ORDER AS FEW AS 1

Have a small event? No problem. Place
an order for as many or as few items as
you need.

NO RUSH CHARGES
Get it made faster upon request with
no additional charges.

WRITING INSTRUMENTS!
See www.goldbondine.com/penvalue for more det; ONE SIMPLE PRICE

Say goodbye to price bars and tiers and
say hello to one simple price for most
items regardless of quantity.

ONE SIMPLE  SMOOTH E NO RUN
PRICE WRITING CHARGES GoldBondlnc.com/ONE
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Find qualifying products in the 2015
BIC Graphic USA catalog collection.




WOUNDED WARRIOR
PROJECT"

BIC Graphic will commit a minimum of $100,000 to Wounded Warrior Project®
(WWP) in 2015. Over 200 products have been selected from the BIC Graphic
family of brands to support WWPR. From January 1, 2015 through December 31,
2015, BIC Graphic will donate $2 per order on specially marked products.

SUPPORTS

To date our
contributions

to this necessary
organizafion total
over $100,000!
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BIC® Sticky Note™ 4" x 3", 25-Sheet Adhesive Die-Cut Notepad
USA Stock Shape “Flag” Stock Background Shown
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over $100,000!

BIC® Super Clip

BIC®, the BIC Graphic logo, bicgraphic.com, norwood.com, britePix®, Good Value (logo)® and all related trademarks, logos, and trade dress are trademarks or registered trademarks of BIC Corporation
and/or its dffiliates or licensors in the United States and other countries and may not be used without written permission. ©2015 BIC Graphic USA, Clearwater, FL 33760.Terms and conditions apply.

asi/40480



UPIC: Pioneer
ASI 78200
SAGE 56460

— PROVEN RESULTS

Help your customers attract attention
to their products with a wide range of
custom print latex and Microfoil®
balloons from Pioneer Line®. Balloons
create colorful and eye-catching
signage that’s perfect for:

* Open House Events
» Car Dealerships
* In-store Promotions

| pioneer

LINE

For complete ordering information
visit pioneerline.com.

Qualatex

BALLOONS

USA ©2015 PBC BM-CNS1412028



Work Hard...
Play Hard!

Everything you need for that next v
company picnic, family reunion or el
barbeque!

#3557 Cafe Kooler Bag...

«Made Of 210D Polyester « PEVA Lining « Double Zippered Closure
« Adjustable Shoulder Strap « Front Velcro® Pocket
« Side Mesh Pocket « Spot Clean/Air Dry

As Low As $3 99¢

#7035 - 3 Piece BBQ Set In Case...
« Arriving Early June
« Includes Spatula, Fork And Pair Of Tongs
« Zippered Travel Case With Dual Handles
- Outside Pocket
« Meets FDA Requirements

As Low As $1 3.99¢

South Shore

natural gas




#2752 Selfie Stick...

- Compatible With Most Smart Phones - Activation Button On Grip
To Take Picture - No Bluetooth Or Remote Needed

- Insert Audio Jack For Power Connection

- Does Not Support Voice Recordling

As Low As $8.99c

#2742 Let Me Take A Selfie Keychain Remote...

» High Definition Bluetooth 3.0 Wireless Remote
- Simply Pair Your Handheld Device With The Remote And Open

Your Camera App - Button Cell Battery Included - Split Ring Attachment

- Compatible With iOS Or Android Version 4.2 Or Newer

As Low As $8 29c ,;.

#5650 - 2 Oz. Mini Party Cup...
+ 20z +BPAFree

- Meets FDA Requirements

« Hand Wash Recommended

As Low As $.99c

PRODUCTIONS

#5936 - 28 Oz. Reagan Bottle With Straw...
« Durable Tritan™ Material - Screw On, Spill-Resistant

Sip Top Lid - Impact And Shatter Resistant « BPA Free
- Meets FDA Requirements « Hand Wash Recommended

- Arriving Mid May
As Low As

$4.99c

11T

e 9
¢

ZOOLAND

RODUCTS

www.hitpromo.net
ASI*61125 PPAI #113910

{ ) g & ups

. Delivering Design on a Budget



Get Your FREE Copy Now!

& LAIR lN !!
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BRINGING You T,
BEST VALUE IN PROMOTEIONAL
PRODUCTS SINCE 1894

Your Authorized Kaeser & Blair Dealer

Www.kaeserbesthy
www.kbbestbuys.coy;'com

Catalog Price $2" gach

In print « Online « 5.3 million copies « Best pricing
Exclusive for K&B Authorized Dealers

For a FREE COPY of the 31st Anniversary Edition of the K&B Best Buys catalog
send your name and mailing address to: freebestbuys@kaeser-blair.com

Kaeser & Blair is the industry’s largest organization of independent business owners

Last year we
celebrated 30 years
of publishing our
Best Buys catalog
by offering a copy
FREE to anyone
who wanted to check
it out. The response
was amazing! Now,
people who took a
look are using the
Best Buys every day

to drive their sales!

Partner with Kaeser
& Blair and start using
the best tools and
technology in the
industry to grow your
business and build

equity that you own!

SIR

SLAIR INCORPORATIED

Promotional Advertising Specialties




This is about your livelihood —

Don’t Make a Mistake!

L
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i

| life more, leave the stressful administrative and financial work to K&B and get more time
Y] for family, friends and business growth. You will love the freedom knowing K&B is behin
| you. Never worry about credit risk, product liability or cash flow again.

* K&B is the original. The first promotional distributor.

* K&B is the largest organization of independant business owners.
* K&B is the most financially stable distributor.

* K&B is family owned and family run.

* K&B is right for you.

You don’t have to choose between great lifestyle and top earnings — with K&B you ¢

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

1-888-698-1684 or visit www.comparekaeser.com

%LAIR INCORPORATED
Promotional Advertising Specialties



HARD HITTING

SPORTS STRESS RELIEVERS IN MULTIPLE COLORS.
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Paydirt ADELLE S
Sandwiches mANOR II 11

FINANCIAL
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SZAVIERCURY
ATHLETIC WEAR

HOGARTH
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Pandens
MARKET

All Colors Available in Three Sizes!
Black, Blue, Brown, Burgundy, Forest Green,
Gold, Gray, Lime Green, Orange, Purple, Red,
Teal, White, Yellow

-

bl d
Trinity Industries, Inc.

MR etk
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Small Football Medium Football Large Football
LSP-FBO3 LSP-FB15 LSP-FB05

As Low As As Low As As Low As

s0.87(R) $]..4'2(R) $]..97(R)

ASI 36730




We Would Like to Thank Our Customers for Voting Ariel COUNSELOR

DISTRIBUTOR

SUPPLIER OF THE YEAR [t

Colorful Digital
Imprints

On Hockey Pucks

Are Only An Additional
$0.3 8(V) Per Piece Plus *50.00(v) Setup

Hockey Puck Stress Relievers
are Now Available in Eight Colors!
Black, Blue, Lime Green, Orange, Pink, Purple, Red, White

SUPPLIER OF THE YEAR

Our News Colors
Lime Green, Pink, Purple
Hockey Puck
LSP-HKO05

As Low As

*0.95x

e T

a m@d‘ca\

Pad Printing: Setup: $50.00 (v) per color/plate Re-Setup: $15.00 (v) per color/plate Run Charge: $0.20 (v) per additional imprint PMS Charge: $50.00 (v) per color, per order

Get Live Help at arielpremium.com Ariel Premium Supply, Inc., 8825 Page Avenue, St. Louis, Missouri 63114 (800) 270-7474




88VL WOMEN'S LIGHTWEIGHT V-NECK TEE

COMFORT HAS NEVER LOOKED SO GOOD. OUR RING SPUN LIGHTWEIGHT V-NECK TEES ADD A

O ®
TOUCH OF CONTEMPORARY STYLE TO ANY WARDROBE. OFFERED IN A SEMI-FITTED SILHOUETTE anVII
FOR WOMEN AND MEN IN UP TO 10 STRIKING COLORS.

FASHION FOR EVERYONE anvilknitwear.com

o



880 WOMEN'SLIGHTWEIGHT TEE

980 ADULT LIGHTWEIGHT TEE

WHILE OTHER TEES ARE THROWING THEIR WEIGHT AROUND, THE ANVIL® LIGHTWEIGHT COLLECTION
WINS SUMMER OVER: EASY 4.5 OZ RING SPUN COTTON FLOWS OVER SKIN WITH SUPERB SOFTNESS IN A
SEMI-FITTED SILHOUETTE. AVAILABLE FOR MEN AND WOMEN IN UP TO 36 COLORS, INCLUDING 5 NEW
NEONS.

FASHION FOR EVERYONE

anvil

anvilknitwear.com



ADVERTORIAL

CorporateKey (asi/63053)

WebJagu

ar Offers A Solid Platform For

Clients’ Ever-Changing Needs

When CorporateKey needed a website as techno-friendly and innovative as its own

products, AdvancedEMedia delivered.

CorporateKey has been in
business since 1998, introducing
many technology products to the
promotional industry. Considered
a "cool company” for being

at the forefront of mobile data
storage with its promotional

USB drives, today it's heating

up the market with innovative
designs in mobile accessories
and smart peripherals. With a
portfolio of patented products in
technology, CorporateKey needs
an exceptional website as well —
one that's attractive, easy to use
and flexible enough to remain on
top any product changes.

B2C Commerce

Remies Onine Varche:

FREE ONE-ON-ONE
CONSULTATION AND
WEBJAGUAR DEMO

The transition from
CorporateKey's old website to
the new WebJaguar platform has
been smooth. “For the last few
months, the WebJaguar team
worked with CorporateKey as
much as three times a week, an
hour each time.” Lee says. “In
between were lots of emails.” The
result is a customized website that
can meet ever-changing needs.
“Distributors can use our website
as a tool,” Lee continues. “They
can look up inventory and track
their product through the supply
chain. They can see their current
order.”

Accelerate Your Business
With Webjaguar

"We hired a local company
to do our website three or
four years ago,” says Kyu Lee,
president of CorporateKey. While
the provider was close enough
to assist easily, it did not have
specific promotional product
industry experience. The result
was disappointing. Lee then
spent a year looking for the right
company to help.

"We didn't look for the
cheapest solution,” he says.
"We looked for a company that
would understand the needs
of our business model and our
customer... At the ASI Show in
Chicago last year, we met AdvancedEMedia. They understood our
business model.” The choice for Lee was clear. WebJaguar was
the right e-commerce platform. He explains: “We were careful who
we picked. We needed tremendous resources to do a complete
website, including the back-end solution.”

AdvancedEMedia’s e-commerce platform called WebJaguar
provides small to mid-sized promotional products companies
an ability to easily automate and manage business with a fully
featured website, e-catalog/content management, shopping cart,
CRM and lead-generation technologies. “We've provided a front-
end and back-end solution to sell products online,” says Bachir
Kassir, president and founder of AdvancedEMedia. “We worked
closely with AS| to develop data feed based on the ASI database.
This gives users access to hundreds of thousands of products as a
complete turnkey e-commerce solution.”

“AdvancedEMedia makes
sure we completely
understand what to do.

If we have an issue, they
listen, go back and come up
with a solution.”

Kyu Lee, CorporateKey

Lee cites WebJaguar's
reflection of the ASI model and
its customers’ needs as key.

“The culture of our channel has
changed a lot over the last several
years,” he says. "Customers

look to companies like Amazon,
choose an order, then it ships
quickly. A website should fill all
the customers’ needs. We wanted
a product that was compatible
across the platform. It had to be
easy to navigate.”

So far so good. “Already the
experience has been wonderful,”
Lee says. “AdvancedEMedia
makes sure we completely
understand what to do. If we have an issue, they listen, go back
and come up with a solution.” Looking ahead Lee expects benefits
to be positive both in terms of the distributors’ experience and
for CorporateKey, freeing up staff to continue innovating and
serving its customers even better. “It's quicker for distributors
to get information online, such as what colors an item comes in,
what's available, etc.,” Lee says. Because the industry is constantly
changing, we needed a resource that can adapt to what distributors’
needs are. We are very excited to see it work.”

All that's needed for other companies to get started on their
own WebJaguar e-commerce solution is a Web browser. No
special hardware is required, nor does any software have to be
installed. WebJaguar is a cloud-based turnkey solution. For more
information, visit www.webjaguar.com/asi or call (888) 718-5051 for
a free consultation and demo.

10
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Distributor & Supplier Solutions

Run Your Entire Business
With WebJaguar’s Promo

Solution!

/ World-class E-Commerce Solution
/ Company-store Solution
Fully | / Punch-out Catalog Integration
Integrated Wlth
- AGi SmartLink / Special Apparel Layout

; / Order Manager / Back-office Tools

/ Sales Rep / Presentation Tools
/ Budget Approval /| MDF Funds Workflow
/ Dynamic Imaging / Logo Library

WILDMAN metrorCS 7 e V2

Corporate Apparel THE ROBERTS GROUP Cabler HUAWEI

Contact us for a FREE consultation ",—4
and demol! 1-888-718-5051 VVEDJaQ' Uar

www.webjaguar.com/promo The Power To Leap Ahead™



I m ZY Bl E ZY V//7/7/4//7/74LED SAFETY GLASSES
The lighted magnifier that fits in your wallet
to give you a powerful and portable source of

light whenever you need it. Ask about
imprint options.

ANSI Z87.1 certified safety glasses with powerful
LED lighting to assist in any task where hands-free
lighting and eye protection are needed. Great for
safety programs. Ask about imprint options.

EI . H0| CALL 847-783-5900 OR VISIT PANTHERVISIONPROMO.COM
TODAY FOR MORE INFORMATION ON ALL FOUR GREAT
LINES OF LIGHTED PROMOTIONAL PRODUCTS!




BRING BRANDS TO LIFE WITH A WIDE VARIETY OF FUNCTIONAL
LED PROMOTIONAL PRODUCTS

Whether on a dark jobsite, camping in the woods, reading in bed, or in a dimly lit restaurant, our hands-free lighting is
highly useful for all kinds of people to promote your customer’s brand. Panther Vision is proud to offer four unique lines

of innovative, wearable LED lighting products. All of our products are designed to be easily decorated and are a great
way to draw attention to company logos.

OUR PRODUCTS ARE GREAT FOR:

Camping Safety Programs Electrical Night Time Reading
Grilling Job Sites Auto Repair Dark Restaurants
Hunting Home Repair Tradespeople Reading Fine Print
Walking Plumbing Service Uniforms Portable Magnification

Stylish and functional, these lighted reading The original and most successful lighted headwear
glasses come in multiple colors and on the market today. Our flagship product line
magnifications from 1.0 through 3.0. offers the greatest selection of colors, styles and
Plastic carrying tube included and great lighting options to offer your customers solutions
for decoration. for every application and budget.

PANTHER VISION®

A Division of Waters Industries, Inc.
213 W. Main St.

West Dundee, IL 60118 =
Phone: (847) 783-5900

EXT. 104, 116 or 102
AS| #75825 www.panthervisionpromo.com PANTHER VISION
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New Marketing
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780 ADULT MIDWEIGHT TEE

£ TEE

/IOR VALUE!

ILITY. RING SPUN SOFTNES

{

STRAIGHTFORWARD AND STYLISH, ANVIL® MIDWEIGHT TEES COMBINE THE EXCEPTIONAL om®
SOFTNESS OF 5.4 OZ RING SPUN COTTON WITH A CLASSIC LOOK, FOR EVERYDAY COMFORT THAT

WILL MAKE IT YOUR GO-TO TEE. AVAILABLE IN 5 STYLES FOR MEN, WOMEN AND YOUTH IN UP TO anVI

18 COLORS.

FASHION FOR EVERYONE anvilknitwear.com
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y Cresgégit Trimmed Drawstring Duffle B Spectrucm Zipperdd Brief Tote

il / 14"Wx 18"HX 1.5"D - I 19'Wx13"HXB.5"D
el $3.78r* ) $5.790)

.‘

MB-6523
Full tuck Messenger Briefbag

F SB-6210
# /FArc Sporty Travel'

15"W X 11"H X 3.5"D 18"Wx 10"H x 8
$4.991* $5.490*
.~
Let’s have a conversation ¥ @Banakalnc
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RECEIVE SUPPORT 24/7 WITH ASI'S KNOWLEDGE BASE.
The help you need, when you need it: live chat, video tutorials, online guides and more.

NEWS & INSIGHT EDUCATION & NETWORKING MARKETING TECHNOLOGY SAVINGS

WITH AS|, YOU'RE NOT ALONE...

You can work from your home office and still be a successful entrepreneur with ASI®. Our member
benefits provide you with networking, support, technology, education and savings resources you
need to grow in the ad specialty industry.

News & Insight Support Savings

asicentral.com Chat Services UPS® Shipping
Counselor® Video Tutorials OfficeMax® OfficeDepot®
Advantages® Online Support Idea Custom Solutions
Wearables® Graphic Services
Stitches® Marketing PromoPayment

SGR™ Catalogs Credit Card Processing

Print Advertising
Email Newsletter Advertising

Email Newsletters Experian Credit Reports
MMIC Healthcare Services

Certified Marketing Consultants

Exclusive Research
EmailExpress™

Education & Constant Contact® Email Marketing
Networking Technology CST Collections Services

Industry Certification ESES

AS| Power Summit ESP Mobile™

AS| Show® ESP Websites™

Trade Shows Company Stores

ESP Websites Specialty Shoppes™
Connect™

AS| Brand Builder™

ESP Social™

Traffic Builder Plus™

Y Advertising
Find out more at www.asicentral.com 'ablc Rl

©2015, Advertising Specialty Institute®. All Rights Reserved. Other brands are the trademarks of their respective owners. 670-828263-0715
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WICKING & DEGORATED VALUES

- NEW
WICKING TEES

BG-6302 Ladies V-Neck XS-4XL
BG-7302 Adult Crew Neck XXS-6XL
100% polyester

Stain release, Snag resistant
3.80z - 13 colors

93,49,

BLANK

1eJ1auay) an|g

UOI

13 colors including Safety Orange & Optic Yellow

ok kk
ASI 40653

Free FReight Embroidered + Delivered

or screen printed

View website

Blue Generation = Free Freight = D';i'gg%rw w» Free Freight =» Customer .

Additional charges

for larger
sizes apply.

TOTALLY FREE FREIGHT DECORATED & DELIVERED TO YOU!” R

- QUALIFYING ORDERS TEL 1-888-336-4687 » FAX 1-888-744-7887
VISIT WEBSITE FOR DETAILS E-MAIL: INFO@BLUEGENERATION.COM WWW.BLUEGENERATION.COM




20

SPECTRUM
CELEBRATION™

NOW FULL-SIZE
FOR 2015

<R
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spectrum

S B aes

Destined to become your most indispensable and versatile
selling tool for the second selling season. The wide range of
products included in this convenient, full-size catalog will give
you the ability to satisfy a variety of your customers’ needs.

Call us! (800) 546-1392
Fax us! (800) 839-3969

Order online! www.asicatalogs.com

celebrated products spectrum celebration

CELEBRATION"™

©2015, Advertising Specialty Institute®. All Rights Reserved. Other brands are the trademarks of their respective owners
429-831882-0715
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Editor’s Letter
What's on the Outside Matters

Distributors should use enhanced packaging ideas and options to increase sales and client loyalty.

By Andy Cohen

For so long, we’ve been told,
“You can’t judge abook by its
cover.” It’s the meat, the inside,
the substance of a product that
matters so much to consumers
and business buyers. But lately,
there’s some tilting of the pen-
dulum toward the style of an
item and how it’s presented.

Indeed, packaging is in the
limelight these days, and no
more so than earlier this spring
when consumer packaged goods
giant Pepsico announced a new
packaging initiative. The compa-
ny’s Frito-Lay division unveiled
anew program that allows con-
sumers to customize their own
bags of Lay’s potato chips. Yes,
that iconic yellow bag of Lay’s
crunchers can be personalized
with your own image or that of
your dog, son, daughter, cousin —
or, yes, employees.

“The packaging and [research
and development] teams have
invested a lot of effort to figure
out how do we do these small
customized packaging runs
within the complexity of the mil-
lions of bags we produce,” said
Ram Krishnan, Frito-Lay North
America’s chief marketing officer.

Lay’s is banking on the notion
that these unique bags will get
people talking about their prod-
uct more than they would oth-
erwise. Lay’s will send a digital
image to the consumer as soon
as the bag is designed, hoping
the user will share it throughout
their social media outlets.

“Iwould say we are going to
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reach millions and millions of
people very easily,” Krishnan
said. “Consumers want this
two-way conversation.”

What buyers want today
is different than before. They
want products that are not only

useful and of high-quality, but
they want the things they buy to
really stand out. And, they want
those items presented in unique
and fun ways. That’s where
packaging and personalization
comesin - and it’s a trend dis-
tributors should capitalize on. A
T-shirt shouldn’t just be handed
out to a promotional recipient.
It should come in abox with a
note, or it should be compressed
into a unique shape, or it should
be inside of a hollowed-out
soda can. The key? Distributors
can offer enhanced personal-
ization today - distinct images
on a 1,000 different T-shirts,
for example - thanks to digi-
tal-printing advances.

The power of packaging and
personalization is the conversa-
tion that it starts among consum-

ers. Sure, the product inside has
to be well-received, but it’s what’s
on the outside that will really
make people talk and remember
the promotion. That kind of con-
versation among promotional
recipients is as powerful as the

product itself - today’s market-
ing can be enhanced so much by
word-of-mouth, and distributors
can help that process by provid-
ing highly personalized promo-
tional products inside of well-de-
signed, unique and buzzworthy
packaging, It’s an opportunity
today that shouldn’t be missed.

Plus, it’s a step in the right
direction toward combatting
what distributors currently say is
their biggest challenge — dealing
with price-cutters. You see, when
somebody is buying a product
inside of unique and creative
packaging, they’re purchasing
an experience more than a com-
modity. That’s what distributors
should be striving for today - to
provide clients with ideas that
stand out and that make their
promotions unique.

Anybody right now can go
online to buy a T-shirt or a
baseball cap or abandanna or a
sweatshirt for their upcoming
charity walk or outdoor fall fes-
tival. They’ll most likely come
across the exact same options

A T-shirt shouldn’t just be handed
out to a promotional recipient. It
should come in a box with a note or
it should be inside of a hollowed-out
soda can.

that you're offering, but those
items will probably come at a
lower price point than what
you're willing to offer.

That’s the conundrum for ad
specialty distributors right now,
so they need to separate them-
selves from the price conver-
sation by offering unique ideas
and, yes, packaging that buyers
couldn’t really find elsewhere.
It’s not only an up-sell, but it’s
away for savvy distributors to
connect better with clients and
increase customer loyalty.

Packaging ideas like the one
Lay’s is testing right now will
ultimately help to create a more
memorable experience for cli-
ents and the promotional recipi-
ents they're trying to reach. And,
really, isn’t that what promo-
tional campaigns are all about?
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News

WILL MERGERS AND ACQUISITIONS BECOME MORE COMMON IN THE AD SPECIALTY INDUSTRY?

/
o
1/ d/ ',‘ { F
Steve Levschuk Justin Zavadil Norm Hullinger Bill Korowitz David Woods Paul Lage
Talbot (asi/341500) ASB (asi/120075) alphabroder (asi/34063) Magnet (asi/68507) AIA (asi/109480) Gill Studios (asi/56950)
“Companies that don’t “Acquisitions will always “Yes, increased margin “Acquisitions take a “There has been a great “As barriers to success get
have the resources for be amajor part of larger pressure will cause both tremendous amount of deal of consolidation over higher because of regula-
infrastructure upgrades distributors’ growth suppliers and distributors | time and energy. Many the past 25 yearsand itwill | tions, product safety costs
will find great advantages strategies. I don’t see to seek ways to add ser- companies don’t have the continue. The overwhelm- | and aprolonged stagnant
in aligning with compa- that changing in the near vice while holding the line | people to physically and ing trend will be towards economy;, it’s a natural
nies that do.” future.” on expenses.” mentally pull off the big- larger and very well capi- business process to con-
ger deals.” talized companies.” solidate.”

» U.S. mergers and
acquisitions have
increased by 48% so
far in 2015, with deals
totaling $902.2 billion
in Q1 alone.

Where do
| sign?

» The technology,
finance and consumer
services sectors have
produced the most M&A
activity this year.

» The most significant
2015 acquisition in the
industry was when Sta-
ples Inc., agreed to pur-
chase Accolade Promo-
tion Group.

» Analysts expect
Ber0 of Google, has 22,000 corporate trans-
en nearly 50 acquisitions by : actions will be finalized
his firm in the last 18 months, closing - in 2015, making it the

deals with Nest, Titan Aerospace and
mobile payments company Softcard.

most active year for

3 M&A since 2007.
COUNSELOR | JULY 2015 25




News

Chatter

Now Trending

“Failing is proof that you’re meant to be a
successful entrepreneur. It shows you're
willing to shake up the status quo & try
new things.”

SHARK TANK JUDGE AND REAL ESTATE MOGUL BARBARA CORCORAN, VIA
HER TWITTER FEED @BARBARACORCORAN.READ MORE OF CORCORAN’S
INSIGHTS ON PAGE 77

“Entrepreneurs: Achievers move forward

at all times. Achievement is not a plateau,
it’s abeginning. Get out there & go for it! Set
the bar high and resolve to be bigger than
your problems. There’s nothing wrong with
bringing your talents to the surface. Having
an ego and acknowledging it is a healthy
choice.”

DONALD TRUMP, WITH ADVICE FOR BUSINESS OWNERS, VIA HIS TWITTER FEED
@REALDONALDTRUMP

“Tough times are inevitable in life and in
business. But how you compose yourself
during those times defines your spirit and
will define your future.”

VIRGIN CEO RICHARD BRANSON, VIA HIS BLOG AT WWW.VIRGIN.COM

“If people leave meetings without next
steps, the only next step will be more
wasted meetings.”

ROSABETH MOSS KANTER, HARVARD BUSINESS SCHOOL PROFESSOR, VIA
HERTWITTER FEED @ROSABETHKANTER
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Do you think wearables tech
items will quickly become
popular as promotional
products?

» THINK Limitless Promotional
Products We are a long way away
before this becomes a possibility. Once
they do hit the mainstream, I'm unsure
if there will be enough “real estate” on
the devices to show off much branding.
Soon wearables like these will become
too helpful for people not to adopt them.
Once this happens, the flood gates will
break open.

How do you jumpstart sales

during the summer?

» Amanda Vories Summer is the best
time for bundling promotions, since so
many involve outdoor events. A towel
and beach bag, a water bottle with a sun
care kit, etc; all are great opportunities
to create added value to a promotion.

» Erich Campbell With so many events
going on, this is also a great time to use
sponsorship as your own self-promotion
vehicle; sometimes for as little as a
small discount you can add your own
logo/slogan to event items and increase
your visibility.

Selection of
Tweets from the
#promoproducts
page
@MarketngTidbits
Sure, fewer people smoke
these days. But matches are still
excellent #promoproducts.

@prgstore A great giveaway is

always one of the steps to success

at conferences & trade shows.
#promoproducts
@Grapevine_KCRISE TO NEW
HEIGHTS. Celebrate your brand in a way
that raises you above your competition!
#PPWWeek #PromoProducts
@Crawfordind Upselling - Using a
high-gloss finish makes a statement on
any restaurant table #promoproducts
@chrispiperor @RepSchrader the
#promoproducts industry provides
3,202 industry jobs and generates
$103.7 million in revenue for #0regon
@NWPMA @PPAI_HQ
@PeakPromoCVille Getting your
business off the ground? Let us help
you with #promoproducts & #custom
clothing #smallbusinessowners
@socalsteph_527 Encourage your
employees and customers to get
#active in time for #Summer! #health
#fitness #promoproducts #social
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CHOOSE EMBROIDERY,

OR LASER ETCHING

FREE FREIGHT

ON $200 ORDERS*

FREE SETUP

ON EMBROIDERY

LB642 MIA
MOISTURE-WICKING KNIT JACKET

AVAILABLE IN 4 COLORS:

B sLAck 8 coraL

B cHARrCOAL B re0
BLANK DECORATED
AS LOW AS ASLOW AS

$53.50(P) $57.50(P)

2015 SPRING COLLECTION INCLUDING 12 NEW STYLES M
SEE MORE AT WWW.TRIMOUNTAIN.COM

TRI-MOUNTAIN® %d O

WE FIT YOU.™

TRI-MOUNTAIN RACEWEAR

*Free Freight on orders totaling at least $200 in net merchandise value of sale or regularly priced items. Not valid on discontinued a bulk one-time shipment to single location. Does not include
extra services (i.e. Lift Gate, Residential, Inside Delivery, etc.). Minimum order of 24 units for decoration promotion. Embroidery incld al swatch per order). Heat Transfer $4(P) Imprint area includes
up to 6 sq. inches. Laser Etching $4(P) imprint area includes up to 5x5 inches. Other fees may apply. Subject to change without notl F)15 Tri-Mountain. All rights reserved. ASI 92125, PPAI 134335, UPIC TRIMOGO3.
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News

“Business owners need to have conversations
about retirement and prepare for the future.”

Jay DesMarteau, TD Bank (see page 32)

Q1 Distributor Sales
Rise 3.5%

Exclusive data from ASI reveals
that distributors grew revenues
by 3.5% in the first quarter of
2015, the 21st straight quarterly
rise. Meanwhile, the Coun-
selor Confidence Index - a
tool that measures distributor
health and optimism - ticked
upward from 114 to 115, hitting
its highest ever point in the 14
years for which data exists.
Distributors say everything
from a stronger domestic econ-
omy to internal initiatives at
their companies are driving sales
and positive sentiment. “Overall
consumer confidence is higher
than ayear ago as key economic
indicators reflect continued tail-
wind in the economy,” said Terry
McGuire, senior vice president
of marketing at HALO Branded

Solutions (asi/356000).

HALO - and other leading
distributors - made sure to get
the most out of the improv-
ing economy by focusing on
strengthening their businesses.
“Our growth has been achieved
through recruiting - adding
high-performing industry sales
professionals — and organic
growth,” said McGuire, noting
HALO experienced a dou-
ble-digit revenue rise in Q1
compared to the same quarter
the previous year.

Similarly, Kotis Designs
(asi/244898) engineered reve-
nue growth in the first quarter of
2015. “We’re making every single
part of our business better so the
product we deliver to our cus-
tomer improves every day,” said

COUNSELOR | JULY 2015

Jeff Becker, the firm’s president.
While the industry-wide dis-
tributor sales growth is encour-
aging, the 3.5% increase in Q1
is the smallest quarterly rise in
the last five years. The previous
slowest rate of growth - 4.6% —
occurred several times during
that period, most recently in
Q3 of 2014. There is no con-
sensus on what caused the
slight Q1 slow down. It could
be everything from the harsh
winter that parts of the country
endured to a possible plateau-
ing effect that’s happened as
buyers, past the period of rapid
spending swells that occurred
post-recession, now purchase at
more consistent dollar levels.
Regardless, the slower rate of
sales growth has not dampened
optimism about 2015. More
than 60% of distributors expect
sales will increase this year,
while 31% anticipate that busi-
ness will remain steady. Only
8% expect business to drop.
“We’ll definitely be up com-
pared to 2014,” said Becker.
McGuire is confident that
HALO’s sales will continue to
surge, too. “HALO account exec-
utives are working harder — and
smarter - than ever to grow
their business,” he said. “We
have had several new account
executives join HALO since the
beginning of the year. Once they
settle in and start utilizing our
sales and marketing tools, their
business increases as well.” - CR

Companles Face
Talent Shortage

A new survey from employment
consultancy Manpower shows
more than one-third of global
employers are finding it difficult
to fill open positions. Data shows
38% of worldwide managers and
22% of U.S. managers are strug-
gling to find good talent to hire.
“Talent shortages are a real
problem hurting organizations'
competitiveness,” said Manpower
CEO Jonas Prising. “From the data
we've gathered and the structural
changes we can see coming in the
labor markets, we know the prob-
lem is only going to get worse.”
Manpower found that sales
reps and skilled trade workers like
chefs, engineers, mechanics and
electricians are the most chal-
lenging jobs to fill. Among the top
reasons global respondents cited
for their hiring woes are: lack of
applicants (named by 35%), lack of
technical competence (34%) and
lack of experience (22%).
Employers in Japan struggle the
most to fill vacancies, with 83%
expressing hiring problems. Firms
in Peru, Hong Kong and Brazil also
reported dealing with significant
talent shortages. Employers in the
United Kingdom and Ireland, con-
versely, are having relatively little
trouble finding good employees.
“Talent shortages are real
and are not going away,” said Kip
Wright, senior vice president
of Manpower North America.
“Despite impacts to productivity,
our research shows fewer employ-
ers are trying to solve the problem
through better talent strategies.
Employers will be under pressure
to position themselves as ‘talent
destinations’ to attract the best
workers that will drive their busi-
ness forward." - CR

29



News

A Kentucky court ruled in May that Hands
On Originals (asi/219413) had the right to
refuse to print T-shirts for a 2012 gay pride
festival, overturning a previous ruling by a
regional human rights commission.

The Lexington, KY-based custom decora-
tor, which specializes in Christian apparel

and promotional products, would not com-
ment on the court decision, referring media
instead to the Alliance Defending Freedom
(ADF), the religious freedom nonprofit that
argued its case.

Three years ago, the Gay and Lesbian
Services Organization (GLSO) asked Hands
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| RAN A 5K FUN RUN AND GOT MINE

www.outdoorcap.com/PromoProducts - sales@outdoorcap.com

f like us @facebook.com/OutdoorCapCo
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On Originals (HOO) to print shirts for its
pride festival. HOO turned the job down,
and the GLSO filed a complaint with the
Lexington-Fayette Urban County Human
Rights Commission, which ruled in favor of
the GLSO.

Judge James D. Ishmael of the Fayette
Circuit Court reversed the decision, citing
Kentucky’s religious freedom statute and
noting that HOO’s case was not about “insur-
ing citizens have equal access to services.”
Rather than refusing customers because
of their sexual orientation, Ishmael wrote,
HOO owner Blaine Adamson objected to the
T-shirt because of its message.

“Itis clear beyond dispute that HOO and
its owners declined to print the T-shirts
in question because of the message advo-
cating sexual activity outside of marriage
between one man and one woman,” Ish-
mael wrote. “The well-established Consti-
tutional rights of HOO and its owners on
this issue are well settled.”

He pointed out that HOO had turned
down orders for strip clubs and shirts with
violent messages in the past as well. Hands
On Originals states on its website its right
to refuse “any order that would endorse
positions that conflict with the convictions
of the ownership.”

Representatives from the ADF said they
were pleased with the court’s ruling. “The
government can’t force citizens to surrender
free-speech rights or religious freedom in
order to run a small business, and this deci-
sion affirms that,” said Jim Campbell, senior
legal counsel for the ADF, in a press release.

The GLSO expressed disappointment
with the court on its website. Officials close
to the case believe an appeal is likely. - TH
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Factory Fire Kills 72 Workers

A footwear factory fire in the
Philippines killed 72 workers

in May, many of whom were
trapped on the second floor of the
building, investigators said. The
fire happened at a rubber slipper
factory in Valenzuela City, near
the capital of Manila. The factory
is owned by the Kentex Manufac-
turing Corp., which sells flip-flops
under the brand name Havana.

“The situation happened very
fast,” said Rhay R. Sousa, a city
spokesperson. “Some people
had to jump from the building
to escape.”

Investigators have not
released an official cause of the
fire, although initial reports
indicate the blaze may have
been set off from welding work
on the factory’s gate. It appears
sparks ignited chemicals con-

tained in nearby containers.
More than three dozen officers
from the Philippine National
Police’s forensic examination
team have joined the evidence

doesn’t matter if it’s an accident,
people died. Many of those
retrieved were reduced to skulls
and bones.”

Since the fire, labor activists
have staged protests in Manila,
demanding an investigation of
the factory owners. The protes-
tors have specifically questioned
whether the factory had been
properly inspected and if the
facility had enough fire exits
and fire extinguishers. Reports
suggest Kentex was compliant
with safety requirements as of
September of 2014, its latest

inspection date.
The fire was one of the most
recovery process. deadly in Philippine history. In
“Someone will definitely be 1996, 162 people died in a disco
charged because of the deaths,” club fire in a suburb of Manila.
said police Deputy Director In 2001, a hotel fire in Quezon
General Leonardo Espina. “It City killed 75 people. - DV

What is my promotional
products company worth?

This is the most common question we hear from business owners. Even if they are not looking to sell in the near future, it is
imperative that business owners understand the value of what is likely to be their most valuable asset. In this volatile world,

no one knows what tomorrow’s future will hold, but if we arm ourselves with knowledge, we can still be prepared

for it. Certified Marketing Consultants is armed with over 100 years of industry knowledge to help you value, sell, 1@
grow or improve your promotional products company. Call us today for a confidential conversation. e
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260.637.6643 | infoQcertifiedmarketing.com

Jeff Meyer, John Schimmoller & Jamie Watson

CERTIFIED MARKETING
CONSULTANTS, LTD

Licensed Merger & Acquisition Specialist of the Advertising Specialty Institute®

S00-¥90T8£T001-TT

www.certifiedmarketing.com
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News

Small-Business Owners Concerned

About Retirement -

Not o

Many small-business owners
are worried that they lack ade-
quate funds for retirement.
That’s according to a new survey
from TD Bank, which found that
26% of owners are not confident
that they will have enough sav-
ings to retire comfortably.

The anxiety was greater among
entrepreneurs from the Baby
Boomer generation. Some 28%
said they are not very or not at all
confident that they will have the
necessary capital to retire well.
Only 21% of Millennials said the
same. An important reason for
this could be that, on average,
Baby Boomers launched their
current businesses at age 43;
Millennials jumped into entre-

preneurship at an average age of
26, allowing them more time to
earn and invest for retirement.
Additionally, the anxiousness
over retirement might be, in part,
aresult of the fact that only about
half of owners have a retirement
planin place.

“Smart business operations
need to consider the future,
including the retirement of the
owner,” said Jay DesMarteau,
head of small-business banking
at TD Bank. “Just as those in
the workforce should invest in
themselves through retirement
savings, business owners need
to have conversations about
retirement and prepare for the
future to ease the transition.”

According to the survey,
one-quarter of respondents
indicated they will close their
business when they retire.
Furthermore, 27% of owners
who started the company from
scratch said they plan to close
their business when they retire,
compared with only 8% of those
who took over an existing busi-
ness. Overall, 15% of business
owners said they would transfer
ownership of the business to
family or co-workers.

TD Bank’s survey includes
input from 667 businesses
across the United States. Each
company has less than $5 mil-
lion in revenue and fewer than
100 employees. - CR

Full Color Digital Logos

Il MOFe than Ever

BRAND IT WITH STAHLS"'

With over 80 years of experience, our decorating experts will
teach you the most innovative techniques in the industry.

FREE Education with Hands-On Decorating

{
) %@ July 14t at ASI Chicago
j 9am - 11:55am

Decorate More to Sell More:
2:30pm - 5:30pm

Special Effects Logos

Any Quantity, Any Color, Any Fabric

Increase Profits with Full Color Digital

Rip-Away Appliqué™
{ and Direct-to-Garment Printing

Make your own T-shirt, cap, and tote bag. i -QW.UM"“
We’ll show you how. ey
Visit booth #800

S
STAHLS!

800-478-2457 | Stahls.com | COU201507
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Disney Bans Selfie Sticks

On Rides

Visitors to Disney World and
Disneyland can officially no
longer use selfie sticks on rides,
with a park spokesperson say-
ing the items present a threat

to safety. Signs announcing the
ban have been posted outside
Big Thunder Mountain Railroad
and Space Mountain after recent
rides had to be stopped because
too many people were using the
picture-taking device.

The signs are “just a contin-
uation of our communication
efforts at a few key attractions,”
Disney wrote in an email to
the Orlando Sentinel.

Disney has recently been urg-
ing its ride workers to remind
visitors that any selfie sticks

= " r
should be stowed before begin-
ning a ride. Complaints about
selfie sticks on rides have grown
in recent months, with people
using social media to send out
pictures of the item extending
three feet away from a locked
seat. Disney is now stressing
it will allow selfie sticks in its

theme parks, but is asking vis-
itors to simply put them away
before they go on rides.

The selfie stick, which can be
logoed, has been increasingly
banned at popular events and
places in 2015. The Metropol-
itan Museum of Art and the
Guggenheim Museum have

outlawed the device, as have
music festivals Coachella and
Lollapalooza. Major sporting
events like Wimbledon and the
Kentucky Derby have prohib-
ited the selfie stick, as well.
Selfie sticks have been around
for decades, but have become
popular with advances in tech-
nology. The newest sticks have
built-in Bluetooth shutters
on their handles and sturdier
frames to keep heavier devices
likes GoPros from falling. While
selfie sticks have been banned
at various venues, they remain
top sellers in many tourist
hotspots, especially on the
streets of Europe. - DV

Are you tired of playing the
guessing game?

Certified Marketing Consultants has over 30 years of industry specific
experience to help you buy, sell or value your company. Call or email us

today for a confidential conversation about how to get started.

Jeff Meyer, John Schimmoller & Jomie VWatson

CERTIFIED MARKETING
CONSULTANTS, LTD

260.637.6643 | info@certifiedmarketing.com

Licensed Merger & Acquisition Specialist of the Advertising Specialty Institute®

www.facebook.com/certified marketing
www.certifiedmarketing.com

COUNSELOR | JULY 2015

TIP0 L195T8-068

33



News

Mergers & Acquisitions

Newton Files Chapter 11 &

Sells Assets to HALO

Top 40 distributor Newton
Manufacturing Company
(asi/283300) has filed for Chap-
ter 11 bankruptcy protection in
U.S. Federal Court in Des Moines,
IA. The filing also includes a
court motion to sell nearly all of
Newton’s assets to fellow Top

40 distributor HALO Branded
Solutions (asi/356000). Both
parties have signed the definitive
agreement, although the court
action could also include poten-
tial competitive bidding. The
transaction between Newton and
HALOQ, though, was expected to
be an expedited sale that closed
by the end of June.

“We have explored several
options to resolve the difficult
financial environment we have
operated under for several
months,” said Mancil Laidig,
Newton’s president. “It became
clear that our greatest assets —
the Newton sales force and the
loyal team that supports them
—would be best served with a
Chapter 11 filing.”

Laidig further said that HALO
bought out the position of New-
ton’s senior, secured lender and
has agreed to provide Debtor
In Possession (DIP) financing.
“This financing will assure all
Newton orders that are shipped

and billed from today forward
will be paid in the normal course
of business,” he said. “The confi-
dence this will provide our sup-
pliers in filling our orders will
have an immediate and positive
impact on our ability to serve
the Newton sales force and their
customers.”

Laidig also sent a letter to
suppliers that said the company
was still trying to recover from
acomputer system conver-
sion that began last year. “As
akey supplier to Newton, you
know that we have experienced
financial difficulties for the past
several months related in large

part to the system conversion
we completed in 2014,” said
Laidig in the letter, which was
obtained by Counselor. “We have
struggled to sustain our financial
commitments and have been
searching for the best possible
outcome for our sales force and
for suppliers like you who have
been supportive of our efforts
over these past many decades.”
The solution to these financial
concerns, Laidig said, would
partly be solved through its
transaction with HALO. It’s a
deal for HALO that will provide
access to an increased client
base and new sales force. “We
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Idea Custom Solutions keeps your business moving.
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solutions, including vector artwork and image editing.
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have reviewed Newton’s finan-
cial performance with their
team and their financial advisors
for quite some time. We felt

we could provide a meaningful
value for their business that
would allow them to apply much
of the proceeds to pre-filing lia-
bilities,” said Marc Simon, CEO
of HALO. “Our goal is to retain
value in Newton’s business
during this transition in order
to provide a great home for their
loyal sales force, opportunities
at HALO for many of their expe-
rienced support staff, and as
much payment on pre-filing lia-
bilities as possible to our valued
suppliers.”

» Safeguard Acquires
Fontis Solutions

Top 40 distributor firm Safe-
guard Business Systems
(asi/316203) has completed its

acquisition of Fontis Solutions
(asi/230085). Financial terms
of the transaction were not
released. “When you look at
the Fontis business, it’s really
clear to see why they’ve been so
successful and why they are the
largest business in our industry
operating west of the Rocky
Mountains,” said Scott Sutton,
director and vice president of
Safeguard Acquisitions Inc.
“Simply put, it’s the people. Not
only are they skilled and knowl-
edgeable, but also dedicated
and passionate about helping
customers run and grow their
businesses.”

Fontis was founded in 1983 as
Image Printing Solutions and
adopted the Fontis Solutions
name in 2011. The company,
amember of Counselor’s Best
Places to Work list for the past
two years, is a print services pro-

vider that also sells promotional
merchandise, online communi-
cations and technology services.

» McCabe Acquires
PromoMedia Group
Canada-based McCabe Pro-
motional Advertising Inc.
(asi/264901) has acquired Pro-
momedia Group Inc. Financial
terms of the deal, made public
in mid-May, were not disclosed.
“Promomedia is a market
leader in eastern Canada with
agreat regional brand recogni-
tion and a motivated corporate
culture that meshes intui-
tively with ours,” said Jamie
McCabe, president of McCabe
Promotional. “By combining
the companies’ strengths and
geographies, our customers will
benefit from expanded sales
and support capabilities.”
Prior to the Promomedia

acquisition, McCabe had Cana-
dian offices in London, Clinton
and Toronto, as well as repre-
sentation from Windsor to Tim-
mins. This new agreement now
extends McCabe’s reach into the
Ottawa National Capital Region
and Quebec markets. Besides
ad specialties, Promomedia is
well known for offering graphic
design, embroidery, warehous-
ing and fulfillment. “Promo-
media’s bilingual service capa-
bilities and extensive Quebec
client base will further enhance
McCabe’s service delivery and
operating base,” McCabe said in
astatement.

Promomedia’s sales are
up 40% year-over-year so far in
2015, McCabe told Counselor.
Meanwhile, McCabe Promo-
tional has increased its revenues
by double-digits each of the last
three years.
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News

CounselorMag.com

Trends and insights from our website

» Tech Talk

Wearable technology products
are all the rage these days — even
showing up on fashion runways.
From hats that monitor heart
rate and burned calories (and
then automatically send the
data to a cellphone) to the Apple
Watch, which does just about
everything an iPhone can do,
wearable tech items could be
the next big thing when it comes
to promotional apparel. “It’s a clever product
and might work for promotional product
distributors,” said Taraynn Lloyd, director of

marketing for supplier firm Edwards Garment
about the LifeBEAM Smart Hat (shown here). “I can definitely see adoption of
this item by Millennials because they’re so geared for this type of activity and
use smartphones constantly.” Go to www.CounselorMag.com now to see our
full wearables tech showcase.

Good Sports
“Sporting goods are great
for education clients, as
well as local community
sports leagues. Don't forget
about uniforms, too.”

— Dave Vagnoni, Counselor
senior editor, in the latest
episode of Counselor Product
Close-Up, online now.
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The percentage of distributor
sales that came from the
education sector in 2014,

the number-one market for
promotional products.

Facebook
Comments
We Loved

My first concert was...

Lori Garofalo
Alabama! Even got a
kiss on the cheek from
Randy Owens!

Shawn Pollock
Oingo Boingo on
Halloween.

Rhiannon Rowland
New Kids on the Block,
in 1989!

Mike Johnson
Foreigner, with
Billy Squire as the
opening act.

Make Vacation a
Priority

An excerpt from a recent
Counselor Commentary on
our website. Go to www.
CounselorMag.com to view
the complete archive.

What's your plan for the summer
of 20157 Sure, you'd like to grow
your sales. Maybe you want to
be more active on social media.
You could even be thinking about
volunteering at a nonprofit. These
are all good ideas. Hopefully,
though, you'll also be spending
some time away on vacation. You
really should make it a priority.

A recent American Express
OPEN survey showed 60% of
small-business owners expect
to take a week-long vacation
this summer. This is a nice jump
from a year ago when only about
half of business owners planned
a getaway. There are some
legitimate reasons for not sailing
away this summer. Thinking your
company will not survive without
you, though, is a very bad reason.
There seems to be a fear inherent
in entrepreneurs that if they take
vacation, they'll lose business,
their customers will stop liking
them and whoever they put in
charge will set the office on fire.
Your company will be fine.

You can prevent a lot of while-
you're-away issues by taking a
few simple steps. First, let your
customers — especially the good
ones — know you're taking a
vacation. Be clear and tell them
who they should contact while
you're gone. Second, pick a time
to vacation when your company
typically has a lull. Third, hire
a temp to take your calls and
forward you any messages that
just can't wait. If you have to, set
aside a time every day you're
away to be available for a quick

conversation.
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The ALL NEW JERZEES® Easy Care™
Sport Shirt Collection has all

the fabric benefits you expect in
quality uniform and corporate
apparel selections.

The WRINKLE RESISTANT pique

is made with a cotton/polyester

blend that promotes SHAPE AND

"‘ : COLOR RETENTION for a long-
lasting professional look. Plus, it's
made with MOISTURE WICKING
performance that keeps the wearer
cool, dry and comfortable. All for an
exceptional value.

With a companion selection, the all
new JERZEES® Easy Care™ Sport
Shirts are the ideal choice for your
restaurant, healthcare, hospitality,
and corporate client programs.

JERZEES.com * 800-321-1138

Join our community
li Facebook.com/JerzeesActivewear

W @IERZEESApparel

Made with « 5.3 0z 65/35 Polyester/Cotton
advanced moisture « 11 colors available in every size

MOISTURE

management «§5-5K1

© 2015 Russell Brands, LLC

easy care
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News

» Index Watch

April 30 - May 29
Distributor

Stock Report

Small gains and losses in May. +0.75%

4/30/15-5/29/15

Stock 52-\_Neek 52-week Pe'l;-gtl;:re c apﬁg:ikzeatti on Per-Share Percent
Company Exchange | Symbol high low (5/29/15) (in millions) Change Change
DISTRIBUTORS
p> 4imprint Group LSE FOURLL £11.60 £6.11 £10.93 £ 304 0.011 0.09%
» Inner Workings Inc. NASDAQ | INWK 9.44 4.94 6.36 334 0.03M 0.47%
> Mobiquity Technologies Inc.* QoTC MOBQ 0.65 0.18 0.295 20 (0.03) ¥ -7.81%
>Safeguard Business Systems NYSE DLX 69.77 5146 6383 3190 092V -1.42%
»Tic Toc (Div. Omnicom Group Inc.) NYSE OMC 80.98 64.03 7453 18,210 (123 ¥ -1.62%
>-Stagles Fromotional Products NASDAQ | SPLS 19.40 10.70 16.465 10,548 0154 0.89%
SUPPLIERS
>-3M Fromotionial Markets Dept. NYSE | MMM 17050 13060 159.08 100,910 2691 1.72%
» American Apparel Inc. AMEX APP 1.30 0.50 0.58 102 (0.09) ¥ -13.43%
»BIC Corp. PAR BIC €158.75 £€93.84 €150.05 £€7252 1201 0.81%
» Cutter & Buck (Div. New Wave Group) STO NEWAB €46.20 €26.80 €43.20 €2,900 ©.70)\Vv -1.59%
P Delta Apparel Inc. AMEX DLA 16.62 8.21 13.85 109 1581 12.88%
P Ennis Inc. (Parent company of Admore and Alstyle Apparel) NYSE EBF 17.21 12551 16.82 434 1441 9.36%
P Fossil Special Markets Division NASDAQ | FOSL 115.20 68.55 7101 3,470 1297V -15.44%
»Hanesbrands NYSE HBI 34.80 20.78 31.86 12,800 078 M 2.51%
P Hilton Apparel Group (Div. Jarden Corp) NYSE JAH 54.27 36.27 53.06 10,220 1881 3.67%
» Johnson Worldwide Assoc./JWA NASDAQ | JoOUT 35.29 2215 2397 239 (753) W -23.90%
»Lancer Label (Div. Mai Well Inc) NYSE CVvO 3.85 1.39 2.50 170 0521 26.26%
P Lee Printwear (Div. VFCorp. Acquisition Co) NYSE VFC 77.83 59.82 70.43 29,930 (2.00) Vv -2.76%
P Pfaelzer Brothers (Div. ConAgra) NYSE CAG 39.04 28.60 3861 16,490 2461 6.80%
> Sanford BusinessTo-Business NYSE | NWL 4073 28.89 39.53 10,620 1401 3.67%

*Formerly Ace Marketing & Promotions Inc. All prices in U.S. dollars unless otherwise noted.
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News

By The Numbers: Shirts

Data reveals nearly half of U.S. consumers own a promotional T-shirt.

African American consumers are much more
likely to keep their shirts because they are
attractive, compared with other groups.

46%) 40%) 36% 33%

Black Asian Hispanic White

92%

Men are
much more
likely to own
promotional
shirts.

8%

OF U.S.

CONSUMERS

OWN LOGOED
SHIRTS

Consumers know who gave them
their promotional shirt, especially
in the Midwest region.

% who recall advertiser on shirt

West: 93%

Southwest: 88%

Northeast: 88%

Branded shirts:
swaying opinions,
influencing people

2l %

of U.S. consumers feel
more favorable about the
advertiser who gave them

apromotional shirt.

ssions Study

Shirts in the
Southeast
score big.

cialties Impre

ource: 2014 ASI Ad Spe

Promotional shirts in the Southeast
generate nearly 4,000 impressions. @
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WE WERE FOUNDED 45 YEARS AGO AND OUR SANMAR FAMILY VALUES REMAIN AT THE HEART OF OUR

BUSINESS. FROM PRODUCT DESIGN AND DEVELOPMENT, TO PACKAGING AND SHIPPING YOUR ORDER, OUR
TEAM WORKS EVERY DAY TO: BE NICE, Passionately Serve the Customer, DO THE RIGHT THING,
DELIVER QUALITY, INVESTIN EACH OTHER AND MAKE A DIFFERENCE. WE HOPE YOU EXPERIENCE THIS
EVERY TIME YOU SPEAK WITH OUR SALES TEAM, VISIT SANMAR.COM, AND RECEIVE A SHIPMENT FROM US. WE'RE
PROUD OF OUR FAMILY ROOTS AND REMAIN COMMITTED TO LIVING OUT OUR VALUES EACH AND EVERY DAY.

O O ® caraocs-onLINE  800.426.6399  SANMAR.COM SANMAR

asi/84863
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New Style

—2465

Power Washed

Muscle Tank

(Available in Black & White)

@

PCWIER WASHIZD

Enzyme-
treated to
feel like It’s
been washed
40 times.

You Can Order Mill Direct!
—United States / HQ
Wholesale Imprintable Divisi
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Tel: +1 {213) 488 0226

csr@americana pparel.net
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Case Studies

Profile - Management

Profile

Create a Virtual Office

The benefits of working exclusively at home.

By Dave Vagnoni

Research suggests as many as
30% of American workers now
telecommute - a monumental
jump compared to just a decade
ago. Studies show people who
work from home are happier,
more efficient and actually put
in longer hours than employees
who are strictly in the office.

Increasingly, companies are
offering a work option that goes
beyond occasional telecommut-
ing. Firms from Github to Jet-
Blue to industry supplier SanMar
(asi/84863) have created systems
to let employees work entirely
from home. “For SanMar, our
work-at-home program allows us
to have the size of staff without
needing the office space to sup-
port that staff,” says Kevin Shea,
manager of the supplier’s inside
sales team.

Read Shea’s advice for devel-
oping a work-at-home program.

Q: Why did SanMar start a
work-at-home program?

A: We launched the at-home
program in 2005. It allowed us
to employ the number of staff
we felt we needed to service
our customers without expand-
ing our physical office space. It
allowed our employees more
time to relax with their families
instead of commuting, while
also saving money on gas and
keeping cars off the road. We
viewed it as a win-win at launch

COUNSELOR | JULY 2015

and are still quite pleased with
the success of this program.

Q: How many employees now
take part in the program?

A: Over 350 employees take part
in our at-home program and
almost all of them exclusively
work from home.

Q: What types of jobs are
included in the program?

A: Every role within our inside
sales department has the
opportunity to work from home
at least a portion of the time.
We also have credit team mem-
bers working primarily from
home. Other departments can
opt to allow staff to work from
home, as needed.

Q: What are the benefits?

A: We can bring on employees
across the country with differ-
ent backgrounds and unique
perspectives. Also, in times of
inclement weather, we are well
prepared to meet our customers’
needs. Employees also find it is
atremendous benefit in getting
time back with their family. This
translates to them being even
more invested in their career.

Q: What are the greatest
program challenges?

A: Reliable high-speed Internet
was an issue at first. We have
worked with our Internet pro-

Kevin Shea is the inside sales

team manager at SanMar.

vider to ensure that our speeds
are now at the level necessary to
run our business.

Q: How do managers know

if at-home employees are
working as they should?

A: We use tools and technologies
like instant messenger, emails
and videos to keep in touch with
our at-home employees.

Q: What technology does
SanMar use to help workers
be more productive at home?
A: Webcams allow us to stay con-
nected and not just be avoice on
the other end but also visually
connect with each other every
day. Instant messenger allows
our employees to get quick
answers to things they need
assistance with as well as stay
connected to their teams. Dual
monitors provide the ability to
multitask more efficiently.

Q: Does the technology and
software strengthen training,
too?

A: By adding webcams and sup-
porting technology to allow for
Web conferencing, our training
is much more interactive. Having
the visual as well as the audio has
gone along way in our ability to
better connect with each other
while conducting training.

Q: Are there specific ways
SanMar uses the program to
recruit talent?

A: Our work-from-home pro-
gram is open to anyone living in
a state where SanMar operates
and has awarehouse. This has
allowed us to recruit from dif-
ferent markets that we wouldn’t
otherwise be able to do.

Q: What policies are in place
for at-home employees?

A: We have the same policies and
expectations in place for those
working at home that we have for
employees here working on site.

Q: What advice do you have
for companies considering
virtual office programs?

A: Make sure employees have
the equipment needed to do their
jobs, the resources and training
materials available to them on
the Web, and the support struc-
ture to know where to turn for
help when needed.

45



Case Studies

Management
Ensuring Safe Products

What distributors need to know.

By Shane Dale

With arecent increase in state
and federal regulations - not
to mention a heightened con-
cern among end-buyers — pro-
motional product safety is as
important as it’s ever been.
What’s more, distributors
may bear greater responsibil-
ity for an unsafe product than
they might think, according
to Shamini Peter, director of
compliance and imports for
Top 40 firm Axis Promotions
(asi/128263).

“If you're a distributor and you
buy apparel from any company,
and then move it to a decorator,
who’s the manufacturer in that
process?” she asks. “Is it the sup-
plier, the decorator, the client?”

The answer, according to Peter,
is the distributor. “The distribu-
tor directed the decorator to put
the decoration on it, and moved it
to the client,” she says. “So, in the
eyes of the law, the distributor is
the manufacturer.”

Peter constantly reminds
distributors, along with her
company’s own sales reps, that
product safety isn’t an option.
“It’s not just a nice thing to
have - it’s the law,” she says. “If
you don’t ensure your products
are safe for the consumer, it
becomes a really expensive ven-
ture to recall, and it puts your
client’s brand in jeopardy.”

With that sobering reality in
mind, here are some steps for
making sure every promotional
item you distribute is safe and
compliant.

46

Become Familiar With
Regulations

U.S. federal safety regulations
that pertain to promotional
items are primarily geared
toward children, according

to Peter. The most notable is
the Consumer Product Safety
Improvement Act, which was
passed by Congress in 2008 and
is enforced by the Consumer
Product Safety Commission
(CPSCO). The act introduced
new standards for the accept-
able level of certain substances
in apparel, personal care prod-
ucts, toys, school supplies and a
number of other items.

SAFETY FIRST

The CPSC also has Small
Parts Regulations in place for
products intended for children

younger than three years of age.

While Peter believes it’s neces-
sary to closely review these
federal regulations, she thinks
scrutinizing state rules is just
as important. Each state has
adopted its own set of safety
guidelines, such as Proposition
65 (known as the Safe Drinking
Water and Toxic Enforcement
Act 0f1986) in California, and
the Lead Poisoning Prevention
Actin Illinois.

“You need to know where
the product is actually going to

be distributed to the final con-
sumer,” Peter says. “Is it in your
state? California? Illinois? An
international location? That’s
important because while there
aren’t many federal regulations
in place, the states have taken it
upon themselves to have regula-
tions to protect their citizens.”

Ask About Recipients
Peter says the most important
question a sales rep should ask
their clients before process-
ing an order is “Who is the
intended audience?”

“If the audience is children,
then you know there are certain

JULY 2015 | COUNSELOR



protocols you need to follow in
terms of testing, whether it’s
federal or state regulations,”
she says. “It should be tracked
closely. If you're moving chil-
dren’s products to a decorator,
you have to have a secondary
tracking number to track just
the imprinting of the product in
case there are chemical contents
above regulation.”

Even if the promotional items
aren’t intended for kids, Peter
says they may still wind up in
children’s hands at certain end-
buyer events. That’s why she
stresses the need to learn as
much about the event as pos-
sible - namely, whether children
will be in attendance.

“Then, you would look at the
products - whether any of them
are what I consider elevated-risk
products,” she says. “That would
include children’s products,
toys, drinkware as regulated by
the FDA, anything that contains
foods, anything that goes against
the skin like jewelry or tattoos,
anything that can go in the
mouth, liquids like hand sanitiz-
ers, and lip balm.”

If you're dealing with these
kinds of items, it’s crucial to
partner with an experienced
and reputable supplier - one
who understands regulations
and works with the correct test-
ing agencies.

Michael Bowers, account
manager for Bowers & Associ-
ates (asi/144035), agrees that it’s
essential to track any product
that could end up in a child’s
hands. “With that comes label-
ing requirements and making
sure that you have the country of
origin and tracking information
on the product, should there
ever be arecall issue,” he says.

“I think that’s a big thing that
alot of the industry is missing.
On the child products, they blow
right by that one.”

COUNSELOR | JULY 2015
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Associates (asi/144035).

Some suppliers have begun independent
testing on batteries for chargers and other
devices that are imported to the United States
- but that doesn't mean some substandard
products don't slip through the cracks. “There's
this whole aftermarket of batteries floating
around overseas, and it's the reason someone
gives you a ridiculously low price on a charger —
they're using a bad battery,” Bowers says.

Tech Products Safety

Batteries used for high-tech items are quickly
becoming one of the largest safety issues among
distributors. “That's becoming the top concern
for everybody, because you're hearing all these
stories of third-party, lower-grade batteries being
used in the chargers and things like that,” says
Michael Bowers, account manager for Bowers &

To be on the safe side, work with suppliers to
ensure those products are property certified.

“The Lithium ion power chargers don't typically
have specific regulations, but you want to work
with a supplier to ensure that the product is UL
(Underwriters Laboratories)-certified or certified
to the equivalent of UL, that the products have
a UL marking or a CE marking,” says Shamini
Peter, director of compliance and imports for Top
40 firm Axis Promotions (asi/128263).

According to Peter, there are subtleties that
distributors need to be aware of — or they can
be fooled. “A lot of people try to tell you, ‘Oh
yeah, | have UL products, but it's really just the
ion battery that has it, not the product,” she
says. “It's important to understand that the
certification should apply to the entire product.”

Require Proper
Documentation

It’s the distributor’s responsi-
bility to ask suppliers - espe-
cially those who operate over-
seas - for the necessary safety
documentation before placing
an order, Bowers says.

“You’re reading all these sto-
ries about Bangladesh and the
factories over in India that are
getting shut down. There are
alot of social compliance and
environmental issues,” he says.
“The bottom line is you want
to know who your suppliers are
partnering with.”

Larger distributors, Bowers
concedes, probably have an
overseas office that can closely
monitor safety protocols. But
90% of industry distributors
don’t have that luxury. So what
can be done? “The first step is to
find a trusted supplier who has
gone through QCA certification,”
Bowers says. “Then develop a
questionnaire for them on how
to source responsibly.”

Bowers thinks there are clear
benefits to doing business with
large suppliers with overseas
departments that engage in
safety certification. “Go to sup-

pliers like Leed’s (asi/66887)
or Prime (asi/79530) that have
their own division and say, ‘I
want some information on
this factory. Send me an audit
report,” he says.

This pre-qualification, as
Bowers calls it, involves a host of
requirements. “If a factory can’t
produce an audit that shows it’s
been certified, it’s treating its
employees the right way, it’s met
cleanliness and safety standards,
then we don’t want to move
forward with trying to source a
product through them,” he says.

Consider Independent
Testing
Bowers says many of his clients,
particularly the larger ones,
aren’t satisfied simply with
pre-production product safety
testing. “What can happen is
the factory puts all its bells and
whistles into the pre-production
sample, and that slides through
testing fine, but then you have to
have some checks and balances
on the back end,” he says.

In fact, the big corporations
- like Coke, McDonald’s and Dis-
ney — want multiple tests done.
“Not only do they want the test-

ing done on the pre-production
sample,” Bowers says, “they
want a product pulled from the
production run and they want
that tested as well.”

Bowers utilizes an indepen-
dent laboratory for that kind
of testing, and he recommends
other distributors do the same.
“Some of the big ones are SGS
and Intertek - third-party, inde-
pendent laboratories that will
set standards for a product,” he
says. “That way, you have some-
thing outside your supplier and
outside the distributor.”

Why is it so important to con-
duct this kind of independent
testing on the back end? Bowers
offers up an example. “Let’s say
you’re doing a duffel bag that
needs to have a certain fire rat-
ing on the material,” he says.
“It’s easy to go and get mate-
rial to run the pre-production
sample that checks out. But
when they run 5,000 or 10,000 of
them, how is there any account-
ability that the factory is using
that same lot of material on the
production run?”

In increasingly common cases
like this, one level of testing,
Bowers says, just won’t cut it.
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The Quarter-Zip Gets Its Day

This outerwear staple has increased in popularity and is primed for a promotional breakout.

By Sara Lavenduski

An end-buyer comes to you
with a challenging apparel
requirement: She wants to pres-
ent a group of high-performing
employees, comprised of men
and women of varying ages,
with a single logoed piece that’s
professional, comfortable and
versatile, in order to garner the
most impressions for the brand.
An ideal solution, and one
that’s gaining momentum in
retail and in the promotional
industry, is the quarter-zip
pullover. Now with more varia-
tions than ever before, it offers
extreme versatility for almost
all demographics and markets.
“It’s both athletic and casual
and can be worn throughout the
day and during evening activi-
ties,” says Rachel Newman,

“Quarter-
zips aren't
relegated
to a specific
market or
gender.”

Steve Zimmerman, J. America
COUNSELOR | JULY 2015

director of sales and marketing
for Hanes Branded Printwear
(asi/59528). “It’s more polished
than a traditional crewneck or
hood, and offers the comfort

of fleece with the style of a
sweater. We’re also seeing Mil-
lennials, particularly those in
the college market, embrace its
comfort and style.”

Vantage Apparel (asi/93390)
carries a variety of quarter-zips,
including performance styles,
sweaters and fleece, at a variety
of price points, says Gina Bar-
reca, director of marketing.
“Performance pullovers are the
hottest segment for us right
now,” she adds. “Their versatil-
ity for sport or casual wear plus
the ease of layering with them
are driving momentum. We’ve
actually seen them replace tra-
ditional crewneck windshirts in
the golf market.”

J. America (asi/62977) has met
current demand by adding the
COSMIC Poly Fleece Quarter-
Zip (8614) and the Shadow
Mesh Quarter-Zip (8186) to its
offerings. “Quarter-zips aren’t
relegated to a specific market
or gender, and there are no age
limitations,” says Steve Zim-
merman, national sales director.

“They’ll continue to be a strong
option, and we’ll see more ladies’
versions and lightweight perfor-
mance fabrics.”

When addressing an end-
buyer’s apparel needs, it’s
important to make them aware
of the possibilities that quarter-
zips offer. “Clients may instinc-
tively defer to a crew or hood,
without realizing how many
options are available,” New-
man says. “The quarter-zip
offers a style-driven sil-
houette, so it may lead to
additional business instead
of just replacing existing
crew and hood orders. It’s
also a perfect alternative to
sportshirts and gives buyers
something new to consider.”

Quarter-zips don’t just pro-
vide a stylish look, says Barreca.
They’re also an ideal canvas for
avariety of embellishment tech-
niques, including etching, appli-
que and patches, in unique loca-
tions. “Make sure to show logo
options on a sample garment,”
she adds. “The quarter-zip
trend will continue with upscale
fabrications, contrast details,
color-blocking, mixed-media
construction and lighter weights
with stretch properties.”

The COSMIC fleece quarter-zip
from J. America is made of 100%
spun polyester fleece and includes
a self-fabric collar, waistband, cuffs
and pocket
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Fanny Pack Comeback

They're back! Here are ways to capitalize on a retro apparel accessories trend.

By Theresa Hegel

Despite a decidedly mixed
reception since they became
popular in the 1980s, fanny
packs, also known as waist
packs, are proving their stay-
ing power with a revival that
continues to gain momentum.
Among the celebrities recently
sighted sporting them are Sarah
Jessica Parker, Jared Leto and
Fergie, and they’ve also been
popular in retail and on the
catwalks. Designers Alexander
Wang, Lilly Sarti and Rudsak all
featured waist packs in recent
Spring/Summer 2015 fashion
shows, and Extreme80s, a Web-
based retail store dedicated
to 1980s-inspired apparel and
accessories, offers a variety of
vintage styles.

“The fanny pack is making
a huge comeback,” says Alex
Morin, executive vice presi-
dent of sales and marketing at
Debco (asi/48885). “They’re
no longer relegated to the ’80s,
particularly the sporty variety
that are making huge waves

“They're
perfect for
yoga studios,
gyms, swim
clubs, schools
and walks/
runs.”

Christine Santori, goband
50

The Thirst Breaker Two-Bottle Waist Pack from Debco is made of neoprene with mesh backing and includes two
HDPE water bottles, a padded back panel, zippered main pocket and adjustable webbed belt.

these days.” Currently, Debco is
meeting client demand with the
neoprene Thirst Breaker waist
pack (N6453) that holds two
water bottles, perfect for hiking,
camping and fishing.

Two of the most popular
styles from Nissin Cap & Bag
(asi/30107) are the single-zip-
per fanny pack (1012) and the
three-zipper fanny pack (1015),
made of 600D polyester with
a heavy vinyl backing. “We’ve
had a number of inquiries for
waterproof and water-repellent
styles,” says Vice President
Julia Hong, “particularly from
customers who might be using
these near water, such as water
park lifeguards.”

Possible applications for
fanny packs run the gamut,
says Kevin Xiao, vice presi-

dent of Atteff International
(asi/37455), who cites camps,
lifeguard stations, YMCAs,
banks, conferences and travel
agencies as promising clients.
“Some of our high-end fanny
packs, such as the Mossy Oak
camo outdoor pack with gun
compartment (BF1729MO),
are good options for outdoor/
hunting events and activities,”
he explains.

For end-buyers who want
a super streamlined look in
addition to quick, hands-free
access to essentials, check out
goband (asi/61103), which
offers a flattering, fitted hip-
band organizer that’s ideal
for active lifestyles. “They’re
perfect for yoga studios, gyms,
swim clubs, schools and walks/
runs,” says Christine San-

tori, sales representative. She
notes that the editor-at-large
of Oprah’s O magazine, Gayle
King, wore a fanny packin a
fall issue, calling it the “perfect
accessory.”

When looking to embellish
fanny packs, consider screen
printing and heat transfers.
Goband even offers bling and
rhinestones. Embroideryis a
possibility, though often, Hong
says, the pockets prove too
small for the hoop.

“Many companies are now
gravitating toward full-color
decorating options,” Morin says.
“Lately, decorators have been
incorporating cool wraparound
artwork that showcases brilliant
graphics and contemporary
taglines. We've also seen some
pretty awesome sublimation.”
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Since its inception more than a quarter of a century ago, New England-based
Charles River Apparel has been recognized for quality, style, performance

and value. The company's award-winning in-house design team incorporates
the latest materials and technology to deliver apparel with versatility and long-

lasting wearability. CHARLES RIVER
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Check out our new Women'’s 5611 Latitude Jacket and 2617 Shadow
Stripe Mandarin Collar Polo at charlesriverapparel.com
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Apparel

Showcase

His & Hers

The latest in fall fashions
for stand-out apparel and
incentive programs.

1. Cutter & Buck (asi/47965), www.cutterbuck.
com; 2. Redwood Classics Apparel (asi/81627),
www.redwoodclassics.net; 3. alphabroder
(asi/34063), www.alphabroder.com; 4. American
Greenwood Inc. (asi/35500), www.american-
greenwood.com; 5. Otto International Inc.
(asi/75350), www.ottocap.com; 6. Leed’s
(asi/66887), www.leedsworld.com

7. Bodek and Rhodes (asi/40788),
www.bodekandrhodes.com; 8.
Tri-Mountain (asi/92125), www.
trimountain.com; 9. SanMar
(asi/84863), www.sanmar.com;
10. Crown Products (asi/47700),
www.crownprod.com; 11. Piel
Leather Inc. (asi/78073), www.
pielleather.com; 12. Assertive
Creativity LLC (asi/37166),
www.assertivecreativity.com
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Our editors
traveled to four
live events to see
how logoed apparel
1s energizing
promotions and

building brands.

By Andy Cohen, Melinda Ligos,
Chris Ruvo & Dave Vagnqni

owntown concerts, holi-
day parades and a trip to
the ballpark - they all cre-
ate some of the enduring
moments of spring and
summer. And while snap-
ping a few pictures can capture memories, a
promotional keepsake - like a logoed shirt
- can make an event even more special.
“Live events is a great market,” says Kevin
Scharnek, president of Wisconsin-based 14
West (asi/197092). “The challenge for dis-
tributors is keeping up the pace with these
high service level clients.”

Of course, sometimes organizers are
just looking for a simple item to give away
as part of a promotion. Other marketers,
though, want higher-end apparel that reso-
nates with an event’s image. “Most of the
time people are at an event because they
are supporters,” says Jill Albers, execu-
tive director of global sales at Shumsky
(asi/326300). “So, smart distributors pick
items that are going to give great and last-
ing brand awareness.”

What kinds of promotions and apparel
did Counselor’s editors find on the live
events scene this year? Turn the page to
find out.
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Live Events

T-Shirts Highlight
Fundraiser

t was a sea of white in late May for the Yonkers, NY-based Pai-

deia School 15 annual charity event — a 1.5-mile walk followed

by a spring carnival. With more than 500 elementary school

students — and quite a few parents — decked out in crisp white
T-shirts, the day-long event was designed to raise money to benefit
the Ronald McDonald House. And that it did, in spades.

From sales of T-shirts, food and tickets to carnival games spread
across the school’s playground following the walk - as well as dona-
tions and sponsorships of students for the walk - the school raised
more than $16,000 for its chosen charity of the year. “It was a great
day that brought out the best in our school,” says Michael Shapiro,
principal of Paideia. “The purpose of the shirts was to demonstrate
unity for the entire learning community.”

In fact, for some of the students the T-shirts even became a
yearbook of sorts, as they had their friends sign the fronts, backs,
and sleeves. It was all-over imprinting at its most basic. The
T-shirts also served a purpose to raise money, as the school sold
about 100 additional shirts at $12-$15 apiece (advance sales got a
discount) for a total of more than $1,000. Plus, the school gave its
teachers and staff red shirts with the same imprints to help them
stand out during the event.

“The fundraising aspect of the event went great, and the T-shirts
helped to give a celebratory feel,” Shapiro says. “Our impression
was very positive. It was a continuation of creating a culture based
on the importance of civics and responsibilities.”- AC
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PAIDEIA
School 15
2015

2nd Annual
Charity Walk

RONALD MCDONALD
. HOUSE NEW YORK
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Swag That Rocks

hen you're a hard-rocking punk band, you need swag
thatblares as brashly as your distorted bar chords.
That’s just what the four-piece group, KNIF, had to
offer their audience of pogoing punkers at an early
summer show at the Brighton Bar in Long Branch, NJ. T-shirts with
brass knuckle graphics, vinyl stickers bedecked with skulls, buttons
with song titles like “Get Dorked” — corporate swag this was not.

And yet, KNIF’s reasons for investing in branded merchandise
was essentially the same as the most button-downed organization:
to project its unique image to audiences with which they want to
connect — to get broader, positive exposure that helps win new fans.

“It’s cool to have real things you can put in people’s hands and say,
‘Here, this is what we’re about,” says Chloe Stewart, KNIF’s drum-
mer. “The hope is that somebody is out wearing your T-shirt or your
button and then someone asks them about it. Word starts to spread.”

At the Brighton Bar gig, KNIF had shirts, stickers, buttons and
CDs arranged at a merchandise table. While items were for sale, it’s
common for the band to give products away, too. “It’s good to just
get stuff out there,” says Stewart, whose bandmates are Steve Sherk
(vocals), Deane Clapper (guitar) and Tom Sullivan (bass).

For KNIF, black T-shirts with the band’s name spelled inside the
finger loops of a brass knuckle design are particularly popular with
listeners. Fans also especially appreciate the retro appeal of but-
tons that feature band members’ faces in black-and-white. “It’s an

old-school style that people like,” says Stewart.

And, as KNIF brings its chunky riffs and driving drums to bars,
clubs and beyond, you can bet that their swag will go with them.
“We have our merch,” says Stewart, “at every show.” - CR
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Live Events

Apparel Wins Best
In Show

long Philadelphia’s famed Main Line, the Devon Horse Show (DHS) is one of
the summer’s most celebrated events. The old fairgrounds - which are more
than a century old - are quaint. Within a few yards of the entryway, visitors
an turn right to watch graceful horses navigate jumps in the main ring, or go
left to wander through an alley of vendors, exhibits and carnival games. Staying straight,
though, leads to another colorful sight - the souvenir stand. “Everyone’s always happy
to get something that reminds them of Devon,” says Susie Farrell, an event volunteer.

While the stand sells pins, posters and commemorative bags, it’s apparel that
seems to get the most play. From jersey-style T-shirts to custom horse-pattern bow-
ties to designer saddle pads, the booth is packed with stylish wearables. “Our volun-
teers spend the summer and fall meeting regularly and visit gift shows, equestrian
trade shows and college bookstores to see what the trends are,” says Mimi Killian,

a DHS board member. “The ROI is 100% net and all of those funds go to our benefi-
ciary, Bryn Mawr Hospital.”

With proceeds going to such a worthy cause, showgoers don’t seem to mind the
sometimes three-figure prices for classic promo items. In fact, one of the most popular
apparel collections is the Vineyard Vines line, which Killian says “flies out the door.”
Jeff Sirek, a patron from Massachusetts, happily purchased a DHS Vineyard Vines
pullover that was made just for the 10-day event. “I'm a half-zipper kind of guy,” he
says. “Plus, I really like the patch onit.” - DV
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Logos Take Over
Lions’ Country

ost college campuses are relatively quiet on Memorial Day weekend. Not

so at Penn State’s University Park campus this year, which was packed

with thousands of spectators and athletes for the annual Happy Volley

volleyball championship. The tournament brings in more than 400 girls’
volleyball teams from throughout the East Coast (and other areas, too: One team
hailed from Las Vegas) for three days of high-intensity matches, spread throughout
several gyms on the Penn State campus.

Yes, the games were spirited. But promotional items of every kind also whipped
up fans and players into a frenzy. Obviously, all of the girls and fans who partici-
pated arrived already fully deck out in logoed club gear from their teams - uniforms,
T-shirts, sweatshirts, hats, backpacks, and even socks. But that didn’t quell the hunger
for apparel sporting the Happy Volley and Penn State Volleyball logos.

Those who strolled down the campus’ Main Street saw dozens of stores displaying
racks of logoed Penn State volleyball gear on the sidewalks, with salespeople outside
handing discount coupons to all of the players walking by. And throughout the campus,
mobile screen-printing and embroidery vans were set up, selling everything from tie-dyed
Happy Volley logoed onesies to jerseys that could be embroidered with a player’s number.

Like the sidelines of the matches, these stores and pop-up shops were mobbed with
fans, eager to get their hands on some cool gear to take home. After all, the collectibles
will serve as a reminder for the girls that they’d played on the same volleyball courts as
this year’s collegiate women’s volleyball national champs.

“Getting a T-shirt from this type of event is a pretty special thing for the players,”
says Joel Kern, team parent for a member of the Princeton Volleyball Club. “A year or
two from now, most of these girls won’t remember the scores of most of their games.
But you can bet that they’ll still be wearing their T-shirts.”- ML
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With margins
squeezed and online
options expanding,
how can distributors
stay profitable selling
apparel? By focusing
on something other
than just sales.

By Betsy Cummings




Apparel Margins

or Robin King, sometimes the

battle just doesn’t seem worth

it. In Batesville, AR, a town of

only 11,000 people, there are

a disproportionate number of

T-shirt vendors. And though
the three shops in addition to King’s cer-
tainly aren’t bitter rivals, she says, the
minimal profits on wearables makes the
challenge to win certain clients “not worth
fighting over.”

Between one competitor — a personal
friend - and another nonprofit vendor that
practically gives away T-shirts thanks to a
volunteer workforce, King has decided to
mostly put her energy elsewhere. “We sell
some golf shirts for special promotions, but
in small quantities,” says King, owner of
Schwegman Office Products/Independent
Stationers (asi/522442).

apparel sales by having customers design
items right on the company’s website. Cus-
tomInk also floods TV airwaves with ads.

In what almost feels like a campaign pitch
against traditional distributors, CustomInk
CEO Mark Katz insists that his products
are not only reasonably priced and easy to
order, but “have this incredible power to
bring people together.”

In a marketplace of increased competi-
tion and tougher margins, retailers like
CustomInk and Vistaprint would seem to
be muscling in on precious business. (Both
firms declined to be interviewed for this
article.) Many distributors explain that
they’re not competing against those busi-
nesses that have a strong presence online.
But what many are really saying — without
realizing it - is that they’ve already ceded
one-offs and small orders to online compa-

firms like CustomInk are doing them a
service. Their mainstream ads are helping
apparel sellers by shining a spotlight on
promotional T-shirts. Plus, these Inter-
net firms wind up targeting a very specific
niche of the marketplace. That leaves dis-
tributors a clear idea where they can better
focus their sales and marketing efforts in
the corporate arena.

“I think CustomInk is the greatest thing
that ever happened to the business,” says
Rich Rosenthal, president and COO of
Super TShirts (asi/570684), a distributor
based in Ft. Myers, FL. “They bring aware-
ness to the industry.”

A customer recently walked into Rosen-
thal’s shop with a design printed out from
CustomInk’s website. He wanted to know
if it could be done in a larger quantity and
what the cost would be, in part because the

King might take comfort knowing she’s
not alone. Distributors nationwide com-
plain with greater frequency that margins
on apparel orders are tighter and tighter
every year, making some wonder if the
staple of the promotional product market-
place - the ubiquitous T-shirt - is worth its
value in business.

Web Threats
Part of the issue, distributors say, is an
increasing apparel onslaught from Web-
based retailers who are offering quality
name-brand tees for reasonable prices. The
Internet firms sell direct and, by doing so,
potentially force distributors to cut prices
to remain competitive.

Take one example: CustomInk. The
DIY T-shirt provider is trying to simplify
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nies. And that may be the first step to wide-
spread encroachment.

Local Leverage
Yet, oddly enough, many distributors say

“l think Customink
is the greatest thing
that ever happened

to the business.”

Rich Rosenthal, Super TShirts.

online vendor’s prices were substantial.
Apart from cost, Rosenthal says some cus-
tomers would “rather do it local” and “see
it up close and personal,” rather than view
their product online without the chance to
feel fabric before placing an order.

That’s particularly true for large corpo-
rate clients, experts say. Moreover, “Cus-
tomInkisn’t cheap,” Rosenthal says. With
the belief that CustomInk and others like
them target the “stay-at-home mom or girl
scout leader that wants to do eight T-shirts
for aretreat,” many distributors say they’re
not worried - yet — about infringement
from Web-based apparel vendors.

“I don’t think they’ll be a threat anytime
soon because online companies are cur-
tailed to that type of market, and it doesn’t
affect the rest of us very much,” says Jes-
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sica Johnson, promotional consultant with
Production Creek Specialty Advertising
(asi/299743), based in Lincoln, NE.

That said, Johnson admits, “If I was a
business that really needed those smaller
orders just to keep me going, then, yes,

I could see where that probably is going
to be a problem. It depends on who your
market is.”

The Right Clients

Because of online merchants’ common
claim to one-off orders, many distributors
are using a different tact to boost margins
- carefully choosing clients that provide
bigger returns. Instead of competing on
declining T-shirt or wearables prices,
they’re focused on two types of oppor-
tunities: larger or corporate-type orders
and smaller orders filled with higher end,

pricier products.

In fact, distributors tout customer and
order size selection as one of the most
effective ways to maintain healthy mar-
gins on apparel orders. “I don’t hesitate
to do small orders, because the margins
are so good,” says Belinda Gist, president
of Red Truck Promos (asi/529185), based
in Arlington, TX. “A typical order for us is
between 12 and 48 embroidered perfor-
mance polo shirts, very frequently a mid- or
higher-range shirt,” she says. That “sweet
spot” comes from targeting small busi-
nesses where Gist and her team “can deal
directly with the owner or decision maker
in the office,” who is often also willing to
refer Red Truck to colleagues.

In 40 years, Ed Buxton isn’t sure he’s
ever had to lower prices. To keep margins
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healthy, the vice president of Forever
Young Sportswear (asi/322524), based in
Marathon, FL, targets firms and industries
that tend to produce more loyal clients, like
government-based groups and large corpo-
rate customers. “It’s a different niche than
the average person who wants 10 shirts
and wants them for $3,” says Buxton, who
dreads that type of client and the minimal
margins they bring in.

Keying in on large clients with deep
pockets and a willingness to reorder is cer-
tainly one way to boost margins. But so is
knowing your client and leveraging insider
information for bigger profits, says Marty
McDonald, president and CEO of McDon-
ald Imaging Solutions Inc. (asi/522770), a
distributorship based in West Des Moines,
IA. Recently, McDonald walked into a local
bank and noticed a slew of college grads

bank execs to explain.

“Here’s the thing about college kids,”
he said to bank reps. “They might wear a
T-shirt out, then throw it in the corner of
their room when they get home, then wear
it to work again... It looks like they slept in
it.” And, no one would argue, that’s a poor
employee image for a bank to project.

As an alternative, Buxton came armed
with a performance fabric shirt that could
be wadded up and still look pressed. “I
rolled it in a ball and pulled it out and it
looks perfectly fine,” Buxton says. The bank
ultimately opted for it, giving him an $8
profit per shirt.

Service & Smarts

Distributors should keep in mind that
inflated prices and profits come from work-
ing with clients (whether large corporate

; Sportsman

cap s bag

asi/88877

10 BAG & 18 CAP BRANDS
15 LOCATIONS
0 COMPANIES LIKE US

WWW.Sportsmancaps.com

serving as bank tellers, all dressed in cotton
shirts. Though the shirts were a low-cost

buy for the bank (bought online, McDonald
thinks), they wouldn’t prove profitable over
time, McDonald figured, and he approached

“There’s still value
in the person-to-
person touch and

good customer
service.”

Belinda Gist, Red Truck Promos

ones or small mom-and-pops) who are will-
ing to pay more for a trusted relationship
and service offering. Not surprisingly, those
types of clients are also keen to have more
attention paid to their orders — something
online vendors are less prone to do.

“The people we work with usually appre-
ciate having their hands held a bit during
the process, and you give that up when you
do things online,” Johnson says. Johnson
and others believe that online firms also
don’t offer the breadth of embellishments
or design sophistication that distributors
can broker for clients. Specialty inks, “glit-
ter, vinyl, placements” and other decorat-
ing offerings from industry designers are a
benefit not seen in the retail online world
of apparel sales, distributors say. And that
gives ad specialty firms an advantage, as
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Online Competitors
%
CustomInk

Customink

www.customink.com
Vistaprint

Vidtagrint

cafe
Press

CafePress

Founded 15 years ago by college roommates, CustomInk now produces annual
sales of more than $200 million. It sells 20 million custom T-shirts a year through
its website and in 2013 raised $40 million in funding.

Now based in the Netherlands, Vistaprint was founded in 1995 in Paris. Using mass
printing technologies, the company focuses on consumers and small businesses. The
firm's parent, Cimpress, recently reported its quarterly global revenues increased 19%
to $340 million. www.vistaprint.com

Besides T-shirts, CafePress sells several other categories of promotional products
online, including bags, mugs and calendars. The firm went public in 2012, with its
stock debuting at $19 per share on the NASDAQ exchange. Its Q1 2015 revenues
were $27.4 million, an 11% year-over-year decline. www.cafepress.com

well as another opportunity to boost margins,
since those add-ons can drive up the final price
as well.

In addition, partnering with one or two
decorators helps too, experts say. By funneling
amajority of orders to a couple of vendors, dis-
tributors can often negotiate volume discounts
in decorating, cutting costs and boosting their
margins in the process. In fact, brokering better
margins often occurs behind the scenes.

When a supplier offers a special on shirts, for
example, distributors don’t always pass the sav-
ings along to a client. For his part, Buxton says,
if a supplier offers a $24 shirt for $18, he may
pass along part of the savings to clients to entice
them to buy. But it’s not necessary to share the
entire cost reduction, he says.

“You can pass on a few dollars in savings
and increase your margin at the same time,” he
says. The same holds true for shipping charges,
he adds. “A lot of suppliers have free shipping,”
Buxton says. “We don’t have to pass that on.”
Ultimately, distributors say, savvy sellers can
keep apparel prices high enough to be profitable
by offering a better level of service and detail.
Stressing to clients that they’re “selling proj-
ects, not products” is often the key to sustaining
healthy margins.

“If you break it down, there’s got to be 150
steps involved in the sequences and the way
things have to happen in order for blank goods to
be printed goods to get to their shipping destina-
tion,” says Cary Weinstein, president of LogoPro,
based in Coupeville, WA. “We as distributors
don’t produce anything,” says Weinstein, whose
apparel margins average 37%. “But what we do
provide is the service, and we charge for the ser-
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vice of getting it right and where it’s supposed to
be when it’s supposed to be.”

The Personal Touch

In fact, being service rather than product pur-
veyors is the single greatest competitive advan-
tage most distributors think they have over
online competitors - something that allows
them to hold pricing and profits steady.

“There’s still value in the person-to-person
touch and good customer service,” says Gist.
And despite the seeming ease of ordering
online, most corporate clients don’t have the
time to spend on even the most user-friendly
websites, Gist and others say. “Most of us have
very short attention spans,” Gist says, and cli-
ents “don’t have the art right or aren’t sure of
the colors.”

“Many of our clients come in and have
an idea,” she says, but not alot of interest in
developing or executing it detail by detail.
Instead, they want to delegate the work to an
expert so that “they don’t have to think about
it anymore.”

Distributors who thrive on creativity and
execution insist they have loyal clients and
abooming business with consistently high
margins. “The last order I wrote today I can’t
produce” for another month, says Rosenthal.
Companies are rarely enticed by online price
games and are willing to pay much more if the
service is good, Rosenthal says. “They’re stay-
ing with you come hell or high water.” Plus, that
makes raising prices and earning profits in the
future easier, Rosenthal says. “I've got a suffi-
cient backlog, so I'm not discounting.”

—Email: betsycummings@gmail.com
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We looked at some of the most popular wearable technology on the market today
and asked top suppliers: Could these products really work as promotional items?
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Wearable Technology

n April 10, 2015, when Apple
made its long-awaited watch
available for pre-order, the
tech manufacturer received
almost a million orders in 24
hours. The excitement and
anticipation over the new Apple Watch was
just one of many indicators - certainly the

Apple
Watch

The new Apple Watch features time-
keeping, fitness tracking, communi-
cation and mobile app synching func-
tions. Consumers can choose from
three separate collections: Watch,
Watch Sport and Watch Edition.

SIZE: Screens measure

38mm or 42mm

FEATURES: Bands made of fluoro-
elastomer, leather or stainless steel;
cases made of aluminum, stainless
steel, 18-karat rose gold and 18-kar-
at yellow gold; scratch-resistant sap-
phire crystal face; retina display
COST: $349 to $17,000

WEB: www.apple.com/watch
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most publicized - that wearable technology
is here to stay.

From the Apple Watch to smart T-shirts
to fitness-tracking earphones, functional
wearable technology is changing the way
consumers once did everyday tasks, enhanc-
ing their experiences and providing more
detail and insight in the process.

Which then begs these questions: Can
the ad specialty industry get in on the ac-
tion? Could these items one day become
end-buyers’ next marketing campaign items
and incentive program gifts? We asked top
promotional suppliers to give us their take
on six wearable tech items and how they’d
fit - or wouldn’t fit - into this market.

POk,

SUPPLIERS SAY:

“I think the Apple Watch is a good product and concept. This would be a
great add-on for an executive corporate gifting program — as long as the
budget allows for it. However, beyond pricing, the challenge with it comes
down to the platform restriction. Although many people use the iPhone, it’s
not the only platform available. So in our industry, you’d have to ensure the
receivers of this product regularly use the iOS operating system.”

- Elson Yeung, director of private label design & merchandising, alphabroder (asi/34063)

“I believe the Apple Watch could eventually inspire industry products,
especially since fitness tracking is all the rage right now. I'm not sure that
these exact Apple products could be sold into our industry because of the
price point, but there is certainly room for similar wearable tech.”

- Ty Cannon, national business development manager, Cutter & Buck (asi/47965)
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OMsignal

Biometric
Smartwear

OMsignal Biometric
Smartwear, a collec-
tion of compression-
style performance
tops, syncs with a
mobile app for real-
time monitoring of
heart rate and breath-
ing, calorie and step
counting, and record-
ing of activity levels.

SIZE: S to XL, in long-sleeve, short-sleeve and
sleeveless styles

FEATURES: Made of rain-, splash- and sweat-resistant
materials; includes a module that wirelessly streams
data to a smartphone via the mobile app

COST: $249

WEB: www.omsignal.com

SUPPLIERS SAY:

“When looking at OMsignal, there are many other
outerwear options, such as highly technical jackets,
available within this price point. Convincing distribu-
tors that their clients will need the extra features could
make for a challenging sale.”

- Elson Yeung, director of private label design & merchandising,
alphabroder (asi/34063)

“I believe anything can translate into the ad specialty
industry, as long as it has meaningful function, which
this one does. Tech products are not a novelty; they can
create value and long-term brand recall. The price tag,
though, is beyond reach for most budgets. It may work
in smaller quantity purchases, but it’s definitely not for
everyday giveaways.”

- George Shih, president, Idol Memory (asi/62222)
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LifeBEAM
Smart hat

The LifeBeam Smart hat measures heart rate, number
of steps taken and calories burned, and sends the data
wirelessly to a smartphone or fithess tracker.

FEATURES: Ball cap style available in black or white;
compatible with iPhone 4 and later, all Android devices
with Bluetooth 4.0 and later, and select fitness trackers;
visor and bike helmet styles also available

COST: $99

WEB: www.life-beam.com

SUPPLIERS SAY:

“As a population, we are incredibly stagnant. We spend
hours driving each day and then sit at our computers
all day long. These daily habits can lead to very serious
health problems. I'm a former strength coach, so I'd
certainly welcome a product that makes us more aware
of our daily activity levels.”

- Ty Cannon, national business development manager,
Cutter & Buck (asi/47965)

“It’s a clever product and might work for promotional
product distributors. However, price may be a hurdle. I
can definitely see adoption of this item by Millennials
because they’re so geared for this type of activity and
use smartphones constantly.”

- Taraynn Lloyd, director of marketing,
Edwards Garment (asi/51752)
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Wearable Technology

Fitbit

ChargeHR

The Fitbit
chargeHR
fitness tracker
wristband
monitors
heartrate, tracks
steps and dis-
tance, measures
calories burned
and provides Caller
ID notifications.

FEATURES: Water-resistant; LED progress display;
syncs wirelessly and automatically to iOS, Android and
Windows smartphones with Bluetooth 4.0 technology
COST: $149.95

WEB: www.fitbit.com

SUPPLIERS SAY:

“This could certainly translate into a product for the
promotional industry. Most people would love a fitness
tracker wristband. The only issue with the Fitbit most
likely would be the price. It may be a challenge when try-
ing to sell a few hundred for a special event, for example.”
- Taraynn Lloyd, director of marketing, Edwards Garment
(asi/51752)

“It has a nice design, useful app and reasonable func-
tionality. It’s a lifestyle piece, in that it becomes a part
of your daily routine, like a car charger or a smartphone
wallet. So any branding imprinted on it is in constant
exposure, and that makes it truly exciting as a promo-
tional piece. However, it’s not truly waterproof, which
is adrawback, and it doesn’t provide a huge amount of
smartwatch functionality.”

- Daniel Baker, marketing manager, Debco (asi/48885)
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FreeWavz
Smart
Fitness

Earphones

The FreeWavz Smart Fitness Earphones provide wire-
less heart rate monitoring and fitness tracking.

FEATURES: Communicates with smartphone app via
Bluetooth; monitors heart rate and tracks fitness levels
with audio alerts and real-time feedback; connects to
smartphones and MP3 players to play music; compat-
ible with iOS and Android

COST: $249

WEB: www.freewavz.com

SUPPLIERS SAY:

“The creativity and functionality are incredible. They
offer real-time information for people who pay atten-
tion to their health. They’re wearable, easy to carry
and comfortable to wear. However, it provides real-
time information and historical data on the smart-
phone app, which could be a challenge for non-tech
savvy users. Actually, this is a common problem for
most tech products.”

- George Shih, president, Idol Memory (asi/62222)

“Having worked as an operating room technicianin a
previous life, I'm familiar with the pulse oximeter tech-
nology involved with these earphones. I like the con-
cept, but I fear the technology won’t work without very
expensive components. Also, after having purchased
wireless earphones just like these — minus the pulse ox-
imeter, obviously - for my wife, I can tell you they tend
not to be comfortable to wear while working out.”

- Daniel Baker, marketing manager, Debco (asi/48885)
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Visijax

Commuter
Jacket

The Visijax Commuter Jacket
provides added visibility for work
and recreation in low light.

SIZE: XS to XXL in black

or fluorescent yellow
FEATURES: 23 white and red
LED lights, for safety in low
light; motion-activated,
self-cancelling turn indica-
tors; rainproof and breath-
able; teflon coating

COST: Approximately $170
WEB: www.visijax.com

SUPPLIERS SAY:

“The Visijax Commuter Jack-
et is very innovative. It’s per-
fect for cyclists, but it could
also fit right in as a uniform
piece for hotel valets, parking
service associates or restaurant
valets. Any work environment
where visibility is enhanced

would certainly benefit.”
- Taraynn Lloyd, director of

marketing, Edwards Garment (asi/51752)

“The technology here is motion-sensing lighting. Cycling continues to be a hot trend, and growing
more so every day. Part of its allure is the gadgetry involved. Cyclists are gear heads and love spend-
ing money on their hobby. The price point on this item is already within an acceptable range for se-

lect wearables, so I can see it being successful. The question will be, how well does the system work?”
- Daniel Baker, marketing manager, Debco (asi/48885)
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For years, plastisol inks containing PVC have been the screen-printing
standard. But now, environmental worries may be changing everything.

By C.J. Mittica
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PVC

t was four years ago that Latitudes

and plastisol parted ways. The

Portland, OR-based screen printer

didn’t have a choice. Its top cli-

ent - none other than Nike — had

declared that all of its apparel dec-
oration must be free of polyvinyl chloride,
or PVC. And because plastisol contains
PVC, a synthetic polymer, Latitudes had
to rethink almost its entire approach to
printing.

The decorator spent months research-
ing and held multiple “PVC-Free Summits”
to test its options. The owners of the shop
even traveled to Europe to search for a
solution. But when it came time to switch
in November of 2011, Latitudes didn’t have
the luxury to slowly phase out plastisol.

“Instead of a gradual ramp-up, we pretty
much hit a wall and had to go straight
into it,” says Jamie McCrae, Latitudes’
production manager. The screen printer
immediately went from printing 50,000
impressions a day to 6,000. Adds McCrae:
“It took us maybe three weeks to get back
up to 70%.”

While the breadth of ink and equipment
alternatives has improved since then, the
task of replacing plastisol remains a giant
headache. The equipment requirements
are different (and costly to replace), the
processes are more labor-intensive, and
changing over is no mere flip of the switch.
“Alot of people have an unrealistic timeline
to make the change,” says Rob Coleman,
segment marketing manager of textile
screen inks for Nazdar SourceOne. “They
think they can do it in a month or two. By
and large, depending on the size of your
shop and how much you're investing, it will
take probably 8-12 months.”

With so much difficulty involved, why
are some of the largest screen printers in
the country abandoning plastisol, the gold
standard of user-friendly inks and the dom-
inant ink chemistry in the United States?
It’s because they don’t have another option
- and, perhaps at some point in the future,
neither will you.

Turning Green

During the summer of 2011, Greenpeace
launched a new campaign labeled “Detox.”
At the center was an investigative report
from the environmental organization that
highlighted water pollution caused by the
textile industry. Greenpeace singled out
several global apparel brands, starting with
Nike and Adidas, and called on them to

74

clean up their practices. Six weeks after the
campaign was launched, Nike announced
it was “committed to the goal of zero dis-
charge of hazardous chemicals by 2020.”

The prevailing perception is that Green-
peace’s campaign spurred Nike to eliminate
PVCin all forms - including plastisol ink,
which contains a PVC resin. But Green-
peace’s “Dirty Laundry” report at the time
only mentions PVC fleetingly and nowhere
regarding apparel manufacturing or deco-
ration.

The confusion underscores the com-
plicated - and even controversial - envi-
ronmental profile of PVC. Greenpeace and
multitudes of other groups have urged
manufacturers to phase the compound out
of everything from electronics and toys to
athletic shoes. PVC can contain phthalates
and lead, and it releases toxic dioxins into
the air if incinerated improperly.

“A lot of people
have an unrealistic
timeline to make the
change from PVC.”

Rob Coleman, Nazdar SourceOne

And yet PVCis found in hundreds of
everyday items - piping, insulation, floor-
ing, blood bags and much more. In the case
of plastisol, the PVC resin is encapsulated,
and then fused to the garment. Because of
that, when a garment is disposed, there is
no runoff or migration, says Marci Kinter,
vice president of government and business
information for SGIA.

While the saber rattling against phthal-
ates the last few years reached a crescendo,
by contrast, the scrutiny of PVC has been
amere whisper. The Consumer Product
Safety Improvement Act makes no men-
tion of PVC. California’s Prop 65 regulates
the presence of lead and phthalates in PVC,
rather than limiting the amount of PVC
in a product. “What we’re finding with the
issues with PVC is that it’s very market-
place driven,” Kinter says. “It is not driven
by any regulatory agency. Really, we see
more issues with phthalates than the PVC.”

That was the case for Nike when it
decided to replace plastisol. In 2010, Nike

had introduced guidelines to “highlight
‘positive’ chemistries,” including PVC- and
phthalate-free screen-printing inks. In its
initial response to Greenpeace’s directive
the following summer, Nike highlights its
use of PVC-free ink as an example of its
sustainability engagement, terming it “a
major accomplishment for the apparel
industry.”

And Nike isn’t the only one. Accord-
ing to Nazdar SourceOne, seven of the top
10 global apparel brands (including Zara,
Adidas and Ralph Lauren) have partial or
full PVC restrictions. That may affect a
mere slice of decorators worldwide who
work with those companies, but it also rep-
resents a significant volume of decorated
garments. In short, the PVC initiative is
surprisingly broad - and growing.

Because of that, “I can assure you on the
ink side, that your big companies like Wil-
flex and Rutland are spending a significant
portion of R&D on non-PVC technolo-
gies,” says Coleman. Plastisol alternatives
may have been slim a few years ago, but
the range of choices continues to improve.
Rutland Plastic Technologies, for example,
offers its EKO PVC-free plastisol (which
uses an acrylic base), silicone ink and a
variety of waterbase inks, including tradi-
tional and high-solid acrylic (also known as
rubber ink).

The original EKO line was first devel-
oped in 2007, “but this last year has been
the big year where it’s come forward and
people have started really using it,” says
Brian Lessard, print applications manager
for Rutland.

Equipment manufacturers, too, have
been forced to modify their offerings to

Defining PVC

Q: What is it?

A: Polyvinyl chloride, abbreviated as PVC, is
one of the most widely produced synthetic
plastic polymers in the world. It's most com-
monly used in piping and flooring.

Q: Is it dangerous?

A: Opinions are mixed. PVC can contain
phthalates and lead, and it releases toxic
dioxins into the air —but only if it's incinerated
improperly.

Q: What's the link between plastisol and
PVC?

A: Traditional plastisol ink contains a PVC
resin.
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accommodate these new inks. It was last
fall at the SGIA show that M&R CEO

Rich Hoffman flatly said: “We’re not even
addressing plastisol anymore.” The com-
pany has developed a number of solu-
tions to address two of the major issues
with plastisol alternatives: the significant
increase in necessary curing time and the
need to flash between each color. Among
other products at the show, M&R unveiled
the Sprint 3000T, a tri-level version of its
dryer that offers 30 feet of belt travel within
a footprint of a 12-foot-long chamber.

“We have hundreds of customers that
are large production shops, and they have
their floors laid out around their equip-
ment,” says David C. Zimmer, textile prod-
ucts manager for M&R. “You can’t simply
tell the customer, ‘Sorry, but the new inks
are going to require that you buy four times
as much space for all your driers.” And
they’re not going to re-layout their entire
shops either if they can avoid it. We’re try-
ing to offer them a solution that fits within
the footprint they already have built in.”

Rethinking Ink

Last year, Nazdar SourceOne surveyed the
major screen-printing ink manufacturers
to predict ink sales over the next few years.
According to the results, in 2014, 70% of the
ink sold was to be comprised of PVC inks. In
2018, the survey predicted a decline to 45%.

Those numbers underscore two major
conclusions regarding PVC ink. One is this:
Plastisol will still be the primary ink used in
North America. The vast majority of screen
printers — those who cater to the promo-
tional products industry, small businesses
and the average everyday user - will still
trade in plastisol. There will be no external
pressure on them from their customers to
make a switch for safety reasons. “I think
there’s always going to be a place for plasti-
sol ink,” says Coleman.

The other conclusion: Traditional plasti-
sol will still experience a dramatic decrease
in usage. That change won’t occur without
ramifications. When major brands cham-
pion an initiative, others tend to follow suit.
Wal-Mart, for example, announced in 2007
that it was reducing or phasing out PVCin
all of its products and packaging, yet the
company still sells screen-printed garments
with plastisol ink. “If a major retailer decides
to buy into this whole thing,” says McCrae,
“things will start moving pretty fast - much
like the phthalate-free issue.”

The race to remove phthalates a few years
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PVC-Free
Alternatives

1. Traditional Waterbase/Discharge
These inks feature water as the main
solvent along with other co-solvents.
It's a retail favorite, particularly with
discharge, where the dye of the fabric is
essentially removed and often “re-dyed”
with waterbase pigments.

2. High-Solids Acrylic/Rubber Ink
Even though it's a waterbase ink, High
Solids Acrylic (HSA) prints more like a
plastisol. It offers some of the best of
both worlds - a softer hand than plasti-
sol with greater opacity than traditional
waterbase. Note that some formulations
use polyurethane instead of acrylic.

3. Silicone Ink

at a pretty penny.
4. PVC-Free Plastisol/Acrysol

but the technology is improving.

With its superior stretchiness, silicone is quickly becoming an activewear favorite, even for cus-
tomers who don't have restrictions on PVC. Be forewarned though — that performance comes

For those who prefer plastisol, this is most natural ink to transition to. Acrysol is a plastisol
that uses an acrylic resin instead of a PVC resin. Results have been inconsistent in the past,

ago highlights the wide-ranging aftershocks
of regulation. Phthalates in children’s cloth-
ing and apparel decoration weren’t banned
by product safety legislation several years
ago, yet the scrutiny was so great that ink
manufacturers were compelled to eliminate
them from their formulations. Similar fall-
out can occur with PVC, either directly or
indirectly as the result of regulation.

Zimmer likens it to the switch from leaded
to unleaded gasoline — a mandate from the
government where many had not seen an
environmental concern. “I have a feeling,”
says Zimmer, “it may not be up to the printers
in the long run to make that decision.”

And the truth is, there are reasons beyond

“If a major retailer
decides to buy into
this whole thing,
things will start
moving pretty fast.”

Jamie McCrae, Latitudes

sustainable initiatives that are causing
plastisol to dip. Traditional waterbase and
discharge has become a leading method of
decoration in retail, and it has driven cus-
tomers to places like Forward Printing in
Oakland, CA, which specializes in all things
waterbase. Owner Dan Corcoran says none
of his customers have mentioned PVC - they
just want the soft-hand feel they see in retail.
“Waterbase is going to be pushed forward by
alot of fashion brands,” he says.

Whatever the reason, replacing inks that
contain PVC will certainly be more difficult,
but it can be done. “It’s not as bad as they
think,” says McCrae. He lists a number of
reasons: It’s easier for small, agile shops to
make the switch compared to large shops
with dozens of employees and presses; the
durability requirements for prints of com-
panies like Nike far exceed what the average
buyer will want; and the level of knowledge
and products out now surpasses what was
available a few years ago.

Despite all the hair-pulling, McCrae
acknowledges that going PVC-free has made
Latitudes a better shop. “It turns out we
weren’t really as good a printer as we thought
we were,” he says. “This whole exercise has
made us much better.” - Email: cmittica@
asicentral.com
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Barbara
Corcoran, star of
business-reality

TV show Shark
Tank, headlined
the ASI Show
New York in
May with her
special brand
of Big Apple
inspiration. Plus,
take alook at
nine unique and
useful products
that Counselor
editors found
during the show.

By Andy Cohen,
Joe Haley &

Dawn Shurmaitis
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ASI Show New York

he list of titles that describe Barbara

Corcoran is long and varied: Real

estate mogul. Reality TV star. Author.

Celebrity broker. Morning show com-
mentator. Wife. Mother. And, according to AST
CEO Tim Andrews, “Firecracker.”

Corcoran added the title of ASI Show key-
note speaker to that list when she took to the
stage at ASI New York in early May to dish
out advice to a rapt audience of nearly 300
entrepreneurs and small-business owners.

“Never be ashamed of who you are” and “A
true American success story” flashed on the
screen as Corcoran began her presentation
to the tune of the theme song from Jaws, a
humorous nod to her starring role as a judge
on ABC’s Shark Tank, in which entrepreneurs
vie for investors’ money.

“It’s a fabulous act of the universe to
actually be in business for yourself, having
nobody tell you what to do,” she said by way
of greeting. “Congratulations for having the
guts to run your own business.”

Corcoran kicked off with a no-holds-
barred rundown of highlights from her
life, including the story of the boyfriend-
turned-business partner who provided the
$1,000 seed money for a real estate busi-
ness in Manhattan that Corcoran turned
into multibillion-dollar business - by the
way, without the help of said boyfriend,
following a split the couple had early in the
company’s lifetime.

Then, the New Jersey native with nine
siblings who has laid down roots in New
York after her real estate business took off
there, offered five tips to success:

Perception creates reality. “New York
City is a competitive town,” she said. “From
day one, I dreamed a picture of who I would
be.Ihad an image. I discovered the keys to
the magic kingdom.” By billing herself as
areal estate agent to the stars, she seized
the city’s imagination, along with sizeable
publicity, cementing her reputation.

Corcoran is also a big believer in using
public relations and the media to build a
perception of your company that makes it
seem even bigger than it is. “Create story-
lines through information and data that
your local business journals will be inter-
ested in,” she advised. “Give them lists of
interesting information and make sure they
know you’re the source.”

This approach, Corcoran said, will create
the perception that you're the top market-
ing and promotional products expert in the
local area — and it will provide you with clips
and online links that prove your value.
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“From day one, |
dreamed a picture
of who | would be. |

had an image.”

Barbara Corcoran

There are two kinds of people:
Expanders and Containers. Hire people
who balance out your team. If you’re un-
organized, hire someone who can manage
the business smartly. “You can’t just bring
on like-minded yes-people,” Corcoran said.
“Find out what you're weakest in and then
make your best hires the types of people
that are best at those things.”

Shoot the dogs early. After you've hired
people, if you find they’re not working out,
then you have to get rid of them quickly.
Corcoran used to rank all of her salespeople,
and the bottom 25% were immediately put
on a three-month plan to improve or they
would be fired. It’s vital, she said, to quickly
rid your business of underperforming sales-
people or employees.

“Our system was clear and fair,” Corcoran

said. “Everybody knew the rankings and
would know if they would be in line to lose
their jobs. Everybody knew what the rules
were when they were hired so there were no
surprises.”

Fun is good for business. On the other
hand, Corcoran said, you need to create a fun
and unique corporate environment if your
company is going to find big success. “I creat-
ed outrageous fun,” she said, “instead of just
boring Christmas parties.” Her costume par-
ties and picnics helped everyone in her office
bond, creating a stronger team, while helping
lure top people from her competitors.

“Fun is good for your business,” Corco-
ran said. “Be creative with it and it will help
build camaraderie and togetherness among
your staff. Why would you want to work for a
boring competitor when you can have more
fun here?”

Be great at failure. With new hires,
Corcoran watches for how soon they recover
from failure and whether they indulge in pity
parties. “Failing well” is a sign of strength,
she said. “It’s the key to success for entre-
preneurs and salespeople. You have to enjoy
getting knocked down and then getting back
up again. The singular difference between
people is when they take a hit, how long they
take to stop feeling sorry for themselves.”

Online Extra

Shark Tank judge Barbara Corcoran spoke to Counselor Editor Andy Cohen on cam-
era just before taking the stage at the ASI Show New York. Her topic: How to succeed
as an entrepreneur today. Using her decidedly New York humor and her vast experi-
ence at building her own business into a billion-dollar company from nothing, Corco-
ran provided tips in this video that are sure to help every ad specialty pro find success
right now. Go to www.CounselorMag.com now to watch the video.
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Finds From NYC

9 products that shined
at ASI New York.

1. CALL TO ARMS
Dye-sublimated sleeve helps with
muscle fatigue, so it's perfect for
promotions targeting athletes.
Think about local gyms, youth
sports groups, and PTAs. Available
from Pro Feet (asi/79707);
www.profeet.com

2. WRITE ON

Custom tin includes a chalk-
board that allows the user to jot
down to-do lists, daily specials or
inspirational messages. Available
from Dixie Stamp & Seal Co. Inc.
(asi/50120): www.dixiline.com

3. TATTOO YOU

Sheet includes six tattoos and a
tear-off coupon. Great for a school
fundraiser sponsored by a local
business. Available from
California Tattoo (asi/43530);
www.caltattoo.com

4. ZIPIT

This quarter-zip pullover is easy to
care for and is moisture-wicking.
The stretch material affords a
comfortable fit and makes this item
perfect for any campaign targeted
to active lifestyles. Available from
alphabroder (asi/34063);
www.alphabroder.com

5.1T'S A WRAP

Promotional condoms are available
in a number of different packag-
ing options, plus an imprint can be
done directly on the foil. Great for

college campus promos.
Available from Say It With

A Condom (asi/84989);
www.sayitwithacondom.com

6. DON'T FORGET ...
ChargerLeash charges mobile
devices and sounds an alarm when
the device is disconnected, assur-
ing that the charging cable will
never be left behind. A unique and
effective promo targeted to travel-
ers. Available from ChargerLeash
(asi/44538); www.chargerleash.com

7. DULY NOTED

Note cube is imprinted on all four
sides with an additional brand on
each sheet. A must-have office
accessory. Available from Bebco
(asi/39395); www.bebco.com WERKEN BLI

DEFENSIE
8. BOUNCE BACK
Bungie affixes to all styles of cell-
phone. Clip to a belt loop and when
dropped the phone won't hit the
ground. Also keeps the user from
losing it. Unique item for the
tech market. Available from
BCG Creations (asi/37693);
www.bcgcreations.com

9. SHINE ON

Pocket shoe shiner makes shoes
look like new without the need for
shoe polish. Traveling salespeople
would relish such a grab-and-go
item. Available from Allen Adv.
Products Inc. (asi/34326);
www.fingertipline.com

,‘In'es’nsg-‘ﬁaﬁﬁ
[E'can be yours too!

Your Logo Here

BENJAMIN SHERMAN

Founder & CEO
n@%qﬁwt{?amndom.mm
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Time Marches On

Larry Abels marks 50 years as an ASI supplier of fine timepieces.

By Sara Lavenduski

It’s hard to believe, but there
was a time when Larry Abels,
who celebrates 50 years as an
ASI member in 2015, wasn’t
even aware of the advertis-
ing specialty industry. Today,
he’s the chairman of Selco
(asi/86230), and his son Mark

Abels is the president and CEO.

But when Larry Abels first
started in business in the early
1960s, he sold fine jewelry and
watches directly to oil execu-
tives, since Tulsa, OK, where
the company is based, was at
that time teeming with black
gold and the companies who
flocked there were looking to
get in on the action.

“Back then, Tulsa was called
the oil capital of the world,”
says Abels. “Our offices were
very close to the oil area, and
executives bought jewelry from
us. We were eventually selling
$50,000 emeralds and $100,000
diamonds. We were heavily into
retail, and had a chain of jewelry
stores in the region. We had no
idea about recognition or the
promotional market.”

But that all changed when an
executive asked Abels if they
could supply him with 200
Omega watches as a service
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award. “We had no idea what he
was talking about!” says Abels.
“But we filled that order and
then started doing engraving for
incentives and awards.”

Eventually, Abels teamed up
with a distributor who sold to the
petroleum industry and supplied
the client with different watch
styles for multiple divisions, all
the while realizing that his prod-
uct line could fit comfortably into
the promotional marketplace.

When Selco eventually joined
ASIin 1965, the company still
offered items mostly in a retail
capacity, but gradually devoted
more time and energy to supply-
ing distributor clients with time-
pieces. “We basically introduced
watches to the industry,” says
Abels. “And we've never left.” As a
new member of ASI, Selco’s busi-
ness continued to center on oil
executives’ gifting and incentive
programs in the Oklahoma and
Texas area. Today, while Texas is
still the company’s largest mar-
ket, the client base has expanded
dramatically. “It’s now all over
the country,” says Abels, “We’re
right in the center of all the UPS
zones, which is convenient, and
we’ve also sold to Mexico and
Central America.”

Larry Abels, chairman of

Selco, with his grandchildren.
Abels has been an ASI
supplier since 1965.

By the early 1970s, Selco was
completely dedicated to serv-
ingits distributor clients. They
made their name as a supplier
of watches and clocks before
changes in the market forced
them to give up production on
the latter. “We had a lot of clock
business early on, with move-
ments from Europe,” says Abels.
“But then they became too
expensive. We did some of our
own production here in Tulsa,
but when Asia started we just
couldn’t keep up. Now we just
focus on watches, and we’re still
the only dial manufacturer in the
United States.”

Selco continues to offer high-
end brands, as well as its own
line. “It’s a higher price point
for distributors, and sometimes

they stay away, but others want
to show their client everything
that’s available,” says Abels.
“We have to make sure our
quality is high because if thou-
sands of watches in the same
order have a problem, we’re out
of business. We’re proud to say
that less than 1% come back for
service or repair.”

Watches continue to be a
sought-after promotional item
and incentive gift for a variety of
industries, even half a century
after Selco first started offering
them to distributors, Abels says.
“They’re the most-watched wear-
able,” says Abels. “People look at
them about 40 times a day. And
if we personalize it, the recipi-
ent will never lose it because it’s
valuable to them. It’s a piece of
jewelry with intrinsic value.”

Today, while Abels is still sig-
nificantly involved with the com-
pany, he spends “as much time as
possible” in Naples, FL, and still
travels to Asia and Las Vegas each
year. “With my IP phone, it’s like
I'm sitting in the office in Tulsa,”
he says. “I can be anywhere in the
world and stay in touch. I can see
all the details, monitor cash flow.
Our company is much better run
than ever before.”
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This month's people on the move in the ad specialty industry.

Compiled by Sara Lavenduski

»Ads On Magnets (asi/31061)
hired Stacy Piszczek to the
position of inside sales/office
manager.

P Alistair Mylchreest, the
CEO of UK-based Sourcing
City, has left the firm, effective
July 1, to pursue a new venture
in the United States. David
Long, the chairman and
founder of Sourcing City, will
be resuming the role of CEO.

P Clayton Kendall
(asi/162965) announced the
following new hires: Traci
Tarquinio, vice president of
operations for Rush Imprint;
Nicole Robertson, director

of sales for Rush Imprint;
Nicole Ruccio, merchandising
manager for Clayton Kendall;
Suzanne Spears, regional sales
manager for Clayton Kendall;
Matt Vrabel, account manager
for Rush Imprint; Mary Beach,
vice president of sales for
Clayton Kendall.

P ETS Express (asi/51197)
hired Adam Stone, Jennifer
Windemuth, Mike Contreras
and Kelsey Earl as regional
sales managers for the
Southwest, North Central,
East North Central and
South Central territories,
respectively.

P Gildan Activewear
(asi/56842) welcomed Rhodri
Harries as its new CFO and
chief administrative officer.

P High Caliber Line

(asi/43442) has hired Les
Dorfman as vice president of
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Les Dorfman
High Caliber

Christine Von de Veld
Selco

Ross Silverstein

iPROMOTEu

Lavina Da Silva
Spector

Larry Nichter
MediaTree

AW
Jim Hagan
Sweda

sales & marketing.

P Hirsch Gift (asi/61005)
hired David Degreeff as
regional sales manager for the
Southwest territory, covering
TX, AR, KS, LA, MO and OK.

» Howw Manufacturing Co.
(asi/61952) appointed Bob
Fleisher as vice president of
sales.

P iPROMOTEu (asi/232119)
announced that founder,
president and CEO Ross
Silverstein is a finalist for

the EY Entrepreneur of

the Year 2015 Award in

the New England Region.
The awards program
recognizes entrepreneurs
who demonstrate excellence
in the areas of innovation,
financial performance and
personal commitment to their
businesses and communities.
Award winners will be
announced in November.

» Marco Promotional
Products (asi/260870) hired
David Giroux as president.

P MediaTree (asi/70303)
announced that it appointed
Larry Nichter as chief revenue
officer.

P Nationwide Promotions
LLC (asi/73464) welcomes
Michele Kennedy as director of
creative services.

» OMNi Apparel Inc.
(asi/99550) announced that
it hired Larry White as sales
manager.

P Pilot Corporation of
America (asi/78110) welcomed
Rhonda Reilly as sales manager
for the company’s Promotional
Products Division.

»PWS (asi/75731) hired Craig
Ross as inside sales specialist
covering the East Coast
Territory.

P Selco (asi/86230) announced
that it hired Christine Von de
Veld as an account manager
and Ryan Pope as account
service specialtist.

P SIMBA (asi/87296)
appointed the following multi-
line agencies: Bridge Marketing
for ND, SD, NE, KS, MN, IA,
MO, W1, IL, M1, IN, OH; In
Stepp Marketing for CO, NM,
OK, TX, AR, LA, MS, KY, TN,
AL, WV, VA, NC, SC, GA, FL;
and Jules Scheck Associates for
ME, NH, VT, MA, RI, CT, NY,
PA,NJ, DE, MD.

P Spector & Co. (asi/88660)
welcomed Lavina Da Silva

as social compliance and
sustainability manager.

P Summit Group (asi/339116)
announced the following

new hires: Josh Bleicher,
account coordinator; Lottie
Witowski, accounts receivable
coordinator; Maria Finch,
accounts payable coordinator;
Berenice Proa, customer care
representative; Debbie Blake,
manager of program accounts.

P Sweda (asi/90305)
announced that Jim Hagan
has moved to chairman of the
company, and Kenneth (KB)
Marshall will take over all
responsibilities as president
and CEO.

P Visions/AwardCraft
(asi/93986) hired Mike
McMillan as vice president of
sales.
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Quotables

A selection of this month's sources.

Compiled By Chuck Zak

Abels, Larry, Selco; on the very
narrow margin for error in his
company’s product category,
81

Albers, Jill, Shumsky; on why
live events are an opportunity
for bigger ticket items, 55

Barreca, Gina, Vantage
Apparel; on why showing mul-
tiple decoration options is a
must for pullovers, 49

Bowers, Michael, Bowers &
Associates; on why testing
only on a pre-production
sample is not enough, 47

Branson, Richard, Virgin; on
how crisis defines you more
than success, 26

Buxton, Ed, Forever Young
Sportswear; on when passing
savings on to your customer
isn’t necessary, 65

Callaway, Craig, eCompany-
Store; on the profound experi-
ences he wants employees to
have away from their desks, 88

Campbell, Jim, ADF; on when
free speech trumps an objec-
tionable T-shirt, 30

Cannon, Ty, Cutter & Buck;
on how wearable tech can
improve dangerously seden-
tary lifestyles, 69

Corcoran, Barbara, Shark
Tank; on using the media to
fashion an idealized image for
your business, 78

Corcoran, Dan, Forward Print-
ing; on the not-so-obvious
reason PVC-free printing will
become the standard, 75

DesMarteau, Jay, TD Bank; on
why planning for retirement
is as important as any other
aspect of your business, 32

Espina, Leonardo, Philippine
National Police; on why heads
must roll over a recent work-
place tragedy, 31

Gist, Belinda, Red Truck Pro-
mos; on how she finds bigger
profits in smaller apparel
orders, 63

Johnson, Jessica, Production
Creek Specialty Advertising;
on why online T-shirt vendors
have alimited appeal, 62

Killian, Mimi, Devon Horse
Show; on the effort her staff
puts in to find the best apparel
for their event, 58

Kinter, Marci, SGIA; on when
the marketplace, and not fed-
eral regulation, dictates prod-
uct safety, 74

Korowitz, Bill, Magnet; on the
difficulty for smaller compa-
nies of managing a merger, 25

Krishnan, Ram, Frito-Lay; on
how personalized packaging
satisfies a customer desire, 22

Lage, Paul, Gill Studios; on
why mergers are a sensible
response to onerous opera-
tional burdens, 25

Laidig, Mancil, Newton Manu-
facturing Company; on the
primary motivation for his
company’s bankruptcy filing,
34

Levschuk, Steve, Talbot Mar-
keting; on which companies
may benefit most from a
merger, 25

Lloyd, Taraynn, Edwards Gar-
ment; on how millennials’
appetite for tech accessories
can overcome price concerns,
69

McCrae, Jamie, Latitudes;
on how his switch away from
plastisol inks was anything
but gradual, 74

Morin, Alex, Debco; on why
you should stop laughing
when someone says “fanny
pack,” 50

Moss Kanter, Rosabeth, Har-
vard Business School; on what

meetings need to produce to
be worthwhile, 26

“l believe the Apple Watch could eventually
inspire industry products, especially since
fitness tracking is all the rage right now.”

Ty Cannon, Cutter & Buck
See page 68

84

Peter, Shamini, Axis Promo-
tions; on how a distributor can
become a manufacturer with-
out even knowing it, 46

Prising, Jonas, Manpower; on
why your hiring woes have
only just begun, 29

Rosenthal, Rich, Super TShirts;
on his unlikely opinion of Cus-
tomInk, 62

Scharnek, Kevin, 14 West; on
how servicing live events can
put slothful distributors to the
test, 55

Shapiro, Michael, Paideia
School 15; on how logoed
apparel made his school’s fun-
draiser special, 56

Shea, Kevin, SanMar; on how
telecommuting allows his
company to have the best of
both worlds, 45

Shih, George, Idol Memory; on
when the price tag for wear-
able tech is too prohibitive, 69

Stewart, Chloe, KNIF; on how
wearables help her punk band
spread its message, 57

Trump, Donald, entrepreneur;
on why, if you got it, you should
flauntit, 26

Weinstein, Cary, LogoPro; on
what a distributor provides its
customers besides product, 65

Wright, Kip, Manpower North
America; on what businesses
need to do to attract talented
workers, 29

Yeung, Elson, alphabroder;
on the powerful, but limited,
appeal of the Apple Watch, 68

Zimmer, David C., M&R;
on how the burden falls on
decorators when safety issues
demand new inks, 75

Zimmerman, Steve, J. America;
on the one apparel item that
everyone loves, 49
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Resource Center / Product Marketplace

Paul
DaVita Solutions
Training Team -
R | YW

Metal

Badges

800.779.5612 e idline.com

FL

IP FLOPS

Be a Part of Our Legacy...
Come Grow With Us!

Territory Manager (Midwest Region

Edwards is a well-established uniform and
clothing manufacturer and distributor. We offer a
competitive salary, including a sales bonus plan,
and benefits including health insurance, 401(k),
and paid time off, just to name a few.

To be successful in this role, you need to have
the requisite knowledge, skills and abilities:

* BS in Business or other related field

* 5 + years of outside sales or
telemarketing experience

e Sales experience in apparel or soft goods,
including through distribution

e Cultivating professional relationships
via persuasive communication style

* Teamwork, collaboration, effective delegation
* 50% travel, including overnight stays

Read more about us at
www.edwardsgarment.com
under “Get to Know Us.”

(@ Edwards

Email resume to:

EEO Employer

hr@edwardsgarment.com
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asi 62560

indigu

Sams&nite BULOVA

TN

s, . ]

W SETHO WATERFORD"
s RO
TIMEX

CITIZEN.

FCO-DRIVE,

FUJIFILM

WWW.INDIGOWATCH.COM

Dial Imprinting Engraving Debossing Etching

BRINCVIANN CASIO.

OTTO

NEWS & INSIGHT

EDUCATION & NETWORKING SUPPORT

a6

s7 surrues

m \We can make amost
anything acrylic

m Made in the USA

m Been in business

for 20 years!

JBob’s

Designs Inc

asi/B3006

1-877-284-5262 (JBOBS

customerservice@jbobs.net —
TWO DAY SERVICE

AVAILABLE NOW!

MARKETING TECHNOLOGY

WITH ASI, YOU'RE NOT ALONE...

You can work from your home office and still be a successful entrepreneur with ASI®. Our member benefits provide you with
networking, support, technology, education and savings resources you need to grow in the ad specialty industry.

News & Insight
asicentral.com

Education & Support
Networking Chat Services

Counselor® Industry Certification Video Tutorials

Advantages® AS| Power Summit Online Support

Wearables® ASI Show®

Stitches® Trade Shows Marketing

SGR™ Catalogs

Email Newsletters Print Advertising

Exclusive Research Email Newsletter
Advertising

EmailExpress™

Find out more at www.asicentral.com

Technology Savings
ESP® UPS® Shipping MMIC Healthcare Services
ESP Mobile™ OfficeMax® OfficeDepot® Certified Marketing

ESP Websites™
Company Stores
ESP Websites Specialty ~ PromoPayment

Consultants
Constant Contact®
Email Marketing

Idea Custom Solutions
Graphic Services

Shoppes™ Credit Card Processing ~ CST Collections Services
Connect™ Experian Credit Reports
AS| Brand Builder™
ESP Social™

Traffic Builder Plus™

Advertising
Specialty
Institute®

asi

©2015, Advertising Specialty Institute®. All Rights Reserved. Other brands are the trademarks of their respective owners. 890-828584-0715
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Resource Center / Product Marketplace

Can Cooler in Full Color Sublimation Your WhOIesqu _ LG‘OIf Tee Pl'i“fel's -
3 : Pq rtner FOI': - Fast. Dependable. To the tee. )
‘ p | _— ¢+ No Set Up Charges coml’a"e
\EIR > + Free U.S. Ground Shipping @EB
| @44 N + Standard 5 Day Production gﬁ@
7 NgE MA NETS ROLL LABELS + Rush Services Available
*1.56®) Custom Printed Golf Accessories
Custom Golf Tees  Logo Golf Balls
Ball Markers Divot Fixers
Golf Towels Combo Packs
- : Tournament Gifts And More!
(281) 452-4445 HE S A MHHE ¥
‘ b asi/51672 PR

(£9L)
eoprene Beven:ge lnsulutors ]
m over 20 colors! o Trusted for 38 years... and counfing. |

www.stouse.com ¢ 877-764-5757 ph: 800-505-5022 fax: 847-301-7985
www.GolfTeePrinters.com

AS LOW AS

S99

IMPRESSME S50 i’;’}éﬁi’-ﬁ" RALINE

www.sb2pkg.com 800.800.5532 ventaratine com 800,722, 5301

mewaldor une é@ £ ) The ROYAL Line
asi 94770 PROYAL ‘ AS| #83770

See Thru Carry-All Insurance Card Holder

THE ORIGINATOR OF THE
TOAM #1 FINGER

Clear Vinyl Tote #807
#720

Colors: Colors:

Crystal Clear 13 Standard colors

with Blue zipper Size:
and trim ‘ 5-3/4"(W) x 4-1/16"(H)

Size: 7" x 4-1/2" Call for FREE Samples

(718) 369-3046 www.waldorproducts.com (718) 369-3046 www.royalindustries.com

asi 88740 UPIC SPIRIT
Spirit Industries, Inc

THE ONLY SIIUIII:E
FOR SPORTS PROMOTIONS!

THE ORIGINATOR OF THE FOAIVE #1 FINGER
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Advertiser Index

A4 Moshay Inc asi/30121.......ccc0uveveecnnnss CvV3

AAA Stuart Group asi/30019 .........ccceevvueenn. 83

ADCAPITOL Aprons, Bags, Banners, Flags &
Wearables asi/31260.......cccveeieiienncnecnecns 83

Africa Safari Outdoor Importers Inc asi/33176. . .. 83

American Ad Bag Co asi/35290............cc00uen. 83
American Apparel asi/35297 .......ccciiiiiinann. 44
Anthony & Company Inc asi/36280............... 83
Anvil Knitwear Inc. asi/36350.......ccc00veeneen. 16
Apothecary Products LLC asi/36545 ............. 83
Aprons, Etc. asi/36558 ......ccviiiiiiiiiiieiianns 83
Ariel Premium Supply Inc asi/36730 ............. 6,7
ASI Computer Systems Inc asi/30238 ............ 64
Atteff International Inc asi/37455............. 32a-b
BanakaIncasi/38243........ccciiiiiiiiiinnnnnn. 17
BIC Graphic USA asi/40480.......... CV2,CV5,CVe
Blue Generation asi/40653.......cccceeeneincnns 19
Carlson Craft Binder Division asi/43923 ......... 83
Certified Marketing Consultants asi/44526....... 31
Certified Marketing Consultants asi/44526....... 33
Charles River Apparel asi/44620................. 51
Clothpromotions Plus asi/45513.......cc00eeeene. 14
Cooler Graphics Ltd asi/80345........ccc0evuene. 86
CredentialExpress asi/47204 .......covevieenenns 83
Diamond Cosmetics Inc asi/49640 ............... 83
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Display Source asi/45447 ....ccoveiiiiiiincnncnns 39
DriDuck Traders Inc asi/50835........cc00ueenen 24
Edwards Garment Co asi/51752 .......cccoevennn. 85
Evans Manufacturing asi/52840 ............... Cva
Game Parts asi/55750....cccteeiieincincincancnns 83
Gannett Graphics asi/55775....cccceeeieincnacnns 83
Gildan Activewear SRL asi/56842 ............c.... 53
Gold Bond Worldwide asi/57653.........cccc0ueue. BB
Golf Tee Printers asi/57672 ......cccovvvevnnennn. 86
Halls & Company asi/59080.........cccccevueeene. 85
Hanes/Champion asi/59528.......c.cceeeeueneenes 48
Hit Promotional Products asi/61125............. 2,3
Holloway Sportswear Inc asi/61430 .............. 23
Idea Custom Solutions asi/33149.........ccoueuee 34
ImpressMe asi/6368L.......cccvieiieiieinenncnns 86
Indigo asi/62560........cccivieiiiiriinncnnncenns 85
JBob’s Designs Inc asi/63006 ...........coocvuenen 85
Jerzees asi/6682525 ... ..vuiiiiiiiiiiiiiiiieanns 37
Kaeser & Blair Inc asi/238600 ...........cccoueue 4,5
MYV Sport/Weatherproof asi/68318............ 56 a-b
NeetFeetInc asi/73525 ....cvvvvieiieniennennnnns 85
Next Level Apparel asi/73867 ......ccoevveeennnns 21
Otto Intl Inc asi/75350. . ..ccveveierineennnnnnnns 85
Outdoor Cap Co asi/75420 ....coeveeeneenrencanns 30

Panther Vision asi/75825 ......ccoceveinennenns 12,13
Pioneer Balloon Co asi/78200.........ccvueveenenn 1
Pro Golf Premiums Inc asi/79680 ................ 85
PromoPayment.........c.ccoviuiiininiinnnnncnnns 85
River’s End Trading asi/82588 ................... 66
Royal Industries asi/83770.......ccecveeenennnnns 86
Sacsand Boxes 2asi/84430 ......ccovviiiniinnnnnn 86
SanMarasi/84863 .....ccviiiriiiiiiiiiiiiincanns 41
Spirit Industries Inc asi/88740.........cccceuvnnen 86
Sportman Cap asi/88877 ......cccvvviinrennecnnnss 65
Sportman Cap asi/88877.......cccvvevneinennnn 62,63
Stahls’ ID Direct asi/88984.......cccovveurenennns 32

STORMTECH Performance Apparel asi/89864 ... 28

Stouse Inc asi/89910......ccvuviurieenecncencenns 86
Tri-Mountain asi/92125......cceutieeiecneencenns 27
L0 N 76
VenturaIncasi/938520 .....cccvevvvierennrcnnnns 86
Webjaguar asi/6255416 .......ccooveeeeeeennnes 10,11
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Social

Best Places to Work
eCompanyStore

This southern distributor firm uses sabbaticals to motivate and energize employees.

Time off is the true key to
attracting and retaining
great employees, believes

4 @ i

et " W o Craig Callaway, CEO
THINGS of eCompanyStore, a

‘ e IG HERE/ e 130-person firm based in

ARE HAEEENING ——— Alpharetta, GA. “There’s
only so much money you
can pay people,” says
Callaway. “What you can
really give them that
makes the difference is
free time to spend with
their families.”

So, eCompanyStore
gives every employee,
with the exception of
highly-commissioned
salespeople who are
eligible for incentive
trips, a 21-day mandatory
sabbatical every five
years. That’s in addition
to any regular time off
they're entitled to. "1
want people to take the
kind of trip they’d never
take in a regular week’s
vacation,” Callaway says.
“We want people to do
life-changing stuff and
come back revitalized.”
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BEAT THE HEAT!

SCR SIL WHT

N2359 Adult: S - 3XL
NW2360 Womens: S - 2XL

¢ 100% Polyester Interlock, 4 ounces per square yard
* Moisture Wicking, Odor Resistant, Stain Release
e Ultra tight knit resists snagging

pushing the limit
888 464 3824 | www.A4.com
asi/30121

PLEASE VISIT A4.COM FOR A COMPLETE LIST
OF STYLES, PRICES AND DISTRIBUTORS
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Let your dog enjoy the 4th of July Celebration

3257 PET
COLLAPSI-BOWL™

with you this year. Evans Pet Collapsi-Bow!|™
is easy to take on the go!

As Low as $2.59r)

This soft flexible silicone bowl has an 8 oz capacity
that works great for water or pet food when you're
on the go. Collapses flat for easy storage and
features a metal carabiner that easily attaches to a
leash, belt loop or backpack.

PRICE ABOVE INCLUDES: 1-color/1-position imprint
DIE/SET-UP: $50(V)
DIMENSIONS: 2" H (opened) x 5 /4" diameter

/4" H (collapsed) x 5 /" diameter
IMPRINT: Screen printed. 1/2” diameter

B > - dE
[ }”]' 7 Canlcometothe & &
P BBQ with you?? §
PAW-LEASE!!



