
Advertising Specialty Institute Article Series 

7 Lame Excuses for Overlooking the Lucrative Ad 
Specialty Market—and How to Overcome Them 
 
This booming $20 billion industry abounds in opportunities. Yet 
we've uncovered seven feeble excuses of potential suppliers 
for not taking advantage of them…and how to avoid them: 
 
Excuse #1:  I don't know what an "ad specialty 
product" is. 
 
You do now: An advertising specialty, also known as a 
promotional product, is any item imprinted with a logo or 
slogan and given out to promote a company, organization, 
product, service, special achievement, or event.  
 
Example: that complimentary pen your bank gave you. The free water bottle you 
received upon triumphantly crossing the finish line at your local marathon. Or any of 
thousands of useful items advertisers distribute to keep their brand in the faces of their 
customers. 
 
Excuse #2:  I'm not sure my product would make a good ad specialty. 
 
The industry is always looking for new products from new suppliers. Hot-selling 
promotional products are as diverse as the buyers who distribute them, and customers 
who receive them: from T-shirts, cups and bags to more specialized items like surgical 
caps, embossed chocolate bars and rain ponchos. Point is, never doubt an end buyer 
might find your product a perfect fit for their promotion or event.  
 
Excuse #3:  I wouldn't know how to get started. 
 
You've already taken the first step just reading this. You'll learn that joining the 
promotional products sales fest requires far less time, effort, money, and manpower than 
you ever imagined. With an ROI that can soar through the roof. 
 
Excuse #4:  My sales force is just too busy to take this on. 
 
The industry fields an army of 130,000 ad specialty distributors, already trained to sell 
products like yours to millions of end buyers. As an industry leader, we equip these 
distributors—your sales reps—with a variety of tools to help them sell your products. 
Become an ad specialty supplier, this army is yours.  
 
Excuse #5:  I just don't have time to deal with this. 
 
Opportunity is knocking. Isn't an additional order of 500, 1000, 5000 or more units of 
your product worth your time? Because quantities like these are typical for the ad 
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specialty business. And with a suppliers’ average order at $1,080 with 33% profit 
margins, this opportunity may be well worth the time 
 
Excuse #6:  I don't know how to market my products as ad specialties. 
 
Don't have to. The marketing machine is already humming. Everything's in place. 
Magazines and catalogs to advertise in. Trade shows to showcase your products. Online 
databases where distributors can find you. Done! 
 
Excuse #7:  We don't have the budget right now. 
 
It's all about profitable business investment. Invest as little as $199 a month and you can 
be a Supplier Member of the Advertising Specialty Institute (ASI). You can gain access 
to our dedicated distributor sales force, be included in the industry's most robust 
sourcing database, searched over 2 million times a month, and benefit from a host of 
other marketing tools and educational resources.  
 
This is a revenue stream too serious to ignore. And so easy to tap. Don't let excuses get 
in your way! 
 
To learn more, visit suppliermarkets.com. Or call 800-546-1350 
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10 Markets You Never Dreamed Your Product Could Crack 
 
Every company seeks new sales opportunities for their products. Here are 10 markets 
you may have overlooked, but can tap into as a supplier of promotional products. See if 
there's a fit. There could be a windfall in the making! 
 
Schools  Enter a college bookstore and you'll see its name 
emblazoned on just about anything that can accommodate it. 
There's a huge market for promotional products at every level of 
education. Including virtually every kind of apparel imaginable, 
book covers, writing implements, pennants, notepads, and many 
others. 
 
Banks  And brokers, credit unions, S&Ls. And all the community 
events they sponsor. Big need for ad specialties. Like pens, balloons, letter openers, 
stationery, visors…the list goes on and on. 
 
Government  They're one of ad specialty's biggest customers. Federal, state and local. 
With a need for a dazzling array of products. Desk calendars, coffee mugs, business 
card holders, totes, banners, bunting… You get the idea.  
 
Hospitals  Healthcare today is highly competitive. Hospitals, clinics, nursing homes all 
vie for name recognition. And use promotional products to get it. Boatloads of them. 
Such as first aid kits, key chains, Frisbees, flashlights, surgical caps, T-shirts… anything 
that can promote their brand effectively to the public.  

 
Not-for-Profits  Yes, ironically one of the most profitable markets for ad 
specialty suppliers are nonprofits. Products sought includes water bottles, 
personalized address labels, bookmarks, wall calendars, mini key lights, 
kitchen tools, wristbands…the possibilities are endless. 
 
Automotive  Including manufacturers, dealers, parts suppliers. Who love all 
sorts of apparel, gadgets, novelties, and everyday items to drive brand 
awareness. 
 
Hotels and Motels  Think outside the towel. These organizations promote 
themselves with a diverse assortment of brand-identified giveaways like soap 

bars, shampoo, mouthwash, umbrellas, scratchpads, rain ponchos, corkscrews.  
 
Pharmaceuticals.  Drug names are difficult to remember. So what better way to gain 
awareness than imprint it on a practical item and hand it out to doctors and patients? 
Like pill organizers, refrigerator magnets, pens and pencils, appointment cards, 
nightlights, pill cutters, hand wipes, lip balm. 
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Real Estate  Agents, title companies, appraisers, mortgage brokers—all seek out unique 
products to imprint and distribute to gain a edge over competitors. Can you help them? 
Think credit-card calculators, chip clips, headbands, flash drives, tool kits, compasses. 
 
Restaurants and Bars  Another market with a voracious appetite for promotional items. 
Especially if you can serve up something special to regional and national chains. Like 
coasters, napkins, beer steins, cocktail stirrers, toothpicks, balloons…there's no end. 
 
These are just ten. There are many more lucrative markets. So how do you break into 
them? Easy. Join ASI. We have all the connections, all the marketing tools, all the help 
you need to attract buyers you never dreamed you could sell. What are you waiting for? 
 
Activate your membership and break into the advertising specialty industry today! 
 
To learn more, visit suppliermarkets.com. Or call 800-546-1350 
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10 Must-Know Statistics on the Soaring Popularity of 
Promotional Products 
 
The numbers don't lie. No matter how you look at it, ad specialties are big business. 
Profitable business. Growing business. 
 
Here are ten irrefutable facts that say "wow!" to the opportunities that await you:  
 
#1  Promotional products cost only four-tenths of one cent per impression.* That's 
a great value, offering excellent brand exposure at a small price. That's why companies 
welcome the opportunity to put their name on products like yours. Why not make them 
available? 
 
#2  Recipients of ad specialty items keep them 
an average of over 7 months.* Nice ongoing 
exposure for any brand or company looking to 
boost their image. Opportunity: is your product 
one that can deliver that kind of recognition? If so, 
you're in business. 
 
#3  63% of promotional products eventually 
get passed on to others.* Even more 
opportunity to get your goods into the hands of 
new and potential lifelong users.  
 
#4  77% of consumers want products that are 
first and foremost useful to them.* And 
products that are used—mugs, pens, tote bags, 
USB drives—deliver more brand exposure for the 
advertising company. So if your product is a 
keeper, it was meant to be a promotional product.  
 
#5  Consumers own an average of 9.8 
promotional items.* They can't get enough of them. Companies know this. That's why 
they're always on the lookout for new giveaways for their customers, employees and 
corporate events. Opportunity: how many of your products could assume the role of a 
promotional product? 
 
#6  There are 130,000+ ad specialty distributors currently selling products like 
yours.* An army of reps seeking new, novel, practical, chic, and trendy to offer their end 
buyers. As an ASI supplier you have the opportunity to market directly to these 
dedicated sellers. 
 
#7  75% of end buyers purchased items after seeing them in catalogs.* Catalogs 
are powerful marketing tools because they showcase products, inspire ideas and 
generate sales. As a supplier, you can feature your promotional products in the 
industry's most widely circulated catalogs…and connect directly with end buyers. 
 
#8  Sales of wearable ad specialties alone were expected to top $6.7 billion in 
2014.* Wearables include imprinted T-shirts, jerseys, sweatshirts, golf attire, hats, and 
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much more, with special focus this year on performance attire. Rule is, if they can wear it 
and you can supply it, opportunities abound.  
 
#9  Among the top industries using promotional products today are education, 
healthcare and financial services, combining to generate over $6 billion in revenues. 
Can you supply products that would serve these industries?  
 
#10  Total promotional product sales now exceed $20 billion annually.* And 
growing. In fact, with 18 consecutive quarters of growth at an average rate of 6.4%, the 
ad specialty industry has significantly outperformed the growth rate of the US economy. 
Opportunity: when will you claim your share of this enormous market?  
 
Ten stunning statistics, ten amazing opportunities. And ASI—helping suppliers prosper 
for more than 60 years—has all the support, marketing, technology, networking, 
education, resources and ideas you need to succeed. So take advantage of it! 
 
To learn more, visit suppliermarkets.com. Or call 800-546-1350 
 
*Source: ASI   
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Odd but True: 8 Things You Didn't Know about Ad 
Specialties—but Should  
 

#1  Offbeat and humorous promotions work best for candy, food, 
alcohol, toys, and entertainment marketers.  
 
If you supply products that pique curiosity or tickle funny bones, 
targeting companies like the above may be a great way to break into 
the ad specialty biz. 

 
#2  Catalogs outperform retail chains and web-only retailers in 
in a key metric: CONVERSION RATE. 

Yes, catalogs. Surprised? And guess what? Catalogs are a huge 
and profitable sales driver of promotional products. A great 
launching pad and showcase for new suppliers. 
 

 
#3  A single promotional item worn by a single recipient generates on 
average 3,300 impressions over the course of its life. That's 3,300 
potential users of the product you supply. Pretty awesome exposure in 
addition to the revenues you earn supplying it.  
 
 

#4  The top 40 ad specialty suppliers got where they are defying convention. They 
look for unusual needs, unique opportunities. They design, create and modify products 
with special appeal as promotional products. A little research, a little imagination, a little 
enterprise and you can make a smashing debut into the ad specialty arena. 
 
#5  Seasonal, regional and special event themes spark hot-selling 
promotional items. Like Frigitowels, a cotton towel that's icy cold right out 
of the bag, providing a cool solution in warm weather. Or a "Running on 
Dunkin" promotional beanie served up at the NYC Marathon. Think: what 
do you sell that ties in nicely with a special event, venue or season?  
 
#6  Revenues of suppliers have jumped the last 18 consecutive quarters. That's 
almost 5 years of steady sales growth. Not many industries can lay claim to a winning 
streak like that. If that in itself doesn't convince you to get into this business, try this: 
 

#7  iClick, maker of USB drives, in the last two years alone has 
received 30,000 orders totaling 9 million units. How so? A highly 
useful product, a 99% customer satisfaction rate and 100% 

dedication to promotional products. While you don't have to go all-in like they have, just 
being in the game can pay big dividends.   
 
#8  An ASI number can open doors like a master key. With it you gain access to 
proprietary industry information, advertising opportunities, trade shows, databases, 
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marketing tools, and educational opportunities unavailable to non-members. At an 
extremely modest cost. Come on, we've got your number. All you need to do is claim it!   
 
To learn more, visit suppliermarkets.com. Or call 800-546-1350 
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The Ad Specialty Top 10: How You Can Break  
into the Charts 
 

"Your logo here." If you can produce or import a product that can 
effectively display a company's name or message, congratulations, 
you qualify as a potentially successful supplier of promotional 
products.  
 
To give you an idea of what's hot in ad specialties, here are ASI's 
Top 10 product categories. And this is just for warm-ups. Think 
outside the box and you can create your own blockbuster product 
or start a lucrative new category.  

 
So let these bestsellers serve as your launching pad (click on category titles to learn 
more about them): 
 
1. Writing Instruments  No matter how digital we've become, people still grab for that 
pen or pencil. Which make them great places to imprint a logo and score some 
impressions. In fact, 56% of US consumers own logoed writing instruments. Think 
useful, think immediate and end buyers will want to put their name on it.  
 
2. Shirts  Tees, tank tops, polos, jerseys. Wearables are extremely 
popular—racking up $6.4 billion in sales annually—because 
they're like moving billboards. A single garment can garner thousands 
of impressions. Got a new twist on this proven winner? Go for it.  
 
3. Bags  Another movable feast of ad impressions. Totes, cases and 
carriers of all types have big promotional appeal to buyers. And generate 5700+ 
impressions per unit, more than any other promotional item. Lots of room here for 
innovation with all the various devices and personal items we carry around today.  

4. Calendars  This includes wall and wallet varieties, desk diaries, pocket secretaries, 
and more. They're in high demand because they have a one-year shelf life. Especially 
appealing to older Americans, 40% of whom own promotional calendars. New 
calendar formats and themes are always sought. 
 
5.  Desk, Office and Business Accessories  Companies love giving logo-bearing 
practical gifts to current and potential clients. Displaying their brand on a scratch pad, 
calculator, letter opener, or any number of items gets lots of exposure because 61% of 
desk accessories are kept at work where they are easily seen by others. 

 
6.  Caps and Headwear  Hats are perennial brand promoters 
because they serve a useful purpose in both warm and cold climes. 
25% of US consumers own promotional headwear, with each hat 
or cap generating an impressive 3,136 impressions over its lifetime. 
Be creative. Even surgical caps are a popular item today. 
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7.  Drinkware  From coffee mugs to water bottles to champagne glasses, the market for 
promotional beverage containers is huge, as is the payoff for suppliers with imagination. 
One-quarter of the US population own brand-promoting drinkware, which they use 2-3 
times a week. 
 
8.  USB Drives  These little storage devices are big business. In the US,  
91% of consumers who receive USB drives keep them because they are useful. And 
men are nearly than twice as likely to own them (13%) than women (7%). 
 
9.  Health and Safety Products  Ad specialty end buyers, 
especially healthcare providers, snap up these items because 
they convey caring as well as brand image. And 27% of U.S. 
consumers who own a health and safety product report they 
carry it with them, further enhancing brand exposure. 

10.  Outerwear  Fully 9% US consumers own promotional outerwear and keep it an 
average of a year and a half. That means millions of coats, jackets and other cold-
weather apparel successfully sold and promoting their buyers' brands. Claim your share.  
 
We hope these standout categories get your creative juices flowing. And when you 
become a supplier member of ASI, we'll lay a world of distributors and end buyers at 
your feet through our industry-leading searchable databases, trade shows, catalogs, 
magazines to advertise in, email blasts, and much more.  
 
To learn more, visit suppliermarkets.com. Or call 800-546-1350 
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Ad Specialty Hot Spots: There May Be Gold in Your Own 
Backyard! 
 
Did you know that promotional product sales and preferences 
differ widely throughout the US? The South is the biggest market 
with annual sales topping out at $7.1 billion. Next is the Midwest 
with $4.3 billion, the West at $3.8 billion, and the Northeast at 
$3.3 billion.  
 
Within these regions there are many rewarding local 
opportunities based on the tastes, needs, climate, and 
geography of each area. No matter what region your company is located in, or where 
you market your products, it pays to be aware of these regional preferences. And with 
hundreds, if not thousands, of distributors actively selling ad specialties in each market, 
you can benefit from a powerful sales force already in place. 
 
Here are just a few regional opportunities we've uncovered. With a little sleuthing of your 
own, you might find success lurking right in your own neighborhood.  
 
¢  The South is currently a hotbed of commerce. The region boasts four of the top ten 
states for doing business: Virginia, North Carolina, Texas and Georgia. Little wonder 

sales of promotional products are up $400 million to more than $8 billion total.  
 
¢  As an example, in Charlotte, NC, drinkware is making a big splash, where 
53% of consumers are likely to keep these items, the highest percentage in 
the US. 
 
¢  The North Dakota oil boom is sending positive shock waves through the ad 
specialty business. Fire-resistant coats, gloves, custom caps, and other 

apparel are in demand, so companies can keep their oil-rig workers, truckers and other 
employees happy. Got anything for them? 
 
¢  In the Midwest, with $4.5 billion in ad specialty sales, 
manufacturers, service companies and schools are buying up 
promotional items related to safety, health and fitness. 
Examples: first-aid kits, night lights, water bottles, pedometers, 
and sweatbands. 
 
¢  Health and safety products also play well in the Northeast, in part because 84% of 
the recipients remember the advertiser who gave them the items. A good market to mine. 

 
¢  Electronic and tech-related products, especially accessories for 
mobile devices, are also popular in the Northeast. Logoed phone cases, 
chargers, connectors, holders, adaptors, flash drives and microfiber 
cloths…all have a ready market for anyone who can supply them. 
 
¢  Back out West, tech companies like Twitter, Microsoft, WhatsApp, 
and others are big buyers of promotional products. As is the 
entertainment industry. And their appetite is eclectic, as long as it's 



Advertising Specialty Institute Article Series 

imaginative, like fleece hoodies, embroidered wine bags, stylus input devices, and all 
sorts of green products.  
 
¢  In Tampa, FL, brand ID'd pens are gold, used 3 to 4 times a day over their lifetime. 
The cost per impression for an end buyer is only a tenth of a cent. If you can be a source 
for writing instruments, you can write your own ticket to profits. 
 
So what's the best way to exploit these regional opportunities? Join ASI! Among our 
many benefits—including distributor databases, advertising vehicles, trade shows and 
more—we offer pay for placement. That is, you can target your online advertising to 
specific regions, so you can reach the right customers with the right message. Ask us 
about it! 

To learn more, visit suppliermarkets.com. Or call 800-546-1350 
 
 


