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Dear Fellow Marketer:

The advances of technology have allowed for digital marketing strategies to grow by  
leaps and bounds – but that doesn’t mean you can neglect your more traditional methods.  
Many marketing channels that some might consider old school by today’s standards can  
still have a massive impact, and in many cases make a much larger impression than a simple 
email would.

Making an initial connection with your customers is one thing, but creating a relationship 
that lasts can be more difficult. Whether you’re trying to generate brand new leads or reach 
out to a client you haven’t seen in a while, it’s important that you’re establishing yourself as 
a trustworthy brand worthy of their attention.

This issue presents a number of ways you can make that meaningful connection with your 
audience. Starting on page 2, you’ll learn how you can convey the most important stats and 
figures about your company in a way that’ll stick with the audience.

Later, you’ll learn how you can identify customer problems and solve them in a way that 
will make a difference. Plus, this issue will help you plan ahead for 2022 and ramp up 
your marketing efforts across multiple channels with plenty of tips and tricks to gain an 
advantage with.

On page 6 we feature an in-depth look at the kind of impact direct mail can have for you. 
Though sending marketing communications digitally may seem like the industry standard 
today, there’s some big advantages that direct mail has to offer.

As always, let us know if there’s anything we can do to help you – even if you’re just looking 
for someone to bounce some ideas off of. We can do that virtually, or prepare a safe way to 
meet in person. Either way, we’re here for you!

Take care, 

P  romotional items make it easy to keep your brand in front of customers and prospects, whether used as a giveaway 

atan event or a take-away from an office visit. However, promo products vary when it comes to how long someone 

will keep them in hand. According to Advertising Specialty Institute data, these are the average ranges for some of the 

most popular items that get high marks for being practical and fun to receive:

P R O M O T I O N A L  P R O D U C T S

MAKE A LASTING IMPRESSION
with the Right Promos

Ready to create a lasting impression? Give us a call today to get started.

8-10 MONTHS

Calendars, are frequently used so they’ll ensure your customers see 

your brand 365 days a year. Of course, they need to be replaced 

annually which means you can build expectation and anticipation 

among recipients.

Writing instruments are useful, inexpensive and appreciated. It’s 

easy to keep a stash in a waiting room or lobby for guests to use and 

then take with them.

10-12  MONTHS

Cloth bags and insulated totes are eco-friendly and functional – two 

things people say they appreciated in branded giveaways.

Drinkware is a versatile choice for just about any industry. Coffee mugs 

and travel mugs are a frequent choice for branded items, but pint glasses 

or stemware can also be branded for your next fundraising gala.

12+ MONTHS

Umbrellas can be easily printed with your logo and tagline, turning 

them into small, mobile advertisements. With so many styles and price 

points, you’re sure to find one that fits your budget and meets your 

marketing goal.

Apparel like t-shirts, polo shirts and even outerwear are great  

for your staff and as giveaways. For small and medium-sized 

organizations, you instantly elevate the professionalism of your brand 

when customer-facing employees are decked out in logoed apparel. 

Have a remote team? You can build employee engagement when 

everyone in the company has a branded shirt or hat. Or, reward top 

customers who can extend awareness of your organization among  

their contacts. 

Gavin Dabreo

Gavin Dabreo
Allegra Abbotsford, Abbotsford
www.allegraabbotsford.com
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To give a clear answer, try telling a story. Storytelling 

makes data more memorable, engaging and persuasive. 

You’ll be able to keep a clear line of thought throughout 

your presentation, all while engaging the emotional part  

of listeners’ brains. 

But turning your data and stats into a story can be easier 

said than done. Here’s a few things to keep in mind when 

planning your next marketing presentation:

MM   arketers know how important data is. Without 

it, it’s simply impossible to show measurable 

results. Despite how essential it is for any 

               business, many struggle with a key point when 

presenting it: why does it matter? 

In other words, why should anyone – a stakeholder, 

potential investor or client – care about the numbers? 

HOW TO  
TURN YOUR  
DATA INTO A 

Story

By Aili Olichney

MAKE THE MOST OF YOUR STATS AND FIGURES

02
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      Decide which data is important. What parts of 

your data show that your products or services work, can 

highlight growth or support customer and client loyalty? 

This also means you’ll want to weed out irrelevant data. It 

only takes a few unnecessary charts to give the impression 

that you don’t know what matters most to the audience. 

       Organize your points like a narrative. Consider 

working chronologically, especially when you need to 

compare previous months or quarters to the current one. 

You can also open with a bang by starting at the end of 

your story. Attention spans are limited, so make your first 

few seconds count. By starting off with a bold conclusion 

that your data will then support, you can capture and then 

hold attention.

       Show the human side to your data. Adding a  

success case to your story is an easy way to make a 

positive impression on your audience and remind them 

of the real-life applications and consequences of your 

data. While it may not make sense to spend too much of 

your available time on this sort of story, a simple image of 

positive feedback on a slide that includes good data can 

be a strong persuasive element that shows viewers how 

these figures translate to happy clients.

        Embrace your personality. Don’t be afraid to let 

your own perspective shine through alongside your 

figures. Opinions, as long as they’re well-supported, can 

strengthen the story you’re telling and help bring others 

to your side when you’re trying to persuade investors 

or clients that your product or service works. There’s 

also room for a little bit of humor – it can go a long way 

to make your audience pay closer attention to your 

information and feel closer to you while you present it.  

It may also take the edge off less-than-stellar results.

Of course, we’re only suggesting you use a touch of humor 

here. This isn’t the time to take things too far, nor is it the 

time to try your latest stand-up routine, especially if humor 

doesn’t come naturally to you. If you’re unsure about it, 

run it by a coworker who knows you and your audience 

well before writing it into your presentation.

       Maintain clarity. Once you have a draft ready, make 

sure you can summarize it in a few minutes. If you’re 

struggling to boil your data down enough to get from 

point A to point B, you likely lack clarity on what matters 

most. It’s also important to declutter and organize your 

content to make your biggest points shine through. 

Streamlining your data and prioritizing your points will 

ensure that your main ideas are the stars of your report.

Ultimately, telling a story with your data boils down to 

being able to keep an audience engaged, just as a master 

storyteller would. Given the number of reports your 

viewers are likely to see, choosing and organizing data in 

a way that highlights why it should matter is key, just as 

scrapping extra details can help them keep their eye on 

the prize. n 

Contact our team for graphic design, infographics, 

handouts and other presentation support. We’re here  

to help. 

Aili Olichney of Genial.ly, care of AccuData Integrated Marketing.

MAKE THE MOST OF YOUR STATS AND FIGURES

A picture can be worth a thousand words. If you have complicated data that is hard to 

process for those who are less familiar with it than you, consider simplifying it with an 

infographic or other visuals that tell the story. It’s a great way to break it into digestible 

pieces that are understood and remembered.
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70% of consumers say direct 
mail is more personal than 
online interactions. 
– Fundera

33% of marketers use advertising 
to increase brand awareness.  

24% use advertising to impact 
direct sales. 
– HubSpot

42% of recipients read  
or scan the direct mail  
they receive. 
– Fundera

Approximately 8 in 10 
consumers stated they had 
entered a business for the first 
time because of its signage. 
– Kennickell Group

62% of consumers who 
responded to direct mail in  
the past three months made  
a purchase. 
– Single Grain

72% of marketers conduct 
market research, and 70% 
of marketers plan to increase 
research spend over the next 
12 months.     – HubSpot

80% say they are more likely 
to do business with a company 
if it offers personalized 
experiences.   
– Fundera

86% of consumers want a 
local business to continue 
pandemic services like 
curbside pickup.   
– Small Business Trends

“Where to buy” and “near 
me” mobile queries have 
grown by over 200% in 
the past two years.   
– Think with Google

About 86% of marketers 
reported that they collect 
customer feedback on an  
on-going basis   
– HubSpot

REBOUND WITH CONFIDENCE: 
Ten stats to keep in mind as you grow your business

GET AHEAD OF THE CURVE
Marketing Strategies for 2022 
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REBOUND WITH CONFIDENCE: 
Ten stats to keep in mind as you grow your business

L ike it or not, 2022 is nearly here. It’s time to start 

planning ahead for what your business will be tackling 

over the next year, and that should include a smart 

marketing strategy that’s keeping up with the times. 

With how different the world is today than it was a couple 

of years ago, your approach is likely different than it used 

to be. You’re bound to need to pivot and adapt as things 

continue to change next year. Here’s a few things to 

keep in mind to stay ahead of the curve and prepare for 

whatever is thrown your way:

Delve into Digital: Online events picked up in popularity 

during the pandemic, and they’re here to stay. Hosting 

online webinars and seminars are a great way to spread  

the word about your brand, and participating in virtual 

trade shows and industry events is easier than ever to do. 

You can gather data on the audience attending these 

online events, and then later market to them directly.  

It’s easy to send an email with a special show-exclusive 

offer, but you can make a much bigger impression if you  

go the extra mile and send a piece of direct mail after  

the show, such as a coupon that can be redeemed at  

one of your locations.

Build Your B2B Pipeline: You may be so focused on 

consumers that you forget about your business-to-business 

opportunities, but don’t let these chances pass you 

by! Publishing B2B content such as blog posts on your 

company website can help establish your brand as 

a trustworthy source and can elevate you as a go-to 

resource. 

Many business owners spend just as much time online 

searching for answers to their problems as everyday 

customers – providing answers to their most pressing 

questions can land you some seriously valuable leads.

Assess What’s Working: Consumer habits change 

frequently, and often without warning. Make sure you’re 

taking the time to look hard at your marketing efforts to 

see what’s working and how things are tracking compared 

to even just a couple of months ago. Is your social media 

engagement dropping? Are calls slowing down or picking 

up? How’s the foot traffic in your location? 

We know habits changed significantly during the onset 

of the pandemic. More recently, many behaviors that 

consumers adapted early on are now changing. You may 

need to pivot into different channels to maintain a good 

level of engagement with your audience.

The next year is bound to bring even more changes to the 

way marketing is successfully conducted. As the digital 

landscape continues to evolve, remaining flexible to the 

changing environment can make the difference for your 

efforts in the coming year. n

GET AHEAD OF THE CURVE
Marketing Strategies for 2022 
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T              he last year has given rise to new kinds of difficulties across every 
industry, with marketing and advertising professionals needing to learn 
how to navigate a rapidly-evolving environment. It’s more important 

than ever for marketers to be creating touchstones with their customers,  
who have spent more time the past year in front of screens.

While an initial thought may be to invest more in digital strategies, marketers 
may be better served by looking at how they can benefit from a more 
traditional channel: direct mail.

Marketing challenges cannot be solved exclusively with online and digital 
tools, according to Steve Falk, president of Prime Data. A multi-channel 
approach that involves the smart use of direct mail is key to long-term 
success, regardless of industry.

DIRECT MAIL 

A Critical Ingredient  
in the Marketing Mix

By Steve Falk



media habits to see fewer ads. Nearly 40 percent said 

that they had found a way to avoid almost all ads online.

Falk said that online marketing has become more of 

a chase, but this can be sidestepped if you shift your 

perspective. He argues that direct mail essentially has 

a “100 percent open rate.” As mail arrives at homes 

and in mailboxes, consumers give everything that they 

receive at least a glance as they decide what to do with 

it, meaning that every piece of direct mail is at the very 

least seen. 

“In comparison, many email marketing programs only 

see about a 30 percent open rate, and that’s if they’re 

lucky,” Falk explained. “It’s nice to be able to have 

something that is at least getting a glance, and isn’t 

being eaten by an email spam filter.”

As with any kind of marketing campaign, 

the execution of a strong direct mail program 

takes work and needs the right kind of planning.

First, those planning a mail campaign should define 

their goals. Is it to acquire new donors or generate leads 

for their business? Retain existing clients or re-engage 

dormant customers who haven’t purchased in some time? 

Between the two, direct mail aimed at retention tends 

to be more effective than that aimed at acquiring new 

business, Falk noted.

“If you’re not doing it, and you’re only focused on new 

customers, you’re missing out on business,” Falk said. 

Creating a scheduled or automated mailing system can 

help retain your customers and bring their business back 

to you. You can also simply send an automated postcard 

a couple of weeks after a purchase, thanking them 

for their business and letting them know how they’re 

appreciated.

For those with several branches or locations, central 

buying for a whole franchise can help, Falk said. Rather 

than having each unit in a franchise or corporation work 

on its own individual program, establishing central 

organization can make the entire idea more efficient and 

effective. This can help marketers set uniform branding 

and messaging across an entire organization, and can 

create cost savings by being able to buy in bulk. 

        THE IMPACT

“Direct mail can have a larger 

impact today than ever before,” Falk 

said. Consumers’ changing media habits 

and the busyness in the digital marketing space can 

make mailings stand out.

“There’s more email than before, more people 

spending more time on devices and screens, and  

even meetings are online more often than ever 

before,” Falk said. “There’s a degree of screen  

fatigue happening, and direct mail overcomes that.”

Screen fatigue is exacerbated by the volume of 

marketing that people see daily. Studies by Marketer.

com show that internet users worldwide are trying to 

dodge advertising while online. In 2019, 48 percent 

of respondents said they were using some type of 

adblocker technology, with 47 percent changing their 
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 PLANNING FOR SUCCESS

Steve Falk works at the intersection of data and print as owner of Prime Data, an award-winning company that successfully integrates 

direct mail into its client’s multi-channel marketing mix. We plan, design, print and mail so that our clients get measurable results. 



MEASURING RESULTS

 “The most common thing that is so 

frustrating to watch is seeing someone 

who is not able to measure the success of their 

program,” Falk said. “You can’t improve the success of a 

direct mail program unless you test and measure things.”

Falk suggests that businesses and organizations create 

a special online landing page as part of the campaign. 

This can easily be tracked, allowing companies to 

see how many clicks and views are generated on this 

unique landing page as driven from their mailers. If the 

page sees a lot of online traffic, it shows that the mail 

campaign is doing its job.

MISTAKES TO AVOID

Businesses can falter with direct mail by 

opting to blanket a whole town with 

mailers, and not creating a control 

group to measure against. A control group can be 

created by opting to section off an area and not mail to 

them, and then see how they compare to the area that 

received the mail.

Direct mail shouldn’t be sent out in such a way that it 

cannot be tracked, whether it’s trying to acquire new 

business or retain existing customers. It’s important that 

marketers are spending their advertising dollars in a way 

that can be proven successful or not, Falk said.

“You should track your campaigns to see if the money 

you’re spending on direct mail is working and showing  

a measurable difference in your customers,” Falk said. 

“At that point you can extend the campaign to a larger 

area, or expand it to multiple times a year, since you now 

see that it works.”

Special phone numbers are another easy – and  

cost-effective – way to track if a direct mail campaign  

is doing its job, Falk said.

“Phone numbers are cheap and easy to redirect,” Falk 

said. “You can use these numbers to highlight how many 

calls are coming in as a result of your direct mail piece.”

For businesses in more densely-populated areas, it can 

also be easy to track a direct mail campaign just by 

targeting specific neighborhoods. For example, let’s say a 

take-out restaurant sends coupons or a mailer to just one 

area of town. If, over the next two weeks, this restaurant 

sees notably increased business from that particular 

neighborhood compared to the rest of town, it can be 

easier to say that the direct mail campaign was a success.

Another stumbling point for many businesses when it 

comes to direct mail is forgetting about the rest of their 

marketing ecosystem, Falk said. Direct mail needs to work 

in tandem with digital marketing, and everything should 

have a unified, professional look.

“I’ve worked with businesses who want to do a direct mail 

campaign, but won’t have a website or page to direct 

to. There’s no mention of them online,” Falk said. “The 

customer should gain trust in your business by seeing 

your mailer and then going to your website. If the website 

doesn’t exist, or if it looks bad, you’re wasting your money.”

Ultimately, direct mail should be just one piece of the 

puzzle that is multi-channel marketing, Falk said. While the 

advertising strategies of yore simply included TV, radio and 

print, today’s environment is ever-changing. The chase for 

customers online can be complicated and stressful, but you 

can generate new business and retain existing customers 

by smartly adding direct mail to your total marketing mix. n
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E        very day, internet users are collectively making 

some 3.5 billion Google searches. Of those 

searches, the vast majority of the top thousand 

most frequently searched prompts are how-to questions.

With the amount of knowledge lingering at our fingertips, 

it should come as no surprise that so many people go 

online to find solutions to their issues. 

 

What does this mean from a marketing perspective?  

It’s simple: If you know how to solve customer problems 

within a few quick clicks of their Google searches, you 

could see an increase in their conversion rates.

Even beyond basic how-to search queries, most people 

are going online to satisfy a want or desire. In marketing, 

these are identified as “pain points.” Providing an 

effective solution to someone’s pain point means they’re 

more likely to become a loyal, paying customer.

How Problem-Solving Content
Can GROWYour Business

By Michael Brenner



Let’s consider a practical example in identifying and 

solving customer problems: One fall weekend, a woman 

has just purchased a basket of fresh apples at a local 

farmers market. Since it’s the peak of apple season, she’s 

hoping to take advantage of the harvest and turn her 

purchase into a baked apple crisp, based on a recipe 

she found on Pinterest. However, she’s missing a key 

ingredient: cinnamon. To solve her problem, she goes 

to her usual grocer to purchase spices. Despite the high 

price, she grabs a container, as well as a couple other 

things, and heads home.

Suppose you’re that grocer’s competition. You’re smaller, 

but savvier; you know that many people go to farmers 

markets to buy in-season produce, such as apples. You 

know that indispensable ingredients for any apple dessert 

are cinnamon, flour and sugar. 

The first thing you do? You put those items on sale.

And then you create two ads: one in Google and one 

on Pinterest. You know that compared to other social 

media, Pinterest can be 2.3 times more cost-efficient per 

conversion and generate twice as high a return on retail 

ad spend. You also used those sites’ analytics programs 

to optimize your content for search engines to target 

the kind of people who will be looking for apple dessert 

recipes. You even target the time: Saturday mornings and 

afternoons in late September and October, just when 

your ideal customers are getting back from the market.

In this scenario where you’ve placed ads, the woman 

comes across one of your ads, finding the promoted 

Pinterest pin as she’s looking through recipes. Once  

she opens the link and reads the recipe, she sees a  

call-to-action that says “Buy all these ingredients at  

your hometown store.” When she clicks on that button,  

it leads to an online version of your mailer. Top-most  

among the weekly specials are – you guessed it – 

cinnamon, flour, and sugar. Bingo.
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But it’s not just recipes that solve problems, every single 

product or service a business offers can do that. So does 

the business owner’s expertise. When you share your 

insider’s knowledge, prospects and customers will begin 

to see you as an expert in your field. They’ll believe in 

your products and services because you’re good – maybe 

even the best – at what you do.

Here’s some other examples of how you can attract 

more customers simply by publishing content that solves 

problems:

•  Soothe customer worries. Imagine you’re a 

pediatrician. Why not publish content to help parents 

of young children know when an illness is serious 

enough to call a doctor? What about an article about 

the symptoms of a cold versus those of the flu? By 

solving some of your prospective patients’ biggest 

worries, you can grow your practice.

•  Make people’s lives easier. Did you know that 

fashion stores rake in sales with Instagram photos 

featuring one of their items paired with shoes and 

other accessories to accent the garment? By providing 

complete outfit ideas, they make their customers’ lives 

easier and solve the perennial question: “What should 

I wear with this dress?”

•  Help your audience save money. Smart car dealers 

post articles and videos that help drivers take better 

care of their vehicles, giving readers free advice that 

can save them money. You can bet that those dealers 

will be the first ones their readers will contact.

Simply put, high-quality, targeted content is the single 

best way to solve searchers’ problems. And solving 

problems can drive more business to you. Take the time 

out of your day to think about what kind of questions 

or concerns your audience has, and make sure you’re 

providing the solutions in a way that’s easy to find. n

Providing an effective solution to someone’s pain point means they’re 
more likely to become a loyal, paying customer.

Michael Brenner founded Marketing Insider Group on the belief that profits are driven by strong leaders who champion their teams 

through change. Michael is a globally-recognized keynote speaker on leadership, culture and marketing.
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If you spend a lot of time on social media or 

watch news talk shows, it’s pretty clear that 

there’s a lot of folks out there talking at or over 

each other. There’s a lot of dismissive comments 

and gestures seen when disagreements come up. 

It can be unfortunately all too easy to fall into this 

pattern of behavior in your own life, too.

When what seems like negative customer 

feedback arrives in your inbox, it may be easier 

for you to shrug your shoulders and say it was a 

misunderstanding. Pausing to really listen and 

commit to what you’re hearing can boost your 

success long-term.

Listening to your customers allows you to learn how they 

like to be approached, so make sure you’re taking note  

of all forms of feedback. You’ll learn the sales methods  

to which they are especially receptive, which will help you 

build strong customer retention and turn your regular 

customers into brand promoters.

However, customer loyalty can be very easily threatened 

when someone relates an issue you may have heard 

before, leading you to craft a  

knee-jerk response – or, worse, 

allowing yourself to think 

about other things while simply 

pretending to listen. 

People know when they’re not paid 

attention to and will understandably grow frustrated. Why 

would they return to someone who doesn’t listen to them?

When you speak to detractors of your business, it’s 

important to give them your full attention and directly 

address their concerns. Wait until they’ve finished sharing 

their side before asking any questions. This kind of 

interaction is more memorable than ever as people try to 

have a conversation with someone who would rather look 

at a screen. They’ll remember you and be more likely to 

work with you again.

When you receive customer feedback online, through 

surveys, via email or in person, consider what they’re 

saying and what they’re not saying. 

Pretend someone leaves a review that says, “Joe sold 

me broken steel widgets on Sunday, and I’m never going 

back.” But your name is Howard, and you sell plastic 

widgets on weekdays. If you’re seeing feedback from this 

customer on your business page, they may have intended 

it for another company and you are sharing this client with 

a competitor. 

Your first instinct may  

be to discard this 

feedback and move on, 

but consider: Should you 

sell steel widgets? How 

much business have you 

lost by being closed on Sundays? That customer isn’t 

going to go back to Joe’s, so this becomes an opportunity 

to become his new widget supplier.

By pausing to listen and really understand how people 

communicate with you, even when something’s gone 

wrong, you create an opportunity to connect with your 

customers in a way that will make them want to return. 

They’ll come back because of your services and because 

of you. n

CUSTOMER LOYALTY 
BY LISTENING

PAUSING TO REALLY LISTEN AND 

COMMIT TO WHAT YOU’RE HEARING CAN 

BOOST YOUR SUCCESS LONG-TERM.

Level UP

John DiPippo is currently the owner and president of LoyaltyLoop LLC, a company aimed at driving brand awareness and growth  

by encouraging quality customer feedback. His prior experience includes more than 25 years of experience in the tech industry,  

in roles including senior executive management, product marketing and sales.

By John DiPippo



Dear Fellow Marketer:

The advances of technology have allowed for digital marketing strategies to grow by  
leaps and bounds – but that doesn’t mean you can neglect your more traditional methods.  
Many marketing channels that some might consider old school by today’s standards can  
still have a massive impact, and in many cases make a much larger impression than a simple 
email would.

Making an initial connection with your customers is one thing, but creating a relationship 
that lasts can be more difficult. Whether you’re trying to generate brand new leads or reach 
out to a client you haven’t seen in a while, it’s important that you’re establishing yourself as 
a trustworthy brand worthy of their attention.

This issue presents a number of ways you can make that meaningful connection with your 
audience. Starting on page 2, you’ll learn how you can convey the most important stats and 
figures about your company in a way that’ll stick with the audience.

Later, you’ll learn how you can identify customer problems and solve them in a way that 
will make a difference. Plus, this issue will help you plan ahead for 2022 and ramp up 
your marketing efforts across multiple channels with plenty of tips and tricks to gain an 
advantage with.

On page 6 we feature an in-depth look at the kind of impact direct mail can have for you. 
Though sending marketing communications digitally may seem like the industry standard 
today, there’s some big advantages that direct mail has to offer.

As always, let us know if there’s anything we can do to help you – even if you’re just looking 
for someone to bounce some ideas off of. We can do that virtually, or prepare a safe way to 
meet in person. Either way, we’re here for you!

Take care, 

P  romotional items make it easy to keep your brand in front of customers and prospects, whether used as a giveaway 

atan event or a take-away from an office visit. However, promo products vary when it comes to how long someone 

will keep them in hand. According to Advertising Specialty Institute data, these are the average ranges for some of the 

most popular items that get high marks for being practical and fun to receive:

P R O M O T I O N A L  P R O D U C T S

MAKE A LASTING IMPRESSION
with the Right Promos

Ready to create a lasting impression? Give us a call today to get started.

8-10 MONTHS

Calendars, are frequently used so they’ll ensure your customers see 

your brand 365 days a year. Of course, they need to be replaced 

annually which means you can build expectation and anticipation 

among recipients.

Writing instruments are useful, inexpensive and appreciated. It’s 

easy to keep a stash in a waiting room or lobby for guests to use and 

then take with them.

10-12  MONTHS

Cloth bags and insulated totes are eco-friendly and functional – two 

things people say they appreciated in branded giveaways.

Drinkware is a versatile choice for just about any industry. Coffee mugs 

and travel mugs are a frequent choice for branded items, but pint glasses 

or stemware can also be branded for your next fundraising gala.

12+ MONTHS

Umbrellas can be easily printed with your logo and tagline, turning 

them into small, mobile advertisements. With so many styles and price 

points, you’re sure to find one that fits your budget and meets your 

marketing goal.

Apparel like t-shirts, polo shirts and even outerwear are great  

for your staff and as giveaways. For small and medium-sized 

organizations, you instantly elevate the professionalism of your brand 

when customer-facing employees are decked out in logoed apparel. 

Have a remote team? You can build employee engagement when 

everyone in the company has a branded shirt or hat. Or, reward top 

customers who can extend awareness of your organization among  

their contacts. 

Gavin Dabreo

Gavin Dabreo
Allegra Abbotsford, Abbotsford
www.allegraabbotsford.com
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According to a recent survey, 

67% 
of people say they 

make their purchases 
if the signage is eye-catching.*
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