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per mat with a total spend of $25,000 to be consistently in front of 
10,000+ consumers. Though the TV advertising may be seen by 
more people, it will be forgotten in a short space of time.

2. Corporates will be expecting more bang for their 
buck and measurable results. Return on Invest-
ment (ROI) will be a key factor in future marketing 
efforts.

For so long, many advertising agencies have won over big corpo-
rations with slick spiels and fancy catchphrases. A creative tagline 
may come along that becomes a winner for that brand, however 
the longevity experienced from promotional products can be so 
much greater, whilst it is not being said that TV campaigns return 
no benefit, the ROI can be substantially increased with the right 
mix, incorporating the use of promotional media. 

With most companies reducing expenditure this year the expecta-
tions of a measurable return for their spend will be substantially 
increased. With most mediums, it is hard to gauge the immediate 
effect but promotional products and incentive gifts perform better in 
this regard than any other medium. If you have a gift with purchase 
or incentive products to increase your clients spend then you will 
see immediate results if the program is carried out effec-
tively. Companies have to spend money on things they 
need and if they have two companies to buy from, and 
one gives something extra away free, then it becomes 
obvious who will garner the majority of business.

3. Companies will be looking for increased 
brand awareness through longevity of cam-
paigns

As was previously talked about in the ABC Computers 
example companies are wanting increased exposure 
for longer and less money. Now we all know with most 
traditional media formats the prices keep going up and 
whilst this is also true about promotional products a $0.20 
increase is much better than a $2,000 increase per mar-
keting unit.
No other medium can deliver the longevity of branding 
that promotional products can. Look around you and you 
will see that they are everywhere, even when your TV, 
computer and mobile phone is turned off.
Printed pens, caps and bags from tradeshows that you 
continue to use, post-it notes with the new pharmaceuti-
cal products name splashed all over it are all around. You 
may say that most of the time these products will just be 
like the furniture around you and are no longer noticed. 
What you don’t realize is that when you go to the chemist 
to get some cough medicine or the bottle shop for a nice 
wine that the brand names are there in the back of your 
mind to legitimise a new purchase. 
Now this is not as obvious as the LG marketing drive for 
example, where they bombarded us with advertising, but 
subliminally is just as powerful in motivating a person to 

buy a certain brand or product. As you will read in Promo Power 
(article pg 30) the medium of promotional and incentive products 
and services is strategically the most effective and not just cost 
effective, marketing medium available today. No longer can it be 
ignored by those ‘in the know’ in the advertising world or as a last 
minute end of budget filler. 
To do so would be to detrimentally affect your ability to deliver a 
complete branding solution and demonstrate your lack of under-
standing of effective ROI marketing.  

These elements and many other factors will be scrutinised in this 
year of uncertainty. 
One thing, that is certain, is the fact that companies will need to 
be more diligent in their efforts to market the business and make 
prospective clientele aware of their presence. With this in mind, the 
promotional and incentive products and services industry stands 
ready to step up to the plate and deliver effective marketing solu-
tions to the corporate world of the future, where bang for your buck 
will be paramount.

For a complete range of wholesale suppliers go to 
www.promodirect.com.au Australia’s promotional industry search 
engine and directory.
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