
We are all in the business of work-
ing together to build our busi-
nesses, by selling products and 
offering services to our clients. 
It is paramount that we utilize 
all resources within our reach to 
target potential clients. To help 
facilitate this below is some in-
sight in regards to assessing po-
tential clients and what they can 
bring to the proverbial “promo-
tional table”

To do this we have included a list of Austra-
lia’s top 50 advertisers by total marketing 
spend for you to target with promotional op-
tions and programs.

Now, of course it would be unwise to forget 
your smaller clients and go after the big fish 
alone. However, generally the bigger the 
company the bigger their marketing budget 

and potential to spend on promotional prod-
ucts. 
Through discussions with suppliers and re-
sellers we have outlined the 10 main market 
sectors which are the largest contributors to 
promotional product spend in this country. 
Most of these sectors make up the top 50 
Australian advertisers.

The Pharmaceutical Industry
Includes: 6 of the top 50 advertisers.
The Finance Industry
Includes: 7 of the top 50 advertisers.
Government
Includes: 5 of the top 50 advertisers.
The Alcohol and Gaming Industry 
Includes: 2 of the top 50 advertisers.
The Media Industry
Includes: 2 of the top 50 advertisers.
Motor Industry
Includes: 8 of the top 50 advertisers.
Retail Industry

Includes: 5 of the top 50 advertisers.
Telecommunications Industry
Includes: 3 of the top 50 advertisers.
Food Industry
Includes: 9 of the top 50 advertisers.
Travel and Leisure Industry
Includes: 2 of the top 50 advertisers.

Naturally, these companies and industries 
are ones that are heavily targeted by pro-
motional businesses already. So what can 
you do to stand out from the crowd, you 
may ask?

• Be creative in your approach to them. 
If you find a product that is perfect for a 
pharmaceutical company, do up a pricing 
schedule and an email mockup of what 
the product may look like and what it could 
be used for.
• Give them idea’s rather than waiting for 
them to call you up.
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• Remember that marketing staff are more 
likely to use someone with a pro-active ap-
proach, that makes them look good and 
saves them time. Pricing is always going 
to have some relevance but if your client 
develops a reliance on your service, then it 
usually becomes of lesser importance.

The purpose of this information is to give 
you the opportunity to target, not only the 
companies that make up the list, but also,  
those market segments outlined which con-
tribute to the majority of spend in the pro-
motional industry.
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Commonwealth Government
Coles Group
Telstra Corporation
Harvey Holdings
Woolworths
Nestle Australia / L’Oreal

NSW Government
Government Victoria
Toyota Motor Corporation
Procter & Gamble
Village Time Warner Group
QLD Government
General Motors Holden
Mitsubishi Motors
Singtel Group / Optus
Commonwealth Bank of Australia
Reckitt Benckiser
Unilever
McDonalds Restuarants
Myer
News Corporation
ANZ Bank
Wesfarmers
David Jones
Promina Group
Sony Australia
Qantas Airways
Ford Motor Company

WA Government
Kelloggs
Astre Automotive Group
Suncorp Group
Insurance Australia Group / NRMA
Yum Restaurants / KFC / Pizza Hut
Mazda
Johnson and Johnson Pacific
Fairfax Media
Nissan Motor Company
GlaxoSmithKline Australia
Cadbury Schweppes
Fosters Group
NAB Banking Group / MLC
Foxtel
Honda
Masterfoods Australia
Competitive Foods
Coca-Cola Amatil
Westpac Banking Corporation
Vodafone Communications
Ray White Real Estate
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