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OVER 200 PRODUCTS!

Industry-leading value with competitiv
e pricing!

Norwood, the Norwood logo, norwood.com, Good Value (logo)™ and all related 
trademarks, logos and trade dress are trademarks or registered trademarks of BIC 
Corporation and/or its affi liates or licensors in the United States and other 
countries and may not be used without written permission. All terms 
and conditions in the 2013 Norwood catalog apply. ©2013 BIC 
Graphic USA, Clearwater, FL 33760.

55713 

As Low As $ .5
4(C)

55691 

$.54(C)

40072

Original Colored Dispenser 

w/Standard Bandages

As Low As $.65(C)

40011

Pocket First Aid Kit

As Low As $.83(C)

15679

Excursion Duffel

As Low As $13.58(C)

15680
Rivage Tote

As Low As
$11.99(C)

VALUE & PRICE

AT IT’S BEST!

45926

Color Grip Tumbler - 18 oz. 

As Low As $4.15(C)

45702

Vista Bottle

As Low As $5.74(C)

More
items arriving 

January
2014!

You know it’s
 Good Value™ 

when you see the 
For more information visit norwood.com.

asi/74400





Tis Better To Give...
NAH... Tis Better To Sell, so your clients can give! 
Shown are just a few from our vast collection of gifting 
items. For all budgets and all purposes.

#2625 PORTABLE CHARGER… 
t������N"I�#BUUFSZ��t�'FBUVSFT�"�64#�0VUQVU�"OE�.JDSP�64#�*OQVU��
t�$IBSHFT�5IF�J1IPOF���J1IPOF���J1PE�4NBSU�1IPOFT�.1���
� 1MBZFST�"OE�.PSF�
t���7PMU����"NQ�0VUQVU

#2625 As Low As $12.50c

#2620 PORTABLE CHARGER WITH  
LED LIGHT...
t�'FBUVSFT�"������N"I�#BUUFSZ�64#�0VUQVU�-&%�-JHIU�"OE�
� #BUUFSZ�5FTU�#VUUPO
t�6TF�5IF�"EBQUPS�$BCMFT�*ODMVEFE�0S�:PVS�%FWJDF�T�0XO�
� 64#�$IBSHJOH�$BCMF

#2620 As Low As $31.65c

#2715 NANO SPEAKER...
t� )JHI�%FöOJUJPO�#MVFUPPUI�8JSFMFTT�4QFBLFS��t������$PSE
t� 4JNQMZ�1BJS�:PVS�)BOEIFME�%FWJDF�8JUI�5IF�/BOP�4QFBLFS�5P�&OKPZ��
� %ZOBNJD�4UFSFP�4PVOE
t� $POWFOJFOU�$BSSZJOH�1PVDI�"OE�$IBSHJOH�"VEJP�*�0�$PSE�*ODMVEFE
t� 1FSGFDU�'PS�:PVS�)PNF�0óDF�0S�0VUEPPS�"DUJWJUJFT
t� (JGU�#PY�1BDLBHJOH�8JUI�1PVDI�"OE�64#�$BCMF�*ODMVEFE
t� 1MFBTF�4FF�8FCTJUF�'PS�6TFS�.BOVBM

#2715 As Low As $35.85c



#2720 As Low As $116.66c

#2720 TOUCAN WIRELESS  

BLUETOOTH SPEAKER… 

t� 5VSOT�"OZ�1IPOF�5BCMFU�0S�.PCJMF�%FWJDF�*OUP�"�1PSUBCMF�4PVOE�4ZTUFN
t� 'FBUVSFT�)JHI�%FöOJUJPO�4PVOE�8JUI�"�#VJMU�*O�.JD�'PS�&BTZ��
� )BOET�'SFF�$BMMJOH�

#2635 As Low As $46.67c

#2635 PORTABLE  

DUAL-PORT CHARGER… 
t�5ISFF�"EBQUFS�5JQT�t���64#�0VUQVUT��
t�-PHP�-JHIUT�6Q�8IJUF�3FE�0S�#MVF
t�%JHJUBM�.FUFS�-JHIUT�6Q�#MVF�0S�3FE
t�#VJMU�*O�#BUUFSZ�$BQBDJUZ�.FUFS�4IPXT��
� 3FNBJOJOH�1FSDFOUBHF��
t�����N"I�#BUUFSZ
t�$IBSHFT�J1IPOFT�J1PET�1%"T�$FMM�1IPOFT��
� .1��1MBZFST�"OE�.PSF�

Front

Back

#2630 - 3 IN 1 SPEAKER, POWER BANK, PHONE STAND...
t�4JNQMZ�1MVH�%FWJDF�*OUP�5IF�"VEJP�+BDL�'PS�(SFBU�4PVOE�"OE�"U�5IF
� 4BNF�5JNF�1MVH�%FWJDF�*OUP�5IF�64#�1PSU�5P�$IBSHF�:PVS�%FWJDF�
t�4FSWFT�"T�"�4UBOE�'PS�:PVS�%FWJDF�8IJMF�1MVHHFE�*O
t�$PNQBUJCMF�8JUI�.PTU�$FMM�1IPOFT�5BCMFUT�"OE�0UIFS�64#�%FWJDFT
t�8IJUF�-&%�-JHIU��t������N"I�#BUUFSZ

#2630 As Low As $36.66c





A4PRINTABLES
N3249 / NW3249
• 100% cotton 4.3 ounce 30s combed ring spun jersey
• Shoulder to shoulder taping
• 1x1 baby rib knit collar
• Tear-away label
• Side seam construction for better fi t
• Available in 16 colors
• Men’s Sizes S-3XL, Women’s S-2XL

as low as

$2.49*

NEW ARRIVAL

* PRICE(S) DO NOT INCLUDE DECORATION OR FREIGHT. UP-CHARGES MAY APPLY FOR EXTENDED SIZES. 
ADDITIONAL RESTRICTIONS MAY APPLY. PLEASE CONTACT CUSTOMER SERVICE FOR DETAILS. 888 464 3824 www.A4.com

asi/30121
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COLit’s all about



ORstyles and sizes

myGildan.com

With Gildan, it’s all about delivering more for you. Like an amazing 96 colors. 

����VW\OHV�LQ�7�VKLUWV��ƳHHFH	�DQG�VSRUW�VKLUWV��)LWV�IRU�DOO��LQFOXGLQJ�PHQ�WR��;/��

ZRPHQ�WR��;/�DQG�<RXWK�IURP��7�WR�;/��$QG�GRQśW�IRUJHW�FRPSDQLRQ�VW\OHV�

LQ�PHQśV�DQG�ZRPHQśV�VSHFLƲF�ƲWV�ZLWK�SHUIHFWO\�PDWFKHG�IDEULFV�DQG�FRORUV�

 Visit mygildan.com to see what the buzz is all about.

asi/56842



FASHION
WHAT’S YOUR
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ALITY
anvilknitwear.com

WE STAND FOR FASHION FOR ALL: FRESH, HIP AND RELEVANT; TRENDY YET FRIENDLY; 

CLASSICS WITH ATTENTION TO STYLISH TWISTS, THAT’S US. 

ANVIL: 100 YEARS OF INNOVATION AND COUNTING.

CO
M

IN
G

 IN
 2014

asi/36350



ONLY PROFORMA
OFFERS 150 MEMBER SUPPORT

TEAM AND BACK OFFICE.

ONLY PROFORMA
HAS A $4 MILLION DOLLAR 

SALES AND MARKETING FUND 

THAT PROVIDES WORLD-CLASS 

SALES AND MARKETING RESOURCES TO 

HELP YOU WIN MORE SALES.

ONLY PROFORMA OFFERS

FREE CREDIT 
I N S U R A N C E
SO OUR OWNERS

STILL GET PAID
EVEN IF THEIR CUSTOMERS

DON’T PAY THEM.

A

ONLY PROFORMA 
HAS OVER 120 MEMBERS OF OUR

M I L L I O N
DOLLAR CLUB
AND OVER 40 MEMBERS OF OUR 

M U LT I - M I L L I O N

DOLLAR CLUB.

RS A 

ES
M 
IN
RES

ACTS

LD.

O N LY
PROFORMA

HAS EIGHT 
MEMBERS ON THE

INC. 5000 
LIST OF FASTEST GROWING 

COMPANIES IN AMERICA.

4 MILLION DOLLAR 

FUND PROVIDING
RESOURCES AND SUPPORT.

O N LY
PROFORMA
HAS INVESTED OVER

$5 MILLION

D O L L A R S
IN ITS TECHNOLOGY

PLATFORM SO
YOU CAN DELIVER

YOUR CUSTOMERS

THE CUTTING EDGE

SOLUTIONS
THAT WILL WIN YOU 

THEIR BUSINESS.

FORMA OFFERS AA

AL SALES
ORT TEAM
LP YOU WIN

OMPANY STORES

ULFILLMENT CONTRACTS

D THE WORLD.

4 MILLION DOLLAR 

FUND PROVIDING
RESOURCES AND SUPPORT.

FORMA OFFERS AA

AL SALES
ORT TEAM
LP YOU WIN

OMPANY STORES

ULFILLMENT CONTRACTS

D THE WORLD.

ONLY PROFORMA 
IS LED BY A PROVEN INDUSTRY

VETERAN THAT BUILT HIS OWN

$25 MILLION DOLLAR 
DISTRIBUTORSHIP. WE KNOW

WHAT YOU NEED EVERY 

STEP OF THE WAY.

5HDG\�IRU�PRUH"�

Contact us to learn how Only Proforma can help you make 
the most of your opportunity in this industry.  

�������������
�LQIR#SURIRUPD�FRP



O N LY
PROFORMA

HAS EIGHT 
MEMBERS ON THE

INC. 5000
LIST OF FASTEST GROWING

COMPANIES IN AMERICA.

ONLY PROFORMA OFA

GLOBAL SA
SUPPORT TE
TO HELP YOU 
ONLINE COMPANY 

AND PRINT FULFILLMENT CO

AROUND THE WO

O
OF

$43
TH

IN

ONLY PROFORMA OFFERS

FREE CREDIT
I N S U R A N C E
SO OUR OWNERS

STILL GET PAID
EVEN IF THEIR CUSTOMERS

DON’T PAY THEM

ON
HAS 

M
DO
AND 

M U

DO

ZZZ�RQO\SURIRUPD�FRP

”

””

“

“Only with Proforma could 
we have built our business 
to multimillion in sales in 
ONE year.

Only when working with Proforma 
did we see our list of active accounts 
increase dramatically. All we do is provide 
Proforma with a client or prospect list 
and they send out self-promotions on 
our behalf. It’s a home run! We see a  
10-15% success rate and we don’t have 
to do much at all. You can’t get that with 
any other program out there.

“Only Proforma provides professional marketing 
and collateral pieces that have helped us grow 
our business to $25 million a year. Proforma 
gives us access to email broadcasts, brochures 
and much more!

Suzette and Fred Albrecht 
Co-Owners since 2000 

Bryce Fulton 
Owner since 2002

Kevin MacKinnon
Owner since 2011 

Asi/ 300094



THE MESSAGE 
WITH A REMINDER.

Design a direct mailer, marketing or 
business card with a targeted message.

Flexible Innovations marries direct mail with promotional products
like never before! It’s easy. Maximize Exposure in 4 Steps!

1 Create a direct mailer for your prospects with important messaging.
2 We’ll stick a branded screen cleaner onto it.
3  Recipients of your piece will stick the cleaner onto their phone or tablet.
4  Your logo gets impressions constantly!

Call 877-534-7477 now 
to promote your message and brand like never before. 

Produced in USA

asi/54596 | ppai 312814 | upic Flexi01 | sage 67855

www.digiclean.com/promo | advertising@digclean.com

The Screen Cleaner That Sticks!

FREE
SAMPLES!

Call or
Email Us!



Get a jump on the competition with Gildan 

Performance™ – the athletic wear that delivers 

premium performance. Our smooth 100% 

polyester knit moves every way you do. We’ve 

added 5 new team colors for 2014. Now 13 

colors are available in companion styles for 

men, women and youth. Get a competitive 

edge with Gildan Performance™. 

THE WINNING DIFFERENCE! 

For complete Gildan Performance™ product information visit mygildan.com

Wicking action disperses 

moisture for drier comfort

Anti-microbial properties are infused within 

the fabric for lasting odor freshness

C
O

M
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G
 

IN
 20

14

42400L Ladies Long Sleeve T-Shirt

asi/56842



Your clients can showcase their 
message anytime, anywhere!
Our innovative banner stand displays and

large format printing services are perfect for:

t�1PJOU�0G�4BMF�%JTQMBZT�t�3FUBJM�4UPSFT

t�5SBEF�4IPXT�t�4QFDJBM�&WFOUT

3FUSBDUBCMF�#BOOFS�4UBOET

Post-Up Stand’s retractable banners feature durable construction and 

slim-line styling that make them visually appealing and easy to set up.

ORDER TRADE SHOW AND MARKETING DISPLAYS 
FROM POST-UP STAND. USE PROMO CODE ASI20

ₔ�:<7,9�36>�790*,:�05*3<+05.�:7,*0(3
���(:0 =63<4,�+0:*6<5;:

ₔ�56�:,;<7�-,,:�69�9<:/�*/(9.,:

ₔ�56�40504<4�69+,9:

ₔ�.9(7/0*�+,:0.5�:,9=0*,:�(=(03()3,

ₔ����/6<9�;<95(96<5+�65�(33�*<:;64�69+,9:

C A L L  N O W  F O R  S P E C I A L  A S I  P R I C I N G  A N D  Q U O T E S

� � � � � �  � � � � � � � � � ₔ � � > > > � 7 6 : ; < 7 : ; ( 5 + � * 64 � A S I      
H Z P � �  � � �

Large Adjustable 
Banner Stands

Trade Show Booths Quick Fabric Displays

Vinyl Banners Table Top Displays Table Throws Teardrop Banners X-frame Banner 
Stands



Gildan® is an authorized licensee of New Balance Athletic Shoe, Inc. 

New Balance®, NDurance® and the flying NB are registered trademarks of New Balance Athletic Shoe, Inc.

RING SPUN COMFORT FROM NEW BALANCE®

Feel the softness of 24 singles in New Balance’s 4140 Adult Ring Spun T-shirt.  

The 100% cotton fabric and athletic cut outfit you to workout in comfort.  

Available in sizes S-3XL and 10 colors, now including rich tones Charcoal and Purple.  

Get moving with New Balance today!  

Visit NBimprint.com to learn more. 

asi/56842
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c P P
ASI/45513 - PPAI/359202 - SAGE/68249 - UPIC/CPP

888.776.2675

• Trusted, proven smudge-free cleaning.

oØ 'HFGDRSØPT@KHSXØLHBQNÚADQØHRØQDTR@AKD�Ø 

 eco-friendly.

.OODQØ%HADQ® CTQ@AKDØBKD@MHMFØBKNSGR  

are perfect for cleaning eyeglasses,  

RTMFK@RRDR�ØLNAHKDØCDUHBDR�ØBNLOTSDQRØ 

@MCØS@AKDSR

U.S. Based  

Production Company Call Today For  
FREE Samples! 

www.clothpromotions.com

Opper Fiber® Others

GREAT 
HANDOUT 

AT TRADE 
SHOWS!



COUNSELOR | NOVEMBER 2013 21

Contents
NOVEMBER

2013COUNSELOR
Features
LEADERSHIP ISSUE
Q & A 78

Happy People, 
Happy Bottom 
Line 
Best-selling author Adrian 
Gostick explains the impor-
tance of having engaged 
employees, and makes the 
business case for improving 
corporate culture. 

MANAGEMENT 82

Listening  
Exercise
The key to good leadership 
today? Actually listening to 
employees and clients – and 
implementing their ideas.

STRATEGIES 86

5 Mistakes 
Leaders Must 
Avoid!
Even good managers make 
leadership errors. Here, a 
business consultant looks at 
the five most common mis-
steps and provides strategies 
for ways to avoid them.

QUIZ 90

A Test Of  
Leadership 
Think you’re a good leader? 
Take our quiz to see how you 
measure up.

TIPS 94

Be a Better 
Manager – Now! 
Can ad specialty execs 
improve their management 
style in a single day? Yes. 
Follow these proven 
strategies.

News
THE LEAD 37

Forecast for 2014.

CHATTER 38

Responses to where the 
industry will be in 10 years.

SALES 40

Supplier sales up 4.8% in Q2.

PROMOS 42

Bobbleheads perform.

STUDY 44

Fast-food chains criticized.

ECONOMY 46

Small businesses hiring.

COUNSELORMAG.COM 50

Selling to nonprofits.

STOCK REPORT 52

Suppliers edge distributors.

NUMBER CRUNCH 55

Bags carry the most
impressions.

PRODUCT PICKS 58

18 items in the spotlight.

Case 
Studies
PROFILE 61

Green marketing success.

MARKET WATCH 62

How to make gains in retail.

PROMO CLOSE-UP 66

Distributor pumps up 
pork campaign.

Apparel
TRENDS 69

Scarves: a versatile option.

SIZING 70

Be ready to fit a 
diverse audience.

FABRICS 72

Fashion fleece.

SHOWCASE 74

Women’s accessories.

Social
PROFILE 97

Distributor donates to 
breast cancer charity.

APPOINTMENTS & 
PROMOTIONS 98

This month’s people on the 
move. 

BEST PLACES TO WORK 104

Collegial atmosphere works 
for this distributor.

 Happy People, Happy Bottom Line page 78



Men’s

BG-7300

Ladies

BG-6300

∋12;.#7?∗4#.−<90<6−? 9∗812;. 4∗,3 ).447> <6;.9  ∗=?

BlueGeneration®

 ∀#!# 

&(# −=∗6,.− 72:;<9. ∋2,3260 %.,167470?
∃6∗0 #.:2:;∗6; Α ∃;∗26  ∋92634. #.:2:;∗6; Α  7<6,.: Α  ∀74?.:;.9

#2+ 362; ,744∗9 Α .6Β: ∃( ∗−2.: ∃(

FREE FREIGHT on qualifying $175 orders
%  Α (  Α 5∗24 6/74<..6.9∗;276,75

∋.+:2;. >>>4<..6.9∗;276,75

View website
& catalogASI 40653

∃2≅.: ∃( −−2;276∗4 ,1∗90.: /79 4∗90.9 :2≅.: ∗884?
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Environmental impact estimate were made using the Environmental Defense Calculator. For more 
information visit www.papercalculator.org

*Please recycle this magazine.

Counselor ENVIRONMENTAL STATEMENT. 
By using eco-friendly paper, Counselor has saved the 
valuable resources below per year.
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A S S O C I AT E  P U B L I S H E R

Edwin Koehler, BASI (800) 546-1261 
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S E N I O R  V I C E  P R E S I D E N T / S A L E S  

Christine Lovell, MASI (800) 546-1478
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rball@asicentral.com

A D V E R T I S I N G  S A L E S
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Norman Cohn, MASI
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Matthew Cohn, MASI
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Timothy M. Andrews, MASI

E X E C U T I V E  V I C E  P R E S I D E N T /

G E N E R A L  C O U N S E L 

Steve Bright

C H I E F  O P E R AT I N G  O F F I C E R 

Vincent Bucolo Jr., BASI

C H I E F  T E C H N O L O GY  O F F I C E R 

Armughan Rafat, BASI

V I C E  P R E S I D E N T,  S E N I O R  C O U N S E L  

Charles Machion, BASI
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Carol Albright, BASI
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Call (877) 837-7651 or visit
http://www.asicentral.com/getpaidfaster

SPECIAL OFFER: 2013 Discover card 
transactions processed absolutely free*! 

*Offer ends December 31, 2013. For promotion details, visit http://www.asicentral.com/getpaidfaster
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www.PresentationEssentials.com
866.409.8949
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Free Custom Design Setup!
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quantity of ONE 
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1-25 ship in just 
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Free Custom Design Setup!
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SAME-DAY SHIPPING
Orders over 12 pieces may not ship same day. Orders must be 
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Not available for shipments to Canada.
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ONLINE INVENTORY CHECK
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ASI 43861
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Sponsored by Haws USA Inc.
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highly satisfied in their jobs 
describe their office culture 
as one in which they can make 
decisions and take risks.

Gostick, who recently 
finished a survey of more 
than 300,000 companies 
and employees, echoes the 

Towers Perrin survey. “Good 
leaders are able to set a course 
for their people, but then 
get out of their way and let 
them do their jobs,” he says. 
“Micromanaging tends to be 
the place where managers 
lose their way the most. Yes, 
you have to be involved, but 
that doesn’t mean making 
every last decision and telling 
people what to do every step 
of the way. Employees need 
to feel like they can own their 
work – maybe even more than 
you’re willing to let them. 
When they don’t feel like they 
have ownership of their work 
every day, that’s exactly when 
you’ve lost them as a leader.”

The challenge, of course? 
Being a leader and setting the 

There are many traits of great 
leaders. Among the list: the 
ability to listen, the desire 
to make their people and 
their companies better, the 
drive and will to succeed. 
But maybe chief among the 
characteristics of good leaders 
today is the incessant need 
to be involved with their 
employees. 

“The best managers know 
that their most important job is 
always having the pulse of their 
people,” says Adrian Gostick, 
author of The New York Times 
bestselling business book The 
Carrot Principal: How the Best 
Managers Use Recognition 
to Engage Their People, 
Retain Talent, and Accelerate 
Performance. “And, on the flip 
side, the worst managers lose 
their people by not always 
knowing what they’re working 
on and not being involved. 
Basically, the best leaders are 
perceived simply as a member 
of the team, not the head of the 
team who is always dictating 
how things should be done.”

In this special issue, we 
look at leadership from many 
angles. And, Gostick, who is on 
our cover this month, provides 
an overall look at the key 
to leadership today: getting 
employees hyper-engaged 
in their company’s business. 
Engagement, he says, means 
so much more than people 
showing up to work every day 
and doing a good job. It means 

that employees are fully 
vested and interested in the 
company’s success. 

“Effective leadership today 
is based on getting employees 
to love doing their jobs every 
day,” Gostick says. “Whether 
it’s the customer service rep 

who gets a rise out of making 
sure his clients are happy, 
or the sales rep who enjoys 
closing deals and building 
the company’s business, 
good leaders need to create 
an environment where 
people feel connected to the 
company’s mission, and where 
they feel like they can thrive 
on their own.”

That last point is so vital 
to leadership success today, 
I believe. Employees tend 
to be happier and more 
satisfied in their jobs when 
they feel like they operate in 
an autonomous and trusting 
environment. In fact, a Towers 
Perrin survey from earlier 
this year reports that 74% of 
employees who say they are 

agenda for your company, 
but also figuring out when to 
get out the way. According to 
Gostick, it’s a bit of a feel thing. 
If you feel like you’re making 
too many decisions during a 
particular week or month, hold 
a brainstorming meeting with 

your team and give everyone 
the floor to come up with ideas. 
“Then you have to implement 
some of those,” he says. “Your 
people should know that when 
they present ideas, you’re open 
to listening to them and then 
putting them into operation 
for the company. They want to 
trust that they’re being heard.”

Ultimately, the best-
performing companies have 
employees who are motivated, 
highly engaged in their work, 
and uniquely interested in 
seeing that their companies 
succeed. The heads of these 
companies, Gostick says, 
are often willing to cede the 
spotlight and give staffers the 
room to succeed on their own. 

Enjoy the issue!

Why some managers lose the trust of their people and others continue to gain it every day.    

By Andy Cohen

Editor’s Letter
Get Out of the Way!

Employees are happier when they feel 
like they operate in an autonomous 
and trusting environment.
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No order is too small nor any request too large for awards and 
recognition experts at The HB Group LLC. This full-service 
promotional distributor of 30 years has experience across a range 
of services: logo merchanding, logistics, importing and packaging 
as well as creating successful recruiting, recognition and retention 
programs. Now it adds an exceptional ability to produce online 
company store programs, helping clients reach their own 
e-commerce goals.

That ability is thanks to The HB Group’s new website and 
e-commerce platform from AdvancedEMedia. The search for 
an e-commerce provider first began last year. “We looked for a 
solution that let us do whatever we wanted without spending a 
lot of money,” says Kyle Stucki, the Head of IT for The HB Group. 
The WebJaguar platform from AdvanceEMedia offered the perfect 
balance of providing an effective e-commerce frame that Stucki 
could then configure and shape to reflect The HB Group’s specific 
needs. “AdvancedEMedia has a good frame in place that we 
can make look exactly how we want it to be,” Stucki says. “Our 
e-commerce ability is only limited by our imagination.”

AdvancedEMedia, the developer of the WebJaguar 
e-commerce platform, 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 ASI to develop data 
feed based on the ASI database. This gives distributors access 
to hundreds of thousands of products as a complete turnkey 
e-commerce solution.”

It took a few short months to put The HB Group’s e-commerce 
solution in place, which has been active for the last eight 
months. Since the implementation, Stucki has received nothing 
but positive feedback from customers. He says that the most 
important indicators of success are two new university clients that 
have turned to The HB Group to manage online company store 
programs for their spirit/alumnae merchandise. “Users can simply 
sign in through their own portal and then come over to our site for 
their customized store,” Stucki explains. The HB Group manages a 
collection of logoed merchandise particular to that school’s needs 
and tastes. Every company store program can be customized to 
include as many or as few items as the client wants.

Stucki explains that the WebJaguar system provides complete 
freedom to configure and update its own web site, as well as its 
clients’ online company stores, without any complications. “The 
product that AdvancedEMedia has provided is a configuration 
management tool. We have the ability to go in and select products 
or change pricing. You spend your time on content rather than site 
development,” he says. The system also simplifies marketing and 

customer relationship management. For example, Stucki explains, 
“You can set up coupons or it lets you target customers with emails 
to offer specials.”

With WebJaguar, The HB Group enjoys the same sensitivity to 
pricing and supplier information that distributors receive from any 
ASI-related vendor. The WebJaguar e-commerce solution allows 
distributors to retain control over margins (even on a customer-
by-customer basis) and to protect wholesale pricing. Furthermore, 
WebJaguar makes it easier for search engines to index a site 
effectively, which improves online visibility and draws more buyers 
to the company. The powerful search functions of WebJaguar, 
which is integrated with ASI Smart Link Search, make it simple for 
buyers to find products that fit their search criteria. Beyond those 
benefits, distributors find functions to target prospects and reach 
out to clients.

Learning the system was simple for The HB Group. “It is pretty 
intuitive,” Stucki says. He praises the knowledgeable staff from 
AdvancedEMedia who have guided the transition and handled 
Stucki’s every request to address any small wrinkles encountered 
along the way. “I would give them an ‘A,’” Stucki says. I always feel 
comfortable when I call. They are kind and responsive.”

Looking ahead, Stucki sees nothing but growth thanks to the 
new website and company store functions. “Everyone we’ve shown 
it to likes it and uses it,” he says. “Our goal is to grow a lot thanks 
to this system.”

All that’s needed for other distributors to get started on their 
own 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.

The HB Group Grows E-commerce With WebJaguar
Providing for clients’ every need, even online company stores, was the goal of The HB 
Group. Now they can with AdvancedEMedia’s WebJaguar platform.

Kyle Stucki, The HB Group
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News
XForrester Research 
predicts that the tech-
nology sector in the U.S. 
will grow by more than 
10% in 2014. 

XLeading tech markets: 
Corporate networking, 
social media, and elec-
tronic infrastructure, 
according to Forrester. 

XThe Federal Reserve 
predicts that the United 
States’ gross domestic 
product will grow at a 
rate of 3% next year. 

XSectors that are 
primed for growth in 
2014 besides tech: 
professional services, 
health care and con-
struction are the next 
three.   

WHAT’S YOUR OUTLOOK FOR THE AD SPECIALTY INDUSTRY IN 2014?

Tech Sector Leads U.S. Economic Forecasts

Ted Stahl
GroupeStahl (asi/88984)
“Demand for customized 
items is stronger than 
ever, but competing and 
winning means meeting 
the complex demands of 
today’s consumers.”
 

Alan Chippindale
BrandAlliance (asi/145177)
“Flat growth, increasing 
consolidation (both 
supplier and distributor), 
continuous price pressure 
and large customer 
demands for integrated IT 
and logistic solutions.” 

Jo-an Lantz
Geiger (asi/202900)
“I’m very positive about 
the business in North 
America. I anticipate 
continued strong growth 
for the industry in 2014.” 
 
 

Emmanuel Bruno
Norwood & BIC Graphic 

(asi/40480)
“I’m not convinced this 
industry is growing at the 
aggressive rate that has 
been reported. A 2% to 
3% increase will be closer 
to reality.”

Paula Shulman
Prime Line (asi/79530)
“Companies seem to 
have opened their purse 
strings again. Anything 
to do with technology 
seems to be the strongest 
category right now.”

Jason Black
Boundless (asi/143717)
“I believe there will be 
some dark clouds coming 
for the economy with the 
rising insurance cost for 
business and increase in 
taxes.” 

Facebook founder Mark Zuckerberg is at the forefront of the technology sector, 
which is by far the fastest-growing economic sector today and into 2014.

Me and my 

tech cronies 

are carrying 

this thing, 

huh?
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Chatter
Readers React

Facebook 

Forum

TwitterFeed

“Clearly tech gadgets are very popular, and as 
personal technology applications grow, this 
will create many new product opportunities 
for our industry.”
 DAVE THOMPSON, NATIONAL PEN (ASI/281040)

“There will be 20% fewer suppliers in 10 years.”
CRAIG CALLAWAY, ECOMPANYSTORE (ASI/185782)

“If we allow ourselves to become a commodity 
and sell only on price, our industry risks losing 
the creativity that has really been important to 
the industry’s success over the last 10 years.”
JEFF LEDERER, PRIME LINE (ASI/79530)

“New types of products will expand our 
markets, ease of communications will increase 
competition, and the continued decline of 
mass media advertising will enhance growth 
opportunities for our industry.”
MARC SIMON, HALO BRANDED SOLUTIONS (ASI/356000)

“The term “industry” has been used to reference 
the sale of decorated merchandise from within 
our group of suppliers and distributors. We 
can expect that our industry will only cover 
about half of all promotional products actually 
purchased 10 years from now.”
MICHAEL BERNSTEIN, POLYCONCEPT, IN RESPONSE TO THE QUESTION: HOW DO 
YOU THINK THE INDUSTRY WILL BE DIFFERENT 10 YEARS FROM NOW? 

►Raymond Laubert You must have 
a business and marketing plan. I have 
had several small businesses. The first 
ones never had a business or market-
ing plan. They failed before I even 
knew it because I didn’t understand 
what was going on. I would try what-
ever came to mind that day and had no 
real direction. The business and mar-
keting plans help me stay focused.

►Judi Brown Don’t rush to be the first 
to buy new technology.

►Linda Wilcox Never offer goods at 
a discount if there is an imprint issue, 
wrong color, imprint location error, etc. 
The customer never remembers the 
discount. They look at the item and 
think, “That’s not what I ordered.” Offer 
perfection and nothing less regardless 
of a discount offered by the factory.

►David Garthwaite Terms and condi-
tions – have them established, have 
every customer approve. No excep-
tions.

►Jennifer Valanski Moyer Always 
get a proof approval! Even if it is 
exactly what the client asked for, they 
might change their mind.

What’s your best piece of 
business advice?

@PromosCanada What’s your reason 
for using #promotional giveaways? 
Increase visibility? Advertise your 
organization name?

@staplespromo Americans will 
spend nearly $7 billion on Halloween 
this year. Check out these 3 ways to 
join fun: bit.ly/16GyXAv 

@promokorn “You can never cross 
the ocean until you have the courage to 
lose sight of the shore.” – Christopher 
Columbus

@GregoryHarris Unfortunate quote 
of the day: “After being taken over by 
an investment company, we won’t be 
winning any workplace awards soon.”

@gingerichgroup How would you 
add style to your employee uniform to 
make it more fashionable?

@thinkibpjsw Quick poll. Government 
shut down: Good or Bad?

@iwearyourshirt What’s that thing 
inside your gut that you’re suppressing 
because you’re afraid? It’s time to let 
the creativity out of its cage!
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Supplier Sales Up 4.8% in Q2

“Their popularity has really hit a high 
point that I don’t foresee diminishing 
anytime soon.”
Jay Deutsch, BDA (see page 42)

China-based e-commerce firm 
Alibaba Group will reportedly hold 
its highly-anticipated initial public 
offering in the U.S. and not Hong 
Kong, following failed negotiations 
over a listing in Asia. Alibaba’s IPO 
will likely value the company at 
$100 billion or more, according to 
analysts, making the launch the 
most coveted since Facebook’s 
debut on NASDAQ last year.

Alibaba officials – led by 
company chairman and Coun-
selor Power 50 member Jack 
Ma – decided against listing in 
Hong Kong because they prefer 
a specific partnership structure 
that will help them retain abso-
lute control even as the firm goes 
public. A Hong Kong listing policy 
might have allowed key investors 
– instead of Alibaba’s founders 
and top personnel – to nominate a 
majority of board members. 

Alibaba and listing officials in 
Hong Kong didn’t release any offi-
cial comments, although Charles 
Li, CEO of Hong Kong Exchanges 
& Clearing Ltd., wrote a thinly-
veiled blog entry about the situa-
tion. “We need to look objectively 
at the issues and not be swayed 
by emotional arguments or be dis-
tracted by specific circumstances 
of any given company or issue,” Li 
wrote. “In the end, we should take 
responsibility for doing what is 
right and best for Hong Kong, not 
just what is safe and easy.”

It remains unclear whether 
Alibaba will list on the New York 
Stock Exchange or NASDAQ, 
although the former appears 
more likely, analysts contend. Ali-
baba has not chosen underwrit-
ers for the stock sale yet either, 
although leading firms like JPM-
organ Chase, Credit Suisse and 
Morgan Stanley are among the 
most aggressive suitors. – DV 

Alibaba Will Take 
IPO To U.S. 

Paul Lage, president and CEO 
of Top 40 supplier Gill Studios 
(asi/56950). “I think the smaller 
suppliers are struggling and I’m 
not sure if we are actually captur-
ing those numbers.” 

By comparison to suppliers, 
a greater number of distribu-
tors are forecasting better 2013 
sales, with 69% of firms that 
have annual sales of more than 
$1 million predicting a rise in 
revenues this year. So far in 
2013, distributor sales also con-
tinue to outpace supplier rev-
enues, ASI data shows. Coun-
selor previously reported Q2 
distributor revenues increased 
5.1% year-over-year, following 
Q1 gains of 5.7%. – DV

Industry supplier sales rose 
4.8% in the second quarter of 
2013, reaching $3.2 billion over-
all, according to data released 
by ASI. The increase marks the 
fourteenth consecutive quar-
terly jump in sales and exceeds 
the Q1 rise of 4.5%. 

“I think the Q2 figure seems 
like a realistic growth percent-
age,” said Doug Hayes, CEO of 
Counselor Top 40 supplier Ash 
City (asi/37143), “though feed-
back from internal and external 
sources seems to indicate that 
hard goods are trending more 
positively than apparel in Q2.” 

The majority (53%) of sup-
plier respondents said their 
Q2 sales increased, an uptick 

from the prior two quarters 
when less than half of suppliers 
reported year-over-year gains. 
Smaller suppliers (less than 
$10 million in annual revenues) 
reported an average second-
quarter sales increase of 6%, 
while larger suppliers (more 
than $10 million) reported an 
average increase of 4.3%. 

Most suppliers (54%) expect 
their total 2013 sales will be 
improved over last year, although 
smaller firms especially are now 
much less optimistic than they 
were several months ago. “There 
will always be companies that 
significantly outperform and you 
see that in the large and some 
medium-size companies,” said 

USA Made?
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CERTIFIED MARKETING
CONSULTANTS, LTD

260.637.6643 | info@certifiedmarketing.com
Licensed Merger & Acquisition Specialist of the Advertising Specialty Institute®

www.certifiedmarketing.com

“ Certified Marketing Consultants did everything necessary to sell my company. Timing was critical to me. After one buyer 
withdrew late in the process, CMC immediately brought another buyer to the table and closed the deal quickly. They worked 
nights and weekends to get the deal done with terms that fit my needs. Without CMC’s industry contacts and expertise I 
would have had great difficulty. Now I have more time to spend with my growing family. Thanks CMC!”

Jennifer Gannon
Former Owner, Forte Promotions

When It Comes to Mergers and Acquisitions 
Our Experience Speaks for Itself.

890-828483 0713

Jeff Meyer, John Schimmoller & Jamie Watson

A new survey by The Wall Street 
Journal shows that Major 
League Baseball (MLB) teams 
that gave away bobblehead prod-
ucts to fans during the recently 
completed season increased 
their attendance by an average of 
4.8% on the days of the promo-
tions. In fact, teams like the Seat-
tle Mariners and the Cincinnati 
Reds increased their attendance 
for bobblehead giveaway days by 
more than 40%. 

The Journal matched the 
announced attendance for 
games in which bobblehead 
products were given away with 
games without any promotions 
that were held on the same day 

of the week (a regular Saturday 
afternoon game, for example, 
compared to a Saturday game 
that contained a bobblehead pro-
motion). In doing so, the study 
found that professional baseball 
teams grew their attendance by 
nearly 5% on bobblehead days. 

The bobblehead with the big-
gest impact this season? Former 
Seattle Mariners’ outfielder Ken 
Griffey Jr. The Mariners saw 
46,027 fans line up to get their 
hands on one of 20,000 Griffey 
dolls on August 10, an increase 
of almost 50% from the typical 
Saturday at Safeco Field. 

Counselor Top 40 distributor 
BDA (asi/137616), which sold 

the Griffey bobbleheads to the 
Mariners and has created about 
1.7 million bobblehead items 
for MLB teams this season, has 
noticed the trend of the give-
aways successfully driving atten-
dance increases. 

“Over the past few years in 
particular, their popularity has 
really hit a high point that I don’t 
foresee diminishing anytime 
soon,” Jay Deutsch, CEO of 
BDA, told Yahoo Sports recently. 
“We’re seeing fans line up out-
side the ballpark hours before 
giveaway games to make sure 
they receive a bobble. The emer-
gence of social media has also 
increased the overall excitement 

of giveaways. Clubs are taking 
advantage of tools like Twitter, 
Facebook, Instagram and Vine 
to promote bobbles and engage 
the fan base with a high rate of 
success.”

The Journal estimates that 
about 2.7 million bobbleheads 
were handed out at Major 
League Baseball games this sea-
son. – AC

Bobblehead Promos Lead 
To Attendance Jump

Promo 

Ite
ms W

ork!
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Counselor Top 40 distributor 
Proforma (asi/300094) 
announced that it has launched 
Proforma MAX, a new program 
aimed at large industry 
distributors. Proforma MAX, 
which provides an exclusive 
suite of services that helps 
larger distributors grow their 
top line sales, bottom line 
profits and improve their 
quality of life, also offers a 
guarantee of success. 

“This is a custom-tailored 
program for multimillion-
dollar distributors,” said Greg 
Muzzillo, founder of Proforma, 
in an interview with Counselor. 
“We’re putting our money where 

our mouth is on this program 
by guaranteeing success and 
growth for large distributors.”

Muzzillo said that the 
essence of the program will be 
found in Proforma’s ability to 
match up industry reps with 
large distributors that join 
Proforma MAX. “These are 
companies that are looking to 
grow, and we can help them 
do that,” Muzzillo said. “We 
have a database of 50,000 or so 
sales reps who have expressed 
interest in joining Proforma 
at one time or another. We can 
now match these people up 
with any new Proforma MAX 
distributors and essentially do 

the recruiting for them.”
Ultimately, Muzzillo said, 

the Proforma MAX program is 
designed to provide distributors 
with assistance not only in 
recruiting sales reps, but also 
acquisitions and handling major 
account programs that these 
companies may not have been 
able to fulfill before. Muzzillo 
also said the program is meant 
to create an alternative exit 
strategy option for distributor 
owners who are looking to 
improve their quality of life. 

“We’re calling Proforma MAX 
a lifestyle business, because 
we’ve learned that many large 
distributor owners are trying 

to determine what their end-
game is with their business,” 
Muzzillo said. “We have 
many services – through our 
150-person support center and 
our technology platform – that 
can help to free owners up to run 
their businesses like they want. 
The program is designed to help 
them grow their business and 
their quality of life.” – AC

Proforma Launches Program 
For Large Distributors

ASI Orlando U January 5-7, 2014

From the unveiling of new products to the roll out of new catalogs and sales 
programs, ASI Orlando is where the industry kicks off the New Year.

U  The industry’s most creative suppliers all in one hall

U  The debut of thousands of money-making items

U  Education focused on effective techniques to grow your business

U  A stellar lineup of events, including the Gala at Disney’s Animal Kingdom®

U  A Keynote by Barbara Corcoran and Kevin O’Leary — the stars of 
 ABC’s Shark Tank (Co-sponsored by Hanes/Champion, asi/59528 and Showdown Displays, asi/87188)

Register today for ASI Orlando at www.asishow.com!
ASI distributor members receive FREE admission, a FREE Gala ticket and a FREE hotel room!

©2013, The ASI Show®. All Rights Reserved.
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A new study blasts fast-food 
restaurants – particularly 
McDonald’s and Burger King – 
for emphasizing toy giveaways 
and movie tie-ins instead of 
nutrition when advertising to 
kids on TV. The study, funded 
by the Robert Wood Johnson 
Foundation, offers evidence 
that fast-food chains aren’t 
adhering to industry self-
regulation guidelines that were 
established by the Children’s 
Advertising Review Unit.

“Fast-food companies use 
free toys and popular movies 
to appeal to kids, and their ads 
are much more focused on 
promotions, brands and logos 

– not on the food,” said James 
Sargent, the lead author of the 
study, in a statement. 

McDonald’s and Burger 
King are especially in focus 
because they’re among 17 
food and beverage companies 
that have promised to show 
healthier food and lifestyles 
when marketing to kids, or not 
advertise at all. Yet, based on 
the TV spots the restaurants ran 
between July 1, 2009, and June 
30, 2010, the study’s authors 
conclude that “little emphasis 
was placed on actually showing 
the food compared with adult 
advertisements from the same 
companies. Toy premiums and 

tie-ins were presented 
prominently in both 
the visual and audio 
elements of these 
advertisements.” 

Of the restaurants’ ads directed 
at children, 99% marketed 
McDonald’s or Burger King kids’ 
meals. Of all of those fast-food 
ads, nearly 80% aired on Cartoon 
Network, Nickelodeon, Disney 
XD and Nicktoons, data showed. 
The study’s authors argue that 
fast-food companies showed 
packaging, toys, movie tie-ins 
and logos so kids would build a 
brand association, rather than 
being interested in the meals 
themselves.

Both McDonald’s 
and Burger King 
have responded to 
the study’s claims, 

disagreeing with the conclusions 
and pointing out the data is from 
several years ago. “As a family 
brand, we take our commitment 
to responsible communication 
with our younger customers 
seriously,” said McDonald’s, 
in a statement. “The study in 
question is based on data that 
is three years old and does not 
accurately reflect our current 
advertising nor our commitment 
to promoting nutrition and 
active lifestyles in 100% of our 
marketing  to children.” – DV

Study Criticizes Fast-Food Chains 
Over Kids’ Marketing

Kids at Play
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Whether you are looking to sell your company or grow through acquisition, Certified Marketing Consultants 
has been serving the Promotional Products Industry for over 25 years as the premier consulting firm.  Contact 
us today to get started.

Are you looking for a strategic fit 
and not sure where to start?   
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Jeff Meyer, John Schimmoller & Jamie Watson

Consulting firm Deloitte is 
predicting 2013 holiday retail 
sales will increase year-over-year 
by 4.5%, an improvement over 
2012, as retailers are likely to 
continue strong discounts to lure 
customers into stores. Despite 
economic headwinds, total 
holiday sales from November 
into January are likely to reach 
at least $963 billion, according to 
Deloitte’s forecast. 

“Rising home prices with 
steady job creation may buoy 
confidence in the economy and 
create a wealth effect,” said 
Daniel Bachman, Deloitte’s 
senior U.S. economist. “The 
debt ceiling and budget 

debate will resume this fall 
alongside uncertainty about the 
implementation of health care 
reform, which may cause some 
concern among consumers, but 
at a macro level, these factors 
are unlikely to have a significant 
effect on the economy and retail 
sales.”

While traditional sales 
channels are expected to 
produce moderate gains during 
the holidays, Deloitte predicts 
non-store revenues, which 
include online, catalog-based 
and interactive television 
purchases, will rise sharply 
by 12.5%. Deloitte is also 
forecasting mobile-influenced 

store sales will account for 8%, 
or $66 billion, of retail revenues 
this holiday season. 

“Retailers now realize how 
to engage shoppers through 
their mobile devices both inside 
and outside the store, which is 
having a profound impact on 
customer interaction, store 
traffic and conversion rates,” 
said Alison Paul, vice chairman of 
Deloitte. “Consumers using their 
smartphones are more likely to 
make a purchase compared with 
other shoppers in the store.”

Deloitte’s 2013 holiday 
sales forecast is optimistic 
compared to other research 
firms. By contrast, for example, 

ShopperTrak announced 
last week it expects holiday 
retail sales to rise by just 2.4%. 
Regardless of predictions, 
retailers like Kmart and 
Walmart are already aggressively 
advertising special holiday offers 
and several stores have plans 
to boost temporary hiring. In 
fact, Chicago-based consultancy 
Challenger, Gray & Christmas 
is forecasting retailers will add 
700,000 temporary employees 
for the fourth quarter. – DV

Holiday Retail Sales 
Forecasted to Jump

Happy 

Holid
ays
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Costly and worryingly 
frequent, cyber attacks are a 
major concern for U.S. small 
businesses, a new study shows. 
The National Small Business 
Association (NSBA) released 
the results of a survey in which 
94% of owners revealed that 
they are very or somewhat 
concerned about cyber security 
at their small businesses, 
nearly half of which have been 
victimized by high-tech attacks. 
“Small-business owners are 
handling more of their firm’s 
IT operations,” says NSBA 
President and CEO Todd 
McCracken. “This growing 
IT reliance makes issues such 

as cyber security, intellectual 
property protection and a 
functional online marketplace 
critically important in today’s 
global economy.”

According to the NSBA’s 2013 
Small Business Technology 
Survey, cyber attacks cost small 

businesses on average 
$8,699 per incident. 
Companies that had 
their business banking accounts 
hacked lost, on average, $6,927. 
The NSBA noted that such 
accounts are not protected the 
same way traditional consumer 
banking accounts are – a 
loophole in the law that only 
one in four small businesses are 
aware of. 

Additionally, the survey 
revealed that business 
owners, one in four of which 
hold a patent, are concerned 
about intellectual property. 
“Unfortunately, among those 
impacted by the America 

Invents Act, the 
overwhelming 
majority say it has 

had a negative impact on their 
business,” says NSBA Chair 
David Ickert. 

In another key finding, the 
survey found that small-business 
utilization of technology 
platforms such as cloud 
computing, smartphones, tablets 
and high-speed Internet has 
increased over the past three 
years. This shift has driven 
an increase in small-business 
owners who report that they 
allow employees to telecommute 
– up from 44% three years ago to 
60% today. – CR

Small Business Concerned 
About Cyber Security Lock it Down

A new survey reveals that 
U.S. small business owners 
plan to ramp up hiring. 
For August, the National 
Federation of Independent 
Business’ monthly Small 
Business Economic Trends 
report indicated that 16% of 
small firms aim to increase 
total employment, a seven-
percentage-point increase and 
the best reading since January 
2007.

“Job creation plans for 
the next few months surged 
and plans to make capital 
outlays and expand inventory 
holdings improved as well,” 
said William Dunkelberg, chief 

economist at NFIB.
In addition to the hiring 

outlook improving, small 
businesses also told NFIB that 
they’re expecting their sales 
to increase over the next six 
months. In fact, the amount 
of companies expecting sales 
growth within the next six 
months increased by eight 
percentage points, the largest 
jump in the survey this year. 

The outlooks of the NFIB 
survey mirror what many in 
the ad specialty market are 
seeing right now. “Small- 
business owners remain 
the number-one buyers of 
promotional products and 

confidence among 
small businesses, 
in general, is 
strengthening,” 
said Bill Smith Jr., 
president of Top 
40 distributor firm Brown & 
Bigelow (asi/148500). “I am 
optimistic about business 
prospects for our industry 
over the rest of 2013 and all of 
2014.”

Others believe growth and 
sales success is out there 
for industry companies 
that approach the market 
in specific ways. “Business 
is great, but business is 
always great if your company 

can continue to 
reinvent its brand 
position and point 
of difference to 
stay relevant,” said 
Derek Block, CEO of 

Top 40 distributor Touchstone 
(asi/345631). “The response 
may be a bit different if your 
business is built on taking 
orders, which puts you at 
the mercy of clients placing 
orders. The reality is most 
businesses are driven off the 
economy and the economy is 
doing well. I expect business 
to be strong the remainder of 
2013 and in 2014.” – DV

Small Business Hiring and Sales 
Forecasts Surge

Apply Here
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The San Diego City Council’s 
rules and economic development 
committee unanimously voted 
in September to move forward 
with an ordinance that would 
ban single-use plastic bags from 
the city’s grocery stores and 
other retail outlets. San Diego’s 
proposed ordinance would ban 
plastic bags in supermarkets, 
large stores that sell food, plus 
drug, convenience, hardware and 
clothing stores. 

The proposal would also 
require stores to charge 
customers 10 cents per paper bag 
used as an alternative, but would 
exempt restaurants, nonprofits, 
food stamp recipients, and 
produce and meat products. 
The city would provide for 
distribution of reusable bags and 

public education. 
“San Diego is poised to 

become one of the largest 
cities to take such a positive 
step towards bettering our 
environment,” said Sherri 
Lightner, chairwoman of the San 
Diego City Council committee 
overseeing the new legislation. 
“This is about protecting 
our ocean, our canyons, our 
waterways and landfills.”

If the ordinance is passed, 
San Diego would become one 
of nearly 80 cities in California 
that have passed laws restricting 
single-use plastic bags. So far, 
interim mayor Todd Gloria said 
he would support the legislation 
banning plastic bags from 
supermarkets and some other 
retail stores. – DV  

San Diego Moves to Ban Plastic Bags

Top 40 distributor AIA 
Corporation (asi/109480) 
completed a recapitalization 
of the company in September, 
with private equity partner 
The Riverside Company selling 
its interest in AIA and being 
replaced as the company’s main 
investor by McNally Capital 
of Chicago. Financial terms of 
the deal were not disclosed, 
but AIA CEO David Woods told 
Counselor that the transaction 
will result in no management or 
strategy changes for AIA.

“We have had a great 
eight year experience with 
Riverside,” said Woods. “We 
welcome McNally Capital of 
Chicago as our new private 
equity partner, and we look 

forward to a bright future of 
growth and success with the 
resources they bring to AIA.”

The Riverside Company, 
based in Cleveland, OH, first 
invested in AIA in 2005 when 
it purchased the company 
from fellow Top 40 distributor 
4imprint (asi/197045). 
“Riverside’s business model 
typically anticipates a holding 
period of five to seven years,” 
Woods said, “so it is normal for 
them to exit now.”

XVitronic Acquires  
Andrew Philips
Supplier firm Vitronic 
Promotional Group (asi/93990) 
announced that it has acquired 
Andrew Philips-Millennium 

Leather LLC (asi/36205). 
Financial terms of the deal 
were not revealed. “I anticipate 
the Andrew Philips brand 
will become a core product 
offering for Vitronic,” Lori 
Kates, general manager of 
Vitronic Promotional Group 
and president of the EBSCO 
Promotional Group, told 
Counselor. “They are known 
for their fine workmanship, 
their attention to style and 
design, and their application 
of superior quality materials. 
This is a natural extension of 
Vitronic’s leading position in 
the interpretation of fashion 
trends and styles in the 
promotional market.”

As part of the transaction, 

Philip and Donna Kahan, former 
owners of Andrew Philips-
Millennium Leather, will join 
the Vitronic organization. 
Philip will be the regional sales 
manager for New York City and 
New Jersey. Donna will join the 
supplier’s product development 
team, focusing on leather 
products in the Andrew Philips 
collection. Kates said that 
there were “a small number” 
of Andrew Philips employees 
impacted by the sale. “They will 
be working with us during a 
brief transition as operations are 
moved to our 300,000-square-
foot facility in Doniphan, MO,” 
Kates said. “The employees 
have been provided a package to 
assist them in the future.”

Mergers & Acquisitions

AIA Shifts Financing Partners
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Trends and insights from our website

Chat 

With Us!

It’s in the Bag
“The best part about 

bags? They’re lasting and 

people use them. They 

actually generate the 

most impressions of any 

promotional product. ”
– Counselor’s Dave 

Vagnoni, in a new online 

video series, Counselor’s 

Product Close-Up, this 

month focused on bags.

What Kind of Leader Are You?V
The best leaders today find ways to engage their employees, listen to their 
opinions, and create an environment where everyone on a team wants to 
succeed. “You need to foster a culture in which people will do anything for 
the company and for your customers,” says bestselling business book author 
Adrian Gostick. “Good leaders engage their people on such a close and trusting 
level that those people will do anything for them.” Want to see how you stack 
up as a leader? Check out our interactive leadership quiz online now at 
www.CounselorMag.com. 

Facebook Comments  
We Loved
‘Tis Talk Like a Pirate Day. 

What’s your fav pirate saying?

Laurie O’Shea 
I got my ears pierced for a buck 

an ear.

Ali Derkatch 
Q: ARGGG.. If a pirate were 

not a pirate, what career would 
he have? A: A used cAAARRR 
Salesman? A bARRRRtender? 

No, I think he would sell 
promotional yARRRRd sticks! 

Bling King 

Where’s the rum, me wenches?

Selling to 
Nonprofits
Excerpt from a recent forum 
on our Facebook page about 
how distributors can market 
and sell effectively to nonprofit 
clients. To join our online 
forums, like our Facebook 
page at www.asicentral.com/
facebook. 

Ryan Schade: With money 
being tight for a lot of 
nonprofits, I find creating 
co-branded promos (a local 
biz shares imprint space and 
funds the purchase) a great 
way to win their accounts.

Erich Campbell: As garment 
decorators, we’ve often sold 
our ‘dead’ inventory at very 
low costs to nonprofits, or 
even re-decorated stock from 
‘abandoned’ jobs through 
patches or covering prints.

David Garthwaite: Get 
your for-profit clients to 
donate products with both 
logos. They both get brand 
recognition, and you get to be 
the hero. Don’t forget donating 
your time and services also 
benefits you in the long run.

Richard Golden: If they are 
NONprofits, they have NO 
money. Then why do business 
with them in the first place?

Judi Brown: Nonprofit does 
not mean no money. One of 
my nonprofit clients wants 
an item to distribute at a 
big conference. Most of the 
attendees will be corporate 
CEOs. I initially pitched 
products that I thought would 
represent the mission of 
the nonprofit, but it appears 
they’re leaning toward 
a lower-end padfolio or 
something similar.

By The Numbers
What type of sales 

compensation model do 

you most prefer?

Draw plus 
commission

5% Other

4%

Straight 
commission

29% Salary plus 
commission

62%



With Mobile Tech from Leed’s, get the sound of live music—without the crowd. 

Our Audio items bring you in-demand designs and pristine streaming so you can experience 

sound as it was intended to be heard. And, with features from Bluetooth capable to conveniently 

collapsible, there’s a high-quality product for every music lover.

 
Join us and stay ahead in Mobile Tech. Together, we are Powering the Curve.

ASI 66887 • leedsworld.comPOWER    AUDIO    ACCESSORIES    CASES    BAGS

REDEFINE ‘LIVE.’

7199-18

ifidelity Soundwave Bluetooth Speaker

$59.98 [R]
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Stock market ups and downs

Stock Report
Suppliers Edge Distributors

XIndex Watch
September 3-October 1

Company
Stock  

Exchange Symbol
52-week 

high
52-week 

low
Per-Share Price 

(10/1/13)
Market  

Capitalization 
(in millions)

Per-Share 
Change

Percent 
Change

DISTRIBUTORS
X4imprint Group LSE 4IMPRINT € 570.00 € 325.50 € 551.50 € 148  9.00  F 1.66%

XAce Marketing & Promotions Inc. OTC AMKT 0.60 0.20 0.35 16  (0.03) A -7.89%

XInner Workings Inc. NASDAQ INWK 15.80 9.35 9.84 501  (0.77) A -7.26%

X�New England Business Services Inc. 
(Div. Deluxe Corp.) NYSE DLX 43.49 28.33 43.15 2,170  3.77  F 9.57%

XTic Toc (Div. Omnicom Group Inc.) NYSE OMC 70.50 45.11 63.56 16,350  2.90 F 4.78%

X�Staples Promotional Products 
(Div. Staples Inc.) NASDAQ SPLS 17.30 10.94 14.80 9,780  0.97 F 7.01%

SUPPLIERS
X�3M Promotional Markets Dept. 

(Div. 3M Corp.) NYSE MMM 122.27 86.74 119.62 81,760  6.40 F 5.65%

X�A.T. Cross Co. AMEX ATX 22.62 8.38 19.18 254 (1.53) A -7.39%

X�American Apparel Inc. AMEX APP 2.40 0.83 1.25 138  (0.13) A -9.42%

X�BIC Corp. PAR BIC 101.50 75.01 86.04 4,107  (1.08) A -1.24%

X�Cutter & Buck (Div. New Wave Group) STO NEWAB 39.30 19.00 35.40 1,616  (0.30) A -0.84%

X�Delta Apparel Inc. AMEX DLA 17.97 12.80 17.39 136  0.87 F 5.27%

X��Ennis Inc. (Parent company of Admore and Alstyle Apparel) NYSE EBF 19.42 13.90 18.06 471  0.34 F 1.92%

X�Escalade Sports NASDAQ ESCA 8.70 4.67 8.65 117  0.75 F 9.49%

X�Fossil Special Markets Division NASDAQ FOSL 129.25 78.75 117.27 6,620  3.09 F 2.71%

X�Hanesbrands NYSE HBI 65.60 31.50 63.20 6,260  2.46 F 4.05%

X�Hilton Apparel Group (Div. Jarden Corp.) NYSE JAH 50.10 32.4267 49.11 5,530  1.68 F 3.54%

X�J.M. Smucker Co. NYSE SJM 114.72 81.60 105.41 11,080  0.02 F 0.02%

X�Johnson Worldwide Assoc./JWA NASDAQ JOUT 27.10 18.30 26.84 255 1.55 F 6.13%

X�Lancer Label (Div. Mail Well Inc.) NYSE CVO 3.15 1.85 2.94 188  0.04 F 1.38%

X�Lee Printwear (Div. VFCorp. Acquisition Co.) NYSE VFC 204.94 142.79 198.84 21,860  9.79 F 5.18%

X�Pfaelzer Brothers (Div. ConAgra) NYSE CAG 37.28 27.48 30.51 12,850  (3.39) A -10.00%

X��Sanford Business-To-Business 
(Div. Newell Rubbermaid) NYSE NWL 28.47 18.84 27.66 7,970  1.94 F 7.54%

9/3/13-10/1/13

All prices in U.S. dollars unless otherwise noted.

Distributor
+1.31%

Supplier
+1.41%
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as having the lowest cost-per-impression of 

any promotional item in the United States.

1/10th

37%
The percentage of 
African Americans 

who own promo 
bags – the highest 

percentage of any 

racial demographic.

Women are more 
likely than men to 
own branded bags

24%36%

+38%

Bags generate 
more impressions 
in the United States 

than any other 

promotional item.

5,983
27%

33%

27%

In
de

pe
nd

en
t

33% of Democrats own 

logoed bags, compared to 

27% of Republicans and 

27% of Independents.

OF U.S. CONSUMERS
OWN A PROMOTIONAL BAG

In the United States, San 

Franciscans are most likely to own a 

promotional bag. 

of consumers there have received 

one in the last 12 months.

<$50,000    $50,000 - $99,00    $100,000+

People who make less than $50,000 are most likely to carry promo bags.

News

Generating the most impressions of any promo product, data shows that bags are a versatile ad vehicle. 

Number Crunch
Carry All

Source: 2013 Global Ad Specialties Impressions Study  



Just think, if THEY HAD MORE COMFORTABLE HOODIES,

Would WE SEE THEM MORE OFTEN?

Comfort matters

asi/59528
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Leaving Sales 
On The Table?

• Step by Step –
Guide To Custom
Display Orders

(800) 545-5432 • www.thedisplaysource.net



Dear Valued Distributor,

Imagine for a moment that you just wrote up 

an order for 100 imprinted pens while stand-

ing at your client’s retail counter. Feels good, 

right? What if I told you that the very same 

counter on which you wrote that order held 

a secret to selling thousands of dollars more 

worth of additional promotional products?

I’m talking about point-of-purchase and point-

of-sales display products. For example, most 

every retail sales counter has some sort of bro-

chure holder to display product information, 

credit card applications, etc. Look around at 

your next appointment, whether it’s a boutique, 

restaurant or bank. Count up the business card 

holders, brochure displays, table tents that you 

see, and then consider how every franchise 

requires multiples of any given display item. 

The sales potential adds up quickly.

Those 100 pens, for example, sold at $2 per 

piece come to a $200 order. If you were to 

sell the same client on a $50 literature display, 

multiplied by 25 regional franchise locations, 

you’ve also secured a $1,250 order.

That’s why we’ve created this special supplement for Counselor readers. The experts at The Display 

Source have more than 50 years combined experience manufacturing and sourcing acrylic, cardboard, 

ZLUH�DQG�ZRRG�OLWHUDWXUH�KROGHUV�DQG�SURGXFW�JORUL¿HUV��,Q�IDFW��7KH�'LVSOD\�6RXUFH�LV�WKH�RQO\�WUXH�PDQX-

facturer that creates its own molds in the United States. From concept to creation to delivery, we’re on top 

of your order. Everything has to be done 100% correct; we don’t believe 99% is good enough.

Let our team of specialists help you tap the potential of this lucrative market. Read on to learn more about 

the segment and the products its buyers seek. We’ll break the ordering process down into simple steps and 

provide you with compelling program ideas.

We’re ready to prove that The Display Source is indeed where great ideas come from.

Sincerely,

www.thedisplaysource.net • (800) 545-5432

ADVERTISEMENT

Bruce Kelly, Vice President of Sales & Marketing 
The Display Source
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DID YOU KNOW?
• Each year businesses purchase approximately $70 billion worth of point-of- 
purchase and point-of-sale displays.

• The average display order is over $700.

• Of more than 100,000 salespeople in the promotional products industry, only 
around 3,000 actively sell display products leaving the door open for you to fill 
the void with one-stop service.

• The Display Source stocks half 
a million display products ready 
for immediate fulfillment.

• Over 200 Display Source em-
ployees in the United States and 
China stand ready to design, 
produce, imprint and distribute 
your order.

• Over 50,000 square feet of 
manufacturing space in the 
United States plus another 
150,000 square feet of factory 
space abroad means The Display 
Source can quickly and economi-
cally meet your clients’ need on 
time and on budget.

A Compelling Comparison

  Item    Per-piece Price  Quantity  Order Value

  Imprinted Pen  $2.00   100   $200.00

    $50.00   25   $1,250.00Custom Brochure 
Display
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DISPLAY PRODUCT 
SHOWCASE

As an American manufacturer with an ability to make its own custom molds, The Display Source supplies you 

the largest range of display product options in the industry. In addition, it stocks thousands of popular standard 

GLVSOD\V�LQ�D�YDULHW\�RI�PDWHULDOV��+HUH�DUH�¿YH�SRSXODU�VW\OHV�WKDW�ZRUN�IRU�PRVW�DQ\�UHWDLO�RU�VHUYLFH�EXVLQHVV�

Combo Ad Frame 
With Pockets
Choose a deluxe 

combination ad 

frame to showcase 

product or service 

information while 

holding up to 

75 informational 

brochures and/

or applications per 

pocket.

Business Card Holders (#CHF-S23)
Regardless of how many staff/sales members your client has, 

there is a Business Card Holder ready to present their business 

cards. Choose acrylic options with single or multiple pockets.

Table Tents (#LHB-45)
Table tents come in a variety of sizes and styles, e.g. horizontal vs. 

vertical formats. This acrylic top-load series allows for promotional 

flyers to slide in from the top to be seen from the front or back. It’s 

perfect for restaurants to place on tables highlighting specialty drinks 

or desserts.

Clear Acrylic Brochure 
Holder (#LHF-S100)
This acrylic, slant-back 

brochure holder fits tri-fold 

literature measuring 4 V 

inches wide. It can hold up 

to 75 brochures. Sell blank 

or imprinted to clients with a 

need to provide consumers 

important purchasing 

information or to highlight 

new product/service 

benefits. In addition, 

a new two-tiered 

acrylic brochure 

holder doubles 

your clients’ ability 

with twice the 

slots to showcase 

materials up to 6 

inches wide.



TOP MARKETS
7DNH�D�ORRN�DW�WKH�PDUNHWV�PRVW�OLNHO\�WR�QHHG�GLVSOD\�VROXWLRQV��<RX¶OO�¿QG�PDQ\�UHSUHVHQW�

clients already on your account list. Here’s a rundown and a few examples of the display products 

they probably use but purchase from someone else. Now you can offer one-stop service for all 

their promotional product and display needs.

XRESTAURANTS/BARS use display products to hold take-out menus or to announce upcoming events. They place 

table tents at every station to feature specialty drinks or desserts, as well as to indicate reserved seating. Some may 

also place a ballot box at the register to collect business cards or suggestions. Wall-mounted acrylic frames showcase 

positive food critic reviews and awards.

XBANKS/FINANCIAL/INSURANCE COMPANIES promote their service programs, policies and products such as 

lending, credit cards, car/home/life protection plans, etc.

XAUTOMOTIVE DEALERS/MECHANICS place brochures highlighting maintenance schedules and requirements at 

their service counter. Dealers often put model or extended warranty information at each salesperson’s desk to lay the 

JURXQGZRUN�IRU�FORVLQJ�D�PRUH�SUR¿WDEOH�VDOH�

XREALTORS XVH�RXWGRRU�GLVSOD\�ER[HV�WR�NHHS�KRPH�VDOH�À\HUV�QHDW�DQG�GU\�LQ�IURQW�RI�WKHLU�OLVWHG�SURSHUWLHV��$W�
WKH�UHDO�HVWDWH�RI¿FH��\RX¶OO�¿QG�EXVLQHVV�FDUG�KROGHUV�IRU�HDFK�UHDOWRU�DQG�ZDOO�PRXQWHG�OLWHUDWXUH�GLVSOD\V�WKDW�SUHV-
HQW�DGGLWLRQDO�SURSHUW\�À\HUV�DQG�LQIRUPDWLRQ�RQ�SUHIHUUHG�OHQGHUV��KRPH�LQVSHFWRUV�DQG�LQVXUDQFH�DJHQWV�

XRETAILERS from department stores to convenience stops to supermarkets, position point-of-purchase (POP) 
displays near check-out counters to encourage last-minute sales. In addition, they frequently display credit card 

brochures, lottery tickets or new product information.

XTRAVEL/HOSPITALITY PROVIDERS need literature display racks to hold destination brochures, attraction/event an-

nouncements and local restaurants’ take-out menus.

XSALONS/SPAS display nail and beauty products on acrylic risers. Brochure holders present lists of services and rates.

XHEALTHCARE SURYLGHUV�IURP�SK\VLFLDQV¶�RI¿FHV�WR�KRVSLWDOV�XVH�ZDOO�PRXQWHG�DQG�VWDQG�DORQH�OLWHUDWXUH�UDFNV�WR�
display pamphlets regarding medication, common ailments and tips for healthy lifestyles.

(800) 545-5432 • www.thedisplaysource.net
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Tips For Selling Display Products
Once you identify clients in need of display prod-
ucts, the sales process should begin. The Display 
Source makes it easy with a step-by-step web site 
that guides the purchasing process. In addition to 
a handy glossary of terms and inspiring portfolio 
of custom display solutions, you’ll find a list of 
display-unit types, including brochure holders, 
table tents, frame combinations, ballot boxes, 
rotating displays, slat wall displays and business 
card holders.

Ask about the type of literature your client 
wishes to showcase. What dimensions are the bro-
chures or flyers? Where will they be distributed, e.g. 
at a retail checkout counter, on a salesperson’s 
desk or hanging from a wall? How much surface 
area is available for the display holder’s footprint? 
With the answers to these questions in mind, you 
can narrow the choices.

After you select a type, you’ll be prompted to 
choose a material. For example, brochure hold-
ers are available in acrylic, cardboard, wire and 

wood. It’s important to know where your client in-
tends to display the brochure holder. A cardboard 
version, for example, would not hold up at an 
outdoor venue whereas an acrylic holder would 
be fine. A full-color brochure would be featured 
better in a clear acrylic holder than in a card-
board selection. For temporary displays, however, 
a cardboard version is budget-friendly and gets 
the job done.

Once you’ve selected a type and material, 
you’ll be presented a choice between countertop 
and wall-mounted display units, as well as a vari-
ety of sizes. It helps to have a sample of your cli-
ent’s literature or to know the exact measurements 
of the materials to be displayed. Also ask where 
and how the holders will be presented. A display 
unit designed to hang on a slat wall only works if 
there’s is a slat wall in place.

Of course, the experienced team at The Display 
Source can guide your selection. Simply contact 
(800) 545-5432 and a display specialist will help.
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When you choose The Display Source as your display solutions provider, rest assured that you’ve chosen 

DQ�DFWLYH�SDUWQHU�WKDW�ZLOO�JXLGH�\RX�WKURXJK�WKH�RUGHULQJ��SURGXFWLRQ�DQG�IXO¿OOPHQW�SURFHVV��,W�FDQ�DOO�
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'LVSOD\�6RXUFH�
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VWDWH�RI�WKH�DUW�WHFKQRORJ\��LQFOXGLQJ�URERWLFV�DQG�DXWRPDWLRQ��RUGHUV�DUH�
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PDQXIDFWXUHU�ZLWK�WKH�YROXPH�WR�¿OO�VKLSSLQJ�FRQWDLQHUV�HYHU\�GD\�IURP�

RYHUVHDV��LW�KDV�WLJKWHU�FRQWURO�RYHU�WUDQVLW�WLPH�WKDQ�EURNHUV�GR��)XUWKHU-

PRUH��'LVSOD\�6RXUFH�H[SHUWV�KDQGOH�RUGHU�RYHUVLJKW�DQG�WUDFNLQJ�IRU�

\RX��ZLWK�GDLO\�XSGDWHV��<RX�GR�QRW�KDYH�WR�ZRUU\�DERXW�SDSHUZRUN��ZLUH�
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SALES SUPPORT FROM 
DESIGN TO DELIVERY
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Take Your Pick: Made in the USA 
or Customized Overseas
The Display Source can deliver either option or a combination of the two depend-
ing on your needs. If your client has a long lead time, consider ordering your prod-
uct to be made at The Display Source’s Chinese factory. This route gives you the 
lowest possible cost and a competitive advantage that comes with unique product 
design. When time is short and price is also a concern, The Display Source can split 
an order. For example, if 100 of 1,000 pieces are needed immediately, The Display 
Source can make that portion of your order domestically, leaving the rest to be pro-
duced more economically overseas. When timing is your only concern, The Display 
Source offers two more options. It can either manufacture and decorate a product 
at its U.S. factory in California or pull stock items for a quick turn that’s as tight as five 
days. Either way, you’ll still enjoy a cost benefit by going straight to the source of the 
industry’s premier display solutions.

THE DISPLAY 
SOURCE OFFERS:

• DESIGN

• PROTOTYPING

• MOLDING

• MANUFACTURING

• PRINTING

• FULFILLMENT/DISTRIBUTION
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1 Your customer likely already buys display products from another source. 
Why not simplify their tasks by offering to streamline purchasing by provid-

ing for their every need?

2 Display units are frequently bought in multiples, either for every “table in a 
restaurant” or every “franchisee in the region.”

3 The average price of a display order is $700, making it a significant sale. 
B2B buyers purchase as much as $70 billion per year in display pieces.

4 Displays can enhance the effectiveness of your client’s other promotional 
programs such as incentive plans or trade show promotions.

5 You look like a hero without lifting a finger. The Display Source handles every 
step of the production process, keeping you up to date on progress. Whether 

you have a simple need for a couple dozen blank table tents or a large fulfill-
ment program where hundreds of display units must be manufactured, imprinted, 
stuffed with literature and shipped – The Display Source has you covered.

REASONS TO SELL 
DISPLAY PRODUCTS5



The most powerful business management tool is here  

and powered by Microsoft SQL. 

With a single piece of software, you’re able to instantly: 

 Source products from the industry’s  

 #1 shopping engine, ESP®

 Process orders with a single click

 Track orders

 Select from 100s of reports  

 you use every day!

 Calculate commission

563-827293 0313

GET ASI SMARTBOOKS
™

!

Discover all the ways ASI SmartBooks makes doing business better. 

Visit www.asicomp.com or call (800) 544-1274.  

© 2013, Advertising Specialty Institute®. All Rights Reserved. Other brands are the trademarks of their respective owners.

– /ASIComputerSystems – @ASICompSys
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Product Picks
A collection of unique products 

1. FLIGHT PLAN  
EVA flying disc (MER-P100639) 
is fun for pets, children or anyone 
looking for some harmless playtime. 
Toss it out there for employee pic-
nics, outdoor rallies and concerts. 
Available from Mercury Promos 
(asi/70669); lilymercurypromos@
gmail.com 

2. SINKING FEELING
Hold clips, coins and odds and ends 
in this whimsical basin-shaped dis-
penser (MI-557). Humorous promo 
for plumbers or home supply retail-
ers. Available from Minya Collections 
(asi/71370); www.minyausa.com  

3. CREATIVE WRITING   
The Boogie Board LCD tablet 
(090050) is an ultra-light, 1/8” 
thin alternative to paper for home, 
office or school. Ideal gift for new 
homeowners or any paperless office. 
Available from Improv Electronics 
(asi/62489); www.improvelectronics.
com  

4. GIFTED PROGRAM 
Silkscreen or engrave this pewter-
finished reindeer cast ornament 
(YP7100) for a tasteful holiday deco-
ration. Includes cord. Memorable 
way to thank customers during 
the holiday season. Available from 
Marken (asi/68760); www.marken-
ind.com 

5. LEGAL TENDER
Present this custom JFK half dollar 
with a ring around it and in a capsule 
with a velour box. The Kennedy half 
dollar has been struck since 1964, 
but in 2002 the coins were held 
from circulation making them highly 
collectible. Available from Matthew 
Mint (asi/69588); www.thematthew-
mint.com 

6. SQUEEZE PLAY
Collapsible polyethylene water 
bottle (PL-4071) holds up to 28 oz. 
when fully expanded or 16 oz. when 
collapsed. Includes push-pull spout 
and makes a funky fitness or travel 
promo. Available from Prime Line 
(asi/79530); www.primeline.com 

7. OPEN ENDED
Unique finger grip bottle opener 
(BO-FCL-03) features a comfort-
able, natural grip and vivid four-color 
imprint for intricate designs and 
logos. Great promo for microbrewer-
ies or sports bars. Available from 
Faro USA (asi/53697); www.faro-usa.
com 

8. SNOW DAY
Intricately-designed nickel snowflake 
ornament (ORN-NS) has a silver 
metallic string for hanging. Slip this 
into a large holiday order as a thank 
you or to decorate storefront dis-
plays. Comes in white or silver finish. 
Available from EMT (asi/52263); 
www.emteasy.com 

9. DESK STAR
Sand sifter paperweight (CS-SAND) 
features colored sand flowing 
through to reveal a different logo on 
each side. Especially effective with 
iconic logos or brief, bold messages. 
Available from ColorStrike/Liquid 
Technologies (asi/45820); www.col-
orstrike.com  

By Chuck Zak
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1. HAIR FLAIR
Soft stretchable elastic ties (ATS-L) 
are versatile accessories for the hair 
or wrist and can be worn as a bracelet. 
Add some color to high school com-
petitions or charity events. Available 
from Quashies (asi/80127); www.
quashies.com 

2. STUCK UP
Powerful magnetic holder (MCC) holds 
mugs, tumblers, spray cans and more 
to any metal surface. Works great 
in the garage or workshop. Use it to 
promote auto repairs or any “hands-
free” solution. Available from Ads On 
Magnets (asi/31061); www.adsonmag-
nets.com 

3. DR. DATA 
Unique doctor-shaped USB flash drive 
is plug-and-play compatible with PC 
or Mac. Ideal for medical transcrip-
tion services or to promote medical-
related media. Available from Pingline 
(asi/78137); www.pingline.com   

4. PRIMARY COLORS
Get blue, red, green and black ink in 
this four-color mini pen (4CM). Great 
tool for teachers or avid readers who 
like to mark up their texts. Available 
from BIC Graphic North America 
(asi/40480); www.norwoodbic.com 

5. FRESH IMPRINTS

Keep food and drinks at the right 
temperature with a reusable cooler 
thermometer (121) that indicates 
when temperature is safe for storage. 
Nice idea for food service or energy 
conservation programs. Available from 
Thermographics (asi/91100); www.
thermographics.com 

6. CUDDLE CORP
Create your own custom stuffed 
mascot – animal, airplane, vehicle or 
anything users can imagine. Stock 
plush also available. A great giveaway 
at sporting or community events. 
Available from Anico Promotions 
(asi/36230); www.bearpromo.com 

7. TABLE SAVERS
The acrylic coating on these square 
coasters (1M3-KCC-375) protects 
against damage while the non-skid 
cork backing keeps them in place. 
Surefire product for any drink promo-
tion in a wealth of colors. Available 
from Menu Essentials (asi/43923); 
www.presentationessentials.com   

8. BEST IN SHOW 
Personalize this 8” convex opti-
cal crystal award (044006) with 
Illumachrome 4-color design for an 
eye-catching message of congratu-
lations. An impressive recognition 
for hard-working sales teams or 
employee anniversaries. Available 
from Crystal D (asi/47759); www.
crystal-d.com  

9. CLOUD COVER 
Function meets fashion in this clear 
bubble umbrella (120BUB) with an 
extra-large 54” arc and convenient 
curved plastic handle matched to trim. 
Promote local network affiliates or 
public radio. Available from Stromberg 
Brand (asi/89955); www.stromberg-
brand.com 
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ASI/34817

800.225.1364 west
800.621.6578 east
www.alstyle.com

THE
MISSY
TEE
Style 2517
shown in red

Our popular 5.5 oz  soft 
spun 100% cotton tubular 
jersey style features
a loose fitting, slightly 
boxy cut for comfort  
and ease of movement.
Available in 11 colors  
and sizes XS-3XL.
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Profile
How We Sell Sustainability
Finding the right customer is key.

By Dave Vagnoni

enough variety or color options). 
The former can be hard to 
respond to – but because we 
don’t compete on price, we are 
usually able to steer the con-
versation back to the value add 
of aligning merchandise with 
brand promises. When you’re 
sourcing merchandise for an 
organic food company, for 
example, they get that certified 
organic costs more because they 
live that challenge in their own 
supply chain every day. To tackle 
the issue of selection, we work 
with retail suppliers for specific 
projects, or design and manufac-
ture our own products.

Q: What’s an example of a 
campaign you’ve run recently?
A: A favorite that comes to 
mind is a campaign with an 
environmental NGO and Pata-
gonia Toronto. We provided 

How has Fairware Promotional 
Products (asi/191452) become 
one of the fastest-growing dis-
tributors in the industry? By 
selling on principle, not on price. 
“We identified a gap in the mar-
ket,” says Denise Taschereau, 
Fairware’s CEO and co-founder. 
“Eight years ago, there were 
some distributors focusing on the 
green products arena, but very 
few that were also identifying 
social compliance as an issue.”

So, Taschereau and Fairware’s 
other founder, Sarah White, 
decided to focus their pitch 
on sustainable products and 
ethical sourcing. They targeted 
companies that made commit-
ments to purchasing with the 
environment in mind, and it 
worked. Fairware has since won 
business from companies like 
Johnson & Johnson, Aveda and 
Patagonia. Between 2009 and 
2011, Fairware more than dou-
bled its sales, joining the multi-
million dollar revenue club.

Q: How do you find compa-
nies to call on?
A: Our narrow focus on our 
niche makes it easier to pros-
pect. We look for brands and 
organizations that have a strong 
commitment to social and envi-
ronmental responsibility – we 
get them and they get us. Being 
so specialized enables us to sell 

into markets all across the U.S. 
and Canada. It also helps us say 
“no” when there isn’t a good fit.

Q: What approach do you take 
with suppliers?
A: We ask our suppliers to 
review and sign off on a four-
page survey that includes our 
supplier code of conduct. The 
survey provides us with infor-
mation on our suppliers’ com-
mitment to worker rights and 
environmental management. 
Where possible, we prioritize 
sourcing sustainable products 
such as certified organic cotton 
and recycled items.

Q: How do you respond to 
client objections about eco-
friendly products? 
A: The classic objections relate 
to price (green products are 
too much) and selection (not 

them with biodegradable 
seeded paper hang tags to use in 
urban ravines as part of a com-
munity engagement program.

Q: What markets respond 
well to eco-friendly offerings? 
A: The natural food and prod-
ucts sector is a good fit, as are 
outdoor retail brands. We work 
with many consumer product 
companies because we can help 
them leverage promotional 
merchandise to connect their 
story and commitment to the 
end-consumer. 

Q: What eco-friendly trends 
do you see developing in the 
near future?
A: There has been a lot of inno-
vation in technical textiles over 
the past few years and some 
emerging systems for minimiz-
ing impact. The Sustainable 
Apparel Coalition and its HIGG 
Index is probably the most 
interesting development. The 
initiative boasts a coalition of 
major footwear and apparel 
brands. The aim is to quantify 
the impacts of apparel and cre-
ate a common way to measure 
that across brands, meaning 
you could compare a Nike shoe 
to an adidas shoe using the 
same indicators.

Read more at asicentral.com.

Denise Taschereau (left) and Sarah White are co-founders 
of Fairware.
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Market Watch
Retail
How to approach stores and brands to get results.

By Betsy Cummings

If all goes well in Q4, Match Up 
Promotions (asi/264230) will 
have a “substantial presence” 
with a national retailer by 
early 2014, according to Adam 
Thornton, the company’s 
president. The deal, which 
Thornton can’t reveal until it’s 
finalized, could bring in more 
than $1 million each year to the 
Longwood, FL-based distribu-
tor. 

For Match Up, the retail sec-
tor – which represented 4.1% 
of total distributor revenues in 
2012 – presents a new oppor-
tunity for consistent growth. 
Are you wondering how you, 
too, can make gains in the 
retail market? Read on for 
approaches you can take. 

XThe Way In
Distributors admit getting 
promotional incentives inside 
stores – whether through con-
test giveaways, mid-aisle kick-
stands, gift-with-purchase tie-
ins or premiums handed out 
with product demos – can be 
a challenge. And, let’s be hon-
est, if you have no experience 
working with retail groups, the 
chances of landing an in-store 
promotional gig with Target 
or Wal-Mart are probably slim 
to none. So what can you do? 
Where should you look to gain 
orders from retailers? 

Successful distributors say 
a great way to win business 
in the retail sector is to part-
ner with a brand marketer or 

manufacturer who already has 
ties with a store. A distributor 
can then leverage connections 
to set up pitch meetings that 
might otherwise never occur. 

Ryan Kaback, whose com-
pany just created denim cell 
phone covers for a national 
jeans company, acknowledges 
that using existing contacts 
has been a big key for him in 
landing business with retail 
outlets. “A lot of times people 
will leave one company and 
go to another,” says Kaback, 
a partner at Custom Logos 
(asi/173183). 

Of course, even with the 
right contacts, persistence 
matters, too. Kaback, in fact, 
believes that one of his sales 
reps was able to land a large 

fast food client account simply 
by dogged effort. “It took us 
two years to get in,” Kaback 
says, “and that’s just because 
the rep was persistent and 
would constantly show up and 
bring things and call.” One day 
the food chain’s vendor made 
an error and Custom Logos was 
there to pick up the business. 

That kind of luck is rare, 
though, Kaback concedes, and 
most distributors insist that 
cold calls, particularly to large 
stores, are rarely the way in. 
“We’re intelligent enough to 
know what we don’t know,” 
Thornton says. “For us, it’s 
easier to partner with folks 
that have an existing presence 
in that realm.” 

Indeed, it’s better to leverage 

referrals from marketers you 
already work with, says Steve 
Garst, owner of Stamford, CT-
based Proforma Promotions 
Consultants (asi/300094), 
who’s done just that. Several 
years ago, a national bottled 
water company filed for bank-
ruptcy and disbanded. Sud-
denly, the company’s market-
ers, many of whom Garst knew, 
were out of jobs. When some 
of them found work at other 
beverage companies, Garst was 
there to reconnect. Doing so 
allowed him to pick up a $1.6 
million promotional campaign, 
which used scooters as a con-
test giveaway. The water com-
pany’s bankruptcy turned out 
to be a great opportunity for 
Garst’s company, he says. 
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Another point of entry into 
the retail sector may come 
through trade shows, says Zina 
Santos, co-founder and vice 
president of business develop-
ment for Westchester, NY-based 
August Kitchen, which produces 
J-Burger Seasoning, an organic 
gourmet food item. For small 
companies like hers, Santos 
says, partnering with a dis-
tributor who could offer signage, 
incentives and in-store demo 
concepts is ideal, particularly if 
they’ve previously created them 
for other brands. Tablecloths, 
shirts and aprons are all effec-
tive promotional product give-
aways that have worked during 
her demos, she says.  

XMaking the Pitch
Even distributors who manage 
to connect with brand market-
ers or manufacturers should 
still enter a meeting as if they’re 
pitching the retailer directly 
and make sure they keep in 
mind a few key things. For start-
ers, distributors should find out 
everything they can about that 
particular retailer. 

“They need to understand 
how they go to market,” Garst 
says. “They really need to know 
the industry and how the com-
pany gets the product to retail, 
whether it’s through wholesalers 
or a network of sales individuals 
out there selling the product.” 

In addition, experts insist, 
it helps to know about prod-
uct safety concerns, ship-
ping specifications and other 
details that any promotional 
item would be affected by as 
a result of working with the 
retailer. Vanessa Ting, a former 

buyer for Target and founder 
of Retail Path, a retail growth 
consultancy, thinks it’s also 
important to recognize the dif-
ferences – some of which are 
stark – between one retailer 
and another. 

“I worked at Target, and 
their way of handling in-store 
displays is a lot different than 
Wal-Mart versus CVS versus 
Kroger,” says Ting. “Target is 
notorious for controlling the 
brand of the store.”

Suggesting displays, pro-
motional campaigns or other 
items that deviate from Target’s 
brand identity would most 
likely be an immediate deal 
breaker. Likewise, proposing 
a kickstand for a promotion at 
Costco would undoubtedly end 
any chance of doing business 
with that national retailer, Ting 
says. “If you walk down a Costco 
aisle you will never see that as a 
shopper. If I was a Costco buyer 
and I saw a proposal with a 
kickstand in it, that would turn 
me off. It’s like, ‘did you not 
even walk into my store? If we 
didn’t get a thoughtful proposal, 
how will you be a thoughtful 
business partner?’ ” 

Rama Beerfas, owner of San 
Diego-based Lev Promotions, 
believes it’s also critical to 
know a store’s demographics, 
even if a distributor is pitching 
executives in tandem with a 
product’s manufacturer. “Take 
a look at the website, see the 
physical property, walk the 
floors, see what it is they’re 
selling,” Beerfas says. Also, 
find out how the store is selling 
products in conjunction with 
promotional items. 

Besides spending time in a 
store, gathering demographic 
and sales data is crucial, too. 
Companies with loyalty pro-
grams often have a wealth 
of information on custom-
ers, Beerfas suggests. Other 
reports can come from the 
store’s point of sale system or 
even security tapes. 

Additionally, Beerfas says, all 
pitches should be accompanied 
with data to prove the power of 
the promotion. “If you’re going 
to pitch something like that 
you’ve got to be able to back it 
up with case histories, statis-
tics that will show that what 
the retailers put into it will 
be nothing compared to what 
they get out of it,” Beerfas says. 
She adds that ROI should be 
not just about the dollars that 
one specific promotion brings 
to the store, but the long-term 
growth potential of that pro-
motion and similar ones in the 
future. 

XShow Samples 
And Value
When considering products, 
it’s crucial that distributors 
suggest items that are not only 
appropriate to the product 
they’re trying to promote, 
but appropriate to the store’s 
typical customer and to the 
retailer’s brand identity. Pre-
sentations themselves should 
be tailored to the store’s level 
of sophistication. Pitching a 
larger retailer? A Prezi presen-
tation with visuals and virtual 
samples is likely in order.

Pitching a small chain in 
your city? A look-them-in-the-
eye conversation with tangible 

samples will go over well, dis-
tributors say. 

As with many product 
pitches, retailers – especially 
those focused on a promotion’s 
financial return – will most 
likely want to see mock-ups of 
promotional pieces. When Cus-
tom Logos presented its denim 
cell phone holder, it offered 
up a “virtual image of what it 
would look like,” Kaback says. 
“That sealed the deal. Without 
that image I have no doubt that 
we would not have been able to 
close” the deal.

Perhaps that’s because retail-
ers are always keen to know 
what the perceived value of 
a product will be among con-
sumers, something they’re 
more likely to gauge if they can 
see the item for themselves.

“One of the most regular 
things that occurs when I’m 
being asked about a gift-with-
purchase is perceived value,” 
says Kaback. With retailers, 
store shoppers “are paying to 
get the incentive.” For that 
reason, Kaback says, a pro-
motional product has to seem 
like it has tremendous value 
because “it’s incentivizing 
[customers] to spend money.”

Finally, distributors cau-
tion, don’t be in a huge rush to 
make your move on the retail 
market. Taking your time and 
being thorough matters a lot. 
In such a competitive market, 
every impression counts, so do 
all you can to get it right the 
first time. As Santos points out, 
“it’s so hard to get a meeting 
with retailers, and if you blow 
that first time you may not get 
that call back.”

Case Studies / Market Watch
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A distributor adds flavor to a culinary campaign.

By Jennifer Vishnevsky

Promo Close-Up
Hog Heaven

has used the photos on its web-
sites and continues to promote 
them through social media to 
build up demand for the boards. 

“Television advertising, 
while effective, tends to have 
a shorter lifespan than viral 
ads, which continue to build 
momentum the more people 
see and share it,” says Dicker-
son. “The Image Group’s deci-
sion to convert to an online 
medium was a particularly 
smart and intuitive move, as it 
allowed the marketing team to 
cast a wider net at a much lower 
expense to the client.”

Website visits have again 
increased, and at much lower 

There’s little doubt pork pro-
ducers have benefitted over the 
years from TV ads. After all, who 
hasn’t seen a spot for “the other 
white meat” at least once? So 
it made perfect sense for trade 
group Alberta Pork to launch a 
promotional campaign with TV 
commercials.

But, it turns out, as soon as 
the spots ended, so did enthu-
siasm for the group’s Passion 
for Pork domestic campaign. In 
fact, Alberta Pork’s website hits 
tumbled from up to 400 a day 
to just above 50. It was time, the 
organization realized, to rein-
vigorate interest, so it turned to 
promotional products.

Distributor The Image Group 
(asi/230059) stepped in to bol-
ster the campaign, suggesting 
products like an embroidered 
chef coat and animal-shaped 
flexi cutting boards with the 
Passion for Pork logo. As dis-
tribution of the cutting boards 
was underway at events, a few 
people provided feedback that 
they planned to use the cutting 
boards as place mats. 

“The campaign’s success 
is largely attributable to the 
prominent role of public 
feedback in the re-branding 
process,” says Janet Dicker-
son, co-founder and principal 
of brand management firm 
Pixel Prose Media. “Having an 
attentive listening program in 
place to monitor the audience’s 
engagement with your product 
is critical to identifying and 
addressing potential shortcom-

ings before they become a hin-
drance.”

A key campaign event was a 
high-profile dinner in Edmon-
ton, attracting more than 1,400 
diners. Here, local restaurants 
and chefs clad in their Passion 
for Pork coats prepared local 
ingredients and favorites from 
the region. The Passion for Pork 
cutting boards were set out as 
place mats so people could take 
them home following the event. 

Next, the campaign went 
viral. Alberta Pork started to 
receive photographs of fun and 
crazy poses of the pig cutting 
boards in various get-ups and 
in different places. Alberta Pork 

costs than buying television 
spots, Alberta Pork admits. The 
organization ordered 4,000 cut-
ting boards and 72 embroidered 
coats, totaling just $7,200. 

“With this well-executed 
campaign, The Image Group 
showed clients and competitors 
that it can think outside of the 
box and implement solutions 
that will have diverse and wide-
spread appeal,” says Dickerson. 
“The pig-shaped cutting boards 
were a lighthearted, effective 
way to forge an emotional con-
nection with Alberta Pork’s 
audience by offering a product 
that can be used practically and 
creatively.”

A flexible cutting board pumped up 
Alberta Pork’s campaign.
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scarves can literally be wear-
able art,” she says. “If a distribu-
tor has an end-user client that 
they think is a good match for 
the category, we always recom-
mend creating a virtual fea-

At September’s New York Fash-
ion Week, designers stuck out 
their necks – and then covered 
them with all manner of neck-
wear. Men’s design houses such 
as N. Hoolywood and Michael 
Bastian showcased bandanas 
tied around the neck with col-
lared shirts. Meanwhile, wom-
en’s neckerchiefs from Marc by 
Marc Jacobs, Ostwald Helgason 
and Creatures of the Wind chan-
neled Paris cafés.

As the bandana and necker-
chief look sparked interested on 
the catwalks, promotional suppli-
ers have been in on the action for 
years. Bruce Everakes, president 
of Wolfmark (asi/98085), says his 
company offers a large variety of 
both solid and pattern scarves in 
silk and polyester, in over 25 solid 
colors. “We also offer scarves that 
complement our fashion ties,” 
he says. “And, we just introduced 
our Infinity scarves, in six fashion 
colors. They are made of a cot-
ton/silk blend that goes perfectly 
with any attire.”

Meanwhile, Buffalo Bay 
(asi/42416) carries custom 100% 
silk and 100% polyester wet-dyed 
and woven ties, custom 100% silk 
and 100% polyester wet-dyed 

scarves, and 100% silk custom 
digital print ties and scarves. 
“We’ve seen increased popularity 
of our digital print on silk items,” 
says Kelly Holmes, vice president 
of sales. “The ability to reproduce 
photographic images or original 
artwork with a depth of color and 
shades has really been gathering 
a following.”

Among the most common 
clients for tied neckwear, says 
Everakes, are those looking to 
put together a uniform program, 
particularly hospitality staff and 
sales representatives at trade 
shows. “A scarf is a very clas-
sic accessory piece that adds a 
certain level of sophistication to 
the user,” Everakes says. “This 
conveys a high-end image to the 
intended target.”  

Holmes adds that the differ-
ent styles of scarves make them 
a versatile choice. “They’re 
very popular with many indus-
tries,” she says. “In addition to 
basic corporate wear, we see a 
lot of demand in health care, 
charities, events and employee 
recognition.” 

When pitching neckwear, 
says Holmes, suggest a custom-
printed item. “Neckties and 

Apparel
Trends • Sizing • Fabrics • Showcase

Trends
Wrapped Up
Scarves present a versatile and unique option for a variety of promotional programs.
By Sara Lavenduski

turing their logo and product. 
Suddenly, instead of just trying 
to imagine doing ties or scarves, 
their customer sees their cus-
tomized scarf. It becomes much 
more personal that way.”

This 100% silk scarf (004SSD-6_36) from Buffalo Bay (asi/42416) features a 
custom full-color digital print of official Kentucky Derby artwork.
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Apparel

One of the most vexing aspects 
of any promotional apparel 
program is providing the right 
range of sizes. When garments 
are intended to fit a large and 
diverse audience, there are 
going to be vast differences in 
the sizes required to fit each 
person properly. You’ll need a 
wider selection of sizes than 
XS to XL.

That’s why promotional 
apparel suppliers are expand-
ing into specialty sizes that 
are cut in proportions more 
favorable to different body 
types. A petite pant, for 
example, will have a shorter 
stride and inseam for women 
who are under 5’4”. A tall size 
pant might be cut with a lon-
ger rise and inseam length. 
Shirt-sleeves and shirt tails 
will be lengthened as well. Tall 
sizes can be applied for either 
women or men; they are typi-

cally indicated for women over 
5’9” or men taller than 6’2”.

SanMar recently announced 
its 2014 apparel catalog will 
carry the industry’s largest 
selection of Talls. “We’re putting 
a stake in the ground regarding 
Talls,” says Lee Strom, senior 
marketing manager at SanMar. 
“With 75 tall options in full-
color runs, we hope to comfort-
ably outfit every member of the 
team, allowing for a more uni-
fied look.”

There’s more about specialty 
sizing than just height, how-
ever. Garment manufactur-
ers and apparel brands are all 
catching up to the fact that 
Americans have gotten bigger 
and are in need of plus sizes. 
An NPD study found that more 
than two-thirds of the 7,500 
women who participated in the 
survey consider themselves 
“special size” customers. They 
aren’t looking for an entirely 
different brand or line dedi-
cated to their body type. What 
they really want is plus-size 
clothing in the same brands, 
colors and styles that are 
offered to smaller women.

The same is true for women 
receiving promotional cloth-
ing or uniforms. They want 
to be outfitted like their more 
petite counterparts to feel part 
of a team. Furthermore, offer-
ing plus sizes in a promotional 
style makes it possible for 
companies to maintain a com-
mon identity among its staff 
members.

Sizing
Special Dimensions
An apparel program can go awry if distributors don’t understand the sizing needs of their clients.

By Samantha Phillips

“With 75 tall 
options in full-
color runs, 
we hope to 
comfortably 
outfit every 
member of the 
team, allowing 
for a more 
unified look.”
Lee Strom, SanMar (asi/84863)

This Sport-Tek 
performance 
sweatshirt (TST246) 
from SanMar 
(asi/84863), is made 
from double-knit 
polyester with a 
full athletic cut. 
It’s available in Tall 
sizes LT-4XLT.
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Fleece isn’t just for a cozy 
weekend at home. Today there 
are new blends and weights of 
fleece garments cut in more 
fashionable styles than ever 
before.

“The popularity of fashion 
fleece has grown in recent 
years,” says Steve Valeri, vice 
president of marketing for 
Broder Bros. Co. (asi/42090). 
“We’ve kept up with this trend, 
giving our customers an out-
standing selection from leading 
fashion brands such as Alterna-
tive, Anvil and Bella + Canvas. 
Some of the noticeable features 
you’ll find on fashion fleece 
styles are a lighter weight, high 
cotton content, contrasting 
drawcords and white metallic 
zippers.”

Performance technologies 
have also defined a new era of 
fleece garments. Tri-Mountain 
(asi/92125), for example, has 
incorporated a number of 
features that make wearing 
fleece an even more comfort-
able experience. “The new-
est, innovative features from 
our fleece can be found in our 
outerwear pieces that feature 
TempUp fabrics,” says John 
Perez, spokesperson for Tri-
Mountain. “These fabrics actu-
ally work to retain your body 
heat and keep you warm, even 
though the piece itself is rela-
tively light.” 

Perez highlights the Solstice 
(F7260) and Lady Solstice 
(FL7260), which also feature 
moisture-wicking technology 

to draw perspiration away from 
the body. “This whole system 
keeps your body warm and dry,” 
he says.

Now is the time to sell these 
garments. With the holiday 
selling season around the cor-
ner, think of fashionable fleece 

for an executive gift that can 
go from casual Friday at the 
office to a comfortable evening 
at home.

Fabrics
Foray Into Fashion Fleece 
A cold-weather staple, fleece presents many sales opportunities in the promotional market.

By Samantha Phillips

SAnvil’s fashion fleece stands out with its slimmer fit and contrasting drawcords. Available in ladies’ crewneck 
(71000L) and men’s full-zip hoodie (71600) from Broder Bros. Co. (asi/42090).

WThe Hana 
(FL688) from 
Tri-Mountain 
(asi/92125), 
features a long 
cut, fashionable 
funnel neck with 
drawstrings 
and kangaroo 
pocket along the 
princess seams. 
Made from 
60/40 cotton/
poly slub fleece.
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Women’s fashion accessories that are 

sure to make promotions pop. 
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1. Vantage Apparel (asi/93390), www.vantageapparel.com; 2. Apollo Group (asi/73392), www.apolloemb.com; 3. Charles River Apparel (asi/44620), 

www.charlesriverapparel.com; 4. Tri-Mountain (asi/92125), www.trimountain.com; 5. Brandwear (asi/41545), www.brandwear.ca; 6. SanMar (asi/84863), 
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4CP dye sublimated IPhone/cell phone 

holder. 4.75"w x 5.75"L x 4.5" H. It will 

provide support and stablity. Custom 

sizes are available. Made in U.S.A 

Iphone / Cellular Phone Holder

IPAD / tablet pillow combo, 4CP dye 

sublimation, 15.5" W x 12" L, two 

separate ridges to adjust viewing 

and stability, custom sizes are available, 

and Made in U.S.A. 

IPAD / Tablet Pillow
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SHIP
An in-depth guide 
to energizing your 
workplace, motivating 
employees, improving 
productivity, and 
becoming a leader that 
people want to follow.

W
ant to get the most out of peo-
ple, improve your workplace 
culture, and increase your 
company’s profits? 

Stop dictating everything to employees. 
“No good leader walks around an office and 
tells people how to do their jobs,” says Mark 
Howard, president of Howard Associates, a 
management consulting firm in New York. 
“The best leaders listen, process other 
people’s ideas, and create environments 
where employees can thrive. They ensure 
that people are able to take risks, and they 
allow them the space to help the company’s 
bottom line in unique ways.”

Ultimately, good leaders engage their 
people and help ramp up their performance 
so that the company and the employees 
benefit. Is that you? On the following pages, 
we offer a multitude of tips and strategies 
to help you achieve what Howard describes 
above. There’s a feature on the power of lis-
tening, another article on five mistakes that 
leaders must avoid, an interview with lead-
ership and motivation guru Adrian Gostick, 
and even a quiz to help you determine your 
leadership strengths and weaknesses. 

Turn the page to begin. UE
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Bestselling business book 

author Adrian Gostick 

on corporate culture: 

“You need to foster an 

environment in which 

people are empowered to 

do their jobs and have the 

motivation to do it.”



Best-selling author Adrian Gostick explains the importance 
of  having engaged employees, and makes the business 

case for improving corporate culture.

Interviewed by Andy Cohen
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“I
f your culture is bad, your busi-
ness is bad.”

Adrian Gostick, best-selling 
author and business consultant, 

is explaining the correlation between a 
company’s corporate culture and its bottom 
line – and he has some very clear advice for 
anybody running a company today. “Listen, 
you can come up with all the great sales 
strategies you want and all the clever mar-
keting campaigns possible, and even devise 
the most creative new products,” he says. 
“But your company won’t perform well 
unless you have engaged employees who 
want to do a good job every day. That drives 
everything your company does.”

Gostick, the head of The Culture Works, 
a global training and consulting firm, has 
seen firsthand through the clients he works 
with that there’s a clear link between posi-
tive corporate cultures and high-performing 

companies. “The key is that companies that 
consistently grow their revenues and profits 
also have cultures that employees want to 
work in,” Gostick said, in an interview with 
Counselor. “These companies have highly 
engaged employees who are also empowered 
and energized. Oh, and they also happen to 
do really well financially.”

Indeed, according to Gostick, who’s the 
author of The New York Times bestsell-
ing business book The Carrot Principal: 
How the Best Managers Use Recognition 
to Engage Their People, Retain Talent, and 
Accelerate Performance, there’s no bet-
ter way to ensure success today than to 
increase employee engagement. “It’s the 
holy grail in business today,” he says. 

Gostick spoke to Counselor about how 
leaders in the ad specialty market can 
increase their employee engagement, 
improve their corporate culture, and 

ultimately make their companies grow 
because of it. 

Counselor: You’ve done a lot of research 
into high-performing companies? What do 
you think makes them that way?
Gostick: Over the last few years, we’ve done 
a major study of 300,000 global companies, 
and we’ve been able to make a link between 
financial performance and corporate cul-
ture. It seems like the companies that per-
form the best – both top and bottom lines 
– also have corporate cultures that allow 
employees to flourish. These employees 
aren’t dictated to all the time, and they’re 
given the freedom to make decisions. 

Counselor: They’re engaged in their work? 
Gostick: Absolutely. We found that in 
high-performing companies, employees 
tend to be enabled and energized, which is 

HAPPY 
PEOPLE, 

HAPPY 
BOTTOM LINE
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a level beyond even engagement. They’re 
empowered to do their jobs and they have 
the motivation to do it well.

Counselor: And even though that link exists, 
you’re finding that many companies today 
aren’t focused enough on their cultures? 
Gostick: That’s correct. There is a lack of 
focus today on making sure employees are 
engaged in their work, but I’d make the 
argument that if your corporate culture is 
bad, then your business is probably bad, as 
well. Unfortunately, I see a lot of companies 
that just don’t have a high level of truly 
engaged employees.

Counselor: Why is that? 
Gostick: Well, you can’t ignore the effects 
of the economy over the past five years on 
employees today. Companies have been 
pushing their people harder and faster. 
They’re really asking a lot of their people 
and employees aren’t necessarily benefit-
ing from the increased expectations and 
workloads. As the economy continues to 
improve, though, I’d hope that we’ll see a 
resurgence in employee engagement.

Counselor: What do good leaders do to 
ensure they have engaged employees? 
Gostick: First of all, they create a transpar-
ent culture that breeds trust throughout 
the whole organization. And, they see it as 
part of their job and their mission to make 
people feel great about working at that 
company. Ultimately, they know it is their 
responsibility to ensure that their people 
are happy coming to work every day.

Counselor: That sounds like a relatively 
simple thing, but clearly it’s not. 
Gostick: It’s really not. There are many 
factors that can go into why somebody is 
happy at work. We’ve found that people 
are happiest at workplaces where the mis-
sion is clear, where management shares 
information with employees, where there’s 
an agility to the operations because every-
thing isn’t micromanaged, and where 
there’s accountability. Employees want 
to know that they’ll be rewarded for a job 
well done, and people will be held account-
able if they’re not doing their jobs. The 
worst thing managers can do is allow some 
employees to subsist if they’re not doing 
their jobs well. That becomes really demo-
tivating for all the other employees of the 

company who are doing their jobs well. 

Counselor: As far as recognition goes, what 
do managers need to do to ensure they’re 
keeping employees motivated? 
Gostick: They need to use the sociology of 
the five-to-one ratio. Great managers offer 
five times more positive comments than 
negative ones. Every single day, leaders of 
high-performing teams are consistently 
recognizing their people for a job well done. 
Sometimes it’s with tangible rewards and 
other times it’s just thanking people for 
working extra hard on a project. Companies 
that work on offering five times more praise 
than criticism tend to have more motivated 
and engaged workforces. 

Counselor: That kind of approach must 
really show up when employees describe 
the culture of their companies. 
Gostick: It absolutely does, and we talk 
to employees all the time about this. The 
companies that grasp this and really are 
implementing it are usually the places that 
people just like coming to every day. Those 
that think of recognition as an afterthought 
are sure to have cultures that are lacking. 
And, if your corporate culture isn’t work-
ing, nothing will work. Sales, marketing, 
R&D, customer service. It will all be lack-
ing if your corporate culture doesn’t make 
people feel great about working there. 

Counselor: Like you said earlier, the recent 
economic environment has made it difficult 
on many companies. Employees are being 
asked to do more with less today, so how 
can you motivate people under those cir-
cumstances? 
Gostick: You can’t manage every person 
the exact same way because everyone is 
motivated differently. Good leaders figure 

out ways to provide individualized moti-
vation. They understand what motivates 
different people on their staffs, and they 
ask questions of their employees. What 
drives you? What are you passionate about? 
Where do you want to be in five years? The 
answers to those questions are different for 
everybody – good leaders really understand 
that and can manage to those different indi-
vidual needs.

Counselor: Do most employees think their 
companies are doing a good job at all of this? 
Gostick: Not really. Our survey found that 
67% of employees feel their moms could run 
their businesses better than their bosses. 

Counselor: How can they do better? 
Gostick: Good leaders do a great job of 
explaining the ‘why’ of their employees’ 
work, as opposed to just the ‘how.’ Ineffec-
tive leaders are always talking about how to 
get stuff done, but leaders of high-perform-
ing companies thoroughly explain the why 
– how their work fits in with bigger goals, 
and why what they’re doing is important to 
the overall company’s mission. 

Counselor: Is that they key to real engage-
ment? 
Gostick: It is. When employees know why 
they’re doing what they’re doing, then 
they’re connected to a bigger purpose and 
not just showing up every day. They’ll be 
more invested in the company’s overall 
goals because they know how they fit into 
that, and they’ll be energized and moti-
vated to do their jobs. That’s how you get 
people engaged. 

Counselor: There’s a big focus in business 
today on innovation. How does corporate 
culture fit into that? 
Gostick: Culture and people drive every-
thing, so without those two headed in the 
same, positive direction, there can’t be any 
real innovation for a company. Innovation 
is driven by culture, because the company 
has to really encourage risk-taking and out-
of-the-box thinking. If those things aren’t 
encouraged regularly by the company’s 
leaders, then how can employees really 
innovate? They can’t. Effective leaders are 
open to their people’s ideas and they’re 
interested in implementing them. If that 
culture exists, then everybody in the com-
pany will be focused on innovation.

“Effective leaders 
are open to their 
people’s ideas and 
they’re interested 
in implementing 
them.”
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LISTENING
EXERCISE

The key to good leadership today? Actually listening to 
employees and clients – and implementing their ideas. 

By Betsy Cummings

Leadership Issue
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W
ith all the business world’s 
means of communication 
these days – think e-mail, 
phone, video conferencing 

and that antiquated standby, face-to-face 
meetings – you’d think we’d hear each 
other. So why isn’t anybody listening? 

That question holds true for today’s 
business leaders possibly more than any-
one else, where a failure to listen is a prob-
lem endemic to business management. 
Poor listening accounts for lost productiv-
ity, demoralized employees, angry custom-
ers and an overall inefficiency in many of 
today’s businesses. And much of the listen-
ing problems, experts contend, start at the 
top – with today’s business leaders turning 
a deaf ear toward staff and clients alike. 

So why aren’t more leaders listening? 
Some blame a slew of distractions barrag-
ing us everyday in the form of social media, 
marketing messages, too little time in a fast-
paced economy, and various market condi-
tions. “How much listening to a customer 
is there when a customer just buys off the 
Internet?” asks Dave Regan, vice president 
of sales for Top 40 distributor The Vernon 
Company (asi/351700), based in Newton, 
IA. “I think listening is a lost art today.”

Are You a Good Listener?
Part of the problem may be in how today’s 
leaders are groomed. Most executives have 
been told that in order to be outstanding 
leaders, they have to speak, not listen, says 
Ken White, associate Dean of MBA and MS 
programs at the Robert H. Smith School 
of Business at the University of Maryland. 
Today’s executives, White continues, are 
“taught to speak, and the focus is on speak-
ing, not on listening.”

That’s a problem when more and more 
of today’s business audience – from clients 
to vendors to employees and partners – are 
demanding to be heard. Suddenly, commu-
nication needs to be reciprocal, but leaders 
who have been groomed to do all the talking 
aren’t the best candidates to make that hap-
pen. “I don’t know if there’s a failure in the 
marketplace to listen effectively, but I do 
think we all can do a better job of listening,” 
says Ross Silverstein, president of Top 40 
distributor firm iPROMOTEu (asi/232119). 

That starts with figuring out whether 

or not you’re a good listener to begin with, 
says Jack Zenger, CEO and co-founder of 
Zenger Folkman, a leadership development 
firm based in Orem, UT. “My experience 
has been that leaders who are bad listen-
ers often do not recognize that they are not 
good listeners.” 

Indeed, most poor listeners don’t know 
they’re missing out. How to correct that? 
To start, experts suggest collecting feed-
back from groups that matter – employees 
or clients, for instance – to gauge how well a 
leader is really hearing them. 

That can be tricky for staffers that don’t 
want to offend their boss, but there are 
plenty of ways to get honest feedback with-
out putting employees on the spot. Depend-
ing on the size of a company, surveys or 
periodic reviews of corporate leadership can 

be distributed and filled out anonymously, 
says Abhay Padgaonkar, president of Inno-
vative Solutions Consulting LLC, a business 
consultancy based in Phoenix. In larger 
firms, managers can be evaluated by “skip-
ping a level,” Padgaonkar says, asking staff to 
review their supervisor’s boss – reducing the 
tension of working with someone a subor-
dinate has reviewed negatively by not com-
menting on a direct reporting relationship. 

For managers actively seeking advice, but 
sensing that their direct reports are wary 
of giving it, it’s often helpful to let them off 
the hook, so to speak, says Tracy Benson, 
founder and CEO of On the Same Page 
LLC, a change management firm based in 
Mount Kisco, NY. Ask, “what questions are 
your employees going to have that you’re 
not prepared to answer?” Benson suggests. 
By allowing a leader’s next-in-command to 
voice comments, complaints and sugges-

tions under the guise of staff questions, it 
allows them to critique a leader’s listening 
skills in a non-confrontational way. 

Several years ago, Regan says, “we realized 
we needed to do a better job at listening.” So 
the company began attacking the problem on 
three levels: They decided to listen to the cus-
tomer, the employees and their salespeople. 

To do that, they revamped their twice-
a-year business development meetings 
so it wasn’t just Regan and the company’s 
vice president of marketing having a one-
way conversation with the sales members 
elected to help generate new ideas. “The 
joke that we tell is that several years ago it 
would be me and one other guy in the room 
and we’d pat each other on the back only to 
have salespeople tell us it was the stupid-
est business development idea they’d ever 
heard in their life.” 

Now meetings are more collaborative 
and Regan and his team make a concerted 
effort to actively listen to sellers and 
develop new ideas collaboratively. “They 
tend to be better than if we just created 
them in a vacuum,” he says.

Regardless of the method for gauging a 
leader’s listening prowess, gathering this 
information from staff is crucial, Zenger 
says. “There’s a strong correlation,” he says, 
“between good listening and employee 
commitment and customer loyalty.”

Practice Matters
Admittedly, in today’s business world “we 
do too much assuming,” says Brad Akers, 
president and owner of Tip Top Branding 
(asi/344851), a distributor in Chicago. “A 
lot of times we sit and guess what clients 
are thinking,” Akers says, characterizing 
the industry as a whole. “If you don’t know 
what they’re thinking, ask them.”

For leaders intent on becoming better 
listeners, doing so is like most other skills, 
Benson says. It just takes practice. One exer-
cise to try? “Next time you’re talking with 
somebody casually, be it a client, employee 
or vendor, ask them to pause for a minute 
while they’re speaking so that you can con-
firm what’s being said,” Benson suggests. 
“Then repeat back to them what you heard 
them saying. It sounds ridiculously easy, but 
most people will be challenged by it because 
most people aren’t fully listening.” 

“There’s a strong 
correlation 
between good 
listening and 
employee 
commitment.”
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The problem is that leaders are too often 
using the other side of their brain to begin 
formulating a response, Benson says, before 
they’ve actually heard and processed what 
the other person is saying – even before the 
other person is finished actually speaking. 
“What research has shown,” says Padga-
onkar, “is our brain is not really meant to 
multitask.” Which makes listening and talk-
ing (or doing anything else, for that matter) 
at the same time very difficult. 

In fact, active listening – being able 
to reflect back to a person what he’s said 
in your own words – is one of the biggest 
challenges today’s business leaders face, 
whether they know it or not, experts say. To 
do that it’s often helpful to stop someone at 
multiple points in a conversation to reflect 
back what it is he’s saying. It sounds disrup-
tive, but experts insist stopping to say, “I 
want to make sure I’m hearing you accu-
rately,” does far more to enhance a business 
relationship than sitting across the table 
silently and missing half the conversation. 
Plus, mirroring back what someone says 
helps executives become more attentive by 
practicing their listening skills. 

Of course initiating a productive conver-
sation is key to effective listening as well, 
experts insist. One way to do that, Padga-
onkar says, is to ask open-ended questions. 
Doing so “generates responses a business 
leader may not have expected,” he says. It 
also avoids one of the biggest listening mis-
takes in business today: Asking a closed-
ended or “yes/no” question. A question of 
this type “assumes the person who’s asking 
the question” – often the business leader – 
“has basically solved the problem,” he says. 
By asking open-ended questions, a leader 
is essentially saying she has respect for her 
colleague’s opinion. Closed-ended ques-
tions do the opposite. 

Slow it Down
Thanks to the spread of technology, com-
munication today is often quick and to-the-
point, leaving businesspeople without the 
conversational nuance that can often reveal 
key points. Leaders shouldn’t be afraid to 
“slow down the dialogue” during meetings 
or discussions with employees, clients and 
other business contacts, Benson says. 

“We live in a world now – as opposed to 

10 years ago – where things are moving at 
the speed of light,” she says. “You get about 
seven seconds of somebody’s attention 
before they tune out.” 

In a landscape of rapid-fire social media 
posts and constant communication distrac-
tions, becoming a better listener can be dif-
ficult. So, it’s crucial, she says, for business 
leaders to slow down conversations to make 
sure they’re hearing what’s being said. Stop-
ping clients, for example, to say, “I really 
want to understand what you’re saying,” 
then reflecting back their comments can not 
only better develop listening skills, but sends 
the message to a customer that a business 
executive is really trying to hear him.

“You can’t hear and know everything by 
yourself,” says Silverstein, acknowledging 
that one main reason to become a better 
listener is to gather more knowledge so that 
you can build a better distributorship. “But 
the second reason to listen,” he adds, “is to 
make the person who’s speaking to you feel 
heard and special and important.” 

That’s critical to building more effective 
work processes and a more efficient com-
pany overall. Listening more intently “gives 
a voice to your staff” and a greater level of 
respect to customers, Silverstein says. In 
fact, Silverstein advises that executives 

pause after a colleague finishes speaking. 
That way the other person doesn’t feel as 
though you’re just waiting for him to stop, 
so that you can pounce with your answer.”

One strategy leaders can take before 
meetings is to set a listening agenda before 
heading in, says White. Think about the 
content of the meeting and who you’re talk-
ing to, White suggests, then set a listening 
goal. “What’s really helpful is setting a goal 
for each interaction before that interaction 
takes place,” White says. 

It’s something that takes seconds to do 
before a meeting starts. For many meetings 
that might be 50/50, where a manager is 
talking half the time and listening the other 
half. In a client meeting a manager might 
talk less, while with a salesperson looking 
for advice, she might talk more. Ultimately, 
remaining cognizant of the ratio of listening 
to talking is an important step towards prac-
ticing better listening. 

At schools like the University of Mary-
land, White says, listening has been deemed 
such a priority that it’s now a regular com-
ponent of management classes, something 
that wasn’t always the case in years past. 
Ultimately, says Benson, “listening is the 
most critical component of leadership.”
– E-Mail: betsycummings23@gmail.com

Listen Up
Think you’re a great listener? So do the majority of today’s business leaders. Sadly, most poor 
listeners have no idea just how bad their listening skills are. Read on to find out what makes a 
great listener, and whether or not you measure up.

• Decide to Hear. Oddly enough, listening, like any skill, involves being an active participant. 
That means putting aside work, cell phones and other distractions when meeting face to face 
with someone. It also means listening to every word someone’s saying without trying to focus 
on what you’ll say next. 

• Send the Right Signals. So much of what we “say” and “hear” is done through body language 
as much as the words we speak. Crossing arms, looking around the room and breaking eye 
contact signal that you’re not listening. That can impact the rapport of a conversation and sets 
up more of an adversarial relationship than necessary. 

• Start Reflecting. Even the best listeners can’t truly know they’re engaged unless they repeat 
back what it is they’ve just heard. That doesn’t mean parroting responses. Great listeners take 
in what’s being said then reword and say back to someone what they think the other person 
has said. Doing so sends a strong message that you’re listening and helps build trust among 
those you work with. 

• Set a Listening Agenda. Before each meeting, take a moment to decide how much you’ll talk. 
By determining if you’ll be talking, say, half the time, or just for a few minutes, that can help 
keep your listening awareness top of mind throughout the meeting.

Leadership Issue
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MISTAKES



Even good managers make leadership errors. Here, a business 
consultant looks at the five most common missteps and provides 

strategies for ways to avoid them. By Christine Comaford
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C
arrot or stick? Few leaders today 
get anywhere with the stick. 

In fact, most leaders know that 
command and control is dead and 

that fear doesn’t motivate employees. It’s 
quite the opposite that actually works in 
business today. That’s why, for the most part, 
we refrain from doing scary things. Only 
the worst “bully bosses” make it a practice 
to scream at employees, call them abusive 
names, or threaten to fire any of them the 
next time they make a mistake. 

Even good leaders, though, uninten-
tionally strike fear in the hearts of their 
workforce. More accurately, they strike it 
into their employees’ brains. And the con-
sequences are more dire than you might 
realize.

From time to time we all say or do things 
that spark unconscious fears in our employ-
ees. The primitive ‘fight, flight or freeze’ part 
of the brain takes control. When that hap-
pens, when people are stuck in this so-called 
“critter” state, all they can focus on is their 
own survival.

In other words, everything that makes 
them good employees – their ability to 
innovate, to collaborate, to logically think 
through problems – goes out the window. 
All decision-making is distilled down to one 
question: What course of action will keep me 
safest?

That’s not what you want your people 
thinking about all day long. Obviously, you 
need your employees to be in control of their 
whole brain – especially the parts respon-
sible for the emotional engagement and 
intelligent decision-making that lead to high 
performance. Today’s economy demands it. 
That’s why leaders need to get their teams 
unstuck and shift them into a “smart state” 
that allows them to regularly succeed.

In my business, I regularly see clients 
who master these techniques and quickly 
see their revenues and profits increase by 
up to 200% annually. It just goes to show 
how pervasive fear in the workplace actually 
is – and how crippling it can be. When com-
panies can get their employees to move from 
acting in a fearful way to acting in a smart 
way, the business results are clear. 

It’s what happened for Sharon Mac-
Donald, CEO of a company called Interim 
Furnishings. MacDonald knew she had an 
employee motivation issue, and boiled it 
down to them not being empowered to make 
decisions because they feared repercus-

sions from management. In fact, everything 
seemed micromanaged and slow in the busi-
ness – and much of it was because manage-
ment was too involved every step of the way. 

“Now, I think bigger – we will double (or 
greater) our revenue this year as a result of 
my increased ability to create new strategies, 
expand my vision, see into my blind spots,” 
MacDonald says. “I began to realize that it 
was time to bring on a seasoned COO, scale 
up my team, and bring them new resources. 
We’ve created accountability structures and 
communication rhythms for my team so 
everyone is aligned and charging forward. 
We’re rapidly growing the company in a safe 
and sane way while preserving and increas-
ing the fun of our culture.”

So how might other leaders inadvertently 
be holding back their teams and crippling 
their own corporate cultures? Here are five 
strategies that many leaders employ that are 
helping to tamp down business success and 
corporate innovation – as well as some strat-
egies for how to avoid them.

You Give Them the Answers
If your team is simply following your 
orders, rather than coming up with their 
own strategies and taking their own risks, 
then you’re doing too much of the think-
ing – and talking. When we consistently 
tell people what to do instead of encourag-
ing them to figure things out on their own, 
we develop a company full of order-takers 
instead of innovators. By training them to 
always ask if it’s OK to move forward on 
a project, leaders end up creating a work-
force of employees who are perpetually fro-
zen and become somewhat thoughtless.

On the other hand, when good managers 
engage them in solving problems them-
selves, they create a sense of safety, belong-
ing and mattering – the three things studies 
show workers today actually value the most. 
And of course, we help them develop a sense 
of ownership that will serve them – and the 
company – well.

Start inquiring and see what happens. 
Ask, ‘How would you do it? What impact 
might your course of action have?’ After you 
do this a few times with someone, she’ll start 
expecting you to ask questions instead of 
give orders. She’ll start coming to you with 
ideas, seeking feedback and validation. And 
after a few of these sessions, she’ll come 
to you saying, ‘I have a plan, here it is, and 
speak now if you aren’t OK with it.’ Finally, 

she’ll stop coming to you altogether.
Aim for five inquiries for every order or 

command you make to employees. You’ll be 
amazed by what a powerful difference this 
makes in your employees and your company.

Your Meetings are Scary 
Why might a meeting scare your employ-
ees? Because confusion and uncertainty 
create fear. Meetings that are rambling 
and unfocused send people into the fight-
flight-freeze state that ends up paralyzing 
many organizations. On the other hand, 
short, high-energy meetings that have a 
clear agenda keep everyone focused and 
energized.

The key is to understand the five types 
of communication: information-sharing, 
sharing of oneself, debating, requests and 
promises. 

The typical meeting is heavy on the first 
three and light on the last two. Ideally, you 
should focus on only enough information-
sharing in order to solicit requests from par-
ties who need something and promises from 
parties who will fill that need. Good leaders 
need to tune up their communication and 
the result will be meetings that are efficient 
and effective. That keeps your team happy 
and clipping along to accountability and 
execution – when employees know exactly 
what’s expected of them because it is clearly 
established, then they’re more apt to hit 
their goals and exceed expectations. 

You Give Feedback Without 
Rapport 
Imagine for a moment that your employees 
are antelopes. Because you have authority 
over them, they quite naturally view you as 
a lion. It’s not that you’re purposely ruling 
with teeth and claws. It’s simply their crit-
ter brains at work, peering out and “coding” 
who is a friend and who is a foe. That means 
unless you can get employees to see you as 
“just another antelope,” you won’t be able to 
influence them – they’ll be too busy ensuring 
their own survival to accept your feedback.

On the contrary, good leaders need to 
get inside their employees’ heads and truly 
establish rapport. Here are three quick 
methods of conversation that can help man-
agers create a trusting culture among their 
employees:
1. “What if…”: When you use this preface 
to an idea/suggestion, you remove ego and 
reduce emotion. You’re curious – not forcing 
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a position, but kind of scratching your head 
and pondering. This enables someone to 
brainstorm more easily with you.
2. “I need your help.”: When a leader 
uses this phrase in conversation with an 
employee, they are enrolling the subordi-
nate person and asking them to rise up and 
swap roles. This is an especially effective 
conversation tactic when you want a person 
to change their behavior or take on more 
responsibility.
3. “Would it be helpful if…”: When some-
one is stuck in a fearful state and spinning or 
unable to move forward, offering up a solu-
tion will help them see a possible course of 
action or positive outcome.

You’re Too Focused on Problems 
Organizations that are run by ineffective 
leaders tend to be much more focused on 
problems, rather than creating solutions. 
This is how the culture of fear is created 
and cultivated over time – and it’s some-
thing that good leaders need to work on 
constantly to ensure they avoid. 

Leaders who see everything as a problem 
cause anxiety among their teams, which 
leads to a reaction, which leads to another 
problem. It’s a self-perpetuating cycle. The 
solution is to switch your focus from prob-
lems to outcomes. Instead of asking ‘What’s 
wrong?’ and ‘Why is this happening?’ you 
should ask ‘What do we want?’ and ‘How will 

we create it?’
Being outcome focused feels very dif-

ferent. It’s empowering and energizing 
and fills employees – and managers, by the 
way – with confidence. So, how do you make 
the switch from being problem-focused to 
outcome-focused? First, shift your conver-
sations with employees so that you’re not 
always trying to identify the “why” of a situ-
ation – as in, why did an order get delivered 
late – and instead you’re trying to identify 
“how” to achieve a desired outcome. This 
is working to both solve a problem and get 
employees involved in fixing it for the future. 

If you do this in every conversation, 
and teach others to make the shift as well, 
you will transform your corporate culture 
because employees will suddenly be vested 
in actually helping to move the company for-
ward, rather than always fearing that they’ll 
be caught in the midst of a problem. 

You Frame “Change” the 
Wrong Way
Almost all leaders want – and, probably 
need – their companies to change at certain 
points. It’s the only way you can achieve 
growth in an economy that rewards innova-
tion and creativity. Yet as we all know, peo-
ple inherently resist change. In fact, accord-
ing to Rodger Bailey’s groundbreaking work 
on Meta Programs in the workplace, 27% of 
Americans can tolerate change only if it is 

couched in a specific context. That context is 
called “Sameness with exception.”

What does this mean? Essentially, it 
means leaders need to present the “change” 
as merely an improvement to what we 
are already doing: The bad stuff is being 
removed, and good stuff is being added. This 
is by far the best way to package a change 
message, because it taps into employees’ 
innate need for sameness at some level. And 
don’t use the C-word. Say ‘growth’ instead. 
You’re leading them and the company 
toward growth – that’s the goal, so keep 
employees focused on that. 

And, by the way, resistance to those 
changes isn’t necessarily a bad thing. It’s just 
the first step on the organizational path, but 
once you can clear the resistance hurdle – 
and it will go fairly quickly when you present 
change simply as a growth objective – you’re 
well on your way toward creating a posi-
tive culture. Because leaders that mandate 
change and present employees with all the 
answers before actually involving them in 
the process, foster a corporate culture that 
employees can’t thrive in. They’ll be held 
back and resistant – exactly the opposite of 
the engaged and motivated type of people 
that actually move companies forward today. 
– Christine Comaford is the author of 
SmartTribes: How Teams Become Bril-
liant Together. For more information, visit 
www.christinecomaford.com.

Management Myths
Are you guilty of these three leader-
ship myths? 

By Erick Lauber

Some failing management techniques are 
rather common in the workplace today. Here 
are three myths of leadership that too many 
executives employ on a daily basis. 

1. The Myth of Omnipotence  
This shouldn’t be confused with the myth of 
omnipresence, which is the power to be every-
where. The myth of omnipotence is thinking 
you can tell anyone on the team to do practi-
cally anything and they’re going to just hop to 
it, with a grin and a nod and a comment that 
means “You got it, boss. I’d walk through fire 
for you.” 

It might happen in the movies, but we 
know in reality a leader doesn’t automati-
cally get enthusiastic cooperation. He or she 

more often gets quiet acceptance, or perhaps 
begrudging compliance. Building cooperation 
and energetic participation requires time and 
careful nurturing in the real world. You might 
have to not get your way a few times in order 
to “collaborate” with your team. Real humans 
don’t give blind obedience because of some-
one’s position in an organizational chart. And 
good leaders simply don’t alienate people.

2. The Myth of Omniscience
This is the belief that being the leader means 
knowing everything about everything. It comes 
in two varieties. In some environments, it 
makes the leader micromanage and attempt to 
oversee the smallest detail. In others, it makes 
the leader think they have to know the answer 
to every question. Why else would they be the 
leader? Quite the opposite, good leaders actu-
ally know that they don’t have all the answers 
– that’s precisely why they’ve hired good people 
to work for them. Leaders who do think they 
have all the answers? They’re well on their way 

toward creating a disengaged workforce. 

3. The Myth of Omni-adrenaline  
This is probably the most damaging manage-
ment approach in today’s complex, skill-driven 
team environments. It is the belief that excel-
lent execution from a team demands adrena-
line surges, rousing speeches and lots of 
shouting. Shouting and adrenaline surges are 
only useful for invoking over-learned, mindless 
performance in the face of fear and actual 
physiological arousal. Military units and sports 
teams are perfect for this type of leadership. 

But adrenaline surges also narrow cognition 
and thinking. Today’s American work environ-
ment demands creative problem solving, flex-
ible decision making and complex reasoning. A 
leader suffering from “omni-adrenaline” in the 
modern workplace looks clueless and simple-
minded. 
– Erick Lauber is a professor at Indiana Uni-
versity of Pennsylvania. Reach him at www.
ericklauber.com.
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1 You’re trying to improve your 
company’s office culture. Which 

of the following activities do you 
plan for your staff?
□ a) golf tournament
□ b) square-dancing contest
□ c) catered picnic
□ d) wine tasting

2 Your company just lost an 
account because of a labeling 

mistake made by a brand-new hire 
in your warehouse. To demonstrate 
leadership, you should:
□ a) demote the warehouse 
supervisor 
□ b) fire the worker directly 
responsible for the error
□ c) both a and b
□ d) punish no one

3 Two of your employees – one a 
salesperson and the other your 

CFO – ask to work from home one 
day each week. You should:
□ a) let the salesperson work from 
home, but not your CFO 
□ b) let your CFO work from home, 
but not the salesperson
□ c) let them both work from home
□ d) think about it for a week
 

4 Your company just won an 
industry award for providing 

exceptional customer service. What 
should you do next?
□ a) give your customer service team 
more comfortable chairs
□ b) re-evaluate how your customer 
service department operates     
□ c) model other divisions after your 
customer service department
□ d) ask top customer service 

personnel if they want to be salespeople

5 Your company is pitching a 
prospective client in two days, 

but the person heading up the 
presentation has come down with 
the flu. A strong leader would:
□ a) personally fill in and lead the 
presentation
□ b) reschedule the pitch
□ c) delegate the work to another 
team member
□ d) offer free flu shots to all 
employees

6 You find out your company has 
just suffered a data breach. The 

personal information of several 
customers was just hacked. What 
do you do?
□ a) try to contain the damage to 
protect your firm’s reputation

test of
LEADERSHIP
Think you’re a good leader? Take our quiz to see how you measure up. 

By Dave Vagnoni
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11 Questions

The Leadership Team
Information and research for our quiz 
was provided by:

David Goldsmith. A for-
mer professor at NYU, 
Goldsmith has written 
more than 500 published 
articles on strategy, 
product development and 
leadership. He is also the 
author of Paid To Think. 
www.DavidGoldsmith.com

Kathy Caprino. The 
founder of Ellia Com-
munications, Caprino is 
a contributor to Forbes 
Magazine. She special-
izes in helping women 
advance their careers. 
www.elliacommunica-
tions.com

Dave Horsager. The 
author of The Trust Edge, 
Horsager has consulted 
for Wells Fargo, ING 
and the Department of 
Homeland Security. www.
DavidHorsager.com

□ b) ask police to privately contact the 
affected customers
□ c) send out a memo to employees 
and a press release about the incident 
□ d) all of the above

7 You ask your full-time employees 
to work 8:30 a.m.-5:30 p.m. each 

day. What work schedule should 
you, the boss, keep?
□ a) 8:00 a.m.-6:00 p.m.
□ b) 8:30 a.m.-5:30 p.m.
□ c) 1:00 p.m.-3:00 p.m.
□ d) 7:00 a.m.-7:00 p.m.

8 Which of the following should 
you spend money on every year?

□ a) improved technology
□ b) employee surveys
□ c) plaques for top performers
□ d) client dinners 

9 Hoping to spark sales, 
you’ve decided to re-brand 

your company. Your marketing 
department offers several ideas 
to help publicize the re-branding. 
Which one do you pick?
□ a) launching a new website dedicated 
to testimonials and case studies 

□ b) giving discounts to any customer 
that “likes” your company on 
Facebook  
□ c) inviting media to your product 
showroom
□ d) holding an online chat focused on 
future market trends

10 If you could design the perfect 
office for yourself, it would be 

most like which of the following?
□ a) it would have a sofa, a TV and a 
refrigerator
□ b) the walls would be glass so 
people could see in and you could see 
out
□ c) it would be a simple cubicle
□ d) your desk would be a Ping-Pong 
table 

11 You hear a rumor that your 
company’s top competitor is 

tripling its staff and opening another 
office. What do you do?
□ a) begin hiring more people
□ b) hire someone to spy on your 
competitor’s CEO
□ c) try to upstage your competitor by 
temporarily offering better pricing 
□ d) none of the above

1) Answer – C
Reason: The best leaders take an all-inclusive 
approach. Picking the event most of your staff 
would enjoy is the way to go.

2) Answer – D
Reason: Employees mess up. Firing a new 
worker or blaming a supervisor won’t increase 
accountability, experts say.

3) Answer – C
Reason: One of the key principles of strong 
leadership is consistency.

4) Answer – B
Reason: Good leaders challenge the status 
quo.

5) Answer – C
Reason: Leaders resist the temptation to take 
over and instead try to empower others. Give 
people a chance to shine.

6) Answer – C
Reason: Experts agree that the best leaders 

believe in transparency (and doing the right 
thing), especially when it’s easier to be secretive.

7) Answer – A
Reason: Leaders set a good example and 
should do more than what’s expected (within 
reason). 

8) Answer – B
Reason: Experts say it’s better to genuinely 
listen to employees than always give them the 
nicest stuff.

9) Answer – D
Reason: Leaders don’t dwell on the past – 
they spend the most time thinking about the 
future.

10) Answer – C
Reason: People tend to respond to leaders 
who try to be like them.

11) Answer – D
Reason: Great leaders never assume anything 
and they don’t overreact.

Scoring
11 Correct – 

You deserve a spot 
on Mt. Rushmore.

7-10 Correct – 
You’re born to lead.

3-6 Correct – 
You’ve got 

leadership potential.

0-2 Correct – 
Step it up! Better read 
this issue of Counselor 

cover to cover.

Answer Key
How many did you answer correctly?
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“We created a 
team mentality. No 
one who wanted or 
needed help was 
ever left alone.”
Barry Maher, Barry Maher & Associates

W
hether they oversee inside 
salespeople, outside reps, 
customer service people or 
fulfillment specialists, top 

managers of ad specialty distributor com-
panies supply the support, tools and inspi-
ration their people need to succeed. 

A leading sales trainer, author and 
speaker featured in media ranging from 
The Today Show to The Wall Street Journal, 
Barry Maher believes a good manager can be 
a powerful facilitator that jumpstarts even 
a severely struggling team to lofty achieve-
ment levels. Once, Maher took over a sales 
team that was at the bottom of the sales 
report. But in his first meeting with the unit, 
he told them within one year they would be 
the number one group in the region. 

“Within less than a year,” he says, “they 
were.”

Maher helped make the team’s success 
possible by demonstrating faith in them, 
making it clear that he truly believed they 
could be the best. Team members tried 
to live up to those expectations and soon 
adopted them as their own. Maher cham-
pioned his group within the company and 
helped members work out short- and long-
term goals. He supported the salespeople 
however he could and offered praise and 
rewards for their accomplishments. 

“We created a team mentality,” he says, 
also noting that the unit focused on building 
strong rapport with customers. “No one who 
wanted or needed help was ever left alone.” 

Intent on turning negatives into posi-
tives wherever possible, Maher helped his 

salespeople to overcome fear of failure. 
They learned to rigorously review their 
own performance, always asking what they 
could have done better. “But after absorb-
ing the lesson, they learned to absolve 
themselves, leaving the mistakes behind 
and moving on to the next call,” Maher says.

Reasoning that sales professionals who 
enjoy their work will ultimately sell more, 
Maher focused on creating a fun atmo-
sphere where people looked forward to 
coming to work. “A salesperson who can 
make the call fun for the prospect is half 
way to a sale,” he adds. 

Similarly, at distributor firm 14 West 
(asi/197092), Kevin Scharnek has spurred 
success from his sales and client services 
teams by creating a fun, open and team-
oriented environment. The Wisconsin-
based distributorship frequently takes part 
in camaraderie-building activities, such as 
employee-only dinners and trips to down-
town Milwaukee and Brewers games. 

“We actually have a fun committee,”  
says Scharnek, the company’s founder. 

When it comes to helping salespeople 
prosper, Scharnek has found it effective to 
aid associates in setting measurable goals 
and developing plans for meeting them. 
Furthermore, he finds that by accompa-
nying salespeople on calls, he shows that 
he is invested in their success, while also 
reinforcing the distributorship’s commit-
ment to the clients. “We encourage our 
salespeople to be in front of clients as often 
as possible,” Scharnek says. 

To help maintain a smooth relationship 
between his sales and client service teams, 
Scharnek has everyone – including himself 
– fill out DISC personality profiles, a behav-
ior assessment tool. Everyone has access to 
each other’s profiles, which helps employ-
ees understand the most effective ways to 
work with different individuals. 

To start off right with building a cohesive 
team dynamic, Scharnek places particular 
emphasis on hiring people who fit the 14 
West culture – something he says is critical 
to being a good manager. “We have a fairly 
extensive process that’s worked out unbe-

lievably well,” says Scharnek.
Like Scharnek, Andy Shuman, gen-

eral manager at Rockland Embroidery 
(asi/734150), says getting good people to 
join the screen printing and embroidery 
crews at the Topton, PA-based decorating 
shop is a critical managerial function. This 
contributes directly to another tenet of 
Shuman’s successful managing style: Giv-
ing employees the autonomy to make effi-
ciency-enhancing decisions amid the hustle 
and bustle of fast-paced decorating runs. 

“I don’t want to micro-manage,” says 
Shuman. “If you get the right people and 
you train them well, they’re going to get the 
job done.” 

Additionally, a tiered bonus structure 
that rewards collective achievement helps 
Shuman get the most out of his teams: “It 
encourages teamwork, double-checking 
and accountability,” he says.
–E-Mail: cruvo@asicentral.com; 
Twitter: @chrisr_ASI

Can ad specialty execs improve their management style in a single day? 
Yes. Follow these proven strategies.

By Christopher Ruvo

Sales Leadership 
Training
Mark Venezia is senior vice president of 
sales, North America, for Spreadshirt: an 
e-commerce platform for personalizing 
apparel. Here are his five best tips for 
improving a sales team’s performance:

1. Astutely identify top targets for potential 
partners/prospects. 
 
2. Keep the team’s focus on relationship-
building with clients and prospects. 
 
3. Leverage strong relationships for refer-
rals and ongoing effective account 
management. 

4. Share best practices and what has 
worked with internal and external teams. 
 
5. Don’t ask any team member to complete 
a task that you would not do yourself.
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Bess Cohn Humanitarian Award Nominee
The Race is On
How one distributor firm lent a helping hand at a charity event benefiting breast cancer research.

Yukon region in the BC Ballroom 
at the Fairmont Hotel Vancouver, 
Image Group supplied pashmi-
nas in three different shades of 
pink and draped them over the 
chairs for an eye-popping effect. 
“Bif Naked, a Canadian singer-
songwriter, was the guest speaker 
as a breast cancer survivor,” says 
Hansen. “She told her inspiring 
story about overcoming her fears 
of the disease, and some of the 
guests used the pashminas to dry 
their tears.”

Image Group has clients in a 
broad range of industries, mainly 
in manufacturing, professional 
services, entertainment, retail 
and media, while continuing to 

In honor of National Breast 
Cancer Awareness Month in 
October, the Canadian Breast 
Cancer Foundation (CBCF) held 
a series of Runs for the Cure, 
sponsored by the Canadian 
Imperial Bank of Commerce. 
Image Group (asi/230059), 
located in Vancouver, signed up 
as a regional sponsor for the Run 
held in its home city and, along 
with several generous suppli-
ers, donated $25,000 worth of 
imprinted promotional products 
to the event.

“We always strive to exceed 
expectations,” says President 
Laura Hansen. “For each cli-
ent, the process begins with a 
keen interest in their goals and 
a strong understanding of the 
products available. Promotional 
products aren’t the most impor-
tant things in our clients’ world, 
but they are in ours.”

Since its inception over 20 
years ago, Image Group has been 
involved with charitable events 
and projects in various capaci-
ties. Its work with the CBCF 
began in 2008, when Terry 
Cochrane, account manager for 
CBCF, received a call from the 
organization’s director of com-

munications and marketing. 
“She was a previous contact of 
Terry’s from another company,” 
says Hansen. “When she moved 
over to CBCF, she got in touch 
with Terry to request that he 
continue to work with her. It just 
goes to show that good relation-
ships are so important.”

For the 2013 CBCF Run for 
the Cure in Vancouver, Image 
Group and other industry 
organizations donated banner 
pens, silicone bracelets, nail 
filing boards, microfiber clean-
ing cloths and other items, all 
imprinted with the event logo 
and date, as well as breast health 
tips for women. Thanks to Image 
Group’s attention to detail, all 
items were ready on time to be 
in the end-user’s hands by Octo-
ber 6. “There’s full redundancy 
built into everything we do,” says 
Hansen, “so we can anticipate 
most problems before they arise, 
and select the most reliable 
product suppliers and shipping 
companies.”

The Run for the Cure isn’t 
the only event Image Group has 
worked on for CBCF. At the 18th 
Annual Awareness Day Lun-
cheon, hosted by the CBCF BC/

look for ways to give back. “We 
always have projects on the go 
with the key charities we give to,” 
says Hansen, “and we’ll broaden 
our reach as we can.”

Why does Image Group take 
the time out of its busy schedule 
to contribute to community 
causes? It’s about the larger pic-
ture, says Hansen. “Charitable 
efforts help us develop and grow 
as people and a company,” she 
explains. “We gain new perspec-
tives and feel good about making 
our community a better place, 
even in a small way. We want to 
live our lives to the fullest and 
we want others to as well. We’re 
selfish that way.”

Social
Appointments & Promotions • Quotables • Workplace

By Sara Lavenduski

Cancer Foundation’s 2013 CIBC Race for a Cure in Vancouver, BC.
Image Group donated imprinted items to the Canadian Breast 
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Social

XBag Makers (asi/37940) 
hired Sue Kennedy as the 
Upper Midwest sales manager 
and named Jennifer McFadden 
as its communications director.

XBeacon Promotions 
(asi/39250) appointed Lisa Pel-
zel to the position of national 
accounts representative.

XChocolate Inn/Taylor & 
Grant (asi/44900) announced 
that Kurt Boehringer, former 
vice president of operations, 
has rejoined the company in 
the same capacity since con-
cluding a brief stint at Hebert 
Chocolate/Gifted Expressions 
(asi/56777).

XCleggPromo (asi/45450) 
announced that it hired Felishea 
Davis and Michael Bruckner 
as inside sales representatives. 
Davis’s territory will include PA, 
NJ, VA, WV, DC, DE MO and NE, 
while Bruckner’s territory will 
include OH, MI, IN and KY.

XCrystal D (asi/47759) hired 
Steve LaFalce as territory man-
ager for the northeast territory, 
and Sandy Nichols for its sales 
support team. Additionally, 
Paula Doll shifted from cus-
tomer service to accounting as 
an accounting clerk.

XFey Promotional Prod-
ucts Group (asi/54040) hired 
Tom Carpenter as its national 
account manager.

XFull Line Specialties 
(asi/199688) announced that it 
added Mike Jeroski to the com-
pany’s sales team.

XGemline (asi/56070) hired 
two new regional sales managers. 
Dave Andrews represents the 
company in the Northeast region, 
including CT, MA, RI, NH, ME 
and VT. Additionally, Katie Bauer 
is responsible for NY.  

XGoldstar (asi/73295) 
announced that it appointed 
R.J. Hagel to the position of 
national marketing manager.

XJornik (asi/63549) hired 
George Matchak as its multi-
line sales manager in Florida, 
Georgia and Puerto Rico.

XJP Promotional Products 
(asi/232668) announced that 
Robert Rosenthal returned 
to the company in a full-time 
capacity after several years of 
high-level management con-
sulting within the industry.

XLuxury Lines by MMSC has 
hired Spencer Toomey as senior 
vice president.

XMediaTree (asi/70303) 
announced that it hired Craig 

Richards as its director of sales.

XMotivators Inc. 
(asi/277780) welcomed distrib-
utors David Seymour, Cheryl 
MacDonald, and Jennifer Cot-
trell to the company’s Dealer 
Sales Program. 

XPicnic Time Inc. (asi/78065) 
promoted Michael Lum to the 
position of promotional prod-
ucts supervisor. 

XPolyconcept announced the 
addition of two senior manage-
ment members to its executive 
team. Willem van Walt Meijer 
assumes the role of managing 
director, Polyconcept Inter-
national Markets, and Marc 
L. Brown has been named the 
company’s interim global chief 
information officer.

XSELCO (asi/86230) 
announced that it hired Ross 
Fraser to the company as sales 
manager.

XSonoma Promotional Solu-
tions (asi/88188) hired Nickolai 

Mathison as general manager/
senior vice president of sales.

XSpector & Co. (asi/88660) 
promoted John Rex to factory 
direct coordinator.

XSweda Company (asi/90305) 
welcomed Tina Jameson-
Brown as an independent 
regional sales representative 
for NC, SC and VA.

XThe Premier Group 
(asi/230240) appointed Bill 
House as executive director.

XT-Shirt Tycoon Solutions 
(asi/87000) announced that 
it hired Shelley Knight as vice 
president of corporate markets. 

XVisstun (asi/93975) and 
Digispec (asi/49716) named 
Isaac Roberts as a sales 
counselor.

XVitronic Promotional 
Group (asi/93990) announced 
that it promoted Bob Heintz to 
national sales manager.

This month’s people on the move in the ad specialty industry. 

Compiled By Sara Lavenduski

Appointments & Promotions

Sue Kennedy
Bag Makers

Lisa Pelzel
Beacon

Jennifer McFadden
Bag Makers

Ross Fraser
SELCO

Tom Carpenter
Fey Promotional

Steve LaFalce
Crystal D

Sandy Nichols
Crystal D

Paula Doll
Crystal D

Isaac Roberts
Visstun
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Colored twill, two 

pockets and pencil 

pocket. Crossover 

shoulder straps. 70lbs/150pcs

SIA: 8" x 10"

Low
Prices

Low Minimums

“No pressure
on neck!”

Easy, One-Stop Uniforms at EQP!

$807
r(EQP)

150 pc min 

Grommet-Style Apron

WA170 Grommet 

22½"x23½"

Black, Burgundy, Kelly, Navy, 

Orange, Red, Royal, White

ASI 31260 � 1-800-868-7111 � �FIVE STAR�

High energy experienced  
Sales/Marketing &  
Business Development  
Executive
with a demonstrated track record of  
delivering solid sales, revenue and  
profitability gains seeking a new  
opportunity with a Promotional Product/
Incentive supplier or distributor.

Exceptional relationship building,  
marketing and territory development skills  
coupled with a tenacious consultative sales 
approach to consistently exceed targeted 
sales goals. Eager to integrate my broad 
based experience and leadership skills from 
both the supplier and distributor sides of 
the business into a Senior level position or 
consulting role with a world class  
organization poised for growth.

Please contact: 
Howard B. Headden   
630-819-9104   
hheadden@wowway.com

WALL & DESK

calendars

LOW minimums

Made in USA

�������������t�XXX�CLQSFTT�DPN

BLACK KNIGHT PRESS
"4*�������t�4"(&�������t�61*$�CLQSFTT

&IMAGE PERSONALIZED
CUSTOM PHOTOcalendars

Your
name
here

Your
own

picture

BTJ�������t�XXX�BECBH�DPN��t��������������

t� "WBJMBCMF�JO
� ��TJ[FT�BOE
� ��DPMPST����������
t� ����NJOJNVN
t� �TU�4DSFFO�'SFF�
t� ��8PSLJOH
� %BZ�1SPEVDUJPO

-".*/"5&%�/0/�807&/
5PUFT���(SPDFSZ�#BHT -".*/"5&%(-044�'*/*4)

S  p  e  n  d     L  e  s  s

Expect More...

 P h o n e # 8 0 0 - 4 6 7 - 1 9 9 6     A p r o n s E t c . c o m ASI 36558
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Embroidery; on why operat-
ing without a marketing plan 
is certain failure, 38

Lederer, Jeff, Prime Line; on 
how obsession with price 
threatens the industry’s cre-
ativity, 38

Lightner, Sherri, San Diego 
City Council; on the far 
reaching implications of a 
plastic bag ban, 48

MacDonald, Sharon, Interim 
Furnishings; on the new per-
spective that’s helping her 
motivate employees, 88

Maher, Barry, author; on how 
half the work of a sales call is 
in having fun, 95

McCracken, Todd, National 
Small Business Association; 
on small business’ growing 
involvement in their own IT 
security, 46

Padgaonkar, Abhay, Innova-
tive Solutions Consulting 
LLC; on why your brain is to 
blame for your poor multi-
tasking, 83

Paul, Alison, Deloitte; on how 
retailers are improving their 
mobile-shopping services 
and driving sales, 45

Regan, Dave, The Vernon 
Company; with a joke that, 
really, only he could tell, 83

Sargeant, James, Dartmouth 
Medical School; on how some 

Bachman, Daniel, Deloitte; 
on the competing factors that 
may affect the next holiday 
sales season, 45

Beerfas, Rama, Lev Promo-
tions; on how to get a real 
feel for a retail client’s demo-
graphic, 64

Benson, Tracy, On the Same 
Page LLC; on when it isn’t 
rude to interrupt someone 
who’s speaking to you, 84

Bernstein, Michael, Poly-
concept; on why the industry 
should expect its share of pro-
motional sales to dwindle, 38

Black, Jason, Boundless 
Network; on the factors that 
may hobble a recovering 
economy, 37

Block, Derek, Touchstone; 
on why your growth in 2014 
depends on more than just 
the economy, 46

Bruno, Emmanuel, Norwood 
& BIC Graphic; on how a 
shaky economy makes dra-
matic growth unlikely, 37

Chippindale, Alan, BrandAl-
liance; with his prediction for 
multiple challenges in 2014, 37

Deutsch, Jay, BDA; on the 
amazing promotional power 
of the humble bobblehead, 42

Dickerson, Janet, Pixel Prose 
Media; on how public feed-
back can steer the direction 
of a successful campaign, 66

Everakes, Bruce, Wolfmark; 
on how a scarf easily adds 
class to any ensemble, 69

Garthwaite, David, The 
ImagEmporium; on coordi-
nating your for-profit and 
non-profit clients to maxi-
mum advantage, 50

Golden, Richard, Golden 
Opportunities Inc.; on possi-
bly missing the opportunities 
in nonprofits, 50

Gostick, Adrian, author; on 
the extreme dedication lead-
ers should inspire, 50

Hansen, Laura, Image Group; 
on why she might need to 
know where you keep your 
veggies, 104

Holmes, Kelly, Buffalo Bay; on 
how a vivid logo translates 
perfectly to neckwear, 69

Howard, Mark, Howard Asso-
ciates; on how good leader-
ship requires a light touch, 77

Kaback, Ryan, Custom Logos; 
on why mock-ups are key 
to closing deals with large 
retailers, 62

Laubert, Raymond, Camping 

fast food companies are 
advertising to children inap-
propriately, 44

Shuman, Andy, Rockland 
Embroidery; on the multiple 
benefits of rewarding group 
achievements, 95

Silverstein, Ross, iPRO-
MOTEu; on how good listen-
ing validates the person to 
whom you are speaking, 83

Simon, Marc, Halo Branded 
Solutions; on how increasing 
competition will be matched 
by increasing opportunity, 38

Smith, Bill Jr., Brown & 
Bigelow; on why growing 
confidence among small 
businesses bodes well for the 
industry, 46

Stahl, Ted, GroupeStahl; on 
why satisfying customer 
demand isn’t getting any 
easier, 37

Strom, Lee, SanMar; with a 
declaration of intent regard-
ing extended size apparel, 70

Thornton, Adam, Match Up 
Promotions; on the value of 
knowing your limitations, 62

Ting, Vanessa, Retail Path; 
on how landing a retail client 
requires knowing its often 
very specific requirements, 64

Valanski Moyer, Jennifer, 
Statement Apparel and Pro-
motional Marketing; on why 
forgoing a proof approval is 
asking for trouble, 38

Wilcox, Linda, A2Z Promo-
tions; on why you should 
never sell anything less than 
your best, 38

Zenger, Jack, Zenger Folk-
man; on why if you’re a bad 
listener, you may not even 
know it, 83

A selection of this month’s sources

Compiled By Chuck Zak

Social

Quotables

Quote  
of the  
Month

“Our survey found that 67% of employees 
feel their moms could run their businesses 
better than their bosses.”
Adrian Gostick, author

See page 80
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1-800-980-0403   www.gameparts.net

ASI # 55750

&DVLQR�'LFH&DVLQR�'LFH1
(:
�

3/4" custom 

dice look 

exactly like 

“the real 

McCoy” in 

Las Vegas!

800.779.5612 • idline.com
asi/59080 • Made in the USA

• Online Badge Release Program

• Low Minimums  • Magnetic Fasteners

FREE BADGE
spec sample!
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Reserve Your
Adspace Today!

Call or e-mail Cindi Mann
cmann@asicentral.com

1-800-546-1350 x3304

phone (516) 371-2727         (fax) (516) 371-2442
email: service@childtreasures.com

Child Treasures…..
the FUN place! 

www.funplacetreasures.com

ASI 98980     PPAI 113326
UPIC FUNPLACE

Zenith Promotions

: toys
: crayons
: chalk
: school supplies
: and so much more!

STATEMENT REQUIRED BY THE ACT OF AUGUST 12, 1970, SECTION 3685, TITLE 39, UNITED STATES CODE SHOWING THE 
OWNERSHIP, MANAGEMENT AND CIRCULATION OF COUNSELOR (Publication No. 0011-0027), published monthly except occa-
sional extra or expanded issues by, Advertising Specialty Institute, Bucks County Technology Park, 4800 Street Road, Trevose, PA 19053-
6698. Number of issues published annually: 13. Annual subscription price $75.The general business offices of the publisher are located at: 
Advertising Specialty Institute, Bucks County Technology Park, 4800 Street Road, Trevose, PA 19053-6698.
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Best Places to Work
Image Group
Collegial atmosphere – and dogs – rule the day at this Vancouver distributor firm.

Want to work at Image Group (asi/230059)? Develop a thick skin.The 20 employees of this Vancouver-based distributor are 
constantly ribbing and teasing each other. The constant trash talking leads to a collegial atmosphere that the employees simply 
love – especially Laura Hansen, the company’s president. “The people are absolutely my favorite part of this company,” says Hansen, 
who began the business with her husband 20 years ago. “We look for people who are flexible and enjoy our culture. Basically, 
we look for somebody who doesn’t have a carrot up their butt.”





Evans Offers What No Other Supplier Can!

• 133 New Products For 2013 

• FREE Rush Service On Qualifying Items 

• 290 USA Made Products 

• Up to 16 Colors

• 284 Products Under $1.00(R) 

•  Stable USA Supplier  

– Never Out of Stock on USA Made Products! ASI 52840 • PPAI 110747  • UPIC EVANS • SAGE 50018 

Drink Accessories

c.

d.

a. 1878 Neoprene Wine Holder

$3.22(R) USD • Min. 500

Die Setup: $50(V) per position

b. 4120 Oasis Tumbler

$8.43(R) USD • Min. 500

Die Setup: $50(V) per color/position

c. 1893 Waiter’s Wine Opener

$2.65(R) USD • Min. 500

Die Setup: $50(V) per color

d. 1897 Bordeaux Wine Opener

$3.21(R) USD • Min. 500

Die Setup: $50(V) per color/position

e. 1830 Java™ Sleeve

$.83(R) USD • Min. 500

Die Setup:   $50(V) per position 

a.

b.

PROMO: 5150 • EXPIRES 12/31/13

  BETTER  

THAN EQP!

On-the-go accessories for all your beverage needs!

e.

facebook.com/evansmanufacturing

www.evans-mfg.com


