC:
FOCUSBG) in Portland,
Oregon, doesn’t shy away
from connecting with clients
on a digital level—in fact, he
sends out regular email pro-
motions that provide clients
with ideas for incorporating
products into campaigns. But
he still believes a personal
touch provides the best out-
come, and he shared his
thoughts with PPB about

keeping tech-happy clients
engaged.

PPB Modern methods of
communicating—email,
social media and text—now
seem fully integrated into
many of our business rela-
tionships. What examples of
this do you see on a daily
basis?
Anderson I’m seeing more of
my young buyers choosing to
communicate with short
emails, texts and even
Facebook messages. It has
been far more common in the
past few years to have a new
buyer tell me what they want,
instead of asking for advice
or ideas. I will get text mes-
sages from clients both inside

and outside normal business
hours; texting is something
that Millennial buyers are very
comfortable with. 

PPB How does it affect
your ability to do good
work for your clients; or,
how do you work to pre-
vent lost opportunities for
clients who gravitate
toward “one-click” promo-
tional buying experiences? 
Anderson It makes me nerv-
ous when I have a client who
will go to our website, pick an
item and email me an order.
I’m never unhappy to receive
an order, but I think it is my
responsibility as a business
partner to consult with the
client to make sure that what

they are ordering will best fit
their need. 

We will always follow up
and make the attempt to con-
sult with the buyer, to make
sure that what they want to
order is the right tool for the
right job. 

For example, I have a
client who sent me a text 

Five Minutes WithJeff Anderson, MAS 
COO of Focus Branding Group

on3 Promotional Partners
PROMOTIONS85Building Blocks

MANAGEMENT79

KAYAK’s suite of mobile app tools, along with Explore
and Price Forecast.

Dubbed a “travel assistant” tool for keeping itiner-
aries, travel documents and destination information in
one place and for sharing with others, Trips is the digi-
tal equivalent of a butler, according to KAYAK’s tagline.
The videos, developed by creative agency The

Adventures Of, meld with KAYAK’s “Travel Problem
Solved” campaign. 

Keenly aware of its services’ global appeal, KAYAK
has produced the videos for Trips in English, French,
Italian, Spanish and German. View them at
www.kayak.com/travelhacks

Continued On Next Page

201601_Fast Forward_PPB 2013  12/15/15  11:34 AM  Page 69

http://www.kayak.com/travelhacks


70 • PPB • DCEEMBER 2015 THINK

FAST FORWARD

Do You Read Me?

BRANDABLE

Send emails that catch readers’ eyes
without getting caught by spam filters.

When your marketing email is one of
thousands in a sea of RFPs, meeting
requests, hot deals and subscription pitches,
the subject line has to jump out at the read-
er. But how do you write a compelling line
that won’t be swept up in the spam filter?
Read on for some ways to catch the reader’s
attention, and hopefully set a course for a
profitable business relationship.

DO tease the pitch.
“Hundreds of our customers keep coming
back for [specific product].”

Now your recipient is thinking,
“Hundreds? That’s a lot of customers. Does
this product fit my needs? Of course it
does! Are there any left for me?”

DO read their minds.
“Win over your customers with a better-
quality [insert product here].”

You can anticipate a prospect’s needs
just by doing a little research. If you know
they were dissatisfied with a product 
that didn’t come from you, introduce 
them to the one that will erase those bad
memories.

DO ask the question.
“Can we meet this week about promoting
your [specific event or program]?”

The call to action is up close and per-
sonal, and the reader likely now wants to
know the following: who you are, how you
know about the event or program, and
how you can help them successfully pro-
mote it.

message for pens that he needed for
a conference; I called him and dis-
cussed the order and his event.  I
asked him what else he had planned
and he was happy to tell me that he
was going to order 200 books from
Amazon for client gifts. I explained
that we could provide him with those
books with his logo on the cover and
a full-color page insert with whatever
information he would like—and it
would cost him less money.

He ordered the custom books and
called me after his event to thank me
for calling him to learn more about his
needs; and, he has since reordered
the custom books three times. Having
a happy client and growing our busi-
ness is win-win situation.

PPB What do you feel clients miss
out on by avoiding person-to-per-
son engagement (phone calls, in-
person visits)? 
Anderson Being able to have face-
to-face meetings with clients allows
us to better understand each other;
it allows me to better understand
the business, organization or event;
and it allows the client to see how I
can best help them with their needs.
There have been many times that I
been discussing a project with a
client and I find that there is some-
thing else that I can help them with.
This saves them time and frustration,
while at the same time the personal
communication strengthens my rela-
tionship with the client.

PPB Are there any benefits to
communicating with clients via
technology? 
Anderson Emails help to keep a
record of the conversation and make
it easy to send art and proofs. 

The ability to send mock-ups or
presentations via email is invaluable,
and it also allows us to show options
and ideas. I don’t ever want to
return to “the good old days”
before email, but I hope that we
don’t progress to the point that ver-
bal interaction becomes a thing of
the past.

PPB How can our industry pre-
serve the importance of consulta-
tive selling without alienating
tech-happy buyers? 
Anderson We will need to find the
balance. As consultants we need to
prove ourselves and demonstrate
our value for the client. The
Millennial buyer is not going to
abandon the habit of communicat-
ing in 140 characters or fewer, so we
need to be able to communicate in
the manner in which they are com-
fortable. 

As an industry we need to pro-
mote our consultative side. Buyers
can go online and buy mugs and t-
shirts, but if they experience the
benefits of working with a profes-
sional they will see that spending a
little time discussing their goals will
pay big benefits, both in the short
term and in finding the right fit for
future needs.

Continued From Previous Page

MARKET SHARE

The come-and-go premise of Snapchat has appealed to millions
of users since its launch in 2012, but how do brands stay memorable
on a platform that is built on impermanence? Startup company
Naritiv, launched last year, aims to help companies form a more last-
ing impression with the help of popular Snapchat users, called cre-
ators. Together they create brand-specific content with Snapchat’s
Stories feature.

Short Stories
STARTUP GIVES BRANDS A LONGER LIFESPAN ON SNAPCHAT
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ARE YOU AN OVER-APOLOGIZER? It’s one thing
to be genuinely contrite over a mistake at work or a poorly
spoken word with friends and family, or even for bumping
into strangers in a crowded store during the busiest gift-
returning day of the year. But apologizing for things that don’t
even require an apology can cast you in a negative light.

Lisa B. Marshall, host of “The Public Speaker” podcast,
points out that when you apologize repeatedly at work, even
when it’s a necessary action or request, you may be sending
the signal that you are insecure or even unsure about the
importance of your role in the workplace.

And women, it seems, apologize more than men. A study
in the journal Psychological Science examined this phenome-
non and found that women perceived they committed more
offenses than men, though men apologized as much as
women for things they believed they had done wrong.

To take those first steps past being sorry, it’s important to
know why you’re saying it. Are you uncomfortable asserting

authority over someone? Do you feel like meeting your needs
is an imposition to someone else? When you can answer
those questions honestly, and remedy the issue, you can move
toward eliminating the need to apologize.

Proctor & Gamble shampoo brand Pantene turned work-
place-apology syndrome on its head in a clever commercial,
encouraging women to shed the mantle of assumed blame
(which apparently is one of the primary triggers of over-
apologizing) and view themselves as having the right to ask
for what they need to get the job done—and to not be sorry
about it.

Another important step is to take action, say journalists
Claire Shipman and Katty Kay. In their book The Confidence

Code, Shipman and Kay say taking action boosts confidence,
which in turn reduces the instinct to apologize. More confi-
dence leads to more action, which leads to more success. And
who among you would ever apologize for hard-earned, well-
deserved success?

DON’T BE SORRY YOU’RE NOT SORRY
THE WATER COOLER

The model follows Snapchat’s original purpose,
which is for users to share their personal stories. With
Naritiv, a creator shares his or her experience with a
brand by posting photos and videos that are strung
together in story form. Naritiv CEO and co-founder
Dan Altmann says the project allows brands to see that
if they can reach and influence potential customers in
the earliest stages of brand awareness, those cus-
tomers will remember the brands when deciding
where to spend their money.
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have a legitimate role in regulating con-

sumer products, a role typically reserved

for the federal, and in some instances,

state governments? Clearly, these local

governments believe that they do, as do

the consumer and environmental

organizations behind the effort. Yet the

answer is not as simple as it may seem.

Every so often, frequently in

response to sensationalized media

reports regarding the prevalence of

allegedly unsafe products getting into

PRODUCT RESPONSIBILITY

TOY SAFETY REGULATION
WHY IT SHOULD BE LEFT TO THE FEDERAL GOVERNMENT 

BY MATTHEW COHEN

JANUARY 2016 • PPB • 73THINK

N JUNE 2, 2015, the Suffolk County
Legislature became the latest county legisla-
ture in New York to pass a “toxic-free” toys

act. About a week later, the New York City Council got in on
the action and introduced a similar bill. Since the beginning
of 2015, five county legislatures in New York (Albany, Suffolk,
Westchester, Dutchess and Onondaga) and the New York
City Council have either passed, or are in the process of con-
sidering, laws to supposedly stem the flow of unsafe children’s
products onto local store shelves. The actions of these locali-
ties raise the fundamental legal and policy question: do local
governments, such as county legislatures or town councils, 

OO
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the hands of children, counties decide to

legislate on matters involving consumer

product safety and a trend, similar to the

recent one in New York, begins.

Unfortunately, these laws introduced and

considered by localities tend to be more

about politics and headlines than safety and

have little effect on actually improving the

safety of children’s products.

Even if the motives of the counties and

cities are well intentioned, such legislative

efforts are simply misplaced; indeed they are

unnecessary. Product safety regulation is best

left to an impressively and empirically effec-

tive “system” of the federal government, con-

sensus standards and the tort and insurance

systems, complemented in recent years by the

power of online and social media communi-

cations. I would argue even state government

product safety requirements are often unnec-

essary, confusing and undermine the national

market for the sale of consumer goods. This

system is working; the consumer product

safety system is strong—and getting stronger

each and every year due to the ever-growing

demand of the highly sensitized and safety

conscious retail community and, of course,

consumers themselves. As Robert Adler,

commissioner and former acting chairman of

the U.S. Consumer Product Safety

Commission, pointed out at the Senate

Commerce Committee hearing on CPSC

oversight, there has been a dramatic drop in

death and injuries to children from consumer

products over recent years. 

Local attempts to regulate the safety of

children's products tend to raise more ques-

tions than answers, causing confusion among

both consumers and industry alike. By way of

example, in January 2015 the executive of

Albany County, New York, signed into law

Local Law J, known as the Toxic-Free Toys

Act, the most far-reaching local children’s

product safety ordinance in recent years (per-

haps since multiple cities and counties began

prohibiting bisphenol-A, commonly referred

to as BPA, in baby bottles and sippy cups five

or so years ago). The Albany County safe toys

law was presumably introduced in response to

a report issued two months earlier by Clean

& Healthy New York and the New York

League of Conservation Voters, which

claimed to have found six heavy metals in

children’s products, such as dolls, hair acces-

sories and jewelry. Notwithstanding 

the fact that the results of that report were

vigorously challenged by industry groups 

as flawed, Albany County enacted the sweep-

ing law.

Specifically, the Albany County law

prohibits the sale of “children's products

and apparel,” that contain the following

seven chemicals: benzene, lead, mercury,

antimony, arsenic, cadmium and cobalt. The

law gives Albany County's Department of

Health the power to promulgate regulations

in order to implement the law as well as

enforcement authority.

Presumably, those regulations will provide

manufacturers and retailers with additional

guidance regarding the scope of the products

covered by the law, the levels at which the

listed chemicals are banned and how those

levels are measured. Violators of the law are

subject to monetary civil penalties.

The consequences of this law are yet to

be seen. However, in the interim, the breadth

and vagueness of the law raises significant

policy questions and issues. How will the

county implement the law? What products

will be covered? How will the county go

about testing children’s products to determine

if they comply with the law? Where will the

resources to enforce the law come from?

What sort of economic effect and impact will

this law have on local businesses if they will

not be able to sell the same products as their

counterparts in neighboring counties?

Further, are county scientists equipped to set,

evaluate and administer such a program? The

answer is, simply, no. In fact, some Albany

County officials have admitted that the mere

three machines the county has can only

detect lead.

Moreover, from a legal perspective, Local

Law J raises serious preemption issues. In the

case of the Albany County law, its provisions

appear to contradict the lead paint and sub-

strate limits imposed by the federal

Consumer Product Safety Improvement Act

of 2008 (CPSIA) as well as limits for heavy

metals in children's toys as imposed by the

mandatory federal toy safety standard ASTM

F963 adopted as law in the CPSIA. If such

conflicts exist, which law governs and how is

industry supposed to respond?
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Live Education At Expo
PPAI is offering seven free edu-
cation sessions focusing on
product responsibility during
The PPAI Expo, January 10-14,
at the Mandalay Bay Convention
Center in Las Vegas. Find ses-
sion details and register for the
show at www.ppai.org/expo.

Sunday, January 10, 2016
Prop 65 And State Regulations
3:10 – 4:10 pm
Speaker: Andrew Farhat

Undue Influence Training
4:30 – 5:30 pm
Speaker: Tim Brown, MAS

Monday, January 11, 2016
Product Responsibility: Best
Practice By Product Category
8 – 9 am
Speakers: Anne Lardner-Stone,
Andrew Farhat

Apparel Decorators’ Responsibility
Under CPSIA
9:20 – 10:20 am
Speakers: Andrew Farhat, Mary
Poissant, Tim Brown, MAS

What You Must Know For Selling
Promotional Technology Products
10:40 – 11:40 am
Speakers: Anne Stone, LaTanya
Schwalb

Wednesday, January 13, 2016
How To Use The PPAI Corporate
Responsibility Website To Your
Advantage
9 – 10 am
Speaker: Tim Brown, MAS

Thursday, January 14, 2016
How To Communicate Compliance
With End Buyers
9 – 10 am
Speaker: Tim Brown, MAS
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Unsurprisingly, in the case of Albany

County, members of the consumer products

industry led by groups such as the Toy

Industry Association and American Apparel

& Footwear Association, have already chal-

lenged the law in federal court on preemption

grounds. The plaintiff, “Safe to Play

Coalition,” has asserted in its lawsuit against

Albany County that Congress enacted both

the Consumer Product Safety Act and

Federal Hazardous Substances Act to ensure

nationwide, uniform standards govern the

safety of children’s products, as opposed to an

uncertain and inefficient patchwork of state

and local regulations.

This litigation has been stayed at the

behest of the parties until Albany County

completes a draft of the regulations imple-

menting the law. In any event, the county has

agreed not to enforce the law (scheduled to

take effect this month) or any regulations

implemented pursuant to it until six months

after any court decision or order on the pre-

emption issue (or an appellate order).

The good news is despite such local

efforts to regulate these products, the con-

sumer products regulatory regime and safety

system, enacted by Congress and implement-

ed by federal agencies such as the Consumer

Product Safety Commission (and supple-

mented by the nongovernmental consensus

standards process noted above) is working.

The current system in place to ensure the

safety of children’s products includes manda-

tory testing by independent, third party labs,

stringent limits on chemicals such as lead and

phthalates, and a robust toy safety standard

that addresses the use of heavy metals in chil-

dren's toys. In fact, according to the CPSC,

in fiscal year 2014, toy recalls remained low,

with 30 toy recalls as compared to 172 in fis-

cal year 2008.

Local governments should resist the urge

to regulate the safety of children’s products.

The county laws discussed here, such as the

Albany County “toxic-free toys” act, are just

the latest examples of why ensuring and

enhancing the safety of these products is best

left to the federal government.

The opinions expressed are those of the author

and do not necessarily reflect the views of the

firm or its clients. This article is for general

information purposes and is not intended to be

and should not be taken as legal advice.

Matthew Cohen is an associate
in the Washington, D.C., office
of Mintz Levin Cohn Ferris
Glovsky and Popec PC.

The current system in place to ensure the safety of children’s products
includes mandatory testing by independent, third party labs, stringent limits
on chemicals such as lead and phthalates, and a robust toy safety standard
that addresses the use of heavy metals in children's toys.
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ASI: 73871  SAGE: 67367    PPAI: 255687      UPIC: NEXTPRO  WWW.NEXTPROMOTIONS.COM    

Your New Mobile
Travel Companion  

4000mAh Power Bank with 
Integrated Bluetooth Speaker

Min. 50 pcs.

   As Low As

$14.99 (C)

Functions Include:
4000mAh Power Bank
Bluetooth Speaker
LED Flashlight

Full Color Digital 
Imprint (Setup: 50.00(G), 
Micro USB Cord and 
Gift Box Included

T10-D
Colors: Black, Blue, Gold, Silver, Red.
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MANAGEMENT

There is the risk that comes with

adding payroll costs when you don’t

know if the revenue the individuals

bring in will cover their compensa-

tion, along with the fear of having 

to let someone go if things don’t 

work out.

When building out a distributor

business, there are some natural points

in time when adding staff makes sense:

• When you have more opportunities

than you can handle

• When you need to free yourself up

from administration to build sales

Hiring Support Roles
Three roles can help solve 

administrative burdens and workload

problems:

• An account coordinator who can

help with sourcing, quoting and liais-

ing with existing clients, so you can

focus on building relationships and

bringing in new business

• A production coordinator who can

manage all general administration

needs, as well as all supplier touch

points after purchase orders are cre-
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NE OF THE MOST CHALLENGING
things about being an entrepreneur is know-
ing how to grow your business; specifically,

when to pull the trigger on adding people to your team and
how to do it.

OO
HOW TO HIRE WHEN YOU’RE GROWING YOUR BUSINESS BY CATHERINE GRAHAM

BUILDING BLOCKS
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ated, to make sure production goes

smoothly

• A bookkeeping/accounting person who can

handle all customer invoicing and accounts

receivable as well as receiving vendor bills

and accounts payable 

These roles quickly pay for themselves if

you are able to leverage the time for you or

your team to be able to sell more. Do some

simple math: if one of these roles costs approx-

imately $50,000 including benefits, vacation

etc., then all you need to bring in is an addi-

tional $10,000 per month in sales. By hiring

for any of these roles, you should easily be able

to free up enough time to achieve that.

Building And Scaling A Sales Team
Now that you have a good model

going—customers who buy what you’re sell-

ing and a brand with purpose—it’s time to

scale the sales team.

There are two approaches you can take to

achieve this:

• Farmer Model When the account coordi-

nator you have hired has been in the role

for a year or two, promote that person to

account manager where he or she can

manage a portfolio of clients. This allows

you to remove from your portfolio some of

the smaller accounts that have potential

but which you don’t have time to groom.

This frees you up to bring in more oppor-

tunities, and it results in solid organic

growth from the existing client base.

• Hunter Model If what you need is more

sales quickly, and you don’t have the

patience to grow in a more organic fash-

ion, you can bring in a “hunter” whose

responsibility it is to bring in new busi-

ness. This is a very different skillset from a

“farmer,” so be sure you are looking for the

right skills.  

Hiring a hunter in the promotional

industry is difficult. Hiring from another dis-

tributor rarely works, as the new person

comes in with baggage from another distribu-

tor who runs their business differently. If the

other distributor has done a good job of

building their brand, their clients should

want to stay with that brand, not follow the

individual salesperson to a new company. If

someone promises to bring a book of business

to you, you should be skeptical about the suc-

cess of retaining all of that revenue. It also

sets up the potential that the new salesperson

will do the same thing to you one day—leave

and take their customers with them.

To gain a better understanding of how

these new roles will fit into your business and

what they will be responsible for, check out

the sample skills matrix on the next page.

Mastering The Hiring Process
Hiring sounds easy, so why is it so hard to

find the right person? Hiring failure usually

happens as a result of one of three things:

1. The wrong job description 

2. The wrong interviewing techniques

3. The wrong onboarding process

So let’s talk about how to get these things

right so you can avoid these potential pitfalls.

1. The Job Description
When crafting a job description, be clear

on what skills the person needs to be success-

ful. Identify what skills are non-negotiable

and what are things you can teach with the

right attitude.  

The biggest mistake we see is people

describing roles too generally. If the job

description is too broad, then the specific

skills the person needs to be successful will

not be as clear. For example, if you are hiring

for a production and administration role, the

person needs to thrive off of working a

checklist and derive satisfaction from finish-

ing tasks. People in these roles don’t mind

working in an environment where their inter-

action is primarily virtual, so be sure not to

hire a major extrovert who gets his energy
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When crafting a job description, be clear on what skills the person needs to
be successful. Identify what skills are non-negotiable and what are things you
can teach with the right attitude.

“
”

Sample Hiring Questionnaire

1. This position involves the following key skill sets.  Please provide examples
demonstrating experience with each of these skills:
a. Juggling multiple priorities
b.Managing highly detailed projects through from start to finish
c. Sourcing or researching ideas/products

2. What do you think are important skills in a customer service position, and how
have you demonstrated these skills in the past?

3. Culture is very important to us. Tell us why you are the right fit.  For more
insight into our company’s culture, please view the following:
a. Company website
b.Social media links
c. Other

4. What are your professional strengths?

5. What are you not so good at or not interested in doing professionally?

6. What are your career goals?

7. What are your salary expectations?

201601_Management_PPB 2013  12/14/15  10:31 AM  Page 80





from face-to-face interaction like a salesper-

son would. Craft the description to attract

the right kind of person.

Remember, a job description is also a sales

pitch for why a candidate would want to work

for you, so be sure to include information on

why your company is a great place to work.

2. The Interview

Before you decide whether to interview a

candidate, save yourself some time by doing

an initial assessment to determine if he or she

will be worth interviewing. There are great

tools you can use such as ClearFit, which uses

a questionnaire to score the candidate’s appro-

priateness for the role. Another idea is to cre-

ate a simple questionnaire yourself and send it

to candidates. (See sample on previous page.)

Once you have narrowed down the pool

and made sure you are bringing in the right

candidates, prepare the right questions in

advance. The reason why many interviews fail

to assess whether the person is right for the

job is because the interviewer asks rote, pre-

dictable questions for which the interviewee

is prepared. In addition, they are often asked

questions that don’t really address the skills

the person will need for the job.  

If you’re hiring a salesperson, be sure to

include in the interview process an opportu-

nity for the person to sell you something. If

you are interviewing candidates for an

administrative role, ask for examples of how

they have maintained order in chaos in previ-

ous roles or demonstrated resourcefulness.

After the candidate has given you one exam-

ple, ask for another so you can get beyond a

pat answer.

3. The Onboarding Process

You’ve successfully hired the right person

and now it’s time for onboarding. Too many

small businesses throw new employees into

the fire and assume they will just learn on the

job. Not only does this not set the person up

for success, but it creates the risk that they

will leave. New employees make a decision in

the first six weeks as to whether they are

going to stay with a company, so the initial

time period is critical to ensuring they want

to stay.  

No matter how small your company is,

set up a formal training schedule for the first

week of employment. Create a manual they

can refer to, even if that manual is only a

page or two. It helps document processes and

gets you thinking about how to transfer

knowledge that is in your head to the new

employee. Check in regularly with the new

hire to see how the person is doing and

identify and fill in gaps your training may

have missed.

Catherine Graham is the CEO
and co-founder of commonsku
and president of Toronto,
Ontario-based distributor
RIGHTSLEEVE. She can simul-
taneously compute complex
Excel formulas in her mind and
protect her goaltender from an
odd-man rush.

Handles full cycle of client
management from initial
ideation to order execution,
including day-to-day commu-
nication. Farmer.

Generates ideas, sources
products and executes trans-
actions. Organizer.

Manages purchase orders
and interaction with vendors
to ensure orders ship on
time.

Handles all customer invoic-
ing and accounts receivable
as well as receiving vendor
bills and accounts payable.

Account Manager Sales Support / Account
Coordinator

Production / Traffic
Manager

Bookkeeping / Accounting

Sample Skills Matrix

Strong nurturing skills, excel-
lent at maintaining relation-
ships to achieve organic
growth.

Creative and resourceful,
knows where to find things
and get all necessary infor-
mation to execute.

Loves working a checklist;
knows how to be persistent
in following up without being
annoying.

Strong love of numbers and
matching; high tolerance for
paper.

Strong at multi-tasking and
juggling; not as comfortable
prospecting or developing
new business.

Highly detail oriented, deep
product knowledge, strong
math skills.

Supremely organized, strong
understanding of logistics
and timelines.  Experience
with shipping a bonus.

Excellent math skills, book-
keeping skills a must; full
accounting experience a
major benefit.

Delegates to production/traf-
fic to ensure orderflow time-
lines are met

Delegates to production to
ensure orderflow timelines
are met.
Manages up to ensure
appropriate workflow levels

Liaises with sales team to
communicate order status
and progress as well as
resolve any production
issues.

Works with production/traffic
and sales team to ensure all
costs are accounted for with
invoicing, and supplier billing
is accurate.
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RANK’S DINER, a historic landmark in
Kenosha, Wisconsin that’s been serving up
hearty fare for nearly 90 years, earned a rightful

place in the hearts of lunch-car fanatics nationwide when it
was featured in an episode of the popular Food Network
show Diners, Drive-Ins and Dives. What followed was a
massive call for Frank’s-branded memorabilia.

“I started working with the owners of Frank’s Diner
in January 2009 after they were featured on the show,”
says Sue Kratowicz, who works in inside sales for
Kenosha distributor on3 Promotional Partners (UPIC:

OnDemand). “Shortly after the episode aired, they
started to receive so many calls for iconic items from
the diner, they weren’t sure what to do.”

Kratowicz says the connection with Frank’s Diner
came courtesy of another on3 Promotional Partners
client, who mentioned a custom online store to the
diner. “They were looking for a company that would be
able to handle the demand of this side of their busi-
ness,” she says. “And we like knowing that we can be a
one-stop source for any company’s promotional market-
ing needs.  

PROMOTIONS

Serving Up A Side Of
Promotional Success

FF
ONLINE STORE DELIVERS CUSTOM GEAR FROM FRANK’S DINER TO FANS 
NATIONWIDE BY JEN ALEXANDER
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One thing that made the process easier was the fact that
the folks at Frank’s Diner already had an idea of the kinds of
products they wanted to sell, says Kratowicz. “They had
been thinking of these items at the start of this program and
knew exactly what they wanted to offer, in addition to the
2,000-plus blank apparel and items that we already offer with
each custom online store.”

Kratowicz made regular contact with the clients, suggest-
ing new items and apparel she felt would be ideal for the
online store and the memorabilia stock at the diner’s brick-
and-mortar location. A few months after initial contact, the
online store was open and “stocked” with preprinted tees
and promotional items. on3 also recommended promotional
items exclusive to the diner location, as well as gift certifi-
cates.

“It was the perfect solution, because anyone in the world
interested in purchasing Frank’s Diner apparel and promo-
tional items could now go to their online store,” says
Kratowicz. “Doing this made it easy for them, because we
hosted their store, pulled and fulfilled orders and shipped
them, alleviating all responsibility and allowing them to con-
centrate on their diner.” 

on3 also maintained inventory and notified its client as
things sold out or inventory numbers became low. The
online store—and the additional custom merchandise on-
site—were “very successful,” says Kratowicz. “It was a hit
right away both locally and throughout the country.” 

Despite a recent change in ownership, Frank’s Diner con-
tinues its relationship with on3, Kratowicz says. “The partner-

ship we have formed with both owners continues to be very
strong and really wonderful.”

Jen Alexander is associate editor for PPB.
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CONNECT
INSIDE PPAI

PAI HOSTED ITS NEWLY ELECTED board members at the Association’s headquar-

ters in Irving, Texas in November for a full-day orientation to prepare them to take office

in January.

Brittany David, vice president of sales at supplier SnugZ USA (UPIC: SNUGZUSA) and Perry

Wehrle, president of distributor PAW Marketing, Inc. (UPIC: PAW) met with PPAI President and

CEO Paul Bellantone, CAE, Executive Vice President Bob McLean and PPAI Legal Counsel Cory

Halliburton to learn about board roles and responsibilities, knowledge-based governance, liability and

legal obligations, and to get an overview of the strategic plan and budget. They also spent time with

each department director to learn about the responsibilities, activities and upcoming plans of each of

PPAI’s departments and the Promotional Products Education Foundation. 

David and Wehrle were elected to the board by membership vote earlier in the fall and each will

begin a four-year term of office on the PPAI Board of Directors immediately following The PPAI

Expo this month. Larry Cohen, president and CEO of Axis Promotions, will also begin his two-year

term as at-large director with full voting rights following Expo 2016.

PP
NEW PPAI BOARD MEMBERS MEET IN IRVING FOR ORIENTATION

88 • PPB • JANUARY 2016 CONNECT

2020 VISION

PPAI’s newly elected board members—Perry Wehrle (center

left) and Brittany David (center right)—traveled to PPAI

headquarters in November for their board orientation,

meeting with (from left) PPAI Board Chair Rick Brenner,

MAS+; Chair-Elect Tom Goos, CAS; and President and CEO

Paul Bellantone, CAE, among others.
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CPSC Compliance Materials Now Available In Chinese,
Spanish And Vietnamese

PPAI has developed new web resources that provide
Consumer Product Safety Commission (CPSC) compliance
materials in Chinese, Spanish and Vietnamese. The materials
are available to all PPAI members and their trading partners.

The open availability of information allows suppliers to train
their foreign manufacturing partners by easily sharing U.S.

product responsibility expectations and regulations in their
native language. Suppliers are encouraged to be aware of this
content and to watch for regular updates as they are received
from the CPSC.

PPAI’s international standards and regulations resources can
be found at www.ppai.org/product-responsibility.

buyer outreach. You see their work in the

award-winning graphic design, branding, sig-

nage and marketing for PPAI and its pro-

grams everywhere. Keith says that a photo of

his department would resemble the United

Nations because of their diverse backgrounds

but that what really stands out is how well

they work together. And as you would expect

from committed and capable leaders, they

give back to the community. As just a few

examples, team member Gretchen Demke

founded a neighborhood alliance to provide

a voice for the community at her local city

hall and Marketing Manager Deetria Horne

serves as an Ambassador of Hope for the

Dallas Fort Worth chapter of the American

Cancer Society.  

If you’ve been to one of PPAI’s Product

Safety Summits, attended its L.E.A.D.

event in Washington D.C., or participated

in a Product Safety Aware webinar, you’ve

seen firsthand the impactful work of Anne

Stone and her public affairs team. Together

with Seth Barnett, Tim Brown, MAS, and

Veronica Kelley, this team leads PPAI’s

highly successful product responsibility and

legislative affairs programs. They have earned

kudos from government regulators, legislators

and from you—our PPAI members. Their

work includes overseeing two of our most

effective volunteer groups: the Product

Responsibility Action Group (PRAG) and

the Government Relations Action Group

(GRAC). Highly experienced as a compliance

expert in the industry, Tim joined PPAI from

his vendor management position at PPAI dis-

tributor member Cintas Corporation. Seth

had a unique honor outside of work this year.

While taking a college course at a nearby uni-

versity, Seth was selected by the University of

Oxford to travel to London and participate in

an ongoing research program that studied the

effects of behavioral economics on the global

supply chain. Great people, great team, great

results.

Rachel Robichaud has worked in profes-

sional development since 2010 and was pro-

moted as the department’s director in October

2012. Together with her team—Julie Levay,

Jody Mello, William Poole and Stacy

Riddler—they are responsible for the educa-

tional programs at PPAI’s trade shows and

many of its webinars and live educational con-

ferences, including PPAI’s well-respected

North American Leadership Conference.

They also oversee PPAI’s highly successful

certification program. Julie has worked hard

this year on an update to the certification pro-

gram which the team plans to launch in 2016.

In addition to her role providing education to

PPAI members, Jody provides Red Cross first

aid training for Association staff members.

PPAI’s flagship event, the industry-lead-

ing PPAI Expo, is in the very capable hands

of trade-show expert Darel Cook and his able

team. This coming August, Darel will cele-

brate his 15th year at PPAI. Darel’s leadership

has maintained our PPAI Expo—originally

held in Dallas and now in Las Vegas—to rank

among the top 100 trade shows in the nation

every year. During my board term, the Expo

department took on an additional show when

it acquired Promotions East from the

Specialty Advertising Association of Greater

New York and rebranded it as Expo East.

Darel works with a high-performing team

that provides operational support for its trade

shows. Tol Kincaid, senior manager, who

started his career as a clapboard snapper for

the movie Necessary Roughness, filmed at his

alma mater, University of North Texas, has 19

years of trade-show experience. He heads up

PERSPECTIVES
Continued From Page 4
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the operations team, which not only manages

the show floor, but also handles registration,

housing, room assignments, special event pro-

duction, food and beverage, and the set up

and tear down for each show. Khris Harris,

Expo manager, has been active with the Texas

Scottish Rite Hospital for Children and for

several years has helped organize staff to make

whimsical cast covers and paracord bracelets

for the kids. Diane Shearer, who is responsible

for the shows’ registration, is a passionate ani-

mal lover. Each year, she organizes events to

support a local animal shelter. As you will

read later, several staff members have fallen

under the influence of pleading “puppy eyes”

encountered while working at the shelter. 

Information technology is the lifeblood of

every successful enterprise. Luckily for PPAI,

it is entrusted to the capable management of

fellow guitarist and all-around good guy Paul

Elfstrom. Paul leads a team that includes IT

professionals Doug Andreasen, Doug Sterns

and Vicki Sypien. Their responsibility

includes all the technology in the building—

management of all the websites, the network,

the accounting system and the phone sys-

tem—and keeping it operational 24/7. Their

expertise is critically valuable to the

Association, like the time earlier this year

when malware activated on the network and

secretly encrypted thousands of files. Working

around the clock for several days, literally, the

team solved the problem and recovered the

files. A special thank you goes to Doug A. for

his efforts. Aside from their uber-geek skills,

and not to be outdone by their colleagues, this

is a pretty charitable group. Doug S. adopts

dogs from shelters to save them from being

put down, Vicki has been PTA president for

three years and runs fundraisers for the

school. And Paul put his musical connections

to work getting his bandmates to help him

organize a five-band music festival to benefit

prostate cancer research.  

Our newest director is AJ Hunter who

joined PPAI in April 2014 as director of

finance and administration. AJ is known for

his gregarious personality, his endless enthusi-

asm and beloved TCU Horned Frogs. At

PPAI, he manages a team of seven finance

professionals including Dennis Cormany, who

celebrated his 36th year of employment with

PPAI this year. Congratulations Dennis! AJ’s

team made a great contribution to PPAI

management this year by

implementing a new budgeting

and forecasting system. It was a

huge help in driving results and

reducing the time to develop

our annual business plans. This

year, after volunteering for

PPAI at a nearby animal shel-

ter, AJ decided to follow Doug

S.’s lead by adopting his own

rescue puppy just one hour

before the pup was to be euth-

anized. Good save, AJ.  

Finally, our business devel-

opment team of Natalie Clark,

manager of membership 

services, and Ellen Tucker,

manager of business develop-

ment, have been great addi-

tions to the PPAI team since

their arrival in 2013. Natalie

has extensive experience man-

aging an international call cen-

ter, which has served her well

as manager of the “fishbowl,”

as the PPAI call center is

affectionately called. Natalie

also manages PPAI’s affinity

programs. Ellen has an adver-

tising sales background which

has enabled her to have a

strong impact on publication

revenues in her two years at

PPAI. Outside of work, Ellen

is an avid soccer fan and plays

in several indoor and outdoor

leagues in the Dallas-Fort Worth area. Dara

Cormany, a business development analyst and

daughter of PPAI Controller Dennis

Cormany, is a former SMU athletic trainer

for their football team. She attended several

bowl games (including one in Hawaii) and

has the rings to prove it. Connie Brazil, busi-

ness development account manager, heads up

the Association’s wellness committee. Her

attempts to whip the staff into shape include

organizing an after-hours yoga class in the

office, bringing in a trainer to conduct a

health and wellness education series, organiz-

ing blood drives and coordinating several

other health and wellness challenges through

the Association’s beBetter Wellness program.  

These are just a few examples of the

exemplary PPAI staff members—if space had

permitted I could have easily praised every

staff member by name.

So now you know a little more of what

I know, and what all of our board members

know: that this Association is the gold stan-

dard in the promotional products world

because of our people. I told you about

some of them. I wish space afforded me the

opportunity to tell you about all of them.

But more importantly than telling you, I

had the opportunity to tell them—in per-

son. In November, it was my honor to

attend the PPAI Annual Awards Luncheon

on behalf of the board and the Executive

Committee and tell all 80 staffers what I

just told you. They are the best and we are

all the very lucky beneficiaries of their

extraordinary work.

TOP The PPAI staff’s generosity has provided thousands of

pounds of food every year to those less fortunate in the

local community through an annual food drive for Irving

Cares. BOTTOM The PPAI staff also made and donated

more than 300 bracelets, keychains and other paracord

items for children at Texas Scottish Rite Hospital as well as

decorated and donated almost 170 socks to the hospital for

use as cast covers for toddlers recovering from surgeries.
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CLOSE UP

HE SUMMER HE WAS 11 YEARS OLD,
Brett Hersh came up with his first business
idea at the Jersey Shore. “We were always

running out of drinks after spending the entire day play-
ing in the sun. I started selling soda on the beach while
walking from towel to towel, offering ice-cold soda for
$1 each.“

Hersh kept coming up with what he calls “bizarre
ideas” that solved problems for others. At age 14, Hersh
sold no-run pantyhose to his ninth-grade teachers, nurses
and other female professionals. 

His passion for entrepreneurship remained steady
over the years, and after selling his healthcare company,
Hersh and his business partner, Steve Weissman,

founded Admints (UPIC:
Admints), which later became
Admints & Zagabor, in 2001.
“I started Admints with an
entrepreneurial vision to grow
a company that provides a
nice lifestyle for my family,
provides a great product to
my customers and contributes
to our economy with good
jobs for my employees,” he
says. There was definitely a
learning curve, he adds. “It
took us three years to figure
out you could not survive in
the promotional products
business with one product.
We started adding products,
and here we are in 2016.”

In July, Admints & Zagabor
was acquired by Hit
Promotional Products and
Hersh remains president of the
company. “We could not have
found a better partner who
shares the same passion and
vision, and is equally focused
on quality, service, price and

Early Entrepreneur

TT
BRETT HERSH’S CHILDHOOD WAS AN INCUBATOR FOR SELLING SUCCESS

BY JULIE RICHIE
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Admints & Zagabor President

Brett Hersh with his wife,

Jennifer (left), and daughters

Julie (left, center) and Emily.
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delivery,” Hersh says of Hit. “The future of Admints &
Zagabor is very bright. We now have the resources of
one of the best suppliers in the industry to guide us and
we are having fun.”

Where do you live, and who are your family members? I live

outside Philadelphia near Villanova University. I have been

married to my wife, Jennifer, for 18 years but we’ve been

together for 23. We have two daughters, ages 12 and 14, as

well as a dog named Cooper who is the center of attention

in our house. I also have twin younger brothers, Glen and

Jason, whom I am very close to. Glen is Admint’s VP of

sales.

What do you enjoy most about your work? What I love about

the promotional products industry is that we are helping other

businesses promote their brands and grow their companies. I

like walking by the shipping department and seeing all the

boxes getting ready to ship the orders for that day. All of our

items are like hundreds of thousands of little soldiers going out

there to help our economy and support the jobs of all the com-

panies we service.   

What motivates you in business and in life? I am an eternal

optimist and I genuinely believe that I can accomplish any-

thing I put my mind to as long as I follow it up with hard

work and persistence. I am motivated by so many things but

my family is at the top of the list. I received wise advice years

ago from a mentor, who said, “Always look forward.” I never let

yesterday’s success confuse what is needed for today and

tomorrow, and this keeps me humble and focused. 

What advice do you have for a newcomer to the promotional
products industry? There are no shortcuts. Success in our

industry is built with hard work, good business decisions and

solid relationships with your distributor partners. Surround

yourself with people who understand the promotional product

industry to shorten the learning curve. 

Julie Richie is associate editor for PPB.

All of our items are like hundreds of thousands of little soldiers going out there
to help our economy and support the jobs of all the companies we service.“

”
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DAY IN THE LIFE

Small Business, Big Presence
CHRIS HUEBNER LEADS 58-YEAR-OLD DISTRIBUTOR MAC MANNES, INC. 
TO NEW HEIGHTS BY JEN ALEXANDER

How long has Mac Mannes
been around, and how long
have you led the firm?

We have a pretty neat history. Mac

Mannes was founded by none other than

Mac himself, in the late 1930s, as a retail

gift store a couple blocks from the

White House.  Mac’s son, John, got into

the promotional business—which he

called industrial gifts at the time—in

1957, and soon he closed the retail store. 

Steve Edwards was one of John’s first

salespeople, and he bought the company

in 1984. Steve ran the firm until he

retired in 2007, when I took the reins.

Both John and Steve are well respected in

the industry by those who’ve been around

a while. I’m thrilled to be the next gener-

ation and I strive to follow their lead.

HRIS HUEBNER IS ONE OF probably a
handful of industry professionals who have
grown up in the industry working for just one

company. From the mid-1980s to the present, Huebner has had
a front row seat for the evolution of Bethesda, Maryland dis-
tributor Mac Mannes, Inc. (UPIC: macmann). 

“My promo career started in 1985 as a summer job after graduating from high

school,” says Huebner. “I worked in the warehouse at Mac Mannes, picking and

pulling orders and making deliveries, along with whatever else I was asked to do.”

Huebner returned to the distributor each summer and winter break through col-

lege, working as a bookkeeper and sales assistant among other odd jobs. “After gradu-

ating, I started as a commissioned sales rep, earning a draw less than my salary the

summer before,” he says.

Fast forward to today, and Huebner is leading the company on its journey to

becoming even better. Read on to learn more about a day in Huebner’s life as presi-

dent and CEO.

CC
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Describe your office atmosphere.
We’ve transformed completely in the past

five years, going from a single office in
Washington, D.C. where every employee
came to work every day, to where we are
today. We now have two offices in Bethesda
and Virginia Beach, and more employees who
work remotely than appear at either office on
a daily basis. It can be a challenge to connect
with one another, but technology does a great
job of bridging that gap.

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

I love the fact that you never know what
your day will entail—it can be really good or
really bad, but never boring. In addition to
running a distributorship, overseeing sales,
operations and marketing, I’m still a salesper-
son at heart and I love maintaining my own
book of business.

How do you collaborate with 
co-workers?

We take a team approach to company-
wide efforts, usually setting a platform and
asking for creative feedback. We also don’t
have a lot of layers. If someone needs me,
they can call or email anytime and I’ll address
their need as soon as possible. During work
hours, I expect the same in return.

How does this job challenge you?
Being able to juggle client expectations

along with supplier capabilities and still remain-
ing profitable continues to be a challenge.

What do you love about your
company?

We have a wonderful corporate culture
that provides us the best of both worlds. We
run a serious business serving our clients and
turning a profit, but we still retain the attrib-
utes of a small, family-run business.

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

We took a lot of time this summer
reflecting on where we are now, where we
think the industry is going, and what we
think our clients will expect from us in 2017
and beyond. Now we’re in the process of
implementing those plans. 

What makes Mac Mannes a valu-
able member of the promotional
products community?

Fifty-eight years of steady success in the
industry has given us a lot of well-earned
respect. We’re not a one-hit wonder. We
focus as much of our business as we can on a
select group of top-performing suppliers. We
expect to be treated both professionally and
fairly, and we will do the same in return. 

Jen Alexander is associate editor for PPB.
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We run a serious business serving our clients and turning a profit, but we still
retain the attributes of a small, family-run business.“ ”
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SNAPSHOTS

Stahls’ Celebrates New Texas
Location And Training Center

Supplier Stahls’ (UPIC: STAH0001) celebrated the grand
opening of its new 24,000 square-foot facility in Irving, Texas
on November 19 with an open house followed by hands-on

learning workshops. Attendees had the opportunity to check
out the facility, get acquainted with Stahls’ staff, network with

colleagues and industry professionals and enjoy refresh-
ments. Afterward and for a full day on November 20, classes

were held in English and in Spanish on topics ranging from
heat printing basics to creating vinyl-cut logos and targeting

specific heat transfer markets.

Executive Chairman of the Board Ted Stahl and his wife, Mary,

were on hand for the ribbon-cutting ceremony along with Stahls’

team members and more than 100 customers and representatives

from the local business community.

Accolades, Inc. President Daryll Griffin, MAS, accepted the award.

PPAI President and CEO Paul Bellantone, CAE (left) and PPAI

Board Chair Rick Brenner, MAS+ (right), with Stahls’ Executive

Chairman of the Board Ted Stahl, were among the guests at the

facility’s grand opening.

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.
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Atlanta Business League
Inducts Accolades, Inc. Into

Its Hall Of Fame
Accolades, Inc. (UPIC: ACCINC) was inducted into the

Atlanta Business League Hall of Fame in November at the
group’s 82nd Annual Dinner Meeting. The Norcross,

Georgia distributor is the first promotional products company
to be inducted into the Hall of Fame, which recognizes

African-American-owned businesses that have conducted 
continuous business for more than 25 years.
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BUSINESS SERVICES
Essent Corporation (UPIC:

essent)—David Jungling, sales
executive

DISTRIBUTORS
A Brand Company—Terie

Vickers-Craig, promoted to
director of supplier partnerships
for North America

Boundless (UPIC:
Bound784)—Tiffany Price, vice
president of marketing 

SUPPLIERS
Cap America, Inc. (UPIC:

CAPAMRCA)—Shawn Naeter, to

represent the company in the
Midwest and Southwest 

Cedar Crest Manufacturing

(UPIC: CCM)—Tom and Tony

Flynn of Flynn & Associates, Inc.
to represent the company in
Kansas, Nebraska and Missouri,
and Bill Hess of Hess &
Associates to represent the com-
pany in Iowa and South Dakota

CPS/Keystone (UPIC: 
keystone)—Suzan Pauley,
regional sales manager for the
Southwest, and Jason Fularz,
regional sales representative for
the mid-Atlantic states

Lorente, LLC (UPIC:
LORENTE)—Cindy Roberson,
national sales manager

Olympus Group (UPIC:
OLYMPUS)—Josie Prins, 
promoted to first and second
shift sewing production manager

Selco (UPIC: SELCO)—Gavin

Little, account manager 

Starline USA (UPIC:
STAR0009)—KC and Michael

Fields of KC Fields & Associates
to represent the company in the
Northeast and mid-Atlantic 

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

Jim Curtis

PEOPLE NEWS By James Khattak

Gavin Little

Shawn Naeter

Suzan Pauley

Jason Fularz

Tiffany Price
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StrombergBrand (UPIC:
1ASTRMBG)—Jim Curtis of JC
Corporate Sales, to represent the
company in New England

Towel Specialties (UPIC:
TOWLSPEC)—Eva Brannon, pro-
moted to western regional sales
director within the inside sales
department

IN MEMORIAM
Dianne Watson, MAS, for-

mer president of the Sunbelt

Promotional Products

Association and director of
Birmingham, Alabama-based
multi-line rep firm Turner and

Associates (UPIC: BRAD0004),
passed away November 22. She
is remembered by colleagues
and friends as a dedicated, hard-
working and knowledgeable pro-
motional professional who was
committed to serving and lead-
ing her regional association.

“I witnessed her tireless
efforts and cheerful disposition
transform SPPA into a stronger

and more organized association,”
says Mark Josey, a Birmingham
distributor and past president of
SPPA.

Watson and her late hus-
band, Brad, led Brad Watson &
Associates—later Turner and
Associates—for more than 30
years. They were considered by
many to be a dynamic team who
built a successful busi-
ness and forged many
lasting friendships.
“She had a relentless
desire to turn every-
one she met into a
friend,” says Charlie
Cochran, who served
with her on the SPPA
board.

Watson was a member of
SPPA longer than any current
members, and volunteered in
some capacity every year. She
served two terms on the board of
directors, including as vice presi-
dent and delegate to the
Regional Association Council,
and as president in 2011 and
2012. Her most current role with
SPPA was as public service chair-
person. The association honored
Dianne last year with the inaugu-
ral SPPA Volunteer of the Year
Award, which is now named in
her honor.

Cathy Miller, MAS, a past
SPPA president, remembers
Watson as a caring friend and
colleague who was loved
throughout the industry. “We can
all only hope to be as loved as
she was,” says Miller.

In addition to SPPA service,
Watson and her firm acted as
dedicated supporters and vocal
advocates for all the regional
associations of which they were
members. She served as presi-

dent of the Specialty Advertising
Association of Georgia (now
GAPPP) and was instrumental in
its highly successful ESP show.
“Dianne was the reason our ESP
show reached its huge success
and national acclaim in the
1990s,” says Mary Beth Pearson,
MAS, a friend and multi-line rep.
“‘Lady Di’ was one of my favorite

colleagues, and I have
been truly honored to
call her a friend.”

Watson encour-
aged countless industry
professionals to give
back to their industry
by becoming involved
in their respective
regional associations.

Loren Richardson with
alphabroder, who is current treas-
urer of SPPA, says, “She recruited
me to be on the board and I have
seen firsthand her give to the
industry and association. She has
personally encouraged me as a
professional and as a person. I
considered her a friend.”

Watson is survived by her
daughter and son-in-law, Jamie
Gilchrist and Bo Turner; stepchil-
dren, Jennifer Watson, Patricia
Martin and Stephen Watson;
grandchildren, Trey Turner,
Elizabeth Turner, Angela and her
husband Ronnie Sessamen,
Julianne Pierce, Madelyn Martin
and Mackenzie Martin; and great
grandchild, RJ Sessamen.

A celebration of Watson’s life
was held November 29 in
Homewood, Alabama. The family
requests that in lieu of flowers
donations be made to one of
Dianne’s favorite charities, the
Lorie Johnson Foundation, P.O.
Box 381284, Birmingham,
Alabama 35238.

Dianne Watson,
MAS

Cindy Roberson

Josie Prins
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PEOPLE NEWS

GOT NEWS? 
We’ll share it. Send your people news, including
high-resolution images, to PPB News Editor James
Khattak at JamesK@ppai.org.
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JANUARY
January 4-6
ASI Orlando 
Advertising Specialty Institute

Orlando, Florida

www.asicentral.com

January 10-14
The PPAI Expo 2016
Promotional Products Association

International

Las Vegas, Nevada

expo.ppai.org

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

Düsseldorf, Germany

www.psi-network.org

January 19
TSPPA TOM Show
Tri-State Promotional Professionals

Association

Cincinnati, Ohio

www.tsppa.org

January 20-21
OPPA TOM Show
Ohio Promotional Professionals

Association

Columbus and Cleveland, Ohio

www.oppagroup.com

January 20-21
Promotional Products Expo
Customer Focus

Coventry, UK

www.ppexpo.co.uk

January 22
MiPPA TOM Show
Michigan Promotional Professionals

Association

Troy, Michigan

www.mippa.org

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

Canada

Toronto, Ontario

www.promocan.com

January 25-29
Southern Showcase
LDK Marketing

Dallas, Fort Worth, Austin, San Antonio

and Houston, Texas

www.LDKmarketing.com/

southernshowcase

January 26
PAPPA Winter Showcase
Philadelphia Area Promotional Products

Association

Springfield, Pennsylvania

www.mypappa.org

January 26-27
PPAM TOM Show
Promotional Products Association of the

Midwest

St. Louis, Missouri; Lenexa, Kansas

www.ppam.org

January 26-27
SPPA The Show of the South
Sunbelt Promotional Products

Association

Birmingham, Alabama

www.sunbeltppa.org

January 27
CPPA Winter Expo
Chesapeake Promotional Products

Association

Baltimore, Maryland

www.cppa.biz

January 28
SAAGNY Winter Show
Specialty Advertising Association of

Greater New York

Suffern, New York

www.saagny.org

DATEBOOK
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February 8-9
PPAMS MidSouth PromoShow
Promotional Products Association of the Mid-South
Nashville, Tennessee
www.ppams.org
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FEBRUARY
February 9-11
ASI Dallas
Advertising Specialty Institute

Dallas, Texas

www.asicentral.com

February 10-11
GAPPP Expo/University
Georgia Association of Promotional

Products Professionals

Atlanta, Georgia

www.gappp.org

February 15-19
Southern Showcase
LDK Marketing

New Orleans and Baton Rouge,

Louisiana; Little Rock, Arkansas; and

Tulsa and Oklahoma City, Oklahoma

www.LDKmarketing.com/

southernshowcase

February 22-23
NEPPA Season Opener Expo
New England Promotional Products

Association

Foxboro, Massachusetts

www.neppa.com

MARCH
March 2-3 
TRASA Expo
Three Rivers Advertising Specialty

Association

Mars, Pennsylvania

www.trasa.net

March 7-8
CAAMP Carolinas Connection
Carolinas Association of Advertising

and Marketing Professionals

Concord, North Carolina

www.caampers.org

March 8
UMAPP Fire & Ice Show
Upper Midwest Association of

Promotional Professionals

Shakopee, Minnesota

www.umapp.org

March 9
PPAW Spring Fever
Promotional Products Association of

Wisconsin

Milwaukee, Wisconsin

www.ppaw.org

March 9-10
VAPPA Spring Expo
Virginia Promotional Products

Association 

Richmond and Roanoke, Virginia

www.whymappa.org

March 10
PPAChicago New Products Ideas
Promotional Professionals Association of

Chicago

Arlington Heights, Illinois

www.ppachicago.org

To scope out other events, visit
www.ppai.org and click on the
industry calendar.

GIFTS THAT INSPIRE

Nambé Corporate Sales 1-800-443-0339 x 7403 Customization available
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P L A T I N U M  S P O N S O R

Operations & 
Accounting
Integration

Team 
Collaboration

Essent OneTM®

Everything modern distributors, 
decorators and suppliers 
need to thrive. Anywhere.
On any device.

essent.com
800-559-9959

† Requires computer, tablet, or smartphone with a modern, supported browser with internet access.
© 2016 Essent. Essent, The Essent Logo and OrderTrax are registered trademarks and EssentOne, Compass, and SiteBuilder, are trademarks of Essent Corporation. All other marks are held by their respective owners.

Complete
CRM

Product
Research

Quoting &
Ordering

Electronic 
Trading
Through
OrderTrax™

Performance
Dashboards

“We selected Essent because
they are the proven solution
and industry leader.”

Mark Johnson, President
Top 50 Distributor EmbroidMe

†

http://essent.com/




BUSINESS SERVICES
Chris Fritchie Studios
PPAI# 651957 UPIC: C651957
Infor
PPAI# 653454 UPIC: I653454
MIDSOUTH DESIGN GROUP
PPAI# 577448 UPIC: M577448
PromoKitchen
PPAI# 652237 UPIC: P652237
Shawn Naeter and Associates
PPAI# 654775 UPIC: SNA
Tucker, Albin, & Associates
PPAI# 655078 UPIC: TAA

DISTRIBUTORS
3 Ring Creative, Inc.  
PPAI# 652196 UPIC: 3652196
90 Point, LLC
PPAI# 654664 UPIC: 9654664
A Posh Affair, LLC
PPAI# 652653 UPIC: A652653
A STITCH ON TIME.COM
PPAI# 646509 UPIC: A646509
ACE Specialties, LLC
PPAI# 641972 UPIC: A641972
Advanced Tex Screen Printing 
PPAI# 652171 UPIC: A652171
Ai SoftWear, Inc.
PPAI# 651989 UPIC: A651989
AIA/GF Advertising Services
PPAI# 524639 UPIC: GF1274
Ali’i Group, LLC
PPAI# 484573 UPIC: Alii
All Awards and Promotions
PPAI# 263555 UPIC: AllAw820
All-N-One Screen & Pad Printing
PPAI# 508641 UPIC: allnone
American Solutions for Business
PPAI# 655329 UPIC: A655329
AnyKine Printing & Promotionals
PPAI# 626555 UPIC: AKinePrn
AP Vocal Touch Marketing
PPAI# 652516 UPIC: A652516
Arctic Whippet Designs
PPAI# 653964 UPIC: A653964
Arete Promotions
PPAI# 652512 UPIC: A652512

AZ Promotions, LLC
PPAI# 645120 UPIC: A645120
Barnes Paper Company, Inc.
PPAI# 651346 UPIC: sk5638
BBI Marketing
PPAI# 653493 UPIC: B653493
Beckerz Promos, LLC
PPAI# 651814 UPIC: BECKERZ
Big Rhino Screen Printing
PPAI# 654270 UPIC: B654270
Boutique C & S
PPAI# 653490 UPIC: comea15
Branded
PPAI# 653800 UPIC: B653800
Branding Impact
PPAI# 386388 UPIC: MYAWARDS

Branding Strategies
PPAI# 652202 UPIC: B652202
BrandPro, Inc.
PPAI# 256646 UPIC: PSA
Brickyard Promotional Products
PPAI# 652456 UPIC: B652456
C2 Design & Development, LLC
PPAI# 598358 UPIC: C598358
Campaigns and Promotions USA
PPAI# 350722 UPIC: CPUSA
CAVE CANEM DESIGNS AND
APPAREL
PPAI# 636031 UPIC: C636031
CBD PRINTING, LLC
PPAI# 636063 UPIC: C636063

NEW MEMBERS
New Members Joining In October 2015

JANAURY 2016 • PPB • 111CONNECT

Travis Johnson
Co-Founder, President
Haus of Grey
Los Alamitos, California
PPAI #642475 UPIC: H642475

How did your company get its start?
Having spent my entire life around the game of golf, from compet-
ing in national tournaments during childhood to my collegiate play-
ing days at UCLA through my professional career, I realized the
need for better-quality branded apparel. Over the past 10 years, I
have focused on products that bring what is missing within the mar-
ketplace. Providing proper fits, fabrics and styling suitable for
today’s professionals, and the lifestyle that comes along with it, is
what has allowed our company to exist and provide the opportunity
for our brands to continue to evolve. From golfing, to traveling, to
working within the corporate world, it is so important to look your
best, and when there is a connection from the garment and/or the
brand to the individual it enhances the overall experience.

What led your company to enter the promotional products
market? 
The promotional products market is the most natural next step for
our brands to continue growing as we constantly receive interest
and inquiries from corporations who experience our products at
the retail level (resorts, country clubs, designer shops) and nowNE
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Continued On Next Page
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Cesium Creations
PPAI# 653551 UPIC: Cesium
Chagan Sports
PPAI# 520791 UPIC: CHAGAN
Chickadee Cresting Co. Ltd.
PPAI# 651894 UPIC: Chckadee
ClearPromos
PPAI# 651848 UPIC: C651848
Coachs Connection
PPAI# 652255 UPIC: C652255
Corporate Disk Company 
PPAI# 651909 UPIC: C651909
Corporate Image, Inc.
PPAI# 655018 UPIC: C655018
Corporate Impressions, Inc.
PPAI# 655217 
Corporate Presence
PPAI# 261897 UPIC: C261897
Corporate Promotional 
Products, Inc.
PPAI# 653970 UPIC: corppp

Corporate Promotions, Inc.
PPAI# 655309 UPIC: C655309
Cray Cray Promos
PPAI# 635399 UPIC: C635399
Creative Marketing 2M
PPAI# 614883 UPIC: CM2
Creative Visions
PPAI# 654106 UPIC: C654106 
Diamond Creek Company
PPAI# 388926 UPIC: D388926
Digital Ink
PPAI# 653922 UPIC: D653922
DisplayWorks of Mid America, 
Inc.
PPAI# 647963 UPIC: D647963
Dzap Group
PPAI# 651643 UPIC: D651643
Ecustomlogo.com
PPAI# 652467 UPIC: E652467
Elite Branding
PPAI# 654653 UPIC: E654653

EMBROIDERY BY KIM
PPAI# 650924 UPIC: E650924
Embroidery Galore
PPAI# 560846 UPIC: E560846
ENVASES Y PRODUCTOS ESPE-
CIALES SA DE CV
PPAI# 616863 UPIC: ENPRES
EXODNA, LLC
PPAI# 647975 UPIC: exodna
Extreme Awards & Engraving
PPAI# 624245 UPIC: E624245
Fast Ink
PPAI# 651833 UPIC: F651833
Fastsigns
PPAI# 653539 UPIC: F653539
First Fruits Marketing
PPAI# 229269 UPIC: F229269
Fit Gear
PPAI# 625064 UPIC: fitgear
Forbes Printing & Promotions
PPAI# 651978 UPIC: ForbesMD
Fox and Clover 
PPAI# 651627 UPIC: FOXNCLO
Fresh Brewed Tees
PPAI# 621773 UPIC: F621773
Futura
PPAI# 654673 UPIC: F654673
GetYourGiftHere.com
PPAI# 651829 UPIC: GYGH
Global Premium Items Co., Inc.
PPAI# 654118 UPIC: G654118
Good Looking Embroidery
PPAI# 651855 UPIC: GLemb
Grand Designs
PPAI# 384031 UPIC: GD91
Gravy Keg
PPAI# 619007 UPIC: G619007
Happle Printing Partnership, Inc.
PPAI# 655300 UPIC: H655300
Imagine Unlimited Promotions
PPAI# 651878 UPIC: I651878
Impression in Ink
PPAI# 653649 UPIC: I653649
Incredible Novelties, Inc.
PPAI# 654039 UPIC: I654039
Ink Spot 
PPAI# 651358 UPIC: I651358
Inkpressive Promotional
Solutions
PPAI# 654436 UPIC: INKPROSO
Inpro Unlimited, Inc.
PPAI# 654018 UPIC: Inpro1
Insight, LLC
PPAI# 654035 UPIC: I654035
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want our products for their own customers and employees. The promo-
tional products space is where we can send these customers to be served
via our exclusive distributor network that we’ve built throughout the U.S. 

What’s your favorite thing about being in the promotional products
industry?
I love the opportunity we have to provide newness within the industry, as
well as a quality product at a competitive price within the upper echelon
brands.

Why did you join PPAI?
PPAI is the network associated with the exclusive group of distributors that
we wanted to be associated with. —James Khattak

Continued From Previous Page

Travis Johnson, co-founder and

president, Haus of Grey.
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IPROMOTEu/Promo Xperts, LLC
PPAI# 235329 UPIC: pxperts

Joe G. Reynolds & Associates
PPAI# 133605 UPIC: 4040JR

Jolin Promo
PPAI# 655228 UPIC: J655228

Kingdom Trading Company
PPAI# 517700 UPIC: K517700

Kitten Herders
PPAI# 653448 UPIC: K653448

Kosicks Keepsakes
PPAI# 350256 UPIC: kkevents

Logo Pro
PPAI# 357379 UPIC: LPro

Lotus Print Group
PPAI# 652624 UPIC: L652624

MacPS
PPAI# 645235 UPIC: M645235

Macs Worldwide
PPAI# 652258 UPIC: M652258

Madtown Laser
PPAI# 646807 UPIC: M646807

Magnet Marketing Services
PPAI# 653529 UPIC: M653529

Marketability, LLC
PPAI# 158062 UPIC: MARK0042

Master Monogram
PPAI# 647947 

Matly Digital Solutions
PPAI# 653495 UPIC: M653495

Merch Monster
PPAI# 653487 UPIC: M653487

Metro Printed Products
PPAI# 283099 UPIC: METRP003

Minuteman Press
PPAI# 655220 UPIC: M655220

Minuteman Press Hewlett NY
PPAI# 446414 UPIC: M446414

Mixonic
PPAI# 564267 UPIC: MIXONIC

Nayked Brands
PPAI# 565446 UPIC: STORECLO

Netherton Promotions, Inc.
PPAI# 383193 UPIC: netpromo

Noblesville Pack & Ship, Inc.
PPAI# 653452 UPIC: N653452

Nutz & Bolts
PPAI# 651839 UPIC: N651839

Oakbrook Awards 
PPAI# 304636 UPIC: oakbrook

OC Imprints
PPAI# 654146 UPIC: oci2015

OKimprints
PPAI# 651663 UPIC: O651663

OPACS
PPAI# 651665 UPIC: O651665

Oswald Marketing
PPAI# 101579 UPIC: OSWA0001

Ozsoy Group of Companies
PPAI# 653881 UPIC: OZSOYGRP

Pacific Embroidery
PPAI# 654161 UPIC: P654161

Partners N Promotion
PPAI# 438412 UPIC: vickic

Pegg Products, LLC
PPAI# 640695 UPIC: P640695

PERS Collection Promotions
Products/PH Promotional Products
PPAI# 645134 UPIC: PERSCPP

Pinebeach, Inc.
PPAI# 492558 UPIC: P492558

Preferred Marketing Apparel
PPAI# 655331 UPIC: P655331

Pretzelman Printing Group
PPAI# 229040 UPIC: P229040

Pricerite Printing and 
Promotions
PPAI# 653972 UPIC: P653972

Prime Time Sports
PPAI# 655036 UPIC: P655036

Printing & Promotional Solutions
PPAI# 650308 UPIC: P650308

Probitas Promotions 
PPAI# 652294 UPIC: probitas

Professional Tool Products, LLC
PPAI# 652249 UPIC: P652249

Promo 330, Co.
PPAI# 198286 UPIC: T198286

Promobaja
PPAI# 652474 UPIC: P652474

Promos for Peeps
PPAI# 575133 UPIC: P575133

Promotional Partners
PPAI# 348194 UPIC: oscott

R Tees
PPAI# 452863 UPIC: RTees

Redding Company
PPAI# 654920 UPIC: R654920

Rock, Paper, Scissors
PPAI# 316446 UPIC: Rockpap

Savannah ImageWear
PPAI# 354689 UPIC: MI48427

Shine Specialties and Promotions
PPAI# 563727 UPIC: SSP35

Signature Print & Promo
PPAI# 654041 UPIC: S654041

Silhouette Imaging
PPAI# 265281 UPIC: Silho003

SimpleTech Soutions
PPAI# 652324 UPIC: S652324

Smile Keepers
PPAI# 650316 UPIC: S650316

Speedy's T's & More, LLC
PPAI# 272166 UPIC: speedys

Springboard Promotions
PPAI# 651673 UPIC: S651673

SRC Connextions
PPAI# 485746 UPIC: S485746

Starboard
PPAI# 655020 UPIC: 5655020

STEWART PROMOTIONAL 
PRODUCTS
PPAI# 421163 UPIC: S421163

Studio Gear Promotional
Products, Inc.
PPAI# 287921 UPIC: 9832gear

SUCCEED MARKETING AND
PROMOTIONS
PPAI# 651113 UPIC: S651113

Sunflower Promo
PPAI# 654941 UPIC: S654941

SwagHound.com
PPAI# 371051 UPIC: CostPlus

Sycamore Enterprises
PPAI# 653963 UPIC: S653963

Tabookai International
PPAI# 654319 UPIC: tabookai

The Apparel Depot
PPAI# 652532 UPIC: A652532

The Foundry Brand Services
Group 
PPAI# 655141 UPIC: F655141

The Rock Promotions
PPAI# 563069 UPIC: V563069

THREE BLIND MICE
PPAI# 651176 UPIC: T651176

TicketPrinting.com
PPAI# 650341 UPIC: T650341

TMC Graphics & Signs
PPAI# 651392 UPIC: T651392

Top of the World
PPAI# 654379 UPIC: T654379

Triple E Mfg & Design, Inc.
PPAI# 520459 UPIC: TEMFD

Tyler Embroidery/T-Shirts Plus
PPAI# 645069 UPIC: T645069

Victory Designs
PPAI# 429022 UPIC: ViDesign

W D Promos
PPAI# 650144 UPIC: WDPROMOS

Way To Be Designs
PPAI# 287330 UPIC: WAYTP001
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Whirl A Style
PPAI# 652372 UPIC: W652372

Wurv Marketing
PPAI# 354052 UPIC: wurv

Xico
PPAI# 654839 UPIC: X654839

ZOOLOGICAL SOCIETY OF 
SAN DIEGO
PPAI# 386725 UPIC: ZSSD

SUPPLIERS
2 Monkey Trading, LLC
PPAI# 651844 UPIC: 2651844

4over, Inc.
PPAI# 368348 UPIC: 4368348

Abt Electronics
PPAI# 652151 UPIC: A652151

Ad Miracle, Inc.
PPAI# 262072 UPIC: Amiracle

Ampaco, Inc.
PPAI# 176343 UPIC: AMPACO

AOA Products
PPAI# 566644 UPIC: AOAP

AZT CORPORATION
PPAI# 654055 UPIC: AZTTECH

Cool Towel
PPAI# 654022 UPIC: C654022

Delmar Products, Inc.
PPAI# 441657 UPIC: DLMR

Devicewear
PPAI# 654876 UPIC: D654876

Double Exposure, Inc.
PPAI# 113714 UPIC: DOUB0004

Engel Coolers
PPAI# 652418 UPIC: E652418

inTransit Global
PPAI# 654641 UPIC: TRANSIT

JCS Home Appliances
PPAI# 652136 UPIC: J652136

JP GRAPHICS
PPAI# 502738 UPIC: J502738

Kroozer Cups USA, LLC
PPAI# 653920 UPIC: K653920

Makana Line, LLC
PPAI# 649053 UPIC: MAKANA

Mayshen, Inc.
PPAI# 401359 UPIC: mayshen

McKlein USA
PPAI# 212515 UPIC: mcklein

MedalMinder
PPAI# 652460 UPIC: neutek

Micro World
PPAI# 491279 UPIC: MWorld

MOVO
PPAI# 654071 UPIC: M654071

North Attelboro Jewelry Company
PPAI# 653591 UPIC: N653591

Pinnacle Sign Company
PPAI# 653549 UPIC: P653549

Pure Fishing
PPAI# 350714 UPIC: Fishing

Really Big Coloring Books, Inc.
PPAI# 649013 UPIC: R649013

ReversibleSweatshirts.com
PPAI# 440582 UPIC: REVSWT

Strata Outdoor Gear
PPAI# 654159 UPIC: S654159

Sugarfina
PPAI# 567661 UPIC: SUGARFNA

Tonix Corp.
PPAI# 113142 UPIC: TONIX

Contact Sandy Mendoza
at 972-258-3019 or
SandyM@ppai.org with

any changes. PPAI members can
download a Word or Excel file
complete with contact information
at www.ppai.org. Find it under the
Members/Members Only tab.
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Visit PPAI locations: Booth # 2651 and show lobby

35%SAVEUP TO
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All PPAI Expo 2016 Exhibitors 
must be Product Safety Aware 

by January 7, 2016
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2Monkey......................................................98
407-985-3966 www.2monkey.com

Admail.net....................................................66
330-995-0864 www.admail.net

Anseco..........................................................77
716-635-1180 www.AsianInspection.com

BAG MAKERS, Inc.......................................47
847-715-6949 bagmakersinc.com

Bel Promo...............................................IFC, 1
305-593-8728 www.belpromo.com

BIC Graphic USA.........................................7,9
888-446-5242 www.bicgraphic.com

Bodek and Rhodes.........................................2
800-523-2721
www.bodekandrhodes.com

Bulova Corporation.....................................45
212-497-1925
www.bulovaspecialmarkets.com

Essent........................................................109
800-559-9959 www.essent.com

Evans..........................................................BC
800-745-3826 www.evans-mfg.com

Flagpin Products..........................................61
888-334-9779 www.flagpin.com

Folded Color................................................75
951-280-5079 www.foldedcolor.com

GA Promo.....................................................67
855-607-7666 www.gapromo.com

Greater China Industries, Inc......................13
425-643-6576
www.greaterchina-usa.com

Hit Promotional Products..................120,IBC
800-237-6305 www.hitpromo.net

iPromoteu...............................................33-34
800-850-3370 www.ipromoteu.com

Kaeser & Blair................................................5
888-698-1684 www.comparekaeser.com

Label Art.......................................................15
800-258-1050 www.labelart.com

Liqui-Mark Corporation...............................78
800-486-9005 www.liquimarkpromo.com

Minya International Corp............................17
800-858-1878 www.minyausa.com

Nambe........................................................108
800-443-0339 www.nambe.com

Next Products..............................................76
877-851-9595 www.nextpromotions.com

Onara Enterprises LLC................................81
844-853-1330
www.onaraenterprises.com

Pacific Sportswear and 
Emblem Company.......................................94
800-USA-8778
www.pacificemblem.com

PPAI................................57,114,115,117,119
888-I-AM-PPAI www.ppai.org

Proforma......................................................43
800-658-2967
www.onlyproforma.com/ppai

Quinn Flags..................................................21
800-353-2468 www.quinnflags.com

SAGE .........................................................106
800-925-7245 www.sageworld.com

Same Day Tee's............................................83
877-910-TEES www.samedaytees.com

SanMar.........................................................49
800-426-6399 www.sanmar.com

Sierra Pacific.................................................18
713-688-4455
www.sierrapacificapparel.com

Sourcery Solutions, LLC..............................87
847-222-1152
www.sourcerysolutions.com

Southeast Plastics........................................84
800-940-7527 www.southeastline.net

Specialty Materials......................................91
877-437-8556
www.specialtymaterials.com

Terry Town...................................................95
800-742-9793 www.terrytown.com

The Distributor Exchange......................35-36
844-251-8544
www.thedistributorexchange.com

The Gavel Company....................................72
800-4-GAVELS www.thegavelco.com

The Vernon Company..................................51
641-792-9000
www.vernoncompany.com/a-new-direction

T-Marketing Products.................................92
877-773-9800 www.tmarketing.com

TSPPA,OPPA, MiPPA & PPAMidwest.....110
www.thetomexperience.com

US Blanks......................................................96
323-234-5070 www.usblanks.net

Visual Impact Promotions...........................99
951-928-4280 www.visualimpactpro.com

Whispering Pines Sportswear..................101
800-548-4710 www.wpsportswear.com

Wikiki Stix Co.............................................102
800-869-4554
www.wikkistix.com/ppai-asi/

WineO Wine Stoppers.................................58
248-453-5177
www.coolwinestoppers.com

Zoo Printing.................................................20
310-253-7751 www.zooprinting.com

Zoomprinter Worldwide, Inc....................105
855-907-7468
www.zoomprinter.com

The Advertisers’ Index is published for reader
convenience. Every effort is made to list infor-
mation correctly. The publisher is not responsi-
ble for errors or omissions.
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Special observances call for exceptional promotions. Use these designated months and dates to

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

May
National Foster Care Month
Motorcycle Safety Month

July
National Ice Cream Month
National Park and Recreation Month
Fireworks Safety Month

June
Great Outdoors Month
National Soul Foods Month

May 16-20
National
Hurricane
Preparedness
Week

July 4
Independence Day

May 2-3
Teacher
Appreciation
Week May 23-27 

National Safe 
Boating Week

July 24
National
Parents
Day
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Your #1 Source For 
Trade Show Giveaways

#167 STYLUS KEY LIGHT…
• Push Button To Flip Out Stylus • Extra Bright White LED Light 
• Split Ring Attachment • Slide Switch To Turn Light On/Off

As Low As $1.49c

#2708 EAR BUDS WITH MICROPHONE…
• Protective Plastic Travel Case  
• Interchangeable Ear Bud Covers
• Works With Most Audio Devices  • 48" Cord
• Handsfree Microphone

As Low As $2.99c

As Low As $1.50c

#224 - .5 OZ. SCREEN CLEANER AND SPRAY…
• Microfiber Cloth On Back Of Spray  
• Removes Smudges And Spots From Computer Screens  
 And Devices  • Fits In Your Pocket Or Purse

#ZS5 ZAGASNACKS 5" PROMO SNACK PACK BAGS

As Low As $1.41c

#AB25 SIGNATURE  
PEPPERMINTS

As Low As $.37c

ALL NATURAL  
USA MADE  
BEESWAX FORMULA
• Your Choice from 100 Unique  
 Flavors

As Low As
$.70c

#ZS3 ZAGASNACKS 3” WITH PRINTED  
COVERSATION HEARTS

As Low As $1.25c

#ST02 RECTANGLE TIN WITH  
PRINTED MINTS

As Low As $2.25c

#3329 NON-WOVEN SAHARA 
TOTE BAG…
• Made Of 80 Gram NonWoven, Coated  Water-Resistant  
 Polypropylene  
• Two Unique Side Pockets • Reinforced 26 ½" Handles  
• Recyclable • Reusable • Spot Clean/Air Dry

As Low As $2.25c

• Best Candy 
 Value with
 6 Sides of  
 Printing and  
 25 mints!
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ASI 52840 • PPAI 110747  • UPIC EVANS • SAGE 50018 

facebook.com/evansmanufacturing

www.evans-mfg.com

METALLIC CHAMPAGNE

7438 MORENO MGC STYLUS PEN
QUANTITY  300   500   1000  2500 5000

PRICE (R) $.75 .69 .63 .60 .57 

PRICE ABOVE INCLUDES: 1-color/1-position imprint 

Add $.08(V) per unit for each additional color/position

DIE/SEt-UP: $20(V) per color/position

Enjoy these responsive capacitive stylus pens 
with a great new color selection including metallic 

black, metallic cobalt blue, metallic light blue, 
metallic dark red and our favorite, 

metallic champagne!
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With These New Pens      from Evans!
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