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Moving Up
The Price Ladder

When customers call you for ideas on their next apparel pro-
motion, they re offen undecided on exactly what they're
looking for. As a distributor, this gives you the advantage to
pitch options across multiple price points. Presenting low,
medium and high-end choices encourages clients to pur-
chase outside of their professed budgets.

How do you encourage your client to buy a higher-priced
and better-quality product? For Rachel Rose, field ser-

vice manager with Regency Office Products, the formula
involved slowly presenting options higher up on the price
ladder. "l always go with something right at the customer’s
budget, something a few dollars above and something
significantly above,” she says. "l find that customers are

so open to new and creative ideas that if you can bring a
significant value to their promotion and create a frue cam-
paign for them, the dollar amount is no longer a concern.”
Rose was contacted by a company that initially only ex-
pressed an interest in a low-end promotional product for its

safety promotion. Instead of focusing on just logoed stickers,

lowed consumers to create their

Rose presented the client’s reps with products for an entire
safety program. What had started as 500 logoed stickers
wound up being an order including safety cones and hard
hats. When Rose first spoke with the client, they announced
a budget of $200. But after she successfully (and slowly)
convinced her clients of other items, Rose walked away with
an order totaling $1,492.

The key to that kind of upsell is proving your expertise and
clearly explaining the features and benefits of a variety of
items. Kathy Richard, sales director for Credeur’s Sports &
Specialties, shows her clients that she is well-versed in the
industry by offering various items at different price points.
“Because our business is so competitive, there will always
be someone out there who will lowball your client just to get
their foot in the door,” she says. “But if | offer low, mid and
high pricing to my customers, it lets them know that | have
done my research thoroughly and I’'m giving them the best
possible choices.”

own Chiquita sticker “faces” in
the familiar style of the company’s
sticker.

Going to the site, visitors could
customise their sticker by adding
or changing parts of it, like a Mr.
Potato Head, creating any one of
some 25,000 looks. The promo-
tion was a hit and helped boost the
regular traffic to Chiquita’s site. Af-
ter this success, the company took
it to the next level and allowed us-
ers to print their personalised la-
bels onto shirts, caps and other
merchandise.

“Apparel is the number-one
brand extension in terms of per-
sonalisation and making your ward-
robe more unique,” says Joyce
Williams, director of business de-

velopment for Zazzle.com. “From
a brand perspective, this person-
alisation allows Chiquita to have
lots of different types of content to
lots of different types of products
without taking any upfront risk.”
Williams describes this cam-
paign as a great way for a big
brand to make itself more personal
and accessible to individual con-
sumers. Zazzle.com does all the
manufacturing and distribution
through its warehouse and works
with a number of other brands that
have found its print-on-demand
capabilities a good fit for more per-
sonalised promotional campaigns.
“People don’t necessarily want
to wear your logo, so what we
thought was that the iconic sticker,
with its oval shape and blue back-

ground, is familiar enough that
you don’t need to say ‘Chiquita’
on there,” says Judy Chen, mar-
keting and business development
group leader at Chiquita. “People
are making brands they love their
own, and for us we decided to use
that through our stickers.”

Chen gives the example of
reaching out to the fans to figure
out what kind of merchandise they
want to see in the online store.
Chiquita has seen a gradual in-
crease in site traffic and sales (it
deliberately did not do a major pro-
motional launch for the EatAChig-
uita campaign, and really wanted
it to be more word-of-mouth and
organic).

“We’ve taken an online program

and made it offline, as well,” says
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Chen. “This is not a one-hit won-
der. We intend to continue to stay
engaged and build our relationship
with our fans and our customers. It
is going to be part of our continu-
ous effort, not just a peak in the

promotion program.”

Driving Client
Enthusiasm

Tom Littleton, owner of Solutions,
does not consider apparel a major
part of his business, typically do-
ing small orders of 10 to 20 shirts.
But recently he worked with Road
Mart Tire & Service Center, based
in Ozark, AL. The company tapped
Solutions to supply 900 hats for its
half-dozen locations, featuring the
company name and logo.

“l kind of got what they were
looking for, and | came up with a
design that they really liked,” says
Littleton. The hats were used as

giveaways to regular customers.

The logo and design had been cre-
ated by Road Mart’s owner years
ago, and giving away the caps had
become something of a tradition at
the repair shop. But, rather than
just do the bare minimum, Little-
ton shopped around and found
a better quality hat for about the
same price. He changed the strap
style from a plastic snap to a Vel-
cro adjustment in the back, mak-
ing it easier for customers to use.
He also did it in two colours — dark
navy and burgundy.

Since such a large order is un-
usual for Littleton, he outsourced
the cutting of the hat artwork to
the Ohio-based company Transfer
Express to save on time. He did
something similar with a recent or-
der of 80 shirts for a dance school.
With orders larger than a few doz-
en, Littleton prefers to outsource.
But he handled all the heat imprint-

ing of the artwork for the hats in-

house, managing to get the whole
order turned around in about three
days.

“l normally would outsource
that much, but time was of the es-
sence and some of the places |
usually use couldn’t get to it in a
timely manner, so | hired an extra
guy and we went to work,” Littleton
says. “l had two guys doing noth-
ing but that, and it worked — they
got it in the time they were looking
at, they liked the quality and they
were very happy.”

Littleton acknowledges that out-
sourcing part of the work means
less profit in the end, but adds, “I
had a happy customer and that was
more important to me than having

a higher profit margin.”

Alex Palmer is a freelance writer

based in New York.

in the most prominent
position at all outdoor events.
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quality with full colour branding options to suit.
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