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primarily they want to deal with a per-

son,” he says.

8. Push Products

Competitors Can’t 

“We’ve easily lost 10% to 15% in 

profit on orders against new competi-

tors,” says one distributor who is so 

concerned about stirring the competi-

tive pot that he asked to remain anon-

ymous. “The market is more com-

petitive now,” he says. “People are 

watching their money closer. We’ve 

weathered through this economy, but 

we’ve had to work harder to get the 

business. And we’re sacrificing some 

of our profit” to do so. 

To combat increasing competi-

tion, this distributor says he focuses 

on products and market niches – like 

embroidery items in hardware stores 

– that his competitors either haven’t 

infiltrated or can’t compete in on price 

and quality. He suggests that all dis-

tributors find a market and product 

niche, so that they become experts in 

an area that clients can depend on. 

New competitors, like websites, aren’t 

making the effort to do that, and it’s 

a way that traditional promotional 

product re-sellers can separate them-

selves from the competition. 

9. Sell For The End-user

Nothing drives home a sale faster than 

an order that makes an end-user’s job 

easier. Recently Davidson closed a 

deal with a government contractor af-

ter he showed the client how she could 

increase revenue for her facility’s gift 

shop by creating employee apprecia-

tion programs. By showing the client 

how she could drive revenue inter-

nally by selling products to various 

departments within her organization, 

she decided to buy on the spot. 

That kind of knowledge comes from 

years in the business, Davidson says. 

“One thing we’ve got going for us is 

that industry newcomers and outsid-

ers don’t understand the nuances of 

our industry. They get in over their 

heads, and they don’t know what 

they’re talking about.”

Betsy Cummings is senior

writer for ASI
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