Promotional Products:

THE SECRET INGREDIEMT TO A FULLY INTEGRATED MARKETING CAMPAIGN

Mast merksting orgenizations todsy ars fecussd onintagrating their
communications madiames - advertizing, public relstions, electronic marksting
and direct marksting. But what can teke 8 campaign from ‘just okay” o
meking & lasting imprassionT Promiotional products.

Prometional products ara oftan the miszing —but vary important — ingrediants
to a successful imegrated marksting program. In order to determine how and
why pramational products fit imto 8 markating program, we must first ook ot
the key waord Intagrabed.

Todey's markstars have vanous defnitions of what it meane to havs an
Intzgrabed Marketing Communicetions program or IMC. The Amencan
Aszoeiation of Advertising Agencies defines IMC a5 “the concspt of marketing
communications planning that recognizes the added value of & comprahanzive
plan. Buch a plan evaluates the sirategic roles of a varisty of communication
discipines for xampla, gansral advertising, direct e spanse, salae promotion
and public relations and combines these disciplines to provids clariy,
consigtancy and maximum impact through seamlese ntsgration of dscrate

Effacties MC requires coordination of etrmtegqy. Collaborstion atthe

planning =tage ie eezential. To ba affsctive, this requirss an understending

of the diferant roles that sach medium plays in the communications

procese. For example, print ackertising might increees awarsnese, public
rekations nfluences the opinion and promufioral products incresses meal
sffectieness. Coordinated bogsther, dll of thess slements support and alevats
the aweral brand imags.

This spproach requires planning commuricetions

horizonkal In other words, the message m.ﬁthalmnr&sllrg and sampla

yert coordinabed and adaptabla acrazs muliiple mediums. For promational
products, this meane chooeing a product for which the message ean be sasily
imprint=d and delvared

Coordinating the entime, imegratsd campaion requines fledbilty. As 8 marketer
you must be able to modiy an image to mast effsctively communicats your
meseags for various medioms. In other words, a pair of jeans might lock grest
on a prink =d, but moat [kely, you aren't going fo mail a pair ta recipients.
Hoaewer, there ars mary clever promotional products that could defiver a
simiar meseaga.

With thess elemanis inmind, it's a natural and effective siep to Ncoparats
promufioral products into the IMC modal. The folowing six sasy steps are
guideines far intagrating promational praducts:

1. First, it requires a mind shift from thinking of & promational
product &= 2 “complement” boyour current campaign 1o
an integrd, strabsgic component of your imtegrabed marksting
communications program.

2. Don'ttreat the product as an afterthought in the campaign—
incorparats inbo the budget-planning process. Detemming the
percentage of your budget that you are wiing to gpand an
yaur product and how your product will ks distibuted. Remambar,
promatiorsal products have long-lasting mach and recal sathe
coet par impresaon is ofien kower than trediional advertising.

3. Make sure the products you choose reprasent the qualities
of your organization. If you are promeating a high-tech product,
fior example, you want to usa a product that i innovathes and
modern. Also, incorporating promationsl products often cpens
the doore fo cross-marketing opportunities. Many rame brand
rataiars today are emening the promational products market.

4.  Determine your key mes=age and maks surs your product
clearly and smply delivers this meseage. With odey's mprinting
technologiee, just sbout any preduct can be usad in some way.
The message must bs consigient with the overal chisctives of the
entire marksting communications program.

5. Determine what type of reaction or call-to-action you want
from the racipient. Do you wank them to uss the product on a daily
Eeasis? Do you axpact the recipisnt to pess along the product to
another user? Parhaps you weark tha rscipient to request the
product. if 52, thet mez=age can be ncorporated inka the print
achertising or othar medium.

6. Rermember, fiming is everything. Will you sand or give away
yaur products at the beginning, midde o end of the carmpaign?
Wil the product b deliversd concumently with 8 running ed
campaign? This is often debermined by budget, a5 well as the
rrmber of products you wish to ssnd.

‘While advertizing and othar merksting mediuma gpen the doors, promational
products provide & lasting impression. Ba 8 siratsgic marketer and make
promutfiorel products 8 key companent inyour next marketing campaign. For
mare infonmation on promational producte, conksct your loeal promational
product corsutant or go to wwe.buldepromation.com, created by Promaotional
Producis Assaciation Inbernational.

PROMOTIOMAL FACT:
Promotional products have long-lasting reach

and recall, so the cost per impression is often
lower than traditional advdertising.



