PROMOTIONAL PRODUCT
SELECTION STRATEGY

How to Pick Swag That Works!
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Whether you're young or just young at heart, it's unanimous:

Promo is evervone'’s favorite form of advertising!
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WHAT BEHAVIOR ARE YOU TRYING
TO DRIVE®?

Awareness: "I want them to know we exist.”

Engagement: “l want them to engage with content or intferact with us.”

Conversion: “l want them to take action or close a deal with us.”

Retention: "I want them to feel valued, so they stay.” (Employees/Clients)
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What are your primary reasons for keeping a promo product?
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Millennials

Drinkware T-shirts Caps Polo shirts
Bags Pens Outerweal Outerweal
Tech accessories Drinkware T-shirts Pens
Stickers/Lanyards Bags Polo shirts




(-~ N
Female Male
consumers are more likely to want: consumers are more likely to want:
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What are your primary reasons for keeping a promo product?
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FAVORITE ITEMS BY GEOGRAPHY

Northern Markets Southern Markets
« Hooded Rain Jacket « Large insulated tumblers
« Cofton T-shirt  Phone protectors
* Planner * Polo shirts
e Socks  Kitchen tools
» Office Supply Kit « Picnic blankets
« Golf Bag « Rain gauges

« Reusable Water Jug  Toiletry kits
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Measuring ROI on Promotional Products

Cost per Impression = Total cost of items +
Number of impressions generated

Drops significantly the longer the item gets kept
and used.

Cheap promo = Lower CPl = More wasted $$



Polo Shirts
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A metal pen that costs
51 will have a
oression of
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What is happening in promotional productse




Biggest Growth from 2024 to 2025

(among leading ESP search terms)

OWALA

FAN
36%
EYE MASK

FIDGET

HALLOWEEN




Biggest Declines Between 2024 and 2025

(among leading ESP search terms)

PLASTIC CUPS =13%
DRAWSTRING BACKPACK -54%
STANLEY -50%
FIDGET SPINNER -46%
SILICONE WRISTBAND -40%
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ORDERING PROMOTIONAL PRODUCTS

How to make sure what you order is on-time and consistent with your brand!




« Quality artwork is paramount to
delivering a quality product for your
brand.

ARTWORK SPECS

« 300 DPI or higher is recommended.

« Most printers prefer: .ai, .eps or high-
rest PDF

« Bleeds if applicable (Typically 1/8th
inch)

« Colors created to match PMS,
CMYK colors consistent 1o your
brand. Provide these to your printer.



LEADTIME CONSI

DERATIONS

« Plan projects out with plenty of time ¢ 4-6 weeks recommended to start
in advance. planning promotional products

« Longer planning period offers for

more creativity customization.

depending on level of
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