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GOLF fanatics from 
across the promotion-
al products industry 

will next month once again 
be gathering to compete in 
the PPD Masters, organised as  
always by YOB Golf.

This year, the venue switches 
to the Foxhills club in Surrey on 
April 18, among the world’s top 
100 courses. 

The event is also conveniently 
timed as a curtain-raiser for the 
PPE Roadshow the following day 
at nearby Bayliss House (see story 
on P7 for full details).

As always, the golfers will meet 
at around 9am for a spot of break-
fast before heading out on to the 
fairways in search of glory.

This year, YOB is also taking 
participants for a spin in a time 
machine with its pre-event tour-
nament, The Hickory Club Chal-
lenge. Golfers will be faced with 
using the crude, wooden-shafted 
instruments of yesteryear – and 
YOB’s Aidan Brown reckons it’s a 
big challenge for them.

“Basically, playing with these 
clubs is like hitting the ball with 

Fun to the fore . . . as PPD 
Masters finds new home 

a spade!” he joked. Fortunately, 
competitors will be able to revert 
to their own, more modern equip-
ment for the main event.

Once all the teams are home, 
there’ll be a drinks reception fol-
lowed by dinner and the presenta-
tion of the prizes.

PPD Editor Aidan Goldstraw 
said: “Once again, this promises to 

be an unmissable event in the in-
dustry’s calendar. YOB always put 
on an amazing day and I’m really 
looking forward to it.”

Aidan Brown added: “Now in its 
third year, this has become an in-
dustry institution. I imagine that 
if ever we thought of pulling it, 
there’d be a riot!” Fifteen teams are 
already entered but there may be 

the opportunity to accommodate 
a couple more. This year, there’s 
also a chance for visitors to the 
roadshow the next day to attend 
just the PPD Masters dinner, with 
some excellent networking oppor-
tunities, for just £50. 

For details, call YOB on 0345 
962 4653 or email Aidan Brown on 
aidan.brown@yobgroup.com 

 X THE EVENTS team at B-Loony has been work-
ing closely with high street retail giant Poundland 
to boost awareness of its nationwide store open-
ings with the supply and installation of printed 
balloons, decorations and low-cost promotional 
giveaways.

With Poundland’s recent acquisition of the 99p 
Stores brand for £55m, adding 250 new stores to 
their already impressive portfolio of over 640, 
comes the big task of organising a re-brand and 
store opening decorations for each outlet. 

B-Loony’s decorating team managed the instal-
lation of balloon arches and balloon columns out-
side of each store in the early hours of the morn-
ing, ready for opening day. These measures are 

estimated to increase footfall on the day by up to 
300%.

To maximise the impact of each opening event, 
Poundland uses B-Loony’s custom printed bal-
loons and hand-waving flags to give away to the 
public, spreading brand awareness along the high-
street.

In-store, staff wear printed sashes carrying the 
Poundland logo, bespoke bunting decorates the 
aisles, and printed helium balloons promote deals 
at point of sale. 

All that’s left is booking some high-profile fig-
ure to cut the branded store-opening ribbon for 
that classic photo.

More details are available at ppda.co.uk/bloony

THE LATEST e-book from Adprod-
ucts.com takes a look at items spe-
cifically chosen to compliment the 
hotel and travel industry.

Welcome To The Hotel Adprod-
ucts.com is a 14-page publication 
and joins the existing library of 
digital documents offered by the 
company.

Adam Sweeney of Adproducts.
com told PPD: “This is a fantastic 
publication for anyone looking to 
help clients involved in the hospi-
tality or travel industries.

“Whatever their needs, we can  
offer a wide variety of high quality 
promotional products – and now 
with our even faster lead times of 
between one and five days.”

More details are available at 
ppda.co.uk/adproducts

Travel is the focus 
for latest e-book
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 X FLUID Branding has been 
awarded Feefo Gold Trusted Mer-
chant Accreditation from the inde-
pendent online reviews platform. 

This accolade is awarded for 
consistently delivering excellence 
in customer service with a service 
rating of between 95% and 100% 
for the whole of 2015.

Managing director Miles 
Lovegrove told PPD: “We all put a 
lot of work into delivering excel-
lent customer service throughout 
the organisation, so to be reward-
ed in this way for genuine custom-
er feedback is just fantastic news.

“I’m very proud of our team and 
this is a testament to the fantastic 
service we give to all of our cus-
tomers.” 

The ratings and reviews collated 
by Feefo are verified via sales data, 
ensuring only those customers 
who have genuinely completed a 
transaction with a business are in-
vited to provide feedback. 

This makes the Trusted Mer-
chant Accreditation highly de-
sirable and well respected, as it is 
based upon the views of customers 
and not industry judges.

NEWS
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PREMIER Impressions enlisted the 
help of a screen icon to promote its 
new Domino metal ball pen, in the 
form of Audrey Hepburn.

Boss Alan Stride said: “The 
Domino is both stylish and classy, 
so I felt it would be best promoted 
by a person with the same charac-
teristics –  naturally, Audrey got 
the part!”

Domino is suitable for both 
printing or laser engraving and 
has good branding areas with a 
MOQ of only 100 pcs. 

Meanwhile, stylus pens remain 
a popular choice for campaigns 
and Premier has just introduced a 
new contender in the sector.

The Mini Stylus metal ball pen, 
available in either black or white, 
is supported by one of the UK’s 
largest on-site branding facilities.

Alan commented: “We have re-
searched this product and its price 
level in the market – it would be 
a challenge for any distributor to 
find this quality, combined with 
Premier service levels, at such 
competitive prices anywhere else.”

Finally, to satisfy the ever-in-
creasing need for faster turna-
round times, Premier Impressions 
has launched a new ‘1-2-3’ delivery 
service across its complete Promo-
Mate pen range. 

 The company is offering be-
tween a same-day or three-day dis-
patch on the pens, depending on 
requirements.

PromoMate models include the 
Plunge, PromoGrip Gel, Element 
and Curve, and are available in a 
wide choice of colours, with black 
ink.

Alan added: “Premier Impres-
sions has always given our cus-
tomers great flexibility with our 
printing and engraving lead times.  

“In our role as suppliers, we 
have all the right equipment in-
house for distributors to have the 
edge they often need and we have 
the service levels to deliver.”

More details are available at 
ppda.co.uk/premier

DISTRIBUTOR We Brand 
It is at the centre of a 
‘phoenix company’ con-

troversy after going into vol-
untary liquidation last month.

The Maidenhead-based compa-
ny had already been experiencing 
financial difficulties and in 2013, it 
entered into a Company Voluntary 
Arrangement (CVA).

Despite this attempt to keep 
trading and repay part of its pre-
vious supplier debt, We Brand It 
continued to struggle.

With many suppliers only coun-
tenancing to trade with the com-
pany on a pro-forma basis, We 
Brand It basically ran out of cash.

A meeting of the creditors of We 
Brand It (a trading name of Buy-
king Ltd, formerly Kingco Group 
Ltd) was held on February 25.

Following this, it became appar-
ent that the company’s assets had 
already been purchased under a 
pre-packaged insolvency deal – a 
kind of bankruptcy procedure, 
where a restructure plan is agreed 
in advance of a company declaring 
itself insolvent.

Here is where the controversy 
begins – the purchaser of the as-
sets was Karim Saykali, managing 
director of We Brand It since 2004. 

This has led to sharp criticism on 
LinkedIn and Sourcing City News 
about the new ‘phoenix company’, 
which employs 20 people.

Although Mr Saykali’s actions 
are completely lawful, the phe-
nomenon of phoenix companies 
is a controversial topic within the 

GLASGOW is the first 
port of call for the new-
look PPE Roadshows 

(formerly known as the Trade 
Only Spring Shows), which the 
organisers are predicting will 
be a big hit with distributors 
and suppliers alike.

The Scottish city’s Crowne Plaza 
hotel welcomes the first of the new 
series on April 12, with a new take 
on layout, special offers and visitor 
incentives.

Paul Kehoe, commercial direc-
tor at organiser Customer Focus, 
said: “These new-look shows will 
not only profile the latest and 
best-selling products from suppli-
ers, but will also help to increase 
product and market trends knowl-
edge, with their added emphasis 
on education.

“A live presentation during the 
morning on each date will give 
distributors an opportunity to 
expand their horizons, while the 
new format will also give them 
more time to spend with suppliers 
to discuss the latest products and 
special deals.”

Look and learn key 
to exciting shows

Paul added: “These shows are 
still the first of the year for many 
distributors and as with all of our 
shows, they are about putting peo-
ple and products together.

“Finally, the convenient loca-
tions chosen for each of the PPE 
Roadshows have been designed to 
save distributors time and cause 
less disruption to their working 

schedule by minimising travel 
times.”

The full line-up for the April se-
ries of PPD Roadshows looks like 
this:
April 12: The Argyll Suite, 
Crowne Plaza Hotel, Glasgow 
G3 8QT, 9.30am-3.30pm.

April 13: The International 
Suite, Manchester United FC, 
Manchester M16 0RA, 10am-
4pm.

April 19: Baylis House Hotel, 
Stokes Poges Lane, Slough 
SL1 3PB, 10am-4pm.

For further information on 
the shows and to register, visit  
www.pperoadshows.co.uk

We want to hear your stories! Let the industry 
know what’s going on with your company by 
sending us an email on editor@ppda.co.uk

We Brand It boss 
hits back at critics

industry, with many believing the 
law needs to be changed.

However, just as PPD went to 
press, Mr Saykali hit back at his 
critics. In an exclusive interview 
with this magazine, he maintained 
that he had always sought to oper-
ate as ethically as possible under 
very difficult circumstances.

“The reason I got into the sit-
uation where we had to go with 
the CVA was partly due to a previ-
ous business partner who caused 
some problems. 

“Basically, we overtraded, had 
a £3 million turnover, then had a 
drop and we couldn’t sustain it.

“In retrospect, going with the 
CVA was a mistake and I should 
have done then that what I did this 
time around.

“After the CVA, I couldn’t even 
get commercial bins to put my 
rubbish in. 

“And some of the suppliers who 
initially agreed to the CVA have 
been on my case ever since. Some 
have even passed my customer 
data to other parties.”

Mr Saykali admitted that cash 
flow had been at the heart of We 
Brand It’s problems for the last 
three years. 

“Basically, we’ve had to try run-
ning a £2 million turnover busi-
ness on a pro-forma basis. We had 
a really bad two months at the turn 
of the year and got to the point 
at the end of January where we 
couldn’t pay the VAT man.

“I know some people say bad 
things about phoenix companies 
but what else could I do? This is all 
I’ve known for 12 years. 

“I also have to put food on my 
family’s table – and do I just tell my 
staff they’re out of a job?”

Mr Saykali added that he had 
paid the exact valuation price for 
the assets.

“Over the past few years, I’ve 
personally put a quarter of a mil-
lion pounds into the business and 
lost the lot.”

“After everything else is done 
[in the liquidation], there should 
still be money in the pot – around 
£100,000 – to compensate some 
of the creditors. I know that’s not 
ideal. But in the end, if we can con-
tinue trading, we can do further 
turnover with these suppliers and 
they can make profits too.

“As for phoenix companies, all 
I can say is that without being in-
side a company’s situation at the 
time, it’s very easy to make com-
ments.”

What’s your take on 
phoenix companies? 
Send us an e-mail: 
editor@ppda.co.uk

A new kind 
of ‘Premier’ 
for Audrey

 XVISITING roadshows is nearly always 
a good investment in your time – but 
when you also win a £2,000 holiday 
voucher, it’s definitely worthwhile!

That was the happy case for Stefan 
Scutt, of Leicestershire-based One Stop 
Promotions, after he paid a visit to one 
of the Promotional Showcase events.

Stefan’s name was picked out of the 
prize draw by guest Martin Varley at a 
Showcase dinner towards the end of last 
year.

The lucky winner is pictured  
receiving his prize from Gerry Thomas 
of Promotional Showcase.

For its 2016 events, organisers are 
continuing with the prize draw theme 
but this time one visitor from each and 
every event will win £100 – creating 
more winners and providing yet more 
reasons to attend. 

The 2016 season kicks off this month 
in Leicester.

Full details of dates and venues, the 
23 leading suppliers you will meet and 
the Showcase special offers can be 
found at www.promotional-showcase.
co.uk

PPD exclusive by  
Aidan Goldstraw
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Innovation gives you the 
best odds of being chosen 

DURING the last four 
months, I have travelled 
to a variety of  promo-

tional trade shows across the 
world –  China, the US, France, 
Germany and of course Cov-
entry (yes, it’s so special, it de-
serves its very own mention!)

I’ve found that the one ques-
tion all suppliers and distributors 
ask is this: “How do I differenti-
ate my products and services in a 
very crowded marketplace, where 
product differentiation is in truth 
limited to minor design changes?

OK, so right now, I can hear the 
pen, bag and diary sellers scream-
ing at me. But come on – a pen is a 
pen is a pen! Or is it?

The issue gets even more com-
plicated with the web presenting 
an ever-growing, seamless mass 
of promotional products, all of 
which are very similar and can 
be purchased via many sources 
either through UK wholesalers or 
the manufacturers directly (who, 
by the way, are ever eager to sell to 
wholesalers). 

I was at a trade show conven-
tion where I was introduced to a 
regular-looking Chinese bloke, i.e. 
no suit, no tie, certainly wouldn’t 
stand out in a crowd.

This year, that bloke expects to 
sell more than $100 million US 
dollars’ worth of power banks to 
the major American trade import-
ers. 

He was there to talk to his cus-
tomers – but I also couldn’t help 
feeling that he was also interested 
in looking at the market as a po-
tential direct supplier. 

What is the difference between 
buying from a local distributor 
and going direct to the Chinese 
factory? 

None, judging by the number of 
direct importers which gets great-
er every month. Except if you want 
them in five days and either small 
quantities or different, high qual-
ity prints (along with credit terms 
and backed with great customer 
care) and a guarantee that says if 
something goes wrong, we will fix 
it. 

As they say, you pays your mon-
ey and you takes your choice...  

I mention customer care as this 
is taken seriously and delivered 
to an exceptionally high standard 
amongst the many great UK sup-
pliers of promotional products. 

I have said it before and I will 
say it again – I truly believe that we 
punch above our weight in terms 
of the quality of customer care of-
fered in our industry, compared to 
the size of the marketplace in the 
marketing mix vis-a-vis, say, the 
airline industry. 

Imagine this. You have an issue 
or (heaven forbid) a complaint. 
You dial a number, and then face 
more than ten button presses to 
select your choice and are then 
held in a queue from anywhere be-
tween five and 30 minutes.  

You get fed up and send an 
email and then receive an auto-
mated reply saying something 
along the lines of: “Thank you for 
your e-mail. We will try and reply 
within 10 years and, if you are still 
alive, get you to fill in forms that 
we will take another five years be-
fore we look into it.”

You get the point. I think people 
would go crazy – yet this is exact-
ly the way many larger businesses 
think it is acceptable to run their 
so-called ‘customer care’ depart-
ments. 

I had an issue with BA recently – 
my luggage missed a flight and to 
cut a long story short, it arrived at 
Heathrow about three hours after 
I did.  

How long did I have to wait to 
for my luggage? More than a day 
and a half – and that was with me 
arranging collection from the de-
pot, just so I could fly again with 

BA a day later!  What a total joke, 
and also what a joke trying to talk 
to anyone senior to take responsi-
bility.  

If your customers spend tens 
of thousands of pounds with you 
every year, I suspect you would 
bend over backwards to help with 
any issues. Not so BA, and not so 
with most of these larger business. 

The fact is, most small and me-
dium-sized businesses value their 
customers in a way larger ones 
simply can’t or won’t. 

I am still waiting a reply from 
the office of BA’s chairman for an 
explanation as to why their sys-
tems don’t work – and why there 
is no contact number to talk to the 
third party baggage handling com-
pany?

Just to get answers, you have to 
have the tenacity of a starved pit-
bull terrier holding on to its bone 
and the detective skills of Sherlock 
Holmes. 

Only after hours of work did 
I manage to speak to someone – 
who told me I had been ‘lucky’, 
as some delayed luggage had not 
been re-delivered after four days. 

The irony here is that only a 
large businesses can get way with 
providing such low levels of poor 
service. I always wonder how the 
CEO would feel if he was on the 
receiving end of his own shoddy 
service.

Anyway, I digress – back to my 
original question.

How can you differentiate your 
products, when in truth many 
are very similar in terms of price 
and functionality being supplied 
by a growing number of ‘me too’ 

suppliers? Could the answer be 
customer care? It most certainly 
could.

Stock availability? Again, yes 
to a degree – though it is becom-
ing more and more difficult to get 
heard in an ever-growing stream 
of similar products with similar 
prices. 

In effect, the customer stops 
making supplier choices and be-
comes product-blind. Go to any 
trade show and you will see many 
of the same or similar products on 
offer from a variety of good, repu-
table companies who all offer sim-
ilar prices and service.

Companies need to work harder 
than ever before at the entire mar-
keting mix of advertising, sales, 
customer care and product offer-
ings.  

However, I think that the best 
way forward is when all of the 
above is combined with real inno-
vation of unique, memorable and 
fun products – but hey, I would say 
that, wouldn’t I?

Important as they are, outstand-
ing customer care, rapid pro-active 
responses to inquiries and market-
ing alone are simply not enough as 
a key differentiator. 

Innovation, combined with util-
ity and design are (in my humble 
opinion) the real key kickers. 

In other words, designing some-
thing that adds value to the pro-
motional marketing mix– some-
thing which  makes the customer 
(who, in the end, is the decision 
king) sit up and say: “Yes, that’s 
fun. That’s cool. I want it. How do 
I order these now?”

What makes your 
products stand out? 
Stephen Taylor puts 
on his thinking cap 
in the face of ever 
greater challenges 
in today’s market.
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B&H COLOUR Change 
has been working with 
ScentedSilicone on its 

latest development of the 
Revolutionary Chocit An-
ti-Crave Wristband – which, 
it’s claimed, reduces chocolate 
cravings by up to 50%.

ScentedSilicone produces a be-
spoke, odourless silicone which 
is then filled with fragrance using 
a patented micro-encapsulation 
process. 

The scents of lemons, gin and 
tonic, strawberries and cream and 
even Beyonce’s Heat perfume are 
captured cleanly, with no chemical 
undertones and with an impres-
sive longevity.

So how can a wristband reduce 
cravings for chocolate?  Scented-
Silicone discovered research car-
ried out by St George’s Hospital in 
London showing that the scent of 
vanilla reduces cravings for choco-
late by up to 50%;  and so the idea 
to create a wristband rich in the 
fragrance of vanilla was born.

For maximum effect, the fra-
grance should be inhaled at least 
three times a day for 30 seconds.

The idea for ScentedSilicone 

 X BLIND Side Marketing, based 
in Leicestershire, has launched 
a promotional dash camera. 

A spokesman for the compa-
ny told PPD: “Dash cameras are 
smarter than your basic video 
camera as they are always re-
cording. 

“They accomplish this by 
splitting the video into small 
chunks, usually video files of 
one to three minutes. When the 
memory card is full, the oldest 
file is deleted to make room for 
new data.”

The Insurance Fraud Bureau 
estimates that 30,000 ‘crash 
for cash’ incidents take place 
every year and fitting a dash 
cam can help reduce insurance 
premiums and offer peace of 
mind when it comes to disputes 
over liability in the event of an 
accident.

Blind Side’s cameras all have 
a 90-degree wide lens with HD 
video resolution to monitor a 
wider area of the road ahead. 
They come with a long life, 
built-in rechargeable battery 
and a 2.4in viewing screen 
which can be pre-loaded with a 
company logo or slogan to help 
promote your client’s business 
or campaigns.

All cameras can be col-
our-coded and printed in full 
colour.

More details at ppda.co.uk/
blindsidemarketing

New idea makes scents 
– if you’re a chocoholic

grew out of an idea from its MD, 
self-confessed geek Ben Giles, to 
make scent tangible; to capture 
beautiful yet expensive fragrances 
in a way that would last. 

From developing a bespoke, 
odourless silicone to creating a 
patented micro-encapsulation 
process enabling the silicone to 
be fragranced with any scent, the 
process has taken time and dedi-
cation.  

Ben said: “ScentedSilicone of-

fers a huge range of possibilities 
across every industry. 

“The possibilities that open up 
with the existence of a product 
that can hold a fragrance cleanly 
for months, even years, are endless 
and exciting. 

“The Chocit Band has been de-
signed to demonstrate the quali-
ties of the silicone and its capacity 
to retain high quality fragrance 
cleanly for extended periods of 
time. 

“We are also launching the 
Chocit Band on a crowdfunding 
platform to raise valuable capital 
to enable us to bring manufactur-
ing and skills back to the UK and 
our community in Wales.”  

There are a huge – almost end-
less – number of applications and 
uses for the material from mer-
chandising, marketing and brand-
ing opportunities to more serious 
hygiene and medical applications 
– anti-stress and anti-anxiety 
products, and the company is also 
in the early stages of developing a 
band to help those with Alzheim-
er’s.

More details are available at 
ppda.co.uk/bhcolourchange
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 XGEMACO Group, reckoned 
to be the biggest promotional 
products company in the Euro-
pean market, has appointed a 
new managing director.

Stephan Eglin took up his 
new position at the start of the 
year, succeeding Alex de Geus, 
who is now the group’s CEO. Eg-
lin is a long-standing member 
of the Gemaco management 
team and his been with the 
company for a decade.

He was most recently respon-
sible for the sales team and 
Gemaco’s marketing activities. 

The latter responsibility will 
now pass to Eglin’s colleague  
Michael Schreiber.

Eglin told Eppi magazine: 
“I’m looking forward to my new 
job. The continuous changes in 
the market force flexible and 
fast adjustments without losing 
the focus on my own visions. 

“It’s a great challenge for me 
to be able to lead the company 
Gemaco CPT into the future.”

As well as the UK, Gemaco 
also has offices in Belgium, Hol-
land, Germany, Poland, France 
and Spain.

 X PLASTICS specialist CHX Prod-
ucts has welcomed Melissa Smith 
in the role of sales co-ordinator. 

Melissa comes from a care ad-
ministration background that 
brings a new perspective to her 
customer service role and puts her 
customers needs at the forefront 
of her job role. 

Andy Knight, managing direc-
tor at CHX Products, told PPD: “It’s 
great to have Melissa settling in – 
she is already making a big impact 
to the team.”

Melissa, pictured left, added: 
“It was really interesting to see 
all the factory equipment when I 
started, and to understand what 
CHX Products does.”

A new chapter 
in Viv’s career
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INDUSTRY veteran Viv 
Blumfield is taking on a 
new challenge as sales and 

marketing director with Ab-
beygate.

Viv brings many years of indus-
try experience to her new role. 
She ran her own distributor busi-
ness for 25 years before selling it 
to Dowlis in 2004. Since 2011, she 
has been running her own consul-
tancy company, Pro-Motion.

Her key responsibilities with 
Abbeygate will include leading 
the sales, marketing and customer 
service functions to develop rela-
tionships with both existing cus-
tomers and new prospects to drive 
sales growth.

Abbeygate MD Claire Coventry 
told PPD: “We are so pleased that 
Viv is joining the company full 
time in a sales and marketing ca-
pacity to assist with our expansion 
plans.  

“We are sure that many of our 
customers will already know Viv 
and be delighted that she’ll be 
managing their account.”

Viv added: “Having worked with 
Abbeygate on a consultancy basis, 
I am really looking forward to tak-
ing their product range to market. 
They have so much to offer and I 

am not sure if distributors really 
know how Abbeygate’s products 
and services can benefit both their 
own business and end-user cli-
ents.  

“They are a great team and I am 
delighted to be joining them at this 
exciting time.”

Walsall-based Abbeygate has 
more than 50 years of heritage 
supplying both diaries and leather 
goods. More recently, the company 
introduced a range of notebooks.

MP AND former GMTV presenter 
Gloria De Piero dropped in at gift 
and merchandise supplier Pel-
lacraft to congratulate the compa-
ny on reaching its 35th anniversa-
ry.

The Nottinghamshire MP was 
given a tour of Pellacraft’s office 
and workshop in Mansfield and 
praised the family firm for its ‘en-
trepreneurial spirit’.

Ms Piero said: “They have built 
up a great business that is provid-
ing jobs in the local community 
and I wish them all the best as they 
continue to grow and prosper.”

Steve and Rosemary Pella start-
ed the company from their Annes-
ley home in 1981, when they used 
to craft ornamental pieces out of 
coal.

Steve was then asked if he could 
get some pens printed with the 
logo of one of his clients and the 
business as it is known today was 
launched.

Pellacraft currently employs 22 
people and among its high-profile 
clients are the union Unite, the La-
bour Party and energy giants Brit-
ish Gas and E.ON.

Pellacraft is now run by the cou-
ple’s daughters, Sam and Nicola.

GREAT Central Plastics 
(GCP) has teamed up 
with former profession-

al footballer Dion Dublin for 
its latest project.

Dion chose to work with GCP on 
his Dube Shakers – a range of in-
novative, cube-shaped percussion 
instruments.

Dion gave the company a design 
to replicate and the task of playing 
around with different materials 
and contents to perfect the array of 
different musical sounds that the 
Dube Shakers can create. Availa-
ble in several vibrant, eye-catching 
colours, each colour offers a differ-
ent sound when shaken.

GCP’s managing director Tony 
Phillips, pictured with Dion, told 
PPD: “This has been an exciting 
project for us to work on and we 
are extremely pleased, as is Dion, 
with the end result.

“The Dube Shakers really are an 
innovative creation, and seeing 
the passion when Dion plays them 
is mesmerising.”

More at ppda.co.uk/gcp

Shaking things up 
with footie legend

 X PERSONALISED calendar 
specialist Reeve emerged victo-
rious in the industry’s national 
awards. 

Reeve won an award in the 
Special Interest category of the 
business-to-business section of 
the National Calendar Awards, 
held at the Stationers Hall in 
London.

The National Calendar 
Awards are regarded as the Os-
cars of the calendar industry, 
with awards commending the 
UK’s best in print, design and 
production. 

In all, 25 awards are judged 
by a panel of experts.

Reeve were in prestigious 
company – another notable 
winner this year was Pirelli, 
whose familiar calendar offer-
ing won an award for excel-
lence in production. 

All the awards were present-
ed by TV host Eamonn Holmes, 
who also handed over a sugges-
tion for his own calendar, con-
taining images of himself and 
wife Ruth Langsford.

Reeve’s national sales man-
ager Gerry Brooke-Bennett is 
pictured accepting the compa-
ny’s award from Eamonn.

More details are available at 
ppda.co.uk/reeve

MP drops in 
on Pellacraft 
for birthday
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NEW FOR 2016, leading 
activewear brand Spiro 
has created Spiro Fit-

ness, a dedicated leisure and 
fitness range featuring vibrant 
colours and stylish contempo-
rary design, ideal for both lei-
sure activities and casual wear.

Ideal for decoration, the capsule 
collection offers garments that 
feature windproof, breathable and 
quick-drying soft athletic stretch 
fabrics for comfort and protection.

The S270F Women’s Tech Panel 
Marl T-Shirt is extremely light-
weight, windproof, breathable and 
features soft athletic stretch fabric 
and flat lock seams for added com-
fort.  

With a flattering fitted waist, 
the S270F T-Shirt is available in 
Lime Punch/Hot Coral and Hot 
Coral/Lime Punch in sizes 6-16. 
Meanwhile, the S271M&F Quick 
Dry Shiny Marl T-Shirt is wind-
proof, breathable and quick-dry-
ing and features a reflective logo 
to the front. It’s available in colour 
schemes Hot Coral/Lime Punch, 
Phantom Grey/Lavender, Laven-
der/Lime Punch, Sport Grey/Hot 
Coral and Ocean Blue/Phantom 
Grey. It comes in sizes S-2XL for 
men and 6-16 for ladies.

The new S272F Women’s String-
er Back Top is a stylish vest top 
which is breathable and light-
weight with neon contrast colours 
and a reflective logo for added 
visibility in a contrast colour. Col-
ourways available are Sport Grey 
Marl/Hot Coral and Phantom 
Grey/Lavender in sizes 6-16. 

To pair with any of the ladies’ 
tops, the S273F Women’s Capri 
Pant is a three quarter length lei-
sure pant made from breathable 
and lightweight soft stretch fab-
ric. It features flat-lock seams for 
comfort and a reflective logo, and  
is available in Black/Lavender or 
Sport Grey.  

The S274F Women’s Crop Top is 
a stylish twin-strap top ideal for 
yoga or fitness. It is breathable 
and features flat-lock seams for a 
comfort fit, plus a reflective logo in 
a contrast colour. Available in Lav-
ender and Hot Coral in sizes 6-16. 

The S275F Women’s Fitness 
Trouser offers a full length alterna-
tive to the Capri Pant. The trousers 
have a flared ankle and a reflective 
logo in a contrast colour. Available 
in Black/Lavender and Sport Grey 
Marl/Hot, again in sizes 6-16.

More details are available at 
ppda.co.uk/spiro

UNITED Brands of Scandinavia 
is based in the picturesque 
valleys of South Wales. The 

company is part of the New Wave 
Group and its most popular brands 
include DAD, Printer Active,  Classic 
Clique and the New Wave collection.  

This year sees many new products add-
ed to the United Brands line-up. Among 
them is the  new soft-shell range from 
Clique, giving a choice of core colours for 
value and quality. 

Within this range is a perfect acces-
sory for golfing attire, the brand new 
Three-Layer Soft-Shell Vest. Available in 
fits suitable for both men and women, 
this item also comes in a wide range of 
colours and sizes.

This 100% polyester fleece-lined gilet, 
is designed to keep the body warm during 
those chilly days out on the fairway.

The same concepts of great value and 
quality are carried through into the Print-
er Essentials range, which offers 16 essen-
tial garments such as polos, lightweight 
jackets and soft-shells.

All of these are available in nine match-
ing colours to swap and change to suit 
your client’s company logo or themes. 

Also new for 2016 from UBS is a whole 
new brand, The United Bag Store.  

It features some of the industry’s lead-
ing top sellers and provides high quality 
advertising bags, all of which are stocked 
within the UK, ensuring fast production 
times and competitive delivery dates.

To compliment all the above, UBS has 
launched both a new website and cata-
logue, where all the above brands, along 
with its Projob line, have been brought 
together for ease of use and customer 
convenience. 

With individual logins, the website 
provides prices, a simple stock view and 
downloadable product spreadsheets.

More details are available at ppda.
co.uk/ubs

United Brands adds new 
arrivals to a wide line-up

Get sporty with 
a brand new line

An innovative feature which 
reduces the need to ‘weed’
FOR MANY years, TheMagicTouch has marketed 
its unique range of 123Flex and garment vinyl 
products, with the current range now offering 
in excess of more than 160 different colours and 
effects.

However, as with all flex products cut using tra-
ditional plotters, the transfers need to be weeded, 
which is considered as probably the most labori-
ous, tedious and costliest part of the garment dec-
oration process. 

However, innovation is on its way to help, with 
the announcement by TheMagicTouch of easy-
2-weed, a new improved feature for the existing 
white 123Flex at no extra cost.

Using the latest gravure precision engineering 
during the manufacturing, an embossed effect on 
the hotmelt backside is applied, enabling cut lines 

to be more visible and thus making the weeding 
process easier and quicker.

This innovation will apply initially to the white 
123Flex, with other colours and products to follow 
in the future.

Jim Nicol, MD of TheMagicTouch, told PPD: 
“The 123Flex, with its lower tack carrier sheet and 
123Flex Premium version, with the higher tack 
carrier sheet for more precise and complex de-
signs, are recognised as the best value flex prod-
ucts on the market. 

“Both versions offer the unique option of low-
er temperature, as low as 120C application, to 
ensure mixed fabrics and performance fabrics 
don’t scorch or leave heat press marks on the gar-
ments.”

More details at ppda.co.uk/themagictouch

Clothing news? Email 
editor@ppda.co.uk
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OK, LET’S start by clear-
ing up something that 
was written about me 

in the last PPD. Someone – and 
I’m not saying who it was, al-
though you’d be pretty stupid 
not to figure it out, referred to 
me as a ‘legendary voice over’. 

Now, obviously they were trying 
to be complimentary but I am con-
cerned that some of you may well 
have read this and thought – and 
I shall choose my words carefully 
here – ‘what utter bollocks!’

And you would be well within 
your rights to think so – I know I 
did. Listen, it’s great to think that 
my voice over career has taken me 
to a point where people can refer 
to me in such superlatives but I 
actually prefer a more modest ap-
proach.

For one thing, the true legends 
of voice over are sadly no longer 
with us. I’m talking Mel Blanc 
or Don LaFontaine (he’s the guy 
that invented the phrase, ‘in a 
world...’). These people were icons 
in the world of voice over and I can 
only aspire to reach the success 
that they had before they left us.

Oh, and yeah – the other thing. 
Please stop referring to things as 
either legends or legendary unless 
they actually are one. Robin Hood 
is a legend. King Arthur is a leg-
end. 

If someone’s existence can be 
proven beyond a shadow of a 
doubt then they are, by definition, 
not legendary. As many of you 
have met me, you therefore know 
that I am not a legend. I exist in the 
here and now, OK? So stop it.

Now, even though you might 
think that I have very little time 
for them, this month I want to talk 
about people. You remember peo-
ple, don’t you? They’re what you 
dealt with before the internet. 

Granted, some of you may be too 
young to remember what it was 
like to either pick up the phone or 
go to a shop and deal with an actu-
al human being – but many of us 
still do.

Just last week, I was privileged 
to be the voice of the UK Northern 
Powerhouse Conference in Man-
chester. It was a two-day event and 
therefore the organisers kindly set 
me up in a hotel literally over the 
road from the Manchester Central 
Conference Complex. 

Now, advertising forces me not 
to mention the name of the hotel 
chain in question, but let’s just say 
I would not have been surprised 
to share my breakfast with Lenny 
Henry.

I arrived well after midnight 
and approached reception, where I 
saw three large touch screens and 
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Human touch wins every 
time over tech ‘progress’

paul.rose@ppda.co.uk
Paul Rose

behind them, a member of staff 
helping some other guests with an 
ironing board. Not overly relevant, 
but I like to paint a picture.

After the receptionist became 
available, I said that I had a res-
ervation and he then told me to 
touch the screen and enter my de-
tails. 

The machine promptly found 
my reservation, printed out a small 
ticket with a room number on it 
and the time that breakfast was 
served, and then spat out a room 
keycard. 

Now, just to be clear, despite 
the fact that the receptionist was 
stood in front of me and there was 
nobody else around, he actually 
asked me to check myself in rather 
than do it for me. 

Whilst I am sure that this is 
what the hotel chain wants him to 
do, this human being had essen-
tially been made redundant. Un-
less you needed an ironing board. 
Which I did, but they were all out, 
so he couldn’t help me anyway – 
but that’s another story.

And this poor receptionist is not 

the only one losing out to our ver-
sion of Skynet. 

A few weeks back, whilst stop-
ping beneath a giant yellow M 
to purchase a meal (and I use the 
word in its broadest sense), I was 
stunned to see some touch screen 
kiosks where I could order, pay 
with a contactless card and col-
lect my food without so much as a 
please or thank you. 

Yes, there were people serv-
ing at the counter, but customers 
seemed to prefer this method of 
interaction.

Except it’s not interaction at all, 
is it? Given the choice between 
a conversation with a fellow hu-
man being or mashing our palms 
against pictures on a screen like 
four-year-olds, more and more 
people are favouring the latter.

They call it progress, and I think 
it’s anything but. When I started 
out in sales, I used to receive prizes 
for good customer service. I took 
pride in my work and the custom-
ers left remembering who I was, so 
that they could come and buy from 
me again.

Has the hospitality sector decid-
ed that it’s simply no longer worth 
it? Should another talentless re-
ceptionist or concierge find them-
selves on Jobseeker’s Allowance 
because people don’t want to deal 
with people any more?

Aha! That’s the point, isn’t it? 
People don’t want to deal with 
people any more if those people 
are ignorant, apathetic morons 
whose sole purpose for being in 
employment is to keep them out of 
the glue sniffing industry. 

Sadly, when walking into chain 
stores, restaurants or hotels, that’s 
what we’ve come to expect, so 
when those same stores do us the 
courtesy of removing the monkeys 
from the equation, we marvel at 

just how far technology has come.
But as much as this can be 

thought of as progress, I long for 
the chance to interact with a true 
professional – and so do your cus-
tomers. 

You see, it’s not just the hospital-
ity industry that’s suffering; ours 
is too, and the fix is unbelievably 
simple.

If someone picks up the phone 
to give you an inquiry, don’t ask 
them to put it all in an email – they 
could have done that in the first 
place. They’ve elected to call you. 
They want to deal with a human 
and surprise, surprise, you are one 
– so act like it.

Engage them in conversation. 
Ask them what they need the mer-
chandise for, when they need it, 
what they’ve done so far in search-
ing for it. 

Really, ask them anything at all 
just to get a conversation going. 
No websites, no e-mails, Facebook 
posts, tweets or anything like that. 
Just two people working towards 
a mutually beneficial outcome – a 
sale.

Now, you may well have the 
coolest website in the world but I 
can guarantee you that the firm 
with an average website – but 
the most knowledgeable and ap-
proachable team – will kick your 
arse daily. 

By all means guide your cus-
tomer through your online cata-
logue to help them find what they 
want, but do not just give them the 
address and ask them to call back 
when they see what they like.

Remember – a website contains 
information. A person who learns 
that information has knowledge. 
A person who uses that knowledge 
has wisdom.

Wax on, wax off.

 X PRINT and merchandise company Redrok enjoyed a 
successful year of growth during 2015, including opening 
a branch in Exeter. 

This year sees the company launching a new compre-
hensive range of display and exhibition solutions, as well 
as recruiting two new members to its team.  

Korneel Verhaeghe, has joined as relationship manager 
from Plymouth firm Cornerstone Vision, due to relocating 
from Plymouth to Exeter. 

Redrok MD David Williams said: “When I found out 
Korneel was leaving Plymouth and was looking for a new 
challenge, I was delighted to offer him a role in our Exeter 
branch. 

“Korneel speaks three languages, which will help sup-
port our international clients and suppliers; a real advan-
tage in our global aspirations.”

Redrok also recently took on Chris Bartolini as market-
ing co-ordinator. 

The company opened its Exeter office, at Basepoint, 
Marsh Barton Trading Estate, at the end of last year.
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Hanging on the 
telephone – to 
be told a big fib
TELL me lies, tell me sweet little 

lies,” sang Fleetwood Mac some 
time back in the late 1980s. But 

I’m sure they didn’t mean it.
Humans have a rather curious attitude to 

untruths; fibs, whoppers, call them what you 
will. It’s something we cannot abide in oth-
ers, yet are all too willing to give ourselves a 
free pass on.

Lying is something almost everyone feels 
strongly about – for example, it’s perhaps the 
one thing that is sure to make parents bring 
out their ‘big guns’ when it comes to child 
discipline. 

And from the earliest days of philosophi-
cal and moral development, it’s been identi-
fied as a no-no, from the Bible forwards, basi-
cally. Machiavelli aside, anyway.

There are many types and gradations of 
lies flying about in our everyday lives – but 
personally, none irritate me more than this 
one: “Your call is important to us.”

Oh really? My call is so important that you 
make me go through at least five sub-menus, 
each with around half a dozen possible but-
ton press choices, before you dump me in a 
queue for 45 minutes? I dread to think what 
they do with the ‘unimportant’ callers.

By now, many of you will be nodding sadly 
or grinding your teeth savagely in sympathy 
– because we’ve nearly all been here, haven’t 
we?

In this particular case, I was on the phone 
to my credit card company. My card had been 
declined online for a major purchase that it 
was vital for me to make within 24 hours (for 
reasons I won’t bore you with).

Now, I knew very well that I had more than 
enough credit to make this purchase. To 
be honest, I have a pretty hostile opinion of 
credit cards and only have one to make busi-
ness purchases. I always pay off the entire 
amount at the end of each month.

Anyway, I finally got through to a human 
being (of sorts) and we went through the usu-
al catechisms of data protection. What’s your 
address? Who’s your favourite astronaut? 
Is tomato a vegetable or a fruit? That sort of 
thing.

I know this is gripping stuff, so I’ll cut to 
the chase – it was their fault. Something 
wrong with their software. Try again in a few 
minutes, Mr Goldstraw. Hey presto.

All that rigmarole, almost an hour of my 
life that I will never get back. And all because 
my call is ‘important’.

And the bigger the company, the worse it 
gets. Ever tried ringing up eBay? Shooting 
the breeze with Microsoft? Having a natter 
with Amazon? Forget about it. These people 
deliberately don’t even put phone numbers 
on their websites, or at least hide them so 
assiduously that even Inspector Morse might 
have trouble.

The telephone used to be a source of infor-
mation – now, it seems more like a structure 
to hide behind. One of my dear old mum’s 
first jobs was as a solicitor’s secretary, and 
one of her responsibilities was to work the 

company switchboard. You’ve probably 
seen these in films: those old wooden mon-
strosities with lots of holes and wires and 
plugs, later echoed in the early synthesizers 
favoured by the likes of Keith Emerson and 
Brian Eno.

It was a complex piece of kit, but my mum 
could work one of these while also simulta-
neously transcribing her latest shorthand 
notes and getting her boss a cup of tea. And 
no-one waited the best part of an hour to 
speak to her, either.

What kind of progress have we made here? 
Yes, perhaps you’ve saved a few quid by sack-
ing your receptionist – but how much money 
will you lose down the line, year after year, if 
you p*** off your customers to such a great 
extent that they actually no longer want to be 
your customers?

Don’t tell me my call is important when 
what’s demonstrably more important to you 
is cutting service to the bone (and beyond) 
and not giving a damn about doing so.

The further away the consumer gets from 
the source, it seems the easier and bigger the 
lies get.

For example, let’s consider a news story –  
we don’t have to be specific here – concerning 
someone who has been outrageously treated 
by an authority figure, whether that’s the po-
lice, the local council, GP, whatever.

How often have you seen this quote in the 
newspaper: “It is not our policy to discuss in-
dividual cases”?

Of course, they don’t mean that. What they 
really mean is: “We will invoke rather vague 
data protection issues because we don’t con-
sider you worthy of a proper reply to the issue 
raised. Now, go away and stop bothering us.”

I’m fed up to the back teeth of such lies, 
day in, day out. If these people were my chil-
dren, they’d be grounded for decades and by 
the time they got their X-Boxes returned, it 
would be the equivalent of handing them 
back an Atari 2600.

Press ‘1’ to look up that last reference...

editor@ppda.co.uk

Aidan Goldstraw



EXCEPTIONAL PRINT
ALL DAY,

EVERY DAY

YOU SHOULD BE!
 FOR ALL YOUR TRADE 

 DIGITAL REQUIREMENTS

 WHY AREN’T YOU 

TALKING TO ME?..

Let’s start talking...

T • 01626 322680    E • hello@theharriergroup.com    W • www.theharriergroup.com

hello@theharriergroup.com
FOR QUOTATIONS AND SAMPLES OF OUR DIGITAL PRINT AND FINISHING PLEASE JUST GET IN TOUCH

NEWS

20

PSI BOSS Michael Freter 
is optimistic about the 
future not only of the 

show, but also the promotional 
products industry in general.

While paying a visit to the Pro-
motional Product Expo (PPE) in 
Coventry in January, Freter told 
PPD that PSI 2016 had been ‘close 
to perfect’.

“We went up eight per cent in 
exhibitors, we went six per cent 
up in visitors, and visitor and ex-
hibitor satisfaction was also up, so 
everybody was really happy. It was 
a really good show. 

“We had a lot of new initiatives 
and activities, and we also extend-
ed established initiatives like PSI 
First, showcasing products which 
are being shown for the first time 
at the PSI show.

“We had our First Choice 
awards, and this time it was not a 
jury selecting the winners, but the 
visitors. 

“We had a lot of other new 
things. For the first time, we had 
the Competence Centre. Rather 
like PPE, we had a full programme 
about education, sustainability, 
sales and marketing – all the issues 
we have in this industry like legal 
matters and compliance issues.”

Freter added the substantial 
amount of innovation by PSI’s or-
ganisers over the past couple of 
years had paid off hugely.

One innovation of next year’s 
PSI which is bound to spark a 

PSI was close to perfect, 
claims optimistic Freter 

fierce debate in many places, is the 
decision to open the show up to in-
vited end users.

Freter explained: “This concept 
came from the German trade asso-
ciation, the GWW, in combination 
with workshops and consultations 
with very critical suppliers. 

“It was important for me that 
this was coming from the industry, 
and that from our side – we’re not 
driving it. 

“The concept is it’s a complete 

registration – we need to be 100% 
sure we know who’s coming in – 
and the end customer can only be 
invited by the distributor. 

“So if the distributor says ‘no, I 
don’t like this’, it doesn’t happen. 
So I think it’s a good concept which 
builds trust among all the parties 
involved, and so we’ll see what 
happens. So far, everything in this 
debate has been just speculation.”

Freter said most of the feed-
back on this he’d received at PSI 

2016 had been positive or neutral, 
though he admitted some distrib-
utors were still not happy. Howev-
er, he added: “It’s in their hands – 
that’s the point.” 

With exhibitors and visitors 
both on the increase, was it the 
right time to feel optimistic about 
the industry’s future?

“In principle, yes. We’re now on 
the third edition of our European 
PSI Barometer, which we pub-
lished at the show, and the feed-
back from the European market, 
in general, is very positive. The 
majority of distributors and sup-
pliers expect significant growth in 
the year ahead. 

“Of course, we know that with 
political things happening, we 
never know quite how reliable 
those forecasts are – but the mood 
in the industry is very good.”

As we reported in last month’s 
edition of PPD, Freter voiced his 
misgivings about a possible exit 
from the EU by the United King-
dom in the wake of this summer’s 
referendum – and he took pains 
to point out that many companies 
on both sides of the channel were 
collaborating or exploring each 
other’s traditional ‘home’ markets.

“I think there’s a general 
cross-European trend of exchang-
ing information, exchanging busi-
ness in a bi-directional way. Here 
at the Ricoh, I’ve seen a lot of cus-
tomers from Europe and speaking 
to them – they’re very happy to be 
at PPE.”

Confident mood – PSI’s Michael Freter visits PPE 2016.

 X THE STARTING gun has sound-
ed for the second annual PSI Sus-
tainability Awards.

Both PSI members and 
non-members alike can enter their 
products, campaigns or compa-
nies online – entries must be re-
ceived by May 15.

PSI says that among European 
distributors, at least one in three is 
taking concrete steps to have their 
activities certified or to obtain 
proof of sustainability. 

This trend is increasing in the 
long term, according to the find-
ings of the latest Industry Barome-
ter, released at this year’s PSI Show.

A spokesman for PSI said: “Re-
sults indicate that sustainability 
long ago became a central topic in 
the promotional products indus-
try. 

“With the Sustainability Awards 
2016, the PSI network is boosting 
transparency when it comes to re-
liable proof of sustainability in the 
industry. 

“Following the successful 
première in 2015, the awards are 
now going into their second year.”

The awards are split into eight 

categories: Economic Excellence, 
Ecological Excellence, Social Ex-
cellence, Ecological Initiative, So-
cial Initiative, Product, Campaign 
and PSI Sustainable Company of 
the Year 2016. 

Participation is open to all com-
panies from the promotional prod-
ucts sector.

Manufacturers, importers, and 
promotional products agencies 
and distributors are eligible to ap-
ply online to compete in any cat-
egory.  In addition, users and de-
signers can apply for the Product 
and Campaign categories. 

The Awards will be presented at 
a ceremony in September.

For details, visit the website 
www.psi-sustainability-awards.de

ORGANISERS of the PPAI Expo 
in Las Vegas say this year’s fig-
ures have cemented the show’s 
status as the promotional 
product industry’s largest and 
most-attended event.

This year’s Expo, held in Jan-
uary, brought together more 
than 11,762 promotional profes-
sionals from 4,365 companies to 
learn, network and do business.

PPAI Expo 2016 featured 1,324 
exhibiting supplier companies 
— including 182 new to the 
show — in 3,186 booths, present-
ing hundreds of thousands of 
products occupying one million 
square feet of the newly expand-
ed and redesigned Mandalay Bay 
Convention Center. 

With more than 19,400 par-
ticipants from the U.S. and 38 
countries, the overall non-gam-

ing economic impact of The 
PPAI Expo 2016 is estimated at 
$19,481,000 by the Las Vegas 
Convention and Visitors Author-
ity.

PPAI president and CEO Paul 
Bellantone commented: “The 
PPAI Expo was a resounding 
success and achieved key mile-
stones positioning the Associa-
tion and the industry for a suc-
cessful year.

“We believe that presenting 
the show on a single floor, com-
bined with the world-class ed-
ucation and the extraordinary 
Seth Godin, created a one-of-a-
kind show experience and truly 
the best Expo ever.”

The Mandalay Bay will once 
again be the venue for next 
year’s show, which will take 
place between January 8 and 12.

Bellantone hails PPAI 
show as ‘best ever’
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SIMON Woodington, sen-
ior account manager at 
Jack Nadel Internation-

al, is in training for April’s Lon-
don Marathon.

Simon is running the race in 
support of Shooting Star Chase, a 
charity which looks after children 
with life-limiting illnesses and 
gives one-to-one care and relax-
ation to families feeling the pres-
sure of looking after their loved 
ones.

The charity has hospices in both 
Hampton, London, and Guildford 
in Surrey.

Simon told PPD: “After visiting 
the Hampton hospice, I have even 
more inspiration and determina-
tion to succeed and push myself 
further. My sacrifices are nothing 
compared to the daily challenges 
faced by the children, families, 
carers and volunteers which make 
SCC so unique.

“The facilities are truly incredi-
ble for the children and their fam-
ilies – from the temperature-con-
trolled hydration pool to the music 

BADGE specialist WCM&A has in-
vested in a new high-end flatbed 
printer.

The Mimaki UJF-7151 Plus is ca-
pable of printing onto a wide vari-
ety of substrates up to 153mm deep 
including wood, plastic, glass and 
metal.

The printer uses a four-pass 
print system with variable drop for 
accurate placement of ink and vi-
brant, photographic print quality.

Based in Stoke Lacy, Hereford-
shire, WCM&A began in 1976 and 
moved to larger premises in 2002 
when the current management 
spearheaded a major expansion 
programme for its print and man-
ufacturing base. The company is a 

trade-only printer and manufac-
turer to the promotional merchan-
dise sector.

WCM&A’s managing director 
Simon Adam commented: “We 
already have three other Mimaki 
printers. 

“The initial attraction to this 
machine was the print speed - 
double that of existing models 
– the new uninterrupted printing 
feature and the use of bottled inks 
rather than cartridges, which we 
worked out had the potential to 
save us thousands every year on 
current costs.”

More details are available at 
ppda.co.uk/wcma
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 X PROMOTIONAL merchan-
dise distributor Big Bird Sports 
has been helping a big bear 
make a big splash for charity. 

Bear Randall-Eyre, ex-ser-
viceman, Twitter celeb and 
charity fund raiser is, along 
with nine others, swimming 
the 10.5-mile length of Lake 
Windermere in September of 
this year to raise money for 
KartForce.  

Through sponsorship and 
supplying free individually 
named and printed t-shirts for 
the entire team, Big Bird has 
helped raise £550 towards this 
worthy cause.

KartForce is a team of injured 
servicemen defying all odds by 
racing modified karts and cars 
against able-bodied racers, 
with the ultimate aim of be-
coming the first amputees and 
British soldiers to take part in 
the famous 24-hour race at Le 
Mans.

To help them achieve their 
latest goal, the team has been 
getting coaching from Dr Julie 
Bradshaw MBE, a world record 
holder for open water swim-
ming, including the Channel.

Anyone who would like to 
help with the fund-raising 
efforts can donate by visit-
ing justgiving.com/Kart-
Force-BigKSwim

A BRAND new addition to the Ad-
products.com bottle collection is 
the 701469 Breeze Bottle.

This translucent green bottle is 
made from a durable BPA-free ma-
terial with a leak-free twist pop-up 
sipper, and is impact and shat-
ter-resistant.

A hand wash is recommended 
for this product, as it’s not dish-
washer proof. The bottle has a ca-
pacity of 700ml.

More details are available at 
ppda.co.uk/adproducts

 XDESPITE what the weather outside your 
window may tell you, we promise you that 
summer is on its way. 

With that in mind, CrazyBags reckons this 
is a good time to  start planning your clients’ 
exposure for summer events and festivals.

CrazyBags thinks its range of high quali-
ty reusable cotton shopper bags is ideal for 

this purpose. The Invincible range offers 
eco-friendly advertising at a budget price. 
Choose from unbleached natural OEKO-TEX 
or one of the 19 vibrant colours, available for 
immediate delivery. 

The natural OEKO-TEX shopper has some 
of the highest green credentials, the compa-
ny says. Made from 100% sustainable un-

bleached natural cotton, the bags are tested 
for harmful substances in accordance with the 
OEKO-TEX Standard 100 label. 

Each bag has a unique code for full tracea-
bility and transparency for customers.

The bag provides an excellent blank can-
vas for brands, with a 290mm x 290mm print 
area. More at ppda.co.uk/crazybags

ONE product attracting 
a lot of attention at the 
recent PPE show was 

this credit card-size stand for 
mobile phones and mini tab-
lets from Standeazy, a compa-
ny based in Sutton Coldfield.

This could be a useful product if 
you’re looking for a flat mailer that 
converts into something practical 
that will end up on people’s desks 
rather than their bin.

The Standeazy’s tab is a promi-
nent place for a logo or slogan and 
the whole stand can be custom 
printed with a message. 

Standeazy fits in a wallet and 
can be used anywhere to prop up 
a device to watch or share some-
thing, so the brand gets exposed in 
more than just one environment 
– for instance when used on the 
train, plane or in cafés and restau-
rants. 

From a more practical point of 
view, Standeazy phone stands are 
flat and can be posted with mini-
mum postage, or integrated into 
another packaging solution be-
spoke to the client. 

They can be delivered with be-
spoke printed slim DL backing 
cards front and back or without 

 XANOTHER popular product at 
this year’s PPE was the 360 Inter-
active calendar from Reeve, which 
blends new tech with a traditional 
favourite.

Using print and digital to maxi-
mum advantage, the calendar fea-
tures a dramatic scenic panorama 
every month – each one accompa-
nied by a QR code which links to 
an interactive 360-degree virtual 
reality tour of the landscape. 

For promotional product pur-
chasers, the item offers the long 
advertising lifespan of a printed 
calendar, while the online features 
entice recipients to engage with 
the title, further increasing brand 
exposure. 

Visitors to the Reeve stand at 
PPE were able to experience this 
first hand using a giant interactive 
screen.

More details are available at 
ppda.co.uk/reeve

Stand-up routine is 
serious proposition

packaging custom printed in bulk. 
For larger quantities, distributors 
can choose Pantone-matched base 
colours and explore different print 
options such as hot foil, dye subli-
mation or special coatings.

From a user’s perspective, Stan-
deazy holds smartphones and 

mini tablets or e-readers in differ-
ent viewing angles in portrait or 
landscape.

This means, for instance, that 
hands-free video conferencing via 
Skype or FaceTime is possible on 
the go. More details are available 
at ppda.co.uk/standeazy

 X FOLLOWING the success of 
the launch of its ‘tins, tubs and 
more’ range, Sweet Tempta-
tions has extended the concept 
to include paper bags filled with 
a choice from an extensive se-
lection of sweets and chocolates 
(including retro). 

The bags are available in a 
variety of colours, with brand-
ing and personalisation on a 
full-colour printed label.

Karen Lancashire of Sweet 
Temptations told PPD: “These 
filled bags were profiled on our 
stand at PPE in January and 

feedback from the visitors was 
very positive.

“They liked the diversity of 
choice of fillings and bag op-
tions.”

Prior to the exhibition, Sweet 
Temptations sent out an emp-
ty bag to prospective visitors, 
inviting them to come to the 
stand to have them filled. 

Karen added: “This was a 
successful move – it proved ex-
tremely popular and we had a 
very good response rate!”

More details are available at 
ppda.co.uk/sweettemptations

 XDISTRIBUTOR AD Merchan-
dise Limited has been awarded 
Charter Status by the BPMA.

Amo Singh, marketing and 
sales director of the Manches-
ter-based company, told PPD: 
“Last year was a fantastic one 
for us. We moved to new, larg-
er premises, achieved fantastic 
growth in sales and were as-
sessed and certified as meeting 
the requirements of ISO 9001 
(quality management systems) 

and ISO 14001 (environmental 
management systems). 

“We now start the new year 
with this honour and we are 
proud to receive these accolades.  

“It is extremely rewarding that 
our efforts and achievements 
have been recognised in this 
way.”

AD’s managing director, David 
Moodie, added: “This latest ac-
colade is a great endorsement of 
our business ethos.”

Simon on the start 
line for hospices

room, with every instrument im-
aginable; and the mood boards 
to relaxation rooms – they cover 
everything imaginable for chil-
dren that deserve the special at-
tention and love at such an impor-
tant time. Reliance on volunteers, 
both within the hospices and for 

fund-raising, is very significant, 
and with their help – and that of 
patrons of the charity – SCC gets 
stronger and stronger.”

If you would like to support 
Simon’s efforts, point your web 
browser at www.justgiving.com/ 
simonwoodington

Badge firm invests in 
new, high-end printer
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A FREE online designer 
for the promotional 
products industry en-

joyed a transatlantic launch 
when it was unveiled both at 
the PPAI Expo in Las Vegas 
and the subsequent Promo-
tional Products Expo (PPE) at 
the Ricoh Arena in Coventry.

Artworktool was given a big 
splash with a quirky Pop Art-style 
theme, along with free lollipops 
for all.

Deborah Wilkinson, Managing 
Director of Artworktool, told PPD: 
“We were extremely proud and 
excited to launch Artworktool 
to the masses at the expos this 
January, and the designer was 
met with a very warm response 
on both sides of the pond, with 
thousands of users already using 
Artworktool to create proofs and 
design vector logos online.”

Artworktool is a free online de-

signer which lets users create as 
many visuals as they want, and 
download and send unlimited JPG 
and PNG graphics, completely 
free of charge. 

With 100s of pre-sized tem-
plates made especially for pro-
motional products, and a us-
er-friendly design interface, 
users can create visuals for their 
customers within minutes. 

The ability to output designs 
as print-ready artwork (at just 
a small cost), also makes the 
otherwise inefficient custom-
er-to-supplier process of design 
proofing virtually effortless. 

Deborah added: “We’ve listened 
to the needs of the industry and 
created a design tool that’s sim-

ple enough for anyone to use 
without the need for the lengthy 
training that’s required with pack-
ages such as Photoshop and Illus-
trator. 

“It empowers your admin or 
sales people to create designs 
that can be used to win busi-
ness, and furthermore reduces 
the costs that are experienced 
every day with art that’s not fac-
tory-ready.”

A division of leading website 
and software provider Customer 
Focus, Artworktool has a long and 
rich history in the promotional 
products industry. 

Deborah said: “Our launches 
at PPE in Coventry and the PPAI 
Expo in Las Vegas were just the 

first steps in our plan to bring Art-
worktool to the industry. 

“We have many more exciting 
developments and appearances 
planned throughout the year and 
are confident that our services 
will be proven to reduce unnec-
essary costs associated to the 
design process for distributors 
and suppliers alike.” 

Using HTML5 technology, Art-
worktool can also be integrated 
with virtually any website, allow-
ing customers to create designs 
for products themselves direct 
from the website.

To sign up for your free ac-
count, visit www.artworktool.
com

Right tool for a 
professional job

ADVERTISEMENT FEATURE

The Artworktool launch at PPE, Coventry 



The Pen Warehouse is one of Europe’s 
largest suppliers of printed and engraved 
promotional writing instruments. It 
prides itself on delivering high-quality 
products with industry-leading dispatch 
times. Thanks to continual investment 
in the latest technology, The Pen 
Warehouse can pass savings in cost on to 
its distributors while still maintaining an 
incredible level of quality and customer 
service.

The Pen Warehouse is also one of the few 
suppliers to develop its own products in-
house, meaning it is able to constantly 
innovate and impress.

the

warehouse
360° laser engraving now available on a 
huge number of metal pens

New Inkcredible™ ink technology gives 
a smoother writing experience in a 
budget pen

Multiple award winner, including 
Sourcing City’s Supplier of the Year 2015 

Pierre Cardin™ licensee for 2016, 
with exciting new products designed 
in-house and due Spring 2016

5-day standard lead time with express 
services also available

There are more reasons than ever to choose The Pen Warehouse...

The Pen Warehouse has 
many exciting new products 
for 2016, including…
Pen+ Promo Sets – a great new way to add value and impact to a 
promotional gift. Best-selling pens paired with USB Flash drives or 
keyrings and presented in attractive yet low-cost packaging.

Supersaver™ Fine Roller – a rollerball writing experience in 
a budget ballpen, utilising new Inkredible™ ink technology.

Electra Enterprise Ballpen – an even more cost-effective
version of the Electra Ballpen without compromising its 
popular look and feel.

Softflow 101 Fountain Pen – a refillable plastic fountain 
pen with smooth ink delivery system at a compelling 
price-point.

Atomic USB Ballpen – a twist-action plastic 
ballpen with a USB Flash drive nested in the top 
of the pen.

Mount Pleasant Business Centre, 2-4 Mount Pleasant Road, Aldershot, Hampshire GU12 4NL t: 01252 400270  e: sales@pens.co.uk  w: www.pens.co.uk

CALL TODAY ON 01252 400270 OR EMAIL sales@pens.co.uk
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Driving us to distraction 
with ultimate greenwash

evan@ppda.co.uk

Evan Lewis

DESPITE the VW scan-
dal of last year, the car 
industry still appears 

to be trying to pull the wool 
over consumers’ eyes when it 
comes to the environment. 

A recent document produced by 
the European Automobile Manu-
facturers Association (ACEA) is 
being termed a ‘green’ initiative 
aimed at reducing CO2 over the 
coming years. 

However, this is an initiative 
that they don’t have to pay for – in-
stead, tax payers will have to foot 
the bill as it will be claimed that 
the scheme will reduce CO2 emis-
sions. 

The document suggests that EU 
countries resurface their entire 
road network, at a cost of hun-
dreds of billions of Euros, as a ‘cli-
mate initiative’. 

It’s a way for the car manufac-
turers to duck their responsibili-
ties and put the emphasis back on 
governments.

Furthermore, it states that: 

“Maintaining and upgrading road 
surfaces can have a substantial 
impact on CO2 emissions...all of 
Europe’s roads could be resurfaced 
with lower-rolling resistance sur-
faces within 20 years, resulting 
in CO2 reductions of up to 5% by 
2035.” 

It’s estimated that the project 

would cost between €520bn and 
€780bn - or an average of €26 to 
€39bn per year – and calls for pub-
lic investment to help pay for it. 

Additionally, it is also claimed 
that another 10% of CO2 pollution 
could be saved by teaching drivers 
how to plan trips to avoid conges-
tion, reduce engine idling, drive at 
stable speeds and regularly main-
tain personal cars. 

According to the estimates, an 
additional cut of 15% could be 
achieved by an increased use of bi-
ofuels and as much again by ‘intel-
ligent transport systems’ that offer 
motorists real-time information 
about routes, parking and traffic. 

All these claims have, of course, 
been put under close scrutiny and 
rejected by many on the other side. 

Some say the changes brought 
about by increased biofuels and in-
telligent transport systems could 
be as little as one per cent. 

Even this small amount could 
potentially be wiped out as motor-
ists use cars more with increased 
knowledge of how to avoid con-

gestion hot spots. What sort of 
message is being sent out in terms 
of our responsibilities to improve 
the world’s climate if car manu-
facturers, with the resources that 
they have at their disposal, are 
shirking and trying to offload their 
responsibilities?

It seems that once they have 
tried the cheating method and 
been caught, they are trying an-
other tack to avoid improving 
their technologies. 

In my mind, the car manufac-
turers are coming across like the 
bankers – doing everything they 
can to put profits first. 

For all those in our industry who 
are trying to ‘do our bit’, it seems 
galling that far larger companies 
who could make a much greater 
impact than us are putting their 
resources into lobbying govern-
ment to improve the road surfaces 
rather than improving their tech-
nology. 

HAVING been in the promotional merchandise 
trade for over 25 years, reading Judith Tinkers 
comments in the February edition of PPD was no 
surprise. 

As distributors, we all know that during the 
month of January – with both PSI and the new-
ly-renamed PPE all within close proximity of each 
other, suppliers resources are stretched for a peri-
od of time. 

We have tackled this head-on and make it a pos-
itive experience for our customers with pro-active 
planning. 

Keep things simple – create an email to all your 
customers, letting them know for the two days, 
you will be attending the main promotional mer-
chandise show in the UK, sourcing new products 
to promote their brand. 

Ask your clients to send you any sourcing briefs 
for upcoming events, and create a signature on all 
your emails upselling the sourcing event. 

You really cannot afford NOT to attend, as you 
will be falling behind your competitors. 

Ensure you have all the emails and mobile 
phone numbers of the suppliers you deal with. 

We have always found that the suppliers’ ac-
count managers are answering emails, replying to 
their mobiles and will try their utmost to continue 
their service as usual – price lists are also available, 
with many stock situations available online. 

The inconvenience is only for a few days and the 
suppliers really do want our business. 

With better planning and close working part-
nerships with suppliers, both PPE and PSI should 
be a positive experience for distributors, supplier 
and customers. With forward planning, these ex-
hibitions are a rewarding experience for everyone.

Debbie Willsmer
Managing director
Willsmer Wagg

LETTER TO THE EDITOR

AMONG the many visitors to the Castel-
li stand at this year’s Promotional Product 
Expo at the Ricoh Arena was Roger Harvey 
from Kestrel Promotions.

Roger dropped by in his capacity as a com-
mittee member of The Independent Network 
of Calendar Agents (INCA), which awarded 
its Diary Supplier of the Year 2015 accolade 
to Castelli.  

National sales manager Richard Roberts 
is pictured receiving the award alongside his 
area sales manager colleagues James Cope, 
Mark Zurek and Sam Brooks-Birkett.

Roger said: “Castelli were selected for their 
extensive, high quality product range and 
competitive pricing.  

“Their short turnaround and friendly, help-
ful and efficient customer service is greatly 
appreciated by our members establishing 
their reliability within the trade.”

Richard was delighted to win the award 
stating: “It’s a great honour to win such a 
prestigious award for the second year run-
ning, and we would like to thank everyone 
who voted for us.

“This recognition only supports that our 
business is still offering what individuals 
want, and are prepared to return year after 
year to receive the quality and personal ser-
vice that Castelli provide.”

More details are available at ppda.co.uk/
castelli

INCA award adds to great 
PPE experience for Castelli
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Keep yourself up to date 
– or face end of shelf life

michael@ppda.co.uk

Michael Jackson Leafield

IN THE week I wrote this 
column, the news came 
in that one of the ground 

breaking social networking 
sites, Friends Reunited, was to 
finally close.

As an aside, let me acknowl-
edge that by the time you get to 
read this piece of deathless prose, 
this snippet of news will be weeks 
old – but I have deadlines to man-
age, and although I may live in the 
north, we do have news-carrying 
pigeons up here.

Anyway, the announcement 
about Friends Reunited got me 
thinking of the parallels that can 
be identified between companies, 
products and people when consid-
ering marketing objectives and the 
concept of the product life cycle.  

In simple terms, marketing ob-
jectives shouldn’t just be about 
your process of marketing. They 
should consider how you adapt 
and develop your business to con-
tinue to exist and thrive, whether 
by entering new territory or de-
mographic markets, adding new 
product or service lines, selling 
through different methods etc. 

The product life cycle, mean-
while, is a notion that every prod-

uct has a shelf life within its par-
ticular consumer market and will 
eventually enter into decline.

So parallels can exist, I think, 
Friends Reunited had its shelf life 
– the site didn’t adapt nor reinvent 
itself and eventually became irrel-
evant. 

Business and commercial his-
tory is littered with similar exam-
ples: Kodak, Woolworth, Yahoo – I 
mean, who says they are going to 
‘Yahoo’ something on the web?

Even in sport, a similar decline 
in the commercial behemoth 
Manchester United is happening 
before our very eyes as their com-
petitors have seemingly caught up 
and surpassed them, perhaps for 
good (fingers crossed). 

In the product/service sectors in 
which you currently operate, it’s a 
sure-fire bet that some of the cur-
rent market leaders are going to 
get complacent and at some stage, 
they will make mistakes that will 
allow hungrier, more dynamic, 
competitors to eat into their mar-
ket share and eventually overtake 
or even devour them.

To continue to remain relevant, 
businesses should be constantly 
strategising about how they can 
target new markets, promote new 
products or services and/or de-
velop extensions to their current 
product or service lines.

Otherwise it’s the ‘Fall of the Ro-
man Empire’ happening again and 
again – failure to adapt and survive 
will lead to failure.

Furthermore, even individuals 
can go through their personal life 
cycle in business. 

I spent close to 15 years in one 
company and knew where I was 

going stale and needed a reinven-
tion, eventually taking the deci-
sion to take up a fresh challenge 
elsewhere. 

My ‘consumer market’, if you 
like – those to whom I had to sell 
my ideas – not only included my 
customers but my management; 
and sometimes the latter and my-
self no longer believed in the same 
strategy. For me, this  was a sign 
that I had to adapt and re-position 
myself, or move on.

Now, this doesn’t necessarily 
mean you have to leave your job 
just because you’ve been some-
where a while – but even as in-
dividuals, you can set yourself 
new objectives, and re-adapt your 
thinking and approach. 

In some ways, whilst we may not 
like it, the practice of life is a busi-
ness for us all – you’re selling your-
self each and every day, and you 
have to repackage yourself and get 
a new ‘best before’ date before you 
reach your personal shelf-life. 

Anyway, that’s enough from me 
– I’m off to log on to my Commo-
dore 64 and Yahoo where I can buy 
some Opal Fruits.

I wonder if Woolworths still 
stocks them? 

The latest edition of Snap 
Products’ catalogue, Promotion-
al Merchandise - Edition 4, is out 
now.

2016 sees over 70 new prod-
ucts added to the extensive 
range, including a number of 
items developed in-house and 
therefore exclusive to Snap Prod-
ucts.

Key additions include new 
power banks and dye sublima-
tion mugs, and a large number 
of personal care products. The 
range of promotional bags has 
been hugely extended, with 
cotton shoppers representing a 
great value way to promote band 
awareness. Snap Products has 
widened its partnership with 
major brands – there are now 
more Kingston USB products to 
choose from and Zippo lighters 
are also on board. 

Snap Products have invested 
in a doming department and in-
creased capacity in dye sublima-
tion to ensure they always have 
an industry-leading range of 
branding options available.

Snap Products can offer an 
incredible 3-day lead time on 
digitally printed products, while 
power banks, Kingston USB 
drives and silicone wristbands 
can be dispatched in just 24 

hours.
Promotional Merchandise – 

Edition 4 is free for distributors. 
It has no branding or pricing so is 
perfect for sending to an end-us-
er. It can also be overprinted 
with distributors’ own logos and 
contact details for a small addi-
tional charge.

Abundance 
of new ideas 
in catalogue
THE PEN Warehouse has an-
nounced that it has been cho-
sen as Pierre Cardin licensee 
for 2016, and is currently devel-
oping a new range of products 
under the revered brand. 

A spokesman for the com-
pany told PPD: “Our expert 
designers and engineers are 
building the range from the 
ground up, based on the prin-
ciples of high quality design, 
manufacturing and writing ex-
perience. 

“The range has been in devel-
opment for the last six months 
and is due for release around 
the middle of the year. You can 
expect highly specified writing 
instruments equivalent to the 
very best international retail 
brands.”

Meanwhile, the company 
has also just released the lat-
est edition of its flagship cata-
logue, Pens Galore.

The 18th edition of the cat-
alogue sees a number of addi-

tions, including the Atomic USB 
Ballpen with USB Flash drive, and 
the Linea Pro Ballpen with a con-
cealed precision stylus. 

Pen+ Sets are a brand new con-
cept – popular pens paired with ac-
cessories and presented in appeal-
ing but low-cost retail packaging, 
printable in full colour.

There’s also a twist on some 
best-selling favourites – the Con-
tour-i Metal Plus has a barrel de-
signed for an increased print area 
and the Electra Enterprise Ballpen 
is an even more cost-effective ver-

sion of the Electra Ballpen.
For an executive promotional 

gift, 360° laser engraving is now 
available on over 100 metal pens.

Because it invests in the latest 
technology, The Pen Warehouse 
can offer a five-day standard lead 
time, with many products also 
available on express services.

The Electra Ballpen range can be 
turned around in 48 hours, while 
the Panther Ballpen range can be 
dispatched the same day.

Pens Galore is free from brand-
ing and can be overprinted with 

your own details to send to 
your end users.

More details are available at 
ppda.co.uk/penwarehouse

Meanwhile, Snap Products 
has also released the latest edi-
tion of its own catalogue, now 
in its fourth year. 

This year sees more than 
70 new products added to the 
extensive range, including a 
number of items developed in-
house and therefore exclusive 
to Snap Products.

Key additions include new 
power banks and dye sublima-
tion mugs, and a large number 
of personal care products. 

The range of promotional 
bags has been hugely extend-
ed, with cotton shoppers rep-
resenting a great value way to 
promote band awareness. 

Snap Products has also 
widened its partnership with 
major brands – there are now 
more Kingston USB products to 
choose from and Zippo lighters 
are also on board. 

Snap has also invested in a 
doming department and in-
creased capacity in dye subli-
mation.

More details are available at 
ppda.co.uk/
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 XWITH the holiday season on the 
horizon, Bags HQ could have just 
the ticket. 

The company’s black PU Glob-
al Travel Wallet includes a zipped 
pocket, multiple slot pockets and 
four card holders; ample space for 
holding passports, boarding cards, 
tickets and currency – in other 
words, all those important travel 
documents!  

The travel wallet features a 
branding area of 150mm x 60mm 
to the front of the wallet suitable 
for screen printing, debossing and 
foil blocking. 

Rachel Salisbury from Bags 
HQ told PPD: “The travel wallet is 
sure to be carried time and again.” 
More at ppda.co.uk/bagshq

THE LEATHER Business  
offers a comprehensive 
range of travel accesso-

ries to suit all budgets. Among 
them are its Ashbourne Range, 
made from high quality full 
hides and designed with that 
retro look and feel.

The company says this range 
is proving very popular  and has 
a high perceived value, which is 
enhanced by virtue of the fact that 
the items are packed in individual 
lift-off-lid boxes.

MD John Thorp told PPD: “There 
does seem to be a place in the mar-
ket for a high-end product  and as 
one distributor recently said, it’s 
so nice to sell a product that you 
would actually buy for yourself.”

The Leather Business’s Darwin 
high quality PU range, meanwhile, 
offers high quality build at budget 
prices. The Darwin PU is stocked in 
five colours, and all prices include 
a one-position blocking. 

Lisa Poulton–Jones of The 
Leather Business commented: 

SHUGON has many travel bags in 
its extensive range, including the 
Boston trolley bag (pictured here), 
made with the outer in ABS hard 
shell and a lined polyester inner. 

This has a large internal com-
partment, divided in two, and a 
zipped internal pocket for loose 
items.

For those weekends away and 
business trips, take a look at the 
Roma Airporter laptop trolley 
backpack. 

It comes with an ergonomic ex-
tending trolley handle with rubber 
grip. The main compartment fea-

tures a padded protective cell to fit 
a standard laptop of up to 15.6in. 

The backpack also has a padded 
back panel and shoulder straps, 
so it can either be carried on the 
user’s back or pulled along on 
wheels.

Meanwhile, Shugon’s popular  
Carrara trolley backpack has been 
updated to the Carrara II for 2016 
and is now in stock. The compa-
ny’s new catalogue is also now 
available.

More details are available at 
ppda.co.uk/shugon

Quality in the bag 
for every budget

 X PENCOM’S new Phone-up  
4-in-1 ball pen, screen cleaner, 
smartphone stand and stylus is an 
ideal travel companion. 

The smartphone stand is great 
for watching films on the plane, 
the stylus for playing games on the 
bus home and the screen cleaner is 
handy for when you’re on the go. 

This twist action ball pen is 
available in five colours – red, blue, 
black, orange and white.

Your clients have the option to 
personalise the barrel (50mm x 
20mm are) or clip (45mm x 7mm) 
with their message. 

Amber Houghton of Pencom 
commented: “The pen is a highly 
versatile promotional item. It’s 
easy to post out, practical, light-
weight, used daily and the Phone-
Up Ball Pen is a great way of getting 
your customer’s brand noticed.”

More details are available at 
ppda.co.uk/pencom

“The Darwin range is built to that 
same quality as our leather ranges 
– it is only the price of the mate-
rials used that dictates the cost of 

the item. We have had excellent 
feedback from the trade and order 
levels are steadily growing.” More 
at ppda.co.uk/leatherbusiness

 X SNAP Products reckons it 
knows how to make a brand 
look good on the go, and 
the company’s  new range of 
travel-friendly personal care 
items are the perfect way to 
give your client’s campaign a 
healthy glow.

The Snap Products Man-
icure Set contains essential 
tools for clipping, tweezing 
and scissoring. 

These are contained in a 
compact plastic case that can 
be adorned with a full-colour 
design or pad printed. It’s the 
ideal size for slipping into a 
handbag or luggage.

When you’re next at airport 
security trying desperately 
not to look suspicious, the 
Snap Products Travel Pouch is 
a transparent plastic case per-
fect for toiletries and liquids. 
It features a large print area 
for a screen printed design.

The Toothbrush Set, mean-
while, is a very compact case 
containing a toothbrush that 
breaks into two parts for easy 
storage and a mini tube of 
high-quality toothpaste.

Finally, practice and per-
fect your pout with Snap 
Products’ Fashion Mirror 
with Lip Balm. This compact 
mirror opens up to reflect 
your moist-lipped loveliness. 
It contains 7g of vanilla-fra-
granced lip balm.

More details are available 
at ppda.co.uk/snap

Case in point will be 
welcome companion
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 XAWARE of the growing tourism 
market, promotional giant Strick-
er has strengthened its range of 
travel accessories with more gen-
erous printing areas.

These accessories are focused 
on different travel styles, where 
each item can bring a practical and 
comfortable advantage.

Stricker offers a full range of 
bags ideal for any scenario.

For that business trip, the clas-
sic trolleys offer a sober, elegant 
image.

For something snazzier, try 
Stricker’s colourful collection of 
backpacks for sports or sightsee-
ing activities.

The company also offers various 
items of unique design under its 
hi!dea brand, where both the ma-
terial and cutting edge design pre-
dominate. More details are availa-
ble at ppda.co.uk/stricker

 X EVERYONE loves a holiday, 
whether it’s a couple of weeks 
abroad or a few days away in the 
UK, and the tourism industry is 
still a lucrative market for the pro-
motional industry.  

SPS offers a great selection of 
products ideally suited to the trav-
el and tourism industry.

One item that looks sure to be 
popular with holiday-makers is 
the new Amenity Bag. 

This compact bag is perfect for a 
wide range of uses, from carrying 
cosmetics and toiletries to storing 
travel documents and currency – 
it’s sure to get a brand’s message 
seen and can be used year after 
year.  

The Amenity Bag is available 
in a wide choice of colours to suit 
your customer’s brand.

Power banks are also a firm fa-
vourite for travellers, since they 
allow the user to recharge their 
mobile devices while out and 
about, without the need for a pow-
er socket.  

SPS has increased its gadget 
range and now offers the new 
Flexi-Man Power Bank. This prac-
tical new product combines a mo-
bile phone holder, cable winder 
and power bank.

For many people, a Moleskine 
Notebook is the perfect travel 
companion and a great opportuni-
ty for your customers’ brands to be 
seen while out and about.

SPS is the exclusive UK supplier 
of Moleskine products to the cor-
porate gift market.  

More details are available at 
ppda.co.uk/sps

SAY GOODBYE (or should 
that be hello?) to lost 
luggage with Oldeani’s 

Bluetooth Seeker.
The compact Seeker is a Blue-

tooth phone and key finder with 
a few clever tricks up its sleeve. 
Simply sync your phone with the 
Seeker and next time you misplace 
your keys, tap your phone and the 
Seeker will alert you to their posi-
tion.  

On the other hand, if you’re 
racing out of the door with your 
keys and can’t find your phone, 
then press the Seeker to make your 
phone ring.

The Seeker is much more than 
just a key finder. Just place it in 
your suitcase, handbag or purse 
and make sure you never misplace 
those valuables again. You can 
even sync multiple items via the 
app to be in control of all your pos-
sessions at once from your phone. 

The Seeker range is 50m in the 
open but if you’re out of hearing 
range the GPS will cleverly pin-
point its exact last location.

Oldeani MD Malcolm Fritschy 

ALTHOUGH we all enjoy a bit of 
summer sun, we’ve also become 
more aware of its potentially 
harmful effects.

With more and more warnings 
of the harm sun can do to your 
skin, Bio Laboratories has now 
added an SPF50 to its already 
popular SPF25 sun lotion and sun 
blocks.

The cream comes in a handy size 
white tube that can be branded 
with a full colour label from only 
50 pieces. More details are availa-
ble at ppda.co.uk/biolabs

IF YOU’RE craving a beach-
themed holiday promo-
tion this year, Great Cen-

tral Plastics (GCP) can help you 
out. 

The company offers a vast range 
of activity products suitable for all 
the family, no matter where they 
are vacationing this year.

Sand moulds are a fun and 
unique promotional item to enter-
tain the kids and let their imagina-
tions run wild. 

They are available in a wide 
range of colours and with the help 
of GCP’s dynamic tooling team 
can be designed and moulded in 
almost any shape, to best feature 
your customer’s brand. 

Further complement your pro-
motion – and cool your customers 
down on those hot summer days 
– with GCP’s fun Ice Lolly Moulds.

Whether you opt for the stand-
ard design or create your own cus-
tom shape, this product will really 
help  make your client’s campaign 
stand out this summertime.

For a family fun promotion, look 
no further than GCP’s Flyer range.

Competitively priced, this range 
includes designs including the 
Football and Spider Frisbees.

Offered in a wide range of col-
our options, each Flyer and Frisbee 
can be moulded in any solid or 
transparent colour, or even glow in 
the dark material if you want your 
client’s promotion to go from day 
to night!

All GCP’s flyers are available at 
low MOQs of just 250, ensuring 
spring and summer promotions 
can get off to a flying start.

A vital accessory before you 
even reach the beach is luggage 
bag tags. GCP’s offerings come 
with a full colour printed label, 
with enough space for branding 
and contact details.

More details are available at 
ppda.co.uk/gcp

Holiday fun comes 
in many shapes . . .

 X SOURCE IT is gearing up for 
summer holidays with its PVC 
Luggage Tag. 

This rectangular moulded tag 
has a rubber strap for securing to 
your luggage and a framed view-
ing window with a pull out sheet 
to write contact details. 

The luggage tag has a personal-
isation area of 70mm x 50mm to 
print your customer’s message and 
can be Pantone-matched to exact 
brand colours. 

With PVC, the options are open 
to make a bespoke, moulded lug-
gage tag unique to your customer’s 
requirements. 

Custom-built shapes can be cre-
ated and the set-up costs are low, 
allowing for small order runs.  

A spokesman for the company 
told PPD: “Our experienced team 
will work with clients to bring 
their project to life.  The luggage 
tag is a great promotional givea-
way, ideal for travel agents, tour 
operators and airlines.”

More details are available at 
ppda.co.uk/sourceit

Taking care of sun’s dangers

Seeker finds what 
you’re looking for!

told PPD: “The Seeker wowed 
everyone at PPE this year. It was 
the perfect platform to demon-
strate our new gadgets. 

“We simply clicked on the app 
and it zoomed straight in on our 
location at the Ricoh Arena.”

We all love snapping a selfie 
to record our happy holiday mo-
ments, and the Seeker even has a 
built in selfie shutter to capture 
the moment.

Available in white, silver and 
gold, the Seeker looks bound to 
be a hit for travel promotions this 

year. It’s a low cost, highly prac-
tical travel giveaway with great 
branding potential and, impor-
tantly, it’s RoHS and CE-approved.  

Oldeani’s has also added to its 
bestselling range of travel adap-
tors, introducing a four-port USB 
world travel plug, and is currently 
developing a folding USB charger.

Malcolm added: “This is the 
time of year everyone starts to 
dream of summer holidays, so 
don’t delay in planning your travel 
promotions well ahead of time!”

More details are available at 
ppda.co.uk/oldeani

 X TRAVEL in style this sum-
mer with Laltex Promo’s new 
Sunny Plus sunglasses – with 
built-in bottle openers on each 
arm! 

CE-certified and complying 
with the European standard 
EN1836, the sunglasses provide 
UV protection from the sun. 
The frame and lens are made 
from lightweight plastic and 
are available in one size, avail-
able in either red, blue or white.

The sunglasses offer a gen-
erous personalisation to print 
your client’s message, so wher-
ever the user goes, that brand  
travels with them. 

Nicola Holmes from Laltex 
Promo commented: “These 
colourful sunglasses are the 
ideal promotional giveaway for 
holiday firms, summer festivals 
and other outdoor events.”

More details are available at 
ppda.co.uk/laltex
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ADPRODUCTS.COM has a range of products designed to make journeys 
just a little easier.

Included in the range are some real must-haves, whether you are trave-
ling near or far, for work or pleasure, and some great gift items too.

The company’s extensive range features many handy items, from 
toothbrushes to sewing kits, water bottles and mugs,  first aid kits to ped-
ometers and earphones.

All these items are available with a rapid five working days turnaround, 
and all prices include a one colour print and one position.

More details are available at ppda.co.uk/adproducts

CASTELLI’S travel journal features 
page after page of travel informa-
tion and many ways to describe 
and record surroundings, expe-
riences and thoughts.   The com-
pany reckons it’s perfect for those 
going on short breaks, or the fre-
quent globetrotter.

A handy medium-sized book is 
wrapped in a textured ‘Arizona’ 
matt material featuring an em-
bossed design on the front cover, 
making it an ideal platform for 
blind-embossing your client’s 
brand. 

Every page is section-sewn with 
real thread to ensure durability. 
The travel journal also includes a 

black fabric elasticated pen loop, 
making it perfect for travelling.

A spokesman for the company 
told PPD: “Our ethos is more than 
just offering promotional prod-
ucts.  It’s about first understand-
ing the customer’s brand and con-
cept and then developing creative 
unique product ideas.  

“Having worked with many of 
our customers for over 20 years, 
we  are experienced in all aspects 
of promotional merchandise, from 
sourcing ethical products to full 
design support, all within a quick 
turnaround.”

More details are available at 
ppda.co.uk/castelli

Word up on your travels

Big range, easier trips

BRANDED Products Services (BPS) 
has introduced a new range of 
adaptors geared for those with an 
active, international lifestyle.

A spokesman for the company 
told PPD: “With international busi-
ness and worldwide commercial 
links increasing by the minute, 
it’s important to offer promotional 
products with a true internation-
al flavour and what better than a 
universal travel adaptor that can 
be used anywhere to charge and 
power those necessary gadgets 
and business tools?”

With that in mind, BPS has 
introduced the Universal Travel 
Pack. Made by Veho, it includes 

a USB charging port. Another 
strong contender in the BPS range 
is the LED Travel Plug, which can 
be used in the Americas, Asia, Eu-
rope and beyond. It has two USB 
charging ports, your client’s logo 
lights up and it comes in a lovely 
carry case.

Still very popular is the Uni 
Travel 2, which again includes that 
vital USB charging port and can be 
printed up to full colour.

Meanwhile, the new Uni Travel 3 
sports a useful slider to easily iden-
tify the area of use, as well as two 
USB charging ports. This item can 
also be printed in full colour. More 
at ppda.co.uk/bps

All powered up for 
the jet set lifestyle

BRITISH manufacturing 
is highly respected and 
known for its unwaver-

ing quality and constant inno-
vation – and these are values 
that bottles specialist Ther-
malmate also holds very dear, 
according to director Paul 
Lawrence.

The company is extremely 
proud of the fact that its best-sell-
ing promotional sports bottles are 
manufactured right here in Brit-
ain. 

This includes the very popular 
finger grip bottle in 300ml, 500ml 
and 750ml sizes whilst not forget-
ting the new one-litre, large capac-
ity bottle. 

Thermalmate also offers a Jog-
ger bottle, recycled biodegradable 
bottle and a large teardrop bottle, 
which are all available in a wide 
range of colours.

Paul told PPD: “Manufacturing 
in Britain has many advantages to 
ourselves and our customers, such 
as quick turnaround, flexibility 
and quality control. 

“All our bottles are BPA-free and 
are manufactured to the highest 
quality.” 

Thermalmate has also intro-
duced a range of new and exclu-
sive sports bottles. 

The new UK-manufactured 
Glow Jogger is a unique bottle that 
will glow in the dark. 

This is particularly useful for an-
yone using the Glow Jogger whilst 
out exercising at night, making for 
greater visibility and safety.

The popular Viz bottles now 
also have a bright and vibrant lu-
minous option, in the form of  the 
new Viz Lumo 500 and 750 bottles. 

This specially designed sports 
bottle has a translucent strip in-
fused within the body which al-
lows you to see the drink level. 

The Viz bottle has been special-
ly designed to fit within a bicycle 
drink holder and is perfect for cy-
clists who can clip the bottle onto 
their bike; and by doing so, they 
will add an extra brightly-coloured 
item which allows them to be seen 
better by other road users. 

Furthermore, all of Thermal-
mate’s sports bottles can accom-
modate three types of cap – valve, 
push/pull and the new  ‘flip and 
clip’. 

This flexibility gives distribu-
tors the  opportunity to mix and 
match lid colours for their clients 
to make their bottles  stand out 
from the crowd. 

Thermalmate has also de-
veloped a new unique chin rest 
cap, which the company plans to 
launch shortly.

This is aimed at sportsmen and 
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A refreshing approach to 
manufacturing in Britain

women who wish to drink from a 
bottle whilst wearing a gum shield 
or taking part in high-adrenaline 
sports.

Another big success for Ther-
malmate has been the introduc-
tion of The Universal. This is 
an exclusive product which is 
UK-manufactured lightweight, du-
rable and reusable making it ideal 
for use whilst on the move or even 
at your desk.

Having a double wall design 
means your drink can stay hot or 
cold while remaining comfortable 
to hold. 

A key feature is the unique lid 
design which has two specially 
featured holes that allow you to 
drink directly from the cap – or 
you can use the straw supplied.

The Universal is also dishwash-
er and microwave-safe, as well as 
being BPA-free, and has full UK 
and European food certification.

Paul added: “Supporting British 
manufacturing has always been 
a keystone in the success of Ther-
malmate. 

“This has helped us grow at a 
rapid pace and continually sup-
port our customers by offering the 
best promotional product at an at-
tractive price. 

“We have continually invested 
to help create and expand our pur-
pose-made facilities, state-of-the-
art machinery and skilled work-
force.”

More details are available at 
ppda.co.uk/thermalmate
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SPS HAS more than 
25 years’ experience 
of British manufac-

turing, and is very proud 
of the fact. 

In recent years, the compa-
ny has increasingly focused 
on its range of British prod-
ucts by designing and devel-
oping high quality and effec-
tive promotional gifts. 

With their homemade 
product range revolving pre-
dominantly around plastic 
and paper products, the com-
pany’s continued investment 
has led to the introduction 
of some of the most popular 
products in the industry.

Among them is the Amer-
icano range of cups – this 
range continues to go from 
strength to strength, with the 
introduction last year of the 
Primo and Medio variations. 

These products have been 
created to meet the needs of 
the modern workplace, since 
the Primo mug has been 
designed for use with hot 
drinks vending machines.  

The Medio Mug is a slight-
ly larger version and benefits 
from the classic Americano 
styling. Both of these mugs 
are available with SPS’s Brite 
in-mould labelling process, 
giving a full colour print 
wrapped all the way around 
the mug.  

This innovative branding 
method ensures that you 
have an ultra-durable brand-
ed product, where your cus-
tomer’s message won’t fade 
away.

SPS has identified the shift 
towards people living more 
healthy and active lifestyles 
and with this in mind, the 
company has developed two 
new accessories to comple-
ment its British-made H2O 
Active sports bottles.  

The Fruit Infuser sits in the 
neck of each of the bottles in 
the H2O Active range and in-
fuses the water with a fruity 
flavour.  In addition to this, 
SPS has created the Shaker 
Ball to turn your customer’s 
branded bottle into a handy 
protein shaker.  

More at ppda.co.uk/sps

UK MANUFACTURER Great 
Central Plastics (GCP) has been 
working with international com-
pany Flourish Marketing as a 
result of the company being let 
down by a supplier in China. 

After that disappointing expe-
rience, GCP received the export 
order for Australia – proving, 
the company says, that UK man-
ufacturing can be quicker, more 
efficient and reliable than the Far 
East. 

GCP was given the task of pro-
ducing a small first aid box for 
pharmacies from a 3D fabricated 
model that Flourish provided. 

The boxes were designed to 
contain EpiPens, used in case of 
an allergic reaction or anaphy-
lactic shock, as well as swabs and 
antiseptic wipes.

With that in mind, they need-
ed large branding areas to dis-
play safety instructions. They 

also needed to be vibrant in col-
our, to ensure they are easy to 
find in emergency situations. 

GCP’s experienced tooling de-
partment worked to create tools 
that would produce a functional 

and durable product. 
A spokesman for GCP said: 

“The complex and multi-part 
assembly design of the product, 
demonstrates how we can manu-
facture functional products that 

are not exclusively for the pro-
motional industry.”

More details on other prod-
ucts are available at ppda.co.uk/
gcp

GCP has you covered in an emergency

A fruity twist that looks 
set to shake up market

 X FOREMOST Magnets has 
been manufacturing promo-
tional magnets in the UK for 10 
years. 

Over that time, the compa-
ny has grown and set itself the 
goal of being the UK’s leading 
trade-only supplier of promo-
tional flexible magnets. 

Foremost says that by manu-
facturing in the UK, it is able to 
provide the quality, lead times 
and ethical controls that are 
very difficult – if not impossible 
– to find in the Far East. 

It also says that due to the 
level of automation at its Ox-
fordshire manufacturing facili-
ty, the labour rates advantage of 
China is wiped out.

Neil Haine, Foremost’s oper-
ations manager, told PPD: “We 
are committed to achieving the 
highest quality in our manu-
facturing and are driven by our 
customers to explore and find 
improvements. 

“By having the full manufac-
turing process in house, each 
order is checked for quality at 
five different stages.

“This allows us complete 
control of a project from start 
to finish and in turn gives us 
greater control over lead times, 
allowing us to offer the very 
best in the market.” More at 
ppda.co.uk/foremost
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It’s time to rethink your 
approach to marketing

alan.stride@ppda.co.uk
Alan Stride

WE ALL know that 
marketing our com-
pany, products and 

services, plays a very impor-
tant part in the success of our 
business.  

If we don’t tell our prospects and 
customers what we offer and how 
this can benefit them, we don’t 
create the interest and desire for 
people to buy. 

Sometimes, it is hard to measure 
results and what is really working. 

If we’re not careful, we fall into 
the trap of a ‘me too’ offering, be-
coming the same as our competi-
tors.

I read an interesting article re-
cently by Robert Craven at the Di-
rectors’ Centre* about what to do if 
your marketing isn’t working.  

Robert suggested that tradition-
al marketing techniques deliver 
ever-decreasing results and it’s 
time for a review of how to connect 
and reach customers.

As this is my last regular col-
umn for PPD, I want to share Rob-
ert’s thoughts with you, and leave 
you with some food for thought of 
your own. It goes like this...

Most marketing doesn’t work. It 
is progressively more expensive, and 
results seem to be harder to come by.

Meanwhile, most marketing is 
dull, unremarkable, unclear and 
doesn’t focus on benefits.  

There is no great commitment, no 
great customer engagement and the 
cost of client acquisition is rising. It 
just doesn’t work like it used to, that 
is a fact. I would like to construct an 
argument:

1. It is clear that most ‘traditional’ 
marketing does not work – despite 
what they tell you!

2. Despite what they tell you, most 
firms are falling short of customer 
expectations, especially in terms of 
customer service;

3. Only 10% of any market actual-
ly buys on price, despite what people 
tell you;

4. Customers leave you because 
you don’t appear to care about them;

5. Customers choose you because 
of your engagement with them;

6. You can get away with murder!
I am more than happy to provide 

evidence for all of the above –  howev-
er, let’s just take these points as read.  

The marketing landscape is look-
ing pretty fragile.

So, what is stand-out marketing?
‘Stand-out’ is about challenging 

and shaking the industry (not simply 
about gimmicks) and ‘marketing’ is 
about revenue generating (which it 

should be).  ‘Stand-out marketing’, 
therefore, is inventing new methods 
to disrupt the normal way your in-
dustry conducts business.  

So, how do you start creating some 
stand-out, disruptive marketing?

To improve your whole approach 
to marketing, you need to ask five 
questions of your customers and your 
business. 

This can be a ‘quick and dirty’ ex-
ercise (grab a room with a flip chart 
and some of the key people in the 
business), or it can be constructed in 
a more methodical manner, incorpo-
rating some research.

Ask the following five questions:
1. What really hacks off your cus-

tomers?
2. Why can’t you sell more stuff ? 

Clue: lazy marketing. Another: you 
look/sound/talk/sell identical to 
your competitors.  Another: the ad-
verts no longer work; word-of-mouth 
is what matters. Another: shouting 
louder doesn’t attract attention any 
more;

3. What is your job from the cus-
tomer’s point of view?  Clue: it is 
almost certainly not what you do.  
People do not buy what you do; they 
buy what you do for them.  They buy 
the afters; what is left after you’ve 
‘delivered’;

4. What is the usual way of doing 
things? Clue: the usual way is almost 
certainly boring, dull and predicta-
ble;

5. What could/should you be do-
ing? A few more clues might be re-
quired here.  You could sell on low 
price, high price, no price, payment 
by results, by being the best/slowest/
fastest/first... you get the idea.

When everyone goes zig, you could 
go zag.

After all, why should people both-
er to buy from you when they can 
buy from the competition, especially 
when the competition might well be 
cheaper or faster or friendlier?  

To blindly follow the pack is a 
mug’s game. In a team of husky dogs 
pulling a sledge, the only ones with a 
good view are the ones at the front!

What I refer to as stand-out, or dis-
ruptive, marketing is an alternative 
to the way you do things now.  In your 
heart of hearts you know that you 
could be doing so much more.  

To quote The Grateful Dead’s Jerry 
Garcia: “You do not merely want to be 
considered just the best of the best. 
You want to be considered the only 
ones who do what you do.”

It works for Innocent, Ben and 
Jerry’s, TED talks, Hobbs House Bak-
ery and Dorset Cereals. These are all 
businesses with strong ethical moti-
vations that are really well-connect-
ed to their customers. Maybe it will 
work for you?

Well, I hope that this article has 
indeed given you food for thought 
and that you’ve enjoyed the other 
‘Ask Alan’ instalments over the 
last three years.  

Look out for new Premier devel-
opments via PPD. All the best!

* Robert Craven is MD of The 
Directors’ Centre, the consultancy 
for growing businesses, and can be 
reached on 01225 851044 or office@
directorscentre.com

OUTSTANDING Branding MD Sarah Penn 
has won transatlantic recognition.

Sarah, pictured right, was included in 
‘The Hot 25’ list for 2016 by Counselor, one 
of the US’s most prominent magazines fo-
cusing on the promotional industry.

The list highlights promotional mer-
chandise professionals who are ‘shaking up 
the industry today and making it a unique, 
successful, challenging and innovative sec-
tor’. 

Counselor says of Penn: “It takes a cer-
tain kind of moxie to start your company in 
2009, right in the middle of a recession, and 
in the UK no less, as Europe really took it on 
the chin economically.”

Penn’s inclusion in the list is a real tip of 
the hat to the British promo market – pre-
viously, individuals featured have been al-
most exclusively based in America.

Sarah said: “To have been voted into this 
list is a phenomenal honour – I’m over-
whelmed and extremely proud to have even 

been considered.  I consider this to be an 
honour that reflects the endeavours and 
achievements of the whole company – all 
of our team work so hard to build, maintain 
and enhance our reputation not just in the 
UK but also over the pond.”

Meanwhile, OB has just completed its 
first six months of fund-raising for the char-
ity Save The Children.

The effort was part of the company’s wid-
er campaign As Much For As Many, which 
aims to raise cash for a specially-chosen 
charity over a set period.

Save The Children, nominated by OB’s 
head of finance Muhammad Anwaar, was 
the first worthy cause chosen at random.

As a result, the company has passed on 
just over £1,600 to help Save The Children’s 
work.

Sarah added: “We’d like to say a big 
‘thank you’ to all our suppliers, clients and 
colleagues who helped us reach this total.”

Nice transatlantic tip of the hat for Sarah
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Ask the right questions 
and get those big orders
FOR THOSE of you have 

followed my speaking, 
articles and blog writ-

ing, you know I am a major 
proponent of delivering more 
for your clients and prospects 
than just product. 

The opportunities that exist in 
the market space are tremendous 
yet often overlooked. Why is that? 
I contend that generally, we are in 
such a hurry to ‘get the order’ that 
we fail to ask enough questions 
that may uncover substantial op-
portunities that could lead to very 
profitable sales.

For those of you who do not buy 
into this concept, you can stop 
reading– I will save you time. But 
for those of you who want to ex-
plore additional avenues for sales 
and profits and are open to the 
possibilities, read on.

As a consultant in this indus-
try, I work with numerous folks 
that are truly open to seeing this 
business from a different vantage 
point. 

While it’s true that they still sell 
promotional merchandise, awards 
and apparel, they understand and 
seize the opportunity to deliver 
more for their clients and pros-
pects. 

They further understand that 
by delivering more than just the 
‘stuff’ we sell, they can exponen-
tially grow their sales and – more 
importantly – their profits. 

Additionally, this mindset actu-
ally sets them at many levels above 
their competition – because the 
client tends to see more value in 
what they bring to the table. 

There is a ton of words about 
being a million dollar salesperson, 
but what is most important is be-
ing a profitable salesperson who 
has loyal clients that value what 
you do. 

Case in point – one of my clients 
runs a successful and profitable 
business, driving 700K+ in sales 
and a 54%+ gross profit! This is 
how it’s done.

Preparation
Most sales people do a less than 

adequate job on preparing for 
meetings with clients and pros-
pects. I always recommend that 
you do research on prospects and 
clients before meeting them; you’ll 
be amazed at what you’ll uncover. 

When doing research about this 
topic, I read one consultant state 
that a salesperson should have 40 
questions prepared for a 20-min-
ute meeting. Is that you? I know 
that I embraced that concept and 
still do it today, and it certainly 
works. It does a few things: 

 z It shows your client you are 

more interested in helping them 
than getting a commission;

 z It builds trust, which eventu-
ally begets loyalty;

 z It solidifies a long-term rela-
tionship;

 z It creates a relatively stronger 
bond and partnership.

Solid preparation is critical and 
formulating questions – the right 
questions – is the next step to un-
cover opportunities.

Questions
Probing questions are the key. 

Typically, sales people lead with 
very superficial questions. When 
is your event? How many do you 
need? What’s your budget? 

These questions do not go deep 
enough to open additional doors 
of opportunity. Better and more 
probing questions will more deep-
ly engage the client and lead to 
more opportunities. 

For example, if a client is at-
tending a trade show and calls 
and wants ‘some stuff to hand out’, 
don’t ask what the budget is or 
how many they’re looking to get. 

Instead ask: Why are you at-
tending the show? What are you 
trying to accomplish? Who are the 
people attending? What are they 
like? What would success look like 
for you? 

These types of questions are just 
the beginning and depending on 
the answers you receive, addition-
al questions will ensue. At the end 
of the day, it may be just selling a 
product – but you’ll never know 
unless you dig deeper.

One tactic an attendee of one of 
my presentations shared was bril-
liant. He mentioned that on a first 
call with a prospect, he does his 
preparation and reads up as much 
as he can on the company.

When in front of the prospect, 
he asks this question: “How would 
you sell your company’s products 
and services to me?” 

He mentioned that when the 

person began to speak, they would 
go along fine but there would come 
a time where they would say: “...
and this is our problem.” This is 
where the opportunity lies. 

It could very well be that the 
solution is just a product, and that’s 
good, but at least you’ve taken the 
steps to ensure there is not more 
that you’re leaving on the table.

Ears wide open

Stage three is listening – intent-
ly! I had the pleasure of sitting on 
a panel with Vera Muzzillo from 
ProForma at an ASI Show some 
time back. She was asked by an au-
dience member about the one skill 
distributors should really develop.

Vera replied: “Listening. God 
gave you one mouth and two ears 
– use them in proportion to one an-
other.” I thought that was brilliant 
advice! 

When you are intentionally lis-
tening, you pick up on key words, 
phrases, little innuendoes, com-
ments that lead to additional ques-
tions. The questions are the answer 

– these answers lead to opportuni-
ties.

I once had a client who wanted 
me to do a T-shirt order. I asked 
questions such as: Who is the au-
dience? How are they being deliv-
ered? Who will be doing the fulfil-
ment? 

To cut a long story short, all of 
those probing questions led to a 
massive order that included the 
custom packaging, fulfilment and 
mailing. 

The order went from a rough-
ly $21,000.00 order at 43% gross 
profit to an order of $29,000.00 
at 62% – just for asking a few ad-
ditional questions and then selling 
the value!

Your role in this business should 
not be that of an ‘order taker’ – and 
if you’ve read this far, I know that’s 
not your way of thinking.

As a creative marketer and stra-
tegic partner, keeping your ears 
wide open is a critical skill set that 
will set you well above the compe-
tition.

So take action now – you can do 
it!

cliff.quicksell@ppda.co.uk
Cliff Quicksell
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• Instant virtual samples with Brand On Demand
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AFTER a successful re-brand and 
re-launch at January’s PPE show, 
2016 promises to be a memorable 
year for Squire Golf, one of the 
trade’s longest standing promo-
tional suppliers.

A spokesman for the company 
told PPD: “We’re renowned for our 
exceptional customer service and 
outstanding quality, and clients 
can rest assured they are in capa-
ble hands. 

“Full in-house design, print and 
production gives us complete con-
trol of your orders, with no rush or 
express charges as standard.”

Squire’s product range offers 
plenty of choice, with more than 
300 golf products from leading 

manufacturers. The company has 
also secured distribution rights for 
the CMC Scottsdale range of pre-
mium quality golf gifts and leather 
goods.

Squire recently launched its 
new ‘Bolt-On’ initiative to accom-
pany logo ball sales. 

The Bolt-On deals aims to offer 
unbeatable prices on a range of 
12 popular logo products and will 
be available to customers buying 
printed golf balls. 

On-site printing improves lead 
times on golf balls from all of the 
top brands, including Titleist, Call-
away, Srixon, Wilson and Nike.

More details are available at 
ppda.co.uk/squiregolf

 X CORPORATE golf product spe-
cialists TKG Europe has been busy 
over the winter designing and 
manufacturing more than 30 new 
products for its 2016 range of pro-
motional golf goods.  

TKG company director Glen 
Witheford told PPD: “We are real-
ly excited about the forthcoming 

season and getting our innovative, 
new custom golf products in front 
of customers. 

“I genuinely believe that we 
have some unique products this 
year that will bring a freshness to 
the market.”

More details are available at 
ppda.co.uk/tkg

FEATURING highly 
breathable fabrics which 
actively wick away any 

perspiration vapour from the 
skin to keep the wearer dry 
and comfortable and regulate 
body temperature during ac-
tivities, Spiro’s range of perfor-
mance activewear is perfect for 
golf enthusiasts. 

Garments can be easily mixed 
and matched with other items in 
the range for a contemporary & 
sporty look.

The S262M Men’s Airflow Soft-
shell Gilet is a two-layer soft shell 
with a mesh back panel for breath-
ability. 

The gilet features reflective pip-
ing on the back contour panels and 
front print details for added visi-
bility in darker conditions, plus an 
elasticated hem with rubber grip 
to stop the garment riding up. All 
this makes it  ideal for adding an 
unrestrictive extra layer out on the 
fairways.

When temperatures are still 
cool, the S256M&F Freedom Soft-
shell Jacket, which is windproof 
and features a Quick Dry finish, is 
ideal when you need a protective 
layer that offers warmth and water 
repellency.  

The two-layer jacket is made 
from soft athletic stretch fabric 
and has contour shaped panels, 
plus a vast range of features in-
cluding a full front zip with inner 
storm flap, stand up collar, thumb-
hole cuff, a back pocket with self-
lock waterproof zip, reflective 
print detail and a media player 
loophole.

The jacked is available in sizes 
8-16 for ladies and S-3XL for men 
in Magenta/Black, Aqua/Black or 
Lime/Black. 

Meanwhile, the S177M&F Spiro 
Team Spirit Polo is a top perform-
ing polo and is the ultimate in styl-
ish, functional design. 

It’s  manufactured from Cool 
Dry mesh fabric, a premium light-
weight, soft and highly breathable 
fabric that will keep the body cool 
and comfortable at all times. 

The shirt – which is available 
in a men’s style in sizes S-2XL and 
in a ladies version in sizes 8-16 – 
has a three button neck closing, a 

STEDMAN has recently launched 
its new Active Piqué Polo, made of 
a top-quality polyester true piqué 
fabric (180 g/m²).

Besides the casual fit that offers 
the wearer excellent freedom of 
movement, the new Active Piqué 
Polo also features superior mois-
ture and temperature control 
properties. 

With its rib collar and cuffs, a 
herringbone neck tape in contrast 
colour and the two tone-on-tone 
buttons on a classical placket, 

Stedman reckons this polo shirt is 
a new ‘go-to’ style for the fairways 
and greens, as well as  many other 
athletic activities.

The new Active Piqué Polo for 
men is available from sizes S to 
2XL and in six bright colours, in-
cluding Bahama Green and Hawaii 
Blue. 

It features just a small size label 
in the neck, making it ideal for 
promotional branding.

More details are available at 
ppda.co.uk/stedman

And breathe! Fabrics that 
are perfect for the golfer

dropped hem and provides good 
warmth when worn as a layer, 
making it an exceptional garment 
out on the golf course.

With co-ordinating colours and 
designs, the S177M&F Spiro Team 
Spirit Polo can be easily mixed 
and matched with other Spiro gar-
ments in the range for a contem-
porary and sporty look.

Spiro’s S179M&F Micro Lite 
Team Pant is water repellent, 
breathable, lightweight and an-
ti-static for ultimate comfort and 
protection out on the green this 
spring. 

With a mesh lined inner, this 
pant features ventilation panels 
in sweat zones to keep the wear-
er cool during intense workouts, 
while a drawcord waist with elas-
tic waistband gives flexibility of 
movement. An active sport en-
hances performance, while an 
ultra-reflecting SPIRO print logo 
provides added visibility. 

The S179M&F is available in siz-
es S-2XL in men’s and 8-16 ladies 
cut, both in six coordinating col-
ourways. 

Moving on to headwear, Spiro’s 
line-up of sports caps also has 

plenty to offer the golfer.
The RC078X Fold Up Baseball 

Cap is windproof and breathable. 
The three-section peak is fold-up 
and is made from recycled mate-
rials.

The quick-dry lightweight cap 
has a low jockey profile and fea-
tures a fabric size adjuster with 
brushed metal clip. 

A new colour of lime joins the 
already established red, black, 
navy, royal and white. 

Also in the range is the RC086X 
Sport Cap. This windproof and 
breathable cap is made from  non-
crease featherweight sports pol-
yester fabric and features a pre-
curved peak made from recycled 
materials. It has mesh side panels 
and a tear release fabric size ad-
juster, is quick dry with reflective 
detailing to the peak and crown for 
enhanced visibility. 

The RC086X Sport Cap is availa-
ble in eight colourways.

Spiro holds in stock garments 
in every size and colour, making it 
easy for clubs and teams to replen-
ish uniforms. 

More details are available at 
ppda.co.uk/spiro

Squire uses PPE as springboard to new era

Freedom fit and 
lots of features

SNAP Products reckons it has a 
‘tee-rrific’ range of promotional 
golf products ideal for bringing 
a brand or marketing message to 
the fore.

ProTech Golf Balls are exclusive 
to Snap and have been specifically 
designed for promotional purpos-
es. 

They can be digitally printed 
in full-colour or with pad print-
ed spot colour designs. They are 
available in quantities of 50 with a 
five-day standard lead time, or you 
can get your hands on them more 
quickly with a three-day express 
service.

Snap’s full-colour printed Cus-
tom Golf Ball Sleeve, made from 
high-quality gloss cardboard, 
makes  an attractive presentation 
box and has a large surface area to 
show off branding.

The Wexford Tee Tin, mean-
while, has a luxury feel with its 
matt black finish and silver trim. 

The tin contains around 50 
wooden tees and features a cir-
cular branding area on the lid for 
full-colour doming. 

There’s also the matching Wex-
ford Three-Ball Tin, which houses 
a trio of golf balls which can be 
printed for an additional charge.

Finally, wipe away the sweat of 
victory or the tears of defeat with 
the Golf Pro Towel. This high-qual-
ity black towel has been specifi-
cally developed for full-colour dye 
sublimation. 

This printing methods allows 
highly detailed designs with supe-
rior ink adhesion to ensure a mar-
keting message stays the course.

More at ppda.co.uk/snap

Offerings on 
par with best
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THE REVENANT collected 
two top Oscars this year, 
including a long-awaited 

(and well-deserved) Best Actor 
award for Leonardo DiCaprio. 

I have seen The Revenant – twice 
– and while I think it is brilliant, it 
is too stark, cold, brutal and hos-
tile for me to count it as a favourite 
film.

The Oscar headlines started me 
thinking about what my top five 
favourite films would be. Not the 
best ever films of all time. Simply, 
they are the ones that I have en-
joyed watching, again and again, 
over the years. 

My list is in chronological or-
der. So, my oldest favourite film 
is It’s a Wonderful Life (1946). It is 
beautiful, touching and ultimately 
life-affirming. 

Poor George Bailey, played by 
James Stewart, suffers truly dark 
moments, nearly losing his busi-
ness, reputation and even his life, 
before his eventual salvation. 

Through the support of the lo-
cal townspeople and an angel, in-
tent on earning his wings, George 
eventually wins the day. It’s a Won-
derful Life is my favourite Christ-
mas film. 

Goodfellas (1990) is another fa-
vourite. The film shows its main 
protagonist, Henry Hill (played 
by Ray Liotta), develop from an 

errand boy for the mob to a ful-
ly-fledged gangster. Robert de Niro 
is terrifying and Joe Pesci steals 
every scene he appears in.  

The story of Henry’s rise and 
eventual decline is exhilarating. 
My favourite scene is a single 
tracking shot, through a night-
club, where Henry takes wife-to-be 
Karen on their first date. 

The camera follows the couple 
past the queue, down steps to a 
back entrance, through kitchens 
and out into the club, where the 
maître d’ arranges for a table to be 
set up for them in prime position, 
directly in front of the band. 

As they are seated, a waiter de-

livers Henry a bottle of wine, a gift 
from a gangster at a nearby table. 
Karen, who has been watching 
wide-eyed as Henry greets every-
one and hands out 20-dollar tips, 
asks him: “What do you do?”. He 
replies: “I’m in construction.”

My third film is Fight Club (1999). 
This is a controversial movie, with 
some feeling that it appealed to an 
unhealthy part of the male psyche, 
and might inspire people to start 
their own copycat ‘fight clubs’. 

In my case, that is not a risk, as 
I am a wimp and stress about the 
mere thought of pain, so there is 
no chance I will volunteer to re-
ceive repeated punches to the face. 

However, there is something ca-
thartic about watching the fights 
in Fight Club. Also, the way that 
the plot unravels to reveal the facts 
about the unnamed anti-hero, 
played by Edward Norton, is fasci-
nating.

The conclusion, set to The Pix-
ies glorious anthem Where Is My 
Mind?, is one of the great closing 
scenes.

My fourth choice is a cheat – be-
cause it is three films: The Lord of 
the Rings trilogy (2001-3). 

I had not, until the first film, 
ever been a fan of the fantasy gen-
re. I tried reading the books when I 
was young, but struggled through 
The Hobbit and did not even get 
past the first chapter of Lord of the 

Rings. I had no expectations at all, 
going into the first film. I went to 
see it with my brother and friends, 
all of whom knew the books. 

I was so ignorant that, when the 
credits rolled at the end of the film, 
I turned to my companions and 
said: “That’s not it, is it?” 

They laughed at me and told 
me that it was the first in a three 
part series.  I was hugely relieved. 
I loved everything about the films 
– the action, the ensemble acting, 
the effects and the narrative. 

Lastly, The Wedding Crashers 
(2005) is my favourite comedy. It is 
funny, outrageous, raunchy, sweet 
and romantic, all at once. 

It features a career-best perfor-
mance from Vince Vaughan, Owen 
Wilson on top form, and a great 
supporting cast, including Chris-
topher Walken.

The dinner table scene makes 
me cry with laughter; evidence of 
my immature sense of humour. 
“He’s joking...it feels so good when 
he jokes!” The film is crude and 
silly, and yet heart-warming and 
touching.

This sort of list is wholly sub-
jective, of course. What would be 
your top five? 

And just as a passing, and rath-
er more on-topic thought – what 
would be your choice of top prod-
uct to promote each of them?

Fights, laughs – and three 
good reasons to fantasise

dave.wilson@ppda.co.uk
Dave Wilson
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 X STAFF at Gilt Edged Promotions have been 
celebrating after reaching a charity fund-rais-
ing goal.

Last year, the Northampton-based compa-
ny set itself the target of raising £2,000 for 
children’s charity Action Medical Research.

Following a number of events and chal-
lenges, it actually exceeded the goal, handing 
over a total of £2008.

Among the events held by Gilt Edged was 
a coffee morning, where it invited other local 
businesses for coffee, cakes, product demon-

strations and networking. Money was raised 
through a raffle and donations from those 
attending.

Next came the extremely challenging 
sponsored ‘plod’ which saw two intrepid 
teams walk throughout the night around Rut-
land Water reservoir, in what turned out to be 
one of the year’s worst storms. Fortunately, 
everyone survived!

Other fund-raising activities included cake 
sales, a car boot sale and staff fun days.

Action Medical Research recently teamed 

up with Great Ormond Street Hospital Chil-
dren’s Charity and the two charities are joint-
ly funding more than £2 million of projects 
including research into neuroblastoma (a 
childhood cancer), leukaemia, cerebral palsy, 
cystic fibrosis, epilepsy, Tourette’s syndrome 
and some rare inherited conditions such as 
X-linked lymphoproliferative disease. 

Clara Gill from Action Medical Research 
came to collect the cheque from Gilt Edged, 
handed over by MD Jonathan Cook and head 
of sales Natalie Eichmann.
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HOT: Er, Michelle’s 
funeral plans?

IN: Walkies! 

OUT: Late nights at 
the casino.

MOST LIKELY TO SAY: 
Mine’s a double.

BAR STAFF in the Coven-
try area are apparently 
in deep mourning after 

learning of the departure of 
two Customer Focus stalwarts.

Both Jackie Rourke and Mi-
chelle Hall have moved on to pas-
tures new after one last glorious 
hurrah at PPE 2016.

Industry veteran Jackie, previ-
ously with Dowlis and Adprod-
ucts, more recently found herself 
holding the PPD baby. 

She loved the challenge so 
much that she decided to spend 
more time with her dog, Eric. 

Yes, that IS his name.
Tittle Tattle is pretty sure we 

haven’t seen the last of La Rourke, 
however. 

After all, you know what this 
industry’s like – talk about more 
comebacks than Sinatra...

The lovely Michelle, meanwhile, 
really is trying something a bit dif-
ferent.

After a long spell selling all 
those lovely PPD adverts to our 
loyal band of supporters, Michelle 
decided that what she really  

Dynamic duo take 
a final curtain call

wanted to be was...a funeral  
arranger.

Insert your own joke here, 
please.

Seriously, TT wishes both 
our brave girls well – but it does 
hope Michelle won’t get car-
ried away and beginning to offer 
screen-printing or foil-blocking on 

coffins to give the dearly departed 
a bit of ‘final branding’...

On a slightly less sad note, these 
changes do mean we’ve got some 
lovely new people to introduce to 
you. 

But we’ll leave that for next 
month – because we’re great big 
teases here, as you know.

It’s goodbye from them... Jackie Rourke (left) and Michelle Hall.

What can we say? The guy 
clearly has too much time on his 
hands...

 X IT’S IN the genes...or should 
that be Jeanes?

These two bright sparks showed 
immense promise for an industry 
career when they popped into the 
Shugon office.

Meet Joseph and Jacob, the twin 
grandchildren of Shugon boss 
Dave Jeanes, who dropped by the 
other day to see exactly what he 
gets up to all day.

Dave told Tittle Tattle: “They 
came into my office and the first 
thing they did was pick up my cal-
culator and mouse.  The next thing 
is to teach them how to sell Shugon 
products and then I can retire!”

Actually, it looks to us like Jo-
seph and Jacob are working out 
Dave’s pension – and it’s not good 
news, grandad...

The Grand National is nearly 
upon us again. Let’s go over to 
our betting expert for the latest 
odds... Seriously – any sightings?
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