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Another year 
beckons and my 
thoughts are that we 
will see increasing 
challenges in the 
supply chain during 
2016, as more 
consumers and end 
users expect an 
even quicker and 

more effective customer service. 
The bpma believes wholeheartedly in 

raising industry standards and we will be 
planning another Mystery Shopper and 
survey to improve the supplier-distributor 
partnership. I was recently one of three 
judges for the British Excellence in Sales & 
Marketing Awards, in the Account Manager 
of the Year category, and I have to say they 
were extremely impressive candidates. 

I do feel that we need to enhance 
real sales training in the industry. I am 

very pleased with the bpma Education 
Programme, but the number of delegates 
on it still represents a small, albeit growing, 
percentage of companies that are investing 
in training and education. 

This issue is still at the heart of some of 
the industry’s problems. Well-trained staff 
make a signifi cant difference to a company’s 
performance. So if you haven’t already, 
please make sure at least one of your staff is 
getting involved in the programme. 

One of the major events of 2016 will be the 
launch of the very fi rst bpma Show, which 
promises to be an exciting and different 
event for our members to become involved 
in. For me the best show in the world is still 
PSI, because it’s all about how product 
is presented and displayed. The use of 
branding, lighting and stylish exhibition 
stands all make for a really inspiring event. 

We will be focussing on this area at our 
Show. In addition we will be expanding 
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Welcome
on the bpma Student Design Competition 
and allowing students to get involved 
in presenting their product ideas to the 
industry at large. Our friends from PPAI 
and European partners will also be present 
to help distributors expand their overseas 
opportunities. Let’s get focussed on shows 
that offer real value and experience for 
the visitor. 

I would like to say thank you to all our 
members who have supported us over the 
years, many of whom have been members 
for more than 25 years and some, such as 
Creative Promotions in Glasgow for over 
40 years. All that remains for me to say is a 
very Happy New year to all our readers and 
members, and here’s to a successful 2016.

Gordon Glenister, 
director general of the bpma
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The Year Ahead  

The bpma vision for 2016 
Matt Franks bpma chair and CEO of Fluid Branding, sets out plans for 2016.
It seems 2016 is set to be 
another big year for the 
bpma. Relocating to our new 
Cambridge offices, and with an 
expanded team being recruited 
as we go to print, we’re excited 
to be offering more value to the 
industry and our members than 
ever before.

Having achieved ATO 
status for the association, 
we’re delighted to provide 
government-backed funding for 
bpma members exhibiting at PSI 
this month. Helping our supplier 
members export their goods and 
services overseas is a double 
win, bringing external money 
into the UK market and further 
strengthening our sector.

The highlight of the year 
is undoubtedly set to be 
our Education Day and the 
bpma Show, taking place 
on September 13-14 at the 
prestigious Silverstone Wing. 
This will form the main event in 
our third Promotional Products 
Week (PPW), bringing key 
players within our industry 
together in what looks to be the 
most productive couple of days 
in the year.

The third bpma Conference 
at Heathrow in May will again 
look to support suppliers and 
distributors alike, educating 
and debating topics crucial 
to running a successful and 
profitable business within the 
promotional products sector. 
The seminar programme at the 

bpma Conference has been 
exceptionally well received for 
the last two years, and is a truly 
high quality event your senior 
management team should 
attend.

We’re investing more time 
and resource into our online 
education programme this year, 
the only one of its type within 
the UK promotional products 
sector. We’ll be updating and 
developing the content, and 
crucially looking to bring the 

are starting to differentiate 
themselves from their 
competitors through ongoing, 
high quality education. Investing 
in yourselves and your staff 
builds value within the team, 
resulting in motivated and 
higher valued employees, more 
informed decision making 
throughout the company, 
increased knowledge and 
therefore higher sales. Why 
wouldn’t you invest?

In addition to training, we 

look for deeper insight from 
a larger study in 2016. Our 
intention is to build members’ 
understanding of the UK market, 
trends and opportunities. This 
will happen by reinvesting 
any surplus funds generated 
from the bpma Show and 
Product Media magazine back 
into research, education and 
engaging end user brands 
and buyers with the value of 
promotional products, and 
specifically bpma members.

Communication and feedback 
from members is so important to 
the association, and something 
we are keen to improve upon this 
year. Our new steering groups 
around British manufacturing 
(Briman), end user engagement 
and Promotional Products Week, 
professional development, and 
the clothing sector should all 
help keep the bpma’s activities 
aligned with our members. 
Our Product Media magazine 
will continue to be a news-led 
publication keeping the industry 
updated with relevant and useful 
news.

Please help us to continue our 
evolution into a stronger, more 
effective trade association by 
getting involved, feeding back, 
and supporting our events and 
activity.

I wish all of our members a 
healthy, happy and prosperous 
2016, and look forward to 
supporting you over the coming 
year.

The bpma’s new board directors: Neal Beagles – Roantree (President); 
Brian Hayward, Page Group; Andy Knight, CHX Products; Melissa Chevin, 
A.T. Cross; Jean Francois Chodecki, Corporate Creations; Matt Franks 
Fluid Branding (Chair)

technology platform within the 
UK for better control over the 
learning experience. 

With more than 130 people 
actively learning through the 
bpma education programme, 
many of our member companies 

also recognise that industry 
research is critical to growing 
the promotional products 
sector. Again we are looking to 
increase resource in this area. 
We launched the industry’s first 
mystery shop in 2015, and will 
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insight

These changes, along with 
general branding techniques in 
non-standard positions, such 
as left shoulder “Superdry 
Style”, are turning standard 
promotional clothing items into 
bespoke retail-like products.
Shorter delivery times, 
manageable quantities, and 
easier re-ordering are key 
advantages over bespoke 
ordering that your customers will 
benefi t from. 
Offering these branding 
solutions will help you in the 
sales of promotional clothing . 
I look forward to more of your 
clothing and embellishment 
questions. Happy selling!

Q. Are there trends in 
promotional clothing?
A. Marketing results are often 
calibrated on the “impressions 
and impacts” that the brand will 
incur from the planned activity, 
of which clothing can be a major 
contributor, hence the realisation 
that fashionable, well-branded 
clothing will deliver better 
results.
The current market place in 
the promotional clothing sector 
is following retail trends and 
fashions. Whilst there is, and 
always will be, a market for the 
traditional screen printed tee 
shirts promoting extra points for 
this and promotional discounts 

for that, there is a reality that the 
printed tee shirt is not always 
the best way to promote their 
brand. This product, like so 
many promotional items, often 
ends up in the desk draw after 
one wear. 
With this trend towards retail 
quality clothing and branding a 
new sector has appeared. We 
have always had “Off the Shelf” 
and “Bespoke”, and now we 
have “Bespoke-Like”!
This is where we as a decorator 
take a blank off-the-shelf 
garment and make retail style 
changes to it. These can take 
the form of a neck label change, 
adding a hem label, changing 

the zip pull toggles, or stitching 
on rubber or leather badges, to 
name but a few modifi cations. 

Ask Clive

Clive Allcott, the Essential Branding guru, on Garment Decoration

See the full collection at www.pfconcept.com 
enquiries@pfconcept.co.uk • 01933 673111

New technology for 2016

10826000
Decibel Bluetooth® Speaker 
(3 changeable coloured sleeves)

10826200
Rollbar Speaker Stand

13418802
Ray Flashlight

STAND G10

All supported by our full decoration service
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show has been confi rmed 
by leading suppliers of 
advertising products and 
services from acroso Europe. 
Polish companies, who are 
becoming more and more 
competitive, will also present 
their offerings.

The 12th edition of the 
Trade Fair for Advertising and 
Printing RemaDays will be held 
from February 16 to 18. Online 
registration at www.remadays.
com  will save time and will 
additionally entitle visitors to 
free tickets to the   Warsaw 
EXPO grounds.

Ready for 
RemaDays 2016
Nearly six hundred exhibitors 
from across Europe have 
confi rmed their participation 
in RemaDays 2016.  Opening 
on February 16 in Warsaw, this 
is the 12th year of the Fair for 
Advertising and Printing. 

One of the largest 
exhibitions in the industry 
in the world, RemaDays is 
changing its image this year. 
Featuring spacious, modern 
and comfortable halls with 
a total area of   35,000 sq m, 
the event will play its part in 
Warsaw EXPO being attended 
by a record number of visitors 
this year.

The RemaDays trade fair 
beats previous attendance 
records each year, with 
the change of location 
and increased facilities 
for exhibitors and visitors 
prompting a prediction of 
about 20,000 thousand 
visitors. Participation in the 

The BIC 4 Colours pen and 
the BIC Evolution pencil were 
the offi cial ball pens and 
graphite pencils for the COP21 
Convention on Climate Change.

This major international 
conference, which took place 
from November 30 to December 
11 at Le Bourget in France, saw 
many state and government 
leaders attend.

The BIC 4 Colours ballpoint 
pen, launched in 1970, offers 
an average of 8 kilometres of 
writing, while the wood-free BIC 

Evolution graphite pencil will not 
splinter in the event of breaking 
and has an ultra-resistant HB 
grade lead. Both products 
are manufactured in France to 
the high standards of the BIC 
Group. 

In addition to pens, attendees 
received a small notebook, 
also imprinted by BIC Graphic 
at the expert printing location 
in Tarragona. The square 
BIC Booklet Organiser was 
manufactured in Spain from 91% 
recycled material. 

BIC named official 
partner of COP 21
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Another successful patrons 
dinner was held on the 10 
November at the highly 
acclaimed Gordon Ramsey 
restaurant, Maze.   

Traditionally the events have 
been held at the House of 
Commons or the Carlton Club 
with Brian Binley MP leading 
the after dinner debate. A new 
format is now working with a 
guest speaker, and fi rst up was 
the turn of Chris Daly, director 
of customer experience at the 
Chartered Institute of Marketing.  

Chris gave some real 
insightful points about some 
of the increasing challenges 
marketers have in the modern 
world.  New patron Lesmar was 
represented by Mike Oxley, who 
said it was an excellent choice 
of venue and a very thought 
provoking evening.

The Pen 
Supplement new 
edition is launched
The Pen Warehouse is has 
released edition two of The Pen 
Supplement, its collection of 
best-selling products. The range 
offers something for any type of 
promotion, whether it’s low cost 
plastic pens for event giveaways, 
budget-friendly pencils for large 
campaigns, or high-quality metal 

pens for executive gifts.
New additions include the 

Sparta Ballpen which utilises 
double-injection moulding 
technology, and the Quad-i 
Ballpen with four coloured refi lls 
and touchscreen stylus. A 360° 
laser engraving service is now 
available on their improved 
version of the Electra Ballpen.

The Pen Supplement is a 
quick way to see the best The 
Pen Warehouse has to offer, with 
RRP pricing suitable for sending 
directly to end-users. Investment 
in the latest printing technology 
allows high-quality full-colour, 
spot colour and laser engraving 
with a rapid fi ve-day standard 
lead time.

All full-colour printed and laser 
engraved products are also 
available with no minimum order 
quantities at www.No-Minimum.
co.uk. The catalogue can also 
be overprinted with company 
branding.

The tournament may not have 
been England’s fi nest hour, but 
DHL had a high profi le at the 
Rugby World Cup thanks to 
branded white boards.

The resuable boards enabled 
fans to express themselves 
on the spur of the moment, 
whether celebrating their 
team’s success or regretting a 
missed opportunity. This great 
partnership was completed by 
distributor Event Merchandising 
and supplier Clap Banner.

The patrons dinner at Maze

DHL scores at 
Rubgy World Cup

The patrons dinner at Maze

bpma patrons meet at Gordon 
Ramsey’s Maze restaurant

Matt Pluckrose, Steve Barnes Matt Franks, Chris Daly

Mike Oxley, Richard Wildsmith 
Gavin Mooney, Malcolm 
Stephenson, Angela Wagstaff

Mick Humphries, Sue Tugman, 
Neal Beagles
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education 

In our modern, competitive 
and creative environment, 
organisations can adopt several 
practices to help attract and 
retain employees. A business 
offering a healthy, varied work 
environment which favours the 
well-being of employees is more 
likely to attract and retain staff 
over those that don’t.  

There are many ways in which 
you can create or redefi ne your 
work culture and environment – 
benefi ts, incentives, involvement, 
work/life balance opportunities, 
job security and career 
development all play their part, 
alongside a planned, staged 
staff induction programme for 
new staff. 

Inductions are the ideal time 
to prepare your new staff for 
their role, and you should align 
them with what your company 
stands for, and how you like to 
do business. Induction training 
should include development 
of theoretical and practical 
skills, but also meet interaction 
needs that exist among the new 
employees. 

Companies that fail to impress 
new staff risk losing them pretty 
quickly. Research shows:
•  25% of new starters decide to 

leave their new company within 
the fi rst week

•  47% decide to leave after three 
months with a poor induction 
process being blamed for 
those wishing to leave early

•  40% of employees who receive 
poor training will leave within 
the fi rst year  

The bpma education 
programme ‘Trained in 
Promotional Merchandise‘ 
course (TPM) offers both 
supplier and distributor 
members a ready-made, 
industry specifi c induction 

programme. It is currently being 
used by over 133 members as 
a stand-alone training course or 
is enhancing an existing training 
programme. 

The TPM programme can 
save managers and business 
owners valuable time. The 
course is offered either through 
100% online training, or as a 
mix of face-to-face and online 
learning, and introduces learners 
to the industry fundamentals.  
The course shares research 
on the power of promotional 
merchandise, artwork fi les and 
requirements, and the basics of 
screen printing, and gives those 
taking it access to more than 
70 pieces of industry specifi c 
content acting as a resource 
tool. 

Business owners and 
managers can utilise their time 
with new staff with training 
on business processes and 
procedures.  Offering training 
and development through an 
industry-specifi c recognised 
course, written by industry 
experts and run by the industry 

trade association says a lot 
about you and your business. 

It shows employees that you 
want to invest in them, that you 
want them to acquire new skills 
and you want them to settle, 
understand and deliver in their 
role as quickly as possible. Of 
course, you also want them 
to enjoy it,  which is why we 
also offer bpma education 
programme factory visits too. It 
demonstrates your commitment 
to them which will result in 

commitment to you in return, and 
will increase your staff retention 
rates.

If you have hired new staff or 
will be hiring in the New Year, the 
bpma education programme will 
be running a FREE education 
programme Introductory 
Seminar on 29 January 2016. 
This will be an ideal time to 
embrace a new year and a new 
start with new staff. 

Contact Daniela@bpma.co.uk 
for details or to arrange a demo.

Building a happy and 
profitable workplace
Why are some employers more successful at retaining their workforce over others? 

Daniela Arena
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Building a happy and 
profitable workplace

To view the the bpma education 
programme online go to:
www.education.bpma.co.uk

Continued exam 
success
Big congratulations to Carly 
Prophet from Allwag Promotions 
for passing her TPM exam in just 
six weeks with an impressive 
100%. Carly dedicated 1 - 2 
hours a week to studying,  
achieved the 125 credits needed 
to take the exam in just fi ve 
weeks and decided to book the 
exam straight away.

 Carly says: “I am over the 
moon with my exam mark. I am 
new to promotional merchandise 
and the TPM course was a great 
starting place to learn about the 
industry and products. I would 
highly recommend it to anyone 
starting out or wanting to refresh 
their knowledge on the basics. 
I am looking forward to starting 
the CPM course in the New 
Year!” 

Daniela Arena, professional 
development manager for the 
bpma says “We are delighted 
with Carly’s result. It was such 

a pleasure to call her after the 
exam and deliver the special 
news. Carly is our second 
learner to pass with 100%. It 
just goes to show that if you stay 
focused and really want it you 
can do it. 

“We have had some TPM 
fails over the last few months 

so I think the message to all our 
133 learners on the programme 
is clear – learn from Carly’s 
success, stay focused, study 
regularly and commit to the 
exam straight away while the 
knowledge is fresh.”

Others who have passed their 
TPM exams include Sarah Kemp 

and Kim Pennell from Allwag 
Promotions and Ryan Hutchings 
from Fluid Branding.

Ryan Hutchings comments 
"The bpma education 
programme offered me a simple, 
streamlined course of material 
to follow with regular quizzes to 
prepare and test me for the fi nal 
exam. 

“I found the whole experience 
to be a pleasure as well as being 
a huge benefi t to me within 
my role at Fluid Branding.  It 
has helped me to gain a better 
understanding of the intricacies 
of the world of promotional 
merchandising beyond 
my experiences within the 
workplace".Ryan Hutchings, Fluid brandingCarly Prophet, Allwag Promotions

 0191 5846000 mail@dunelm-glass.co.uk    www.crystalbusinessgifts.co.uk Tel:E-mail: Web:
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forecast 

Unmistakable quality

Fine detail branding

The finest materials

COME AND 
SEE US AT
STAND A66

Confi dence in 2015 was certainly more buoyant in the promotional products industry 
with more and more companies expressing increase in sales revenue, albeit in some 
instances with a drop in margin. We asked industry fi gures for their take on what 
changes are in the pipeline for 2016.

Matt Pluckrose, managing 
director of Desktop Ideas: “I 
certainly see more branding and 
personalisation on shorter runs, 
and in addition higher quality 
packaging for clients. Something 
we are great advocates of is joint 
presentations with distributors, 
what we call “the show and tell 
partnership”. I think the market 
is following online brands in a 
quest for 24/7 speed of service. 
Also the traditional ‘them 
and us’ approach needs to 
replaced with more vendor/client 
relationships.”

Neil Cleere, managing 
director of the Pen Warehouse 
and Snap Products: “I can 
only speak for pens, but we 
expect that there will be very 
little change in consumer taste. 
There is a slight shift towards 
pens with a capacitive stylus 
and there seems to be a slight 
shift away from expensive metal 
pens, mainly due to the fact that 
Far-Eastern manufacturers are 
now very good at producing 
attractive metal pens at 
competitive prices. With regard 
to branding processes, there 
is an increasing demand for 

larger print areas on engraving, 
conventional printing and digital 
printing. 

“From a technology 
perspective. Vistaprint are now 
taking orders, small and large, 
from the end-user, right across 
a large spectrum of popular 
promotional items such as bags 
and mugs and we certainly feel 
this could well be a threat to the 
industry.

“Generally speaking, 
suppliers such as ourselves 
will have to be more aware of 
productivity than ever before. 
A rise to £9.00 per hour on the 
minimum wage by the end of 
this parliament is a signifi cant 
challenge for manufacturers 
if they wish to avoid passing 
a signifi cant proportion of this 
cost on to distributors. Pension 
contributions will also rise to 3% 
by the end of this parliament 
and both of these costs will 
potentially put upward pressure 
on prices. 

“The government is trying to 
move from a low wage economy 
to a higher wage one and there 
is certainly merit in this if we are 
to make work pay. However, it 
is not a level playing fi eld as 

countries like Poland with very 
low wages will now have an 
even bigger advantage over 
UK based manufacturers. The 
answer lies in productivity and 
this will mean that we all have to 
evaluate how we do things and 
that includes technology in no 
small part. 

“On the plus side I see oil 
prices remaining low until at 
least the end of 2016 and 
this will help the Far Eastern 
manufacturers to keep their 
prices at current levels for 
some time and in some cases 
we will see prices dropping, 
particularly ones that rely heavily 
on hydrocarbons. I also don’t 
see the Chinese currency 
strengthening signifi cantly 
against the dollar in the fi rst six 
months of this year, and this will 
also help maintain price stability.

Brian Hayward, managing 
director of the Page 
Partnership catalogue group: 
“At Page, we start product 
selecting at the end of January 
for a catalogue which will 
be launched on June 1. The 
result is that about now we are 
considering with our members 

Above: 
The Pen Warehouse

LOOKING AHEAD 
TO TRENDS IN
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the likely trends and innovations 
which need to be refl ected in the 
merchandise we select. Overall 
we think the economy is getting 
stronger although more fragile 
than we would all like to admit. 
So, it means currently that as 
an industry we will feature a lot 
of “confetti style” of products - 
cheap, cheerful and plentiful. 

“More due to budget than 
conscience, but I think that’s 
changing with more attention to 
better quality. The more canny 
decision maker is now choosing 
product based on “quality 
value” which incorporates eco, 
safety, technical standards and 
recommendations. Obviously 
value is important, but so is 
providing a pen that works or a 
Powerbank that doesn’t blow-up!  

“I think that next year we will 
see more emphasis on Eco 
and certifi ed products. As a 
trend Eco products in the last 
few years have had reduced 
popularity. Blame it on the 
recession. But with less money 
in the economy people are 

to use reliable, risk free products 
rather than rubbish. We will be 
ensuring that all our products 
have the relevant certifi cation. 

“Also another big development 
over the past few years has 
been the development in digital 
print. Next year we will be 
offering more products with full 
colour personalisation. Express 
delivery is another subject 
that has changed the way we 
all sell promotional products. 
Currently we feature over 500 
express products. The service 
offered varies between one and 
fi ve days. We only expect this 
product range to increase, in line 
with end-users expectations. 
There has been a move to 
include the origination in the 
catalogue selling price. 

“It won’t be happening next 
year for us. We’ve asked all our 
suppliers and members their 
opinion. It’s simple, everyone 
likes the idea but most suppliers 
won’t build the origination in to 
the unit price simply because 
they think it will make them 

look expensive. Similarly, 
distributors want their catalogue 
or web price to appear to be 
as competitive as possible. We 
will encourage product lines 
that include origination and or 
carriage but won’t insist on it.”

Ian Barnham, Trade Marketing 
Manager at BIC Norwood 
Graphic: “We saw phenomenal 
growth in our new Sport & 
Wellbeing category in 2015, 
and as healthy living becomes 
more integral to people’s 
everyday lives, we expect this 
trend to continue. Our launches 
in January refl ect this, with 
extensions to our sport and 
lifestyle products range.

We’ve also seen a growing 
demand for soft-fi nish items 
across an increasing number 
of categories; from pens to 
notebooks, power banks to sport 
bottles. We foresee the desire 
for textured items is likely to 
continue, but as our customers 
look for something different 
in our tactile industry, we also 

LOOKING AHEAD 
TO TRENDS IN

buying cheaper and have less 
inclination to buy Eco.  I suspect 
that the near future this will 
change to a more careful sale 
where Eco and safety levels 
have more consideration.

“Obviously those who sell 
with little or no customer 
interaction may not be able to 
get the message across, but I 
feel customers need reassuring 
while they spend their money, 
ensuring a risk free transaction 
for both the end-user and the 
distributor.  I’m not saying we are 
going to stop selling Contour or 
Curvy pens, just perhaps they 
might become less important. 

“A strong potential performing 
category is our gadget range, 
where we expect strong 
growth on top of record year 
in 2015/2016. This has been 
helped by the Powerbank which 
hit our portfolio a few years ago. 
interestingly, as this product’s 
market develops there has been 
a growing infl uence towards 
quality and value rather than 
straight price. End-users prefer 
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forecast 

closely with Designworks BMW 
(Worldwide) to add yet another 
dimension to their creative 
portfolio. 

“On technology, Senator 
Germany were the first pen 
manufacturer worldwide to 
develop a machine capable 
of printing Direct HD Digital 
with a raised 3D finish, taking 
nearly three years to design, 
build, and commission. This 
expensive piece of equipment is 
currently servicing Senator’s 88 
markets worldwide, and demand 
for the finish it creates grew 
dramatically during the course 
of 2015. Expect Senator to add 
further exclusive capability in 
2016.”

“customers are  
looking for something 
different in our  
tactile industry”
expect them to look for new print 
techniques that add another 
dimension, such as soft-touch 
and textured print finishes to 
really bring a logo to life.”

Andrew Hill, managing 
director of Senator Pens: 
“Senator are universally 
recognised as the ‘innovators’  
in pen world, constantly  
creating and developing new 
designs. This is because 
they have a fully operational 
R&D department in Germany 
financed through re-investment 
by their parent company. No 
other pen manufacturer delivers 
on design quite like Senator, 
and in 2016 they will be working 

Above:
Senator Pens

01483 200768       

sales@uklanyardmakers.co.uk

www.uklanyardmakers.co.uk

Suppliers to the trade only.

In-house  artwork team.

5000 a day production.

Full colour by dye sublimation.

British made for delivery 
as quickly as NEXT DAY.

Lanyards - with no hanging around!
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WE DO MORE THAN JUST
‘STICK A LOGO ON IT’

OUR STUDIO IS FULL OF
DESIGNERS, ILLUSTRATORS

AND PHOTOGRAPHERS

LET US SINK OUR TEETH INTO
YOUR NEXT CREATIVE BRIEF

CONTACT A MEMBER OF THE 
SALES TEAM TO SEE SOME EXAMPLES

sales@carolegroup.com
0118 977 1424

Recognition Express 
Symposium another 
great success
Recognition Express Franchisees met 
at the Daventry Court hotel to bring 
together a series of great speakers and 
to recognise top performing franchisees. 
Gordon Glenister from the bpma and 
Diane Anderton from SPS were among 
the speakers. 
Congratulations to the winners, who were

Franchisee of the year: 
Alex Newman - Recognition Express Coventry
Best Year: 
Alex Newman - Recognition Express Coventry
Graham Marshall - Recognition Express Essex
Jan Chidley - Recognition Express Hull & East Riding
Steve Randerson - Recognition Express Kent
Nigel Hawkin - Recognition Express Wakefi eld
Retirement congratulations:
Graham Mitchell - Recognition Express South East Scotland
Best ever month:
Ed Kennelly - Recognition Express West London
bpma Award: 
Ed Kennelly - Recognition Express West London

Nigel Toplis, Recognition Express 
CEO (left) makes the Retirement 
Award to Graham Mitchell.

Alex Newman, Franchisee 
of the Year

Ed Kennelly receives the bpma 
Award for Marketing Innovation 
from Gordon Glenister 

Paul Mitchell, Top 
Turnover Award
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Profile 

Just the Two of Us
Sue Moth of Sanders Badges spotlights the Family Business ethos
I fi rst came into the industry 40 
years ago when I was employed 
in the fi nance department by 
Sanders Badges on a part- 
time basis.  Having two small 
children at the time meant that it 
was only possible to work a few 
hours per week.  As the children 
grew so did my role at Sanders, 
and  over the next 20 years my 
roles changed many times until 
I became  managing director 
during the 1980s.  

Sanders Badges grew 
considerably during these 
years, and during the 1990s 
I was joined by my daughter 
Annabel. Together we were able 
to take over and eventually own 
Sanders Badges outright.

Our roles in the business have 
not necessarily been defi ned, 
but over the years they have 
evolved.  Annabel has taken on 
the marketing role, and I deal 
with the day to day running of 
the factory.  We have a team 
of people on the sales side, 
but we usually both have a big 
role to play when dealing with 
customers and suppliers.

As we need to be able to 
take over from each other, 
we are both able to do all the 
tasks involved in running a 
company, but both know and 
understand where our strengths 
and weaknesses lie. We are 
both able to jump on a badge 
machine to meet a particularly 
tight deadline when necessary, 
although our performance may 
leave room for improvement! 

Our relationship is, and always 
has been very good  - even 
through the teenage years.  
We work well together, and 
although we do not always 
agree on everything, we are 
able to discuss and debate 
all issues until we can reach a 
compromise where we are both 
happy.  We both have a similar 
sense of humour, and love to 
laugh, especially when someone 
has the misfortune to slip over in 
front of us.

Our working relationship is 
structured so that we spend 

three or four days a week 
actually together in the offi ce.  
During these times, we are 
usually so busy with our own 
work that we don’t actually 
spend too much time talking.  
Therefore we often enjoy the 
time spent away from the offi ce 
at exhibitions and trade shows  - 
a little too much sometimes -  as 

this gives us the opportunity to 
discuss many aspects of our 
working life together. 

We spend many happy hours 
as a family with our respective 
partners and families, but try not 
to let our working lives encroach 
on these leisure hours .

 As far as we know, there are 
not too many mother/daughter 

relationships in the industry.  
We really have no idea why this 
is the case.  However when 
I joined the industry in 1975, 
there were not too many women 
business owners.  This has 
been changing over the years 
until now it seems that women 
almost dominate this industry. 
Therefore as the women today 
have children, I can foresee a 
time when there will be many 
more mothers and daughters 
following the same career paths 
and working together.    

We are proud to be a part of 
the Promotional Industry, and 
would urge anyone to join this 
industry as it is usually pleasant, 
friendly and fun to be a part of.  
Annabel and I are often referred 
to as the Mother /Daughter 
company or as the Badge Girls.  
We like both of these titles as this 
singles us out and sets us apart 
from our competitors   

It is often commented on 
that it seems strange to see 
us working alone, and after 18 
years of working together, we 
also feel incomplete without 
each other, so  Sanders Badges  
will continue to be “just the two 
of us”.  

Above: The Sanders Badges team
Left: Mother-and-daughter team 
Annabel Apperley (left) and Sue Moth
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Electronics into 2016
Bluetooth is set to 
get faster, longer 
range and further 
enhance all our 
Tech, says Matt 
Pluckrose of 
Desktop Ideas

Bluetooth is an integral and 
growing part of our digital 
lives. Whether driving, working, 
exercising or relaxing this 
technology has “cut the wires“ 
over the last ten years and 
opened up many opportunities 
for promotional marketers within 
our industry. This explosion of 
wireless gadgets has helped 
to push the gadget sector to 
above 12% of total spend on 
promotional products. 

Such gadgets increase our 
quality of life and research has 
shown provide the most useful 
products, which means they are 
one of the best ways to keep 

your client’s logo close at hand 
and offer meaningful return on 
investment. 

Examples of such items 
include Bluetooth Speakers, 
hands-free devices, mice, 
headphones, earbuds, Selfie 
Sticks, Activity trackers such 
as Fitbit, Jawbone and indeed 
iWatch. 

This rapid increase in 
product variety is all set to grow 
rapidly according to the  group 
overseeing this technology, the 
Bluetooth SIG, which it sees 
the growth in consumer and 
business products likely to at 
least twice as good next year!

This Bluetooth steering group 
recently shared its roadmap for 
2016, which included a style 
100% speed increase versus 
the current standard without 
increases to power consumption. 
The speed and distance over 
which it can work means it will 
become more instrumental in 
the development of the so called 
Internet of Things (IoT). Bluetooth 
is expected to increase its 
coverage from around 10M 
currently to over 40M in 2016. 

The Bluetooth advancements 
coming soon in 2016 will 
further engage and develop 
fast-growing industries 

such as the smart home, 
industrial automation, location-
based services and smart 
infrastructure. Look out soon 
for Bluetooth enabled fridges, 
toothbrushes and weighing 
scales all of which will wirelessly 
connect to an APP on your smart 
phone and enable the user to 
monitor and control their daily 
lives more easily.

“There is significant demand 
from our members and the 
industry at large to enhance 
Bluetooth with the new 
capabilities we’re announcing 
today,” says Toby Nixon, 
chairman of the Bluetooth SIG 
Board of Directors. 

IoT applications include the 
extension of smart homes with 
audio, smart accessories and 
consumer technology, and also 
infrastructure applications both 
indoor and outdoor. A 100% 
increase in speed, without 
increasing energy consumption, 
will enable faster data transfers 
in critical applications, such as 
medical devices. 

Bluetooth: speed and 
range increasing
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Awards - Life After The Acceptance Speech
Jamie Marshall, founder and MD of Premier Print & Promotions 
(www.promotional-gifts.com) reports on the spin-off benefi ts  of awards.
Back in September, Premier 
Print & Promotions and I were 
honoured to win the Essex 
Business Excellence Awards for 
‘Customer Care & Service’ and 
‘Outstanding Business Person’. 

These were awards for 
companies based in our county, 
judged by experienced business 
people from other successful 
local companies. And before you 
ask, no, the awards ceremony 
wasn’t held at The Sugar Hut 
night club from ITV’s The Only 
Way Is Essex!

Winning both awards was a 
brilliant achievement for us as a 
team, but what happened next? 
We have received some great 
messages of congratulations 
from our customers following 
the awards night. Many are just 
as excited as us about Premier 
winning. 

“This is excellent news and 
well deserved. I whole-heartedly 
agree with the decision,” said 

the UK marketing manager 
of a leading European 
pharmaceutical company. “Your 
whole team are exceptionally 
professional and strive to deliver 
a quality service which we truly 
appreciate.”

The awards are also helping 
raise our profi le in unexpected 
ways. For example, the latest 
employee to join the Premier 
family only heard about us 
through our involvement in the 

awards. When people see what 
Premier are all about and then 
want to use our services, or be 
a part of our organisation, it is 
confi rmation that we are doing 
the right things.

Alternatively, you could look at 
the whole awards process as a 
kind of corporate confessional. 
By submitting a company into 

any awards, you are forced to 
examine the successes and 
failures of your business over 
the previous 12 months. This 
can provide inspiration, and 
help your team set the goals for 
where you want the company to 
go next.

Will winning the awards 
change us or the way we 
do business? The simple 
answer is no. We have always 
concentrated on our core values 
of quality products, affordable 
prices and the best customer 
satisfaction possible. But awards 
are a great way to remember 
just how important the outsider’s 
perception of Premier actually 
is. That goes for our customers, 
suppliers and prospective 
customers alike.

The bpma Awards will be 
held on 14 September 2016 at 
Whittlebury Hall, Silverstone. The 
awards will open for entries in 
the Spring. 

Above: Premier Print & Promotions 
honoured at the Essex Business 
Excellence Awards
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1  HERITAGE
Our blend of 95 YEARS’ experience, 
integrity, creativity and future-orientated 
zeal makes us the ultimate promotional 
partner for any brand. A member of the Merz Group  
in Frankfurt (1908). senator® Global was founded in 
1920 and operates in 88+ countries worldwide.
senator® UK & Ireland was established  
over 30 years ago (1983).

2   CENTRE OF 
EXCELLENCE

senator® pens is based in Harlow and 
is the only purpose built pen printing facility 
in the U.K. We were appointed the CENTRE OF 
EXCELLENCE by our parent company as a group 
training environment, as well as being a primary 
location for the BPMA’s education programme.

4   QUALITY & 
CERTIFICATION

YOU’RE SAFE with senator®. If inferior quality 
promotional material can damage your brand just  
think of the risk you are taking by buying products 
that fail to meet regulatory compliance! ALL senator® 
pens are REACH, BSCI, ISO 9001 and 14001 
accredited, and we are of course Sedex registered 
and compliant. We have a transparent supply chain 
and a fully operational CSR programme. Company 
and product–specific certification is available for all 
end-user requirements. 

5  LONGEVITY 

In advertising terms, senator® deliver the best ‘OTS’ 
(opportunities-to-see) in the promotional pen world. 
The continuous brand impact is unrivalled, making 
renewals very straight forward.

?
why

15 reasons to choose senator®

With a senator® pen you are guaranteed 
original design, outstanding functionality and 
unmistakable German quality – high impact 
advertising at its best. If being Europe’s 
leading promotional pen manufacturer and 
supplier isn’t enough, we have set out 15 
reasons why you should choose a senator® pen 
for your promotional campaign.

3  MADE IN GERMANY
Our products are a harmony of premium German 
craftsmanship, contemporary elegance & reliable 
functionality. With senator® you have the assurance  
of continuity from an established manufacturer; it’s 
brand ‘TRUST & GO’. 

1,070,036  
senator® pens are  
manufactured every  
working day.

235,407,928  
pens every year.

6  WE MANUFACTURE 

Our pens and refills are not 
imports from the Far East 
– WE MANUFACTURE –  
all senator® plastic pens and 
refills are manufactured by  
us at our Technology Centre 
in Germany using state of the 
art machinery which has the 
capacity and flexibility to  
deal with a wide, constantly  
developing range.

senator.com

sales@senatorpens.co.uk

+44 (0) 1279 630700 



senator
Extramoredinary. Since 1920.

7  AWARDS 

We continuously strive to raise customer service 
standards and invest in new technologies which grow 
and push the promotional industry forward. Since 
2006 we have been awarded 55 ACCOLADES for 
service excellence and we are the only promotional 
pen manufacturer to win awards for product design.

8  WE ARE GREEN
Every senator® plastic pen is green. Our pens are 
manufactured using WATER POWER – our plant is 
powered by the River Main in Germany. We have the 
lowest carbon footprint of any promotional pen on the 
market; 100% of the components of our plastic pens 
are non-airfreighted. All our plastic pens 
contain part-recycled material and our 
recycled barrels are genuinely 
recycled (95%). senator®’s Eco 
BIO-DEGRADABLE range  
offers fascinating surfaces and  
a sustainable promise. 

12   STYLE,  
COLOUR &

 CHOICE
30+ gorgeous pen families for 
every image and every budget; we 
are the only pen manufacturer to bring 
new products to the market, year-on-year. 
With 50 fantastic colours as standard on some pen lines 
and over 1,000,000 amazing colour combinations with 
our mix&match service, the possibilities are ENDLESS, 
but if it happens to be that your desired colour is not in 
our colour table, we will fulfil your needs with our 
PANTONE MATCHING SERVICE (PMS).

13   FAST & FLEXIBLE 
DELIVERY 

Our market leading range of fast 
turnaround services ensures you 
receive the product you want when 
your client wants it. We offer 
COMPLETE order fulfilment, distribution 
and storage (for call-offs/schemes etc.).9  FREE VISUALS & SAMPLES

We provide FREE visuals so that your customer can 
view their logos on a range of solutions before they 
are produced. Physical samples are free and delivered 
next day - simply order by 3 pm!
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15  TRADE EXCLUSIVE 

We are a Trade Exclusive supplier,  
NO EXCEPTIONS. Our customers are 
promotional merchandise distributors 
who we are dedicated to supporting with 
high quality marketing materials and 
strategic brand building. 

NEW

14  SPECIALISED STAFF
Our dedicated and experienced Account Managers 
provide free consultancy, creative practical PRODUCT 
SOLUTIONS and a full product management  
service. Central to our ethos is our  
Customer Service team who are attentive,  
supportive and responsive and available 
to you at all times. In fact, we were the  
first company in the industry to introduce  
dedicated personnel to our customers. 

11  QUALITY & DURABILITY
Customers will enjoy a comfortable writing 
experience with senator®’s magic flow refill. Added 
to which, our G2 pens contain up to 16 TIMES more 
ink that our competitors.

W E  A R E
T R A D E
E X C L U S I V E .

10  WIDEST PRINT OPTIONS
We offer the widest choice of print options; 360°  
Full colour, Full wrap, UV print, Screen printing, Pad 
printing, Xtreme branding, Laser engraving and now  
a WORLD WIDE EXCLUSIVE only available from 
senator® – our High Definition Digital Print – a new  
way of printing that delivers a raised 3-D like surface.
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bpma news

New group set up to support 
British Manufacturers 
A new special interest group 
has been set up by the bpma to 
support British Manufacturers. 
At a recent meeting held in 
Leicester, a group from First 
Editions, Orchard Melamine 
and Great Central Plastics will 
become part of a steering group 
to help manage and co-ordinate 
a programme of activity.  

The group’s main aims are to: 
•  Help sell/promote UK 

manufactured products (myth 
busters)

•  Share best practice
•  Explore marketing 

opportunities 
•  Holds biannual networking 

events with relevant speakers
•  Explore discounted/combined/

shared freight rates 
•  Share knowledge ofavailable 

grants etc
•  Produce a potential mini online 

or paper flyer catalogue
•  Use the logo and group name 

on company literature and 
emails 
Only companies whose 

total manufacturing revenue 
exceeds 50% can participate. 
Ben Chamberlain from 
Orchard Melamine said: “It’s 
a great opportunity for UK 
manufacturers to build upon 
current success and drive 
businesses forward individually 
and collectively. 

From October 1 2015 the 
National Minimum Wage (NMW) 
rates increased to £3.30 for 
apprentices currently exempt 
from the NMW, which is those 
under the age of 19 and older 
apprentices in the first year of 
apprenticeship, £3.87 for 16-17 
year olds, £5.30 for 18-20 year 
olds and £6.70 for adults aged 
21 and over.

The living wage 
Included in the Summer Budget 
2015 was the introduction of a 
new National Living Wage (NLW) 
of over £9 an hour by 2020. 
From April 2016, the new NLW 
will be £7.20 an hour for those 
aged 25 and over, this move is 
effectively adding an additional 
tier to the NMW.

National 
Minimum 
Wage 
increased  
in October

Misuse of the  
bpma logo
A company was recently 
found to be using the 
bpma logo illegally and 
reported to the bpma. We 
Can Brand it of Newcastle 
was also using the Sedex 
logo and claiming to have 
ISO accreditations, both of 
which were false.
A leading distributor in the 
South West that had placed 
a significant order with this 
company was found to be 
very concerned about the 
legitimacy and financial 
status of the company. 
In a related move, the bpma 
is ensuring that companies 
that have multiple websites 
clearly state that they are 
part of a holding or parent 
company to enable the 
bpma logo to be used.

bpma Job board 
The bpma job board, to be 
found on the website, is a 
free service for members 
to advertise jobs within the 
promotional merchandise 
industry. Leading 
distributors and suppliers 
are using the facility 
including Brand Addition, 
LSI, PA Promotions and 
many others. 

The bpma has 
moved
Due to a re-structure, the 
bpma has moved its offices 
to Cambourne, just outside 
Cambridge. Our new offices 
are at: Regus House 1010 
Cambourne Business 
Park, Cambourne, 
Cambridge CB23 6DP.  
T: +44 (0)1223 598 000.

The bpma LinkedIn forum
The bpma LinkedIn community 
has almost 900 members and 
a number of important industry 
topics are discussed. Some of 
the more recent ones include:

Computer Virus hits 
industry: A computer virus 
hit the industry in November 
and a number of companies 
got caught out. The subject 
heading was Promotional Gifts 
– Project Draft Urgent. The 
bpma advice is always to be 
mindful of unsolicited email. 
If it looks too good to be true 
it probably is. Also, check the 
url suffix.

Bad Debtors - how 
much time do we waste on 
people who clearly have no 

intention of paying: Denise 
Broom from Broom Incentives 
warned other members of 
a recent problem with a 
non-payer. The bpma once 
again recommends careful 
credit checks on companies 
before selling or buying from 
them. We also recommend 
the bpma Account Assyst 
credit management 
programme.

Rude and Aggressive 
behaviour: Gordon Glenister 
commented on possible 
reasons why a number 
of suppliers have been 
experiencing unreasonable 
behaviour issues from 
customers. 

To view the bpma job board goto  
bpma.co.uk/jobs/promotional-
merchandise-industry-job-board
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bpma news

bpma Show set to be a winner
Stands for the bpma show are 
going quickly, with over 65 trade 
suppliers already exhibiting. 
Leading brands like SPS, 
Senator, Brunel. Liquid Lens, 
Crystal Galleries, The Carole 
Group, Impression Europe and 
many others will be providing 
an excellent opportunity for 
members to engage in what is 
truly one of the best venues in 
central England – Silverstone. 

Leading distributors have 
welcomed the show including 
Chris Lee, CEO, Brand Addition, 
who says: “We are delighted that 
the bpma will be representing 
our industry by hosting their 
own show from 2016. The 
location is ideal for us, allowing 
all of our people in London and 
Manchester to attend the  
whole day.” 

Nic Taylor, sales & marketing 
director, Dowlis, says: “Dowlis 

look forward to supporting the 
inaugural bpma Show and to 
help prepare our sales team 
to gear up for the busy and 
important last quarter” 

“Whilst January is an 
important trade show month, 
September is critical for the 
pre-Christmas and conference 
season period. Many brands 
plan their budgets and will 
often look for ideas at this time.  
Professional promotional gift 
shows are essential to create the 
right presentation of product.  
We have a lot of great ideas 
for September to make this an 
exciting and different experience 
for both exhibitors and visitors 
alike,” says bpma director 
general Gordon Glenister

The event will take place 
on September 14, supported 
by the very successful bpma 
Education Day on September 13 

at Whittlebury Hall.  
Whittlebury Hall will also host 

also bpma Awards ceremony on 
the evening of September 13. 

“The prestigious awards are 
the highest accolade in the 
industry and there will be some 
changes to the categories 
and voting style this year,” 
says Glenister. “I have been 
to many award ceremonies 
over the years and the industry 
body awards are still the best 
received.”
For more information on the  
new bpma show register at 
www.thebpmashow.co.uk
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www.crystalgalleries.co.uk

©2015 Crystal Galleries
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January 2016
13 -15 PSI 2016, Messe 
Centre. Dusseldorf, Germany
13 – 15 PPAI Expo,  
Las Vegas, USA
17 – 18 Trophex, NEC, 
Birmingham
20 – 21 Promotional Product 
Expo, Ricoh Arena, Coventry 

April 2016
27 - 28 Marketing Week Live

May 2016
19 bpma Conference, Park 
Inn, Heathrow 

September 2016
13 bpma Education Day, 
Whittlebury Hall, Whittlebury, 
Towcester, Northants
14 The bpma Show, The 
Wing, Silvertsone, Towcester, 
Northants
14 The bpma Annual Awards 
Dinner 2016, Whittlebury 
Hall, Whittlebury, Towcester, 
Northants

Dates for 
the diary

For more information on the new bpma show 
register at www.thebpmashow.co.uk
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With an industry value 
approaching £1bn, conservative 
estimates suggest that over 
£600m is managed within the 
catalogue groups. At least 
300,000 catalogues have been 
sent out through the major 
catalogue groups.

Many distributors belong to 
catalogue groups. Karen Paver, 
director of Promotional Union, 
reports a decline in demand 
from last year. Karen says most 
of her members will send out 
over a six month period after 
the catalogue is launched in 
September. Most companies 
tend to use generic covers but 
then brand their own inside 
pages. Promotional Union tends 
to promote Best Sellers by icons, 
and highlight those which are 
available for express delivery.

The Advantage Catalogue 
Group, run by Lawrence 
Angelow, has seen an 18% 
growth in numbers. Lawrence 
maintains great imagery and 
a leisurely browse are the key 
to success. “The annual Best 
Catalogue Cover award has 
been a great addition to the 
bpma Conference in July, where 
members get to vote for each 
other’s covers.” 

The Page Catalogue Group 
has seen numbers slightly rise, 
says director Brian Hayward. 
“Distribution of catalogues has 
always been a major expense.  
It’s still very expensive, but the 
amount of distributors taking 
advantage of fulfilment agencies 
has massively increased. An 
agency offered our members 
an average postage charge of 
84p per catalogue, which is not 
bad compared with the standard 
stamps of £1.90 for 2nd class. 

“The better distributors 
promote themselves as being 
expert professionals with the 
expectation that people buy from 
people.  All distributors focus on 
their key relationships, providing 

their contact with a service 
level which meets or hopefully 
exceeds their expectation. 
Generally the more contact you 
have the better to chance of you 
having a closer relationship. A 
catalogue provides another 
excuse to talk to them with a 
point of reference that hopefully 
stays with your customer for 
months.”

The Ignite Group run by 
Richard Pettinger, is the only 
group with a hardback book as 
a catalogue. The numbers have 
remained static, although one 
member who regularly ordered 
500 jumped this year to 4,000 as 
he was doing an annual mailing. 

Richard gives members the 
chance to have the last six 
end pages branded as well 
as bespoke pantone matched 
envelopes for mailings. Making 
the product stand out is very 
important and we always try and 
get lifestyle shots.” 

So, why is a catalogue still 
so important? Richard says: “A 
good catalogue gives credibility 
to the distributor. Nowadays 
anyone can rig up a website 
cheaply, linking to supplier 
sites at very little cost. If an 
end user sees a really good 
catalogue with an effective 

personalised cover and all the 
end pages used, this gives a 
very professional image. 

“If a distributor is visiting an 
end user, which is starting to 
happen more, the catalogue 
is a perfect introduction and a 
lasting memory after they leave. 
Who remembers a reference 
to a website? A moment’s 
viewing and it’s gone, while 
the catalogue will still be there 
tomorrow, the next day, next 
month and even year. Our 
hardback version gets retained 
for many years.”

The Encore Group has seen 
its catalogue numbers grow 
considerably over the last year 
and, Diane Jaggard suggests 
less than 10% of members go 
with the bespoke option. “We are 
finding a professional, friendly, 
responsive customer service is 
appreciated and prices being 
held for the life of a catalogue 
is essential. A broad range of 
products from ‘A’ list suppliers 

gives balance and variation 
to the catalogue is what our 
members like,” she adds.

Laltex mail out huge quantities 
and despite product director Neil 
Horner maintaining customers 
tell him they are sending out 
less often, the numbers tell a 
different story. “The larger runs 
for customers tend to be for 
mass mailings, whilst smaller 
requests are for ad hoc usage. 
Most customers just ask for a 
logo on the front, while the larger 
distributors are a little more 
creative with the design. Stand 
out is often driven by great 
photography linked with well-
laid-out design, showing colour 
options. The key is not to cram 
too much onto a page.”

Leading distributor Lesmar 
sent out 7,000 catalogues 
during 2015, which was a similar 
number to the year before. 
Managing director Mike Oxley, 
says most are given away at 
shows, events and customer 
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analysis

Fluid Branding mails 2000 
catalogues annually 

Don’t close the book 
on catalogues yet
The promotional gift catalogue is a stable part of many distributors marketing 
campaign, but with the growth in digital spend, Gordon Glenister investigates the 
impact on catalogue usage.   

How can distributors 
use the pages 
proactively and 
stand out from the 
competition? 

•  Use bpma research, ideally 
in infographic form

•  Use promotional 
merchandise with visual 
imagery to stimulate ideas

•  Feature case studies 
showing what’s worked for 
customer

•  Spotlight top-selling 
promotional items

Suggested tactics include:
•  Add value with an 

educational visuals on 
different types of branding 

•  Include terms & conditions 
•  Add credibility by 

explaining ‘why buy from 
us’, featuring bpma and 
other awards

•  Highlight customer service 
and the people behind 
your business
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Ignite would like to thank our Suppliers
and Distributor members for all their

support over the last seven years with the
production of our catalogue.

It is a wonderful privilege to be a part of the family atmosphere
that runs through the group, culminating in a magnificent day

at Warwick Races.

It has been a fascinating and rewarding journey, with a lot of
fun that can only get better. 

It would not have been possible without you.

Aardvark Promotions Ltd.

BMM Ltd.

Bown Enterprises

Broom Incentives

BTC Group

Elevation Promotions

Falcon Marketing Ltd.

Falcon Promotions Ltd.

Fluid Branding

Heartlands Business Gifts

Invogue Incentives

Juice Promotional Products

Kidd Personalised Products

Langstane Promotional Gifts

M4 Promotions

Lesmar

Orb Group

Parkers Promotional Products

Partridge Peartree Promotions Ltd.

Perfect Promotional Products

Premier Print & Promotion Ltd.

Pro-Ad

Promobox

Promotivation

Sports Merchandise Global Ltd.

Springfield Promotions Ltd.

Swift Promotional Products

Synergraphics Ltd.

The Merchandise House

Writeaway Promotional Products Ltd.

www.igniteincentives.co.uk
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Fleury. “Sometimes we will 
run an incentive linked to the 
catalogue.”

Fluid Branding has seen 
its catalogue usage growth 
largely driven by acquisition 
and growth. Currently, around 
2,000 a year are mailed at the 
launch to all existing clients, 
with some left for requests. 
Marketing manager Gemma 
Richards, says: “Catalogues 
are still popular with our clients. 
We encourage people to grab 

analysis

mailings. Lesmar “always sends 
out gifts with mailings and a very 
personalised letter, certainly not 
a compliment slip. By remaining 
on people’s desks it’s a constant 
reminder, and being tactile it’s 
so much more helpful than the 
internet.”

The Sourcing Team use 
catalogues sparingly, “and 
only when it’s relevant to a 
specifi c client, sometimes 
they want a fl ip catalogue. We 
always send a gift,” says Becky 

Dont let your catalogue be the same inside as all 
the others landing on every buyers desk.

Encore Catalogue 2016/2017 offers distributors 
a more exclusive limited membership, together 
with a fresh new look and over 150 pages of 
the best promotional merchandise, from 
80 of the UK’s leading suppliers.

Encore is a dedicated group of 
professionals and suppliers brought 
together to bring you the best, most 
comprehensive catalogue package on 
the market.

SET YOUR CATALOGUE
APART FROM THE REST

Visit www.encorecataloguegroup.co.uk to see our ratecard.
Call 0800 0463200 email: sales@encorecataloguegroup.co.uk

SAVE
APPROX

20%
Order before 14/1/16 

for discounted 
prices

Encore quarter page ad.indd   1 19/11/2015   16:23

Catalogue groups: 
Page Partnership  
01926 888 856
Ignite Group    
01934 844724
Advantage Group   
01256 850219
Promotional Union  
0113 202 9600
Envoy Group   
0844 880 2751
Encore Group
0800 046 3200
Spectrum
0844 880 2751

Combined supplier 
catalogues:
Laltex    
01942 687000
SPS     
01253 340400

Above: Ad Merchandise has 
seen demand grow  

Why catalogues work
• Buyers who receive a 
catalogue spend more, buy 
more frequently and stay 
customers longer, Royal Mail 
Tracker research shows 
• A study by Internet Retailer 
in the US showed that those 
who received a catalogue 
spent 163% more than those 
that didn’t
• Even the digital generation 
like catalogues - Royal Mail 
fi gures show that 56% of 
under 35s are likely  to buy 
from catalogues, compared 

with 50% of the population 
as a whole.
• One thing that a catalogue 
can do, that nothing else 
can is sell you things that 
you never knew existed and 
introduce you to brands 
you’ve never heard of. It 
overcomes the weakness 
of the web that you can’t 
search for something if you 
don’t know it exists.
Source: Ian Simpson, 
managing director, 
Catalogues 4 Business

a cuppa and have a browse, 
encouraging a more relaxing 
and pleasurable experience. 
The catalogue is also a great 
opportunity for us to refl ect our 
brand identity and reinforce our 
online presence.”

Ad Merchandise sends 1000 
Envoy catalogues and over 
500 from Prime Time. David 
Moodie, director, says: “We cut 
down to 400 last year and ran 
out, so we ordered more this 
year.” The company has built a 
contact campaign around the 
new catalogue coming in and 
adds bpma research to give 
more reasons to buy promotional 
merchandise. They too send 
gifts out with catalogues.
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The bpma Christmas lunch 
brought 2015 to a close in fi ne 
festive style. More than 140 
guests attended the event, 
held for the fi rst time at the 
Cumberland Hotel at Marble 
Arch in London, on December 
11. The new venue went down 
a storm, with a number of 
members even deciding to make 
a weekend of it by staying over.  

Chairman Matt Franks opened 
the proceedings by sharing 
some of the highlights of 2015 
but also looking forward to some 
of the Association’s plans for 
2016. Guests were entertained 
royally by Paul Sinha, who 
most would know as one of 
the celebrities from the TVs 
quiz show The Chase. Paul is 
however a renowned and highly 
acclaimed comedian and had 
much of the room in stitches. 

As always, ensuring that the 
proceedings ran smoothly was 
toastmaster Brian Greenan, who 
has overseen then bpma lunch 
for 19 years. Brian’s support 
for the event, particularly when 
it comes to the fundraising 
element of the day, is invaluable.  

Celebrating the 10th 
anniversary of their company 
were Adrian Roberts and Parm 
Thatal from ASP Promotions 
in Birmingham, who took the 
opportunity to invite 18 of their 
trusted suppliers to the event. 
Thatal commented: “We had 
such a great time, and it was 
so nice we could use the bpma 
event to celebrate 10 years in 
business”

 During the event, the bpma 
recognised those that had 
attained the bpma training 
qualifi cations on the education 
programme. Daniela Arena, 
professional development 
manager, reminded everyone 
about the importance of training 
and education as well as offering 
an update on the programme 
currently.  

She then went on to recognise 
those bpma ‘graduates’ that 
were able to attend the event 
including. 
Katie Farrar from Fluid 
Branding

bpma Christmas lunch 
sees out the year in style

Above: bpma 
chair Matt Franks 
introduces the 
Christmas lunch

Left: Debbie 
Wells made a 
moving appeal 
to raise funds to 
tackle pancreatic 
cancer.

Toastmaster 
Brian Greenan 
oversees the 
proceedings

Celebrating the education programme

Emma Filby from Cyan Group
Laura Halford from Allwag 
Promotions
Sarah Kemp from Allwag 
Promotions
Lois O’Hara from Liquid Lens
Kim Pennell from Allwag 
Promotions
Carly Prophet from Allwag 
Promotions

The certifi cates were 
presented by Gordon Glenister, 
director general, Matt Franks 

chairman and Angela Wagstaff, 
director of education.  Achieving 
the highest accolade with no 
less than a 100% score in her 
TPM exam was Carly Prophet 
from Allwag Promotions.

An important highlight of the 
afternoon was a very moving 
speech given by Debbie Wells 
from the supporting charity 
Pancreatic Cancer UK.  “The 
event raised £2,800 for this 
really worthwhile charity which 

was fantastic” commented 
Gordon Glenister.  “However 
even more amazing was a very 
generous donation from one 
of the guests to bring this up 
to £5,000, allowing for a very 
special kind of treatment that the 
charity can offer.”

Matt Franks, who nominated 
the charity, added: “I am truly 
amazed by the generosity of our 
members and this annual event 
is a lovely way to end the year.”

Comedian 
Paul Sinha 
provided the 
entertainment
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The Christmas jumper brigade

Above: Clive Allcott, Russ Platt and guest

Above: 
Paul Green, Hans 
Laubis and guests

Right: Brian 
Hayward, Page 
Partnership

Hannah Redfern, Gordon Glenister, 
Kat Hendry of Marketing Week Live

Left: Lucy Beel, 
Stormtech

Right: Daniela 
Arena and Simon 
Tilley of Target 
Response
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Above: Guests of Electric Incentive Company

Above: Guests enjoy the Christmas lunchAbove: Viv Blumfi eld and Debbie Willsmer
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The return of the traditional 
bpma Golf Day was welcomed 
by members despite the 
challenge thrown down by the 
weather.

Back in the bpma schedule 
after a gap of a few years, the 
event was held at the prestigious 
Grove resort near Watford, 
famous for hosting G8 meetings 
and X Factor auditions as well as 
championship golf. 

The weather on October 21 
was atrocious for the start of 
the tournament, although it did 
clear up later in the morning. 
The event was organised by 
TKG Europe and supported by 
Crystal Galleries and Titleist, 
and was well received by the 
members and guests who 
competed.

bpma Golf Day returnsbpma Golf Day returns

Also benefi tting from the 
event was the Make-a-Wish 
Foundation charity, which 
received a donation of £500. 

Among those taking part was 
Nick Clewlow, sales manager 
of The Pen Warehouse, who 

said: “Thank you to Gordon, and 
Gary at TKG, for organising the 
BPMA Golf Day. I invited three 
distributors to the event, which 
was a great way to mix business 
with pleasure. It was great to 
play at the Grove, especially as 

the course will be hosting the 
British Masters European Tour 
event next year. The prizes were 
incredibly generous and I look 
forward to entering another team 
in 2016.” 

The prizes on 
the day were: 
1st: Mark Grant, David 
Gordon, Peter Gabbett, Paul 
Dickenson
2nd: Edward Shirley, David 
Moore, James Hutchins, Chris 
Bovey
3rd: Nick Clewlow, Frank 
Murphy, Lloyd Simpson, 
Richard Gardiner
Longest Drive: 
Richard Gardiner
Nearest The Pin: Mark Grant

A moment in the bunker for Paul Oakley

Above: The Winning 
team: (Left to right) 
Gordon Glenister with 
Mark Grant, David 
Gordon, Peter Gabbatt, 
Paul Dickenson

Right: Runners 
up:  Edward Shirley, 
David Moore, James 
Hutchins, Chris Bovey

Below: Nearest the Pin: 
Mark Grant

Above: Nathan Rishwari, Paul Maye, 
Ben Lowes, Paul Lenton

Right: David Gordon, Peter Gabbatt, 
Paul Dickenson, Mark Grant

TKG Europe 
organised the 
bpma golf day

Above: Second 
runners up: (Left 
to right) Gordon 
Glenister with Nick 
Clewlow, Frank 
Murphy, Lloyd 
Simpson, and 
Richard Gardiner

Right: Andy 
Martin, Nic Taylor, 
Paul Oakley, Matt 
Pluckrose
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Suppliers and distributors alike 
seek to show off their products 
in the best possible light.  
Preseli, along with many other 
companies in the promotional 
industry, spends huge amounts 
of money on high quality 
photographs, to ensure the 
products are perfectly presented 
for printed and online media 
as well as being blown up 
and enlarged on presentation 
banners and exhibition stands.  

However, on occasion and 
with particular products that 
allow for it, Preseli tries to do 
something a little differently 
with their photographs and 
importantly produce them at 
zero cost.

According to Preseli’s 
marketing manager, Michael 
Wilson, the process involves 
three very simple steps:  

Firstly, fi nd willing volunteers 
from sources such as your 
colleagues or family members. 

Creating quality product 
images at no cost

If willing volunteers can’t be 
found then move swiftly on 
to unwilling volunteers and 
use persuasive techniques to 
cajole them into taking part. 
Mike suggests chocolate and 
promises of international fame as 
used on his two daughters when 
they modelled Preseli’s new 
Rockabilly Retro Hairband. 

Secondly, allow the models to 
do their own hair and makeup.  
This was perhaps the most 

challenging role for Mike as 
he had to watch his middle 
daughter apply bright red lipstick 
to herself and then proceed 
to beautify her little sister with 
a whole range of products 
that were frankly beyond his 
comprehension. 

Thirdly, use natural lighting 
wherever possible. This simple 
step saves a small fortune on 
expensive lighting equipment.  
However, Preseli does have 
some old photographic lights 
that Mike was able to use 
at no additional cost when 
his colleagues, Bec & Dani, 
generously volunteered to have 
their pictures taken for the 
Rockabilly Retro Headband and 
our new range of Sunglasses.

The results are great fun and 
the images are of a high quality. 
They also have the added 
benefi t of allowing customers to 
put a face to the name of some 
Preseli’s wonderful staff.  You 

For more information on these or any other products in our range, contact us now on 
01352 730 006 by phone; sales@preseli.biz by email or find us on the web at www.preseli.biz.

Lanyards

Badges & Medals

Wristbands

Umbrellas

Pencil Cases & Wallets

Keyrings

Ties & Scarves

Leisure Items

Office & Conference

Technology AccessoriesPencil Cases & Wallets Technology Accessories

‘Rockabilly’ Retro Head ScarfPresenting our product range:

Promotional Sunglasses

Happy New Year, from everyone at Preseli!

‘Rockabilly’ Retro Head Scarf

can view these image on 
the Preseli website 
www.preseli.biz, where the 
Rockabilly Retro Hairband 
can be found under the Ties, 
Scarves and Wearables 
category.
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New Products for 2016
Technology Gifts 2016 
The Pen Warehouse and 
Snap Products have released 
Technology Gifts 2016, packed 
with innovative ideas to promote 
businesses and brands.

With touchscreen technology 
everywhere, organisations are 
keen to associate themselves 
with smartphone and tablet 
related products as their 
frequent use offers great brand 
exposure.

The Technology Gifts 2016 
catalogue has something 
for every type of promotion, 
from phone cases that can be 
printed in stunning full-colour, 
to power banks 
that can be 
laser-engraved 
and supplied 
with bespoke 
packaging. 

The new 
Snap Selfie 
Stick is perfect 
for extending a 
brand’s reach, 
while a wide 
range of stylus-

equipped pens are the ideal 
companion to a smartphone or 
tablet. Snap Products have even 
teamed-up with tech industry 
giants Kingston to offer a range 
of customisable USB Flash 
drives.

Thanks to heavy investment 
in the latest printing technology, 
Snap Products and The Pen 
Warehouse can offer industry-
beating lead times, typically 
three days on full-colour printed 
products. Many of these 
products are also available with 
no minimum order quantities 
from www.No-Minimum.co.uk. 

The Technology Gifts 2016 
catalogue includes RRP 
pricing, perfect for sending 
to an end-user. It can also 
be overprinted with your own 
branding. For full details and 
pricing, please contact the 
Sales Team on 01252 796 860 
or email  
sales@snapproducts.co.uk.

Crazy Bags 
From Crazy Bags, the premium 

Amazon Juco Shopper bag is 

available with green, black, red 
or blue gussets/handles.  The 
high quality material provides 
excellent printability and 
branding opportunities. 
Supplied in a popular size the 
Amazon is a great Bag for Life 
or promotional bag for events, 
conferences or giveaways. 

Pop Kakery cookies
Pop Kakery offers delicious 
shortbread cookies that can be 
printed with any logo, message 
or photo on them,  using edible 
ink.  The cookies are gluten free, 
giving them a wide customer 
appeal.

SPS EU gains exclusive UK 
supply deal with Contigo 
Drinkware
SPS EU is now the exclusive 
supplier of Contigo products to 
the UK promotional merchandise 
market. The deal gives UK 
customers a simple and reliable 
way to access the prestigious 
American brand, along with all 
the benefits of the service levels 
provided by SPS.

The new agreement builds on 
the longstanding reputation of 
SPS in the UK Drinkware market 
for quality branded thermal 
mugs and water bottles. The 
company’s share of the UK 
drinkware market has grown in 
recent years, driven by the huge 
popularity of the Americano 
Thermal Mug range and H2O 
Active Sports Bottles.

Contigo brings a new and 
complementary offer to the SPS 
Drinkware offering, with sleek 
styling, a luxury look and feel 

and sophisticated design. 
Spanning the spectrum 
of travel mugs and water 
bottles, the products are 
highly engineered for 
seamless functionality and 
lasting usage as lifestyle 
enhancing items. 

“Much like SPS, the 
product developers at 
Contigo strive constantly 
for new and inventive 
solutions in drinkware,” said Phil 
Morgan, CEO of SPS EU. “SPS 
has a reputation for our quality of 
service and we look forward to 
providing a superb route to the 
UK market for this innovative US 
company. I am certain our UK 
customers will be excited by the 
quality and luxury appeal of the 
range.”

Tackling everyday little 
problems with clever design, the 

company boasts a portfolio 
of unique product features, 
such as Contigo’s patented 
Autoseal technology, which 
automatically seals Contigo 
travel mugs and bottles 
between sips – eliminating 
spillage and enabling 
complete portability. This 
helps explains why Autoseal 
is America’s best selling 
line of travel mugs. Other 

innovations include the patented 
Autospout pop-out and the 
Snapseal closure mechanism.

“SPS has been a forerunner 
of the UK promotional products 
industry for some years now 
and has a proven track record 
of outstanding customer service 
and maintaining beneficial 
ongoing relationships with its 
partners and distributors,” said 
Tom Hoogmartens of Contigo.

Dunelm 
Office and 
Meeting 
Room 
Bundles
Dunelm Glass is always looking 
for innovative products and 
solutions, and sales manager 
Chris Smith has shared some of 
the company’s latest offerings

“Our bundle packages are 
set to go really well, based 
on customer feedback, and 
we are offering value-for-
money executive office and 
meeting room sets, perfect 
for any business. There are 
two great bundles to choose 
from at an affordable budget, 
suitable for everyone from small 
companies and large blue-chip 
organisations.”

Quality branding on executive 
items will bring an office or 
meeting room to life, and 
make the right impression with 
customers and employees, says 
Smith.

All bundles include free 
origination and branding for 
each item with a company logo 
etched to one position. Dunelm 
will resize artwork to fit each item 
perfectly, and extra units can be 
added to the bundle price with 
no extra set up costs.

“To keep this offering simple 
we are offering a Square set and 
a Round set.  Each set includes 
some reusable water bottles, 
coasters, highball glasses and 
a cookie jar - everyone loves a 
biscuit in a meeting.  We are also 
including carriage to one UK 
mainland address in this bundle 
price.” 

With 12 bottles now in 
Dunelm’s popular range of 
reusable water bottles, the 
offering has been simplified on 
the popular 1-litre round and 
square bottles.

Technology 
Gifts catalogue 

Amazon 
Juco bag

Pop Kakery cookies
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business growth

As we start a new year, what 
are your business objectives for 
2016? I’d hope that one of them 
includes ‘business growth’ – 
isn’t that what it’s all about?

Even in a challenging 
economy, you can still make 
plans for your business 
designed with growth as the 
main aim. But here’s the thing 
- It’s not just about planning to 
increase sales by 10%, increase 
market share by 5%, or expand 
into three more countries. You 
need to consider the bigger 
picture and adapt your business 
in order to handle the growth 
you’re aspiring to.

As one of the biggest 
suppliers in this industry, we’ve 
experienced a lot of growth over 
the last few years. It’s a great 
position to be in, which has 
afforded us the opportunity to 

acquire other businesses and 
extend our product offering 
and market coverage. But it 
hasn’t been without its share 
of growing pains. So here are 
a few pointers to help you 
consider the bigger picture.

Are your people ready? 
Any kind of growth is going 
to put extra pressure on your 
teams across the business, 
not just sales, but also fi nance, 
production, artwork, and 
marketing. Does your team 
understand your strategy for 
growth and are they on board? 
Is it time for extra training to 
equip your teams?

Are your products ready? 
Where do you want to grow? Is 
it time to expand your product 
offering or consolidate? What 
do your customers want from 
you?

Are your processes ready? 
We often ‘walk orders through’ 
our business, to identify every 
touchpoint from enquiry to 
despatch. Are there any 
bottlenecks? Even worse, are 
there any gaps? Where can you 
make processes slicker or add 
value?

Are your systems ready? 
Speaking from experience, 
you can have the products, 
the people and the expertise, 
but if you haven’t got a 
computer system that can 
handle the complexities of 
your business, then you’re 
going to face trouble. Having 
just gone through the process 
of implementing a new ERP 
system, I can confi rm it’s tough 
work, but well worth it if you 
want to prepare your business 
for growth and success.

Are your suppliers ready? If 
you’re going to be demanding 
more from your suppliers in 
order to achieve your growth, 
then now is the time to build on 
those relationships.

Are your customers ready? If 
you’re growing your business, 
then you must be doing 
something right – so shout 
about it! Testimonials, social 
media and online reviews can 
all create fantastic word-of-
mouth marketing and help you 
take those next big steps as a 
business.

Taking the time to ensure 
you’ve got everything in place 
is well worth it. The promotional 
merchandise market is 
growing year on year, and the 
opportunities for exporting are 
also on the up. So dream big, 
plan well and go for it!

Growing Pains?

Phil Morgan, the CEO of SPS, looks at getting 
your business in shape for 2016
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people

Ten from two

EMC Advertising Gifts

What are you reading at the minute?
To get my boys to sleep anything by Julia 
Donaldson, to get myself to sleep Start With 
Why by Simon Sinek
What’s on your iPod?
The Tuesday Club podcast
What are the most important lessons 
you’ve learned in life?
There is no such thing as bad luck, only 
unexpected outcomes and curve balls.
Take a step back, decide the best course of 
action and keep everyone in the loop! 
Cappuccino or Latte?
Flat white  - a double espresso with hot milk.
What makes you feel warm and fl uffy?
Watching the pleasure my fi ve-year-old is 
getting learning to play the guitar.
Best place in the world?
The top of a very long ski slope.
If you could change one thing?
I would tell Jens Lehman not to come 
charging out and get himself sent off in the 
2006 Champions League Final, we never 
stood a chance with 10 men.
How would you like to be remembered?
I think they should name a stand at the 
Emirates after me, that would be fi tting.
What are you proudest of?
I’m proud of the way that Gina and I have 
steered EMC through the last fi ve years 
setting new systems and standards in place 
and are now in a position to push on with 
our plans to dominate the Promotional Gifts 
landscape!
What’s been the hardest moment of your 
life, and how did you get through it?
I had a job that didn’t work out how I wanted 
it to but I accepted the situation, changed 
tack and worked hard to move to a role 
more suited to my skill set and much more 
enjoyable.

Galpeg

What are you reading at the minute?
The Tipping Point by Malcolm Gladwell
What’s on your iPod?
Elbow, Simply Red, Snow Patrol, Robbie 
Williams, Sting, Paolo Conte
What are the most important lessons 
you’ve learned in life?
Always be grateful and appreciative when 
things go well, and show humility and 
respect to others at all times.
Cappuccino or Latte?
Cappuccino defi nitely
What makes you feel warm and fl uffy?
Watching a great fi lm on a rainy day with my 
family, and our Labradoodle Charlie.
Best place in the world?
Val d’Isere in the French Alps 
If you could change one thing?
Eradicate prejudices amongst fellow human 
beings.
How would you like to be remembered?
As someone who could be trusted and 
always available to help in a crisis.
What are you proudest of?
Professionally, creating The Galpeg 
Associate Programme and assisting people 
to maximise their future fi nancial prosperity.
What’s been the hardest moment 
of your life, and how did you get 
through it?
Having to rebuild a business almost from 
scratch after the economic crisis with the 
support of my wife, and the trust and belief 
in the Associate Programme by my staff 
and each associate.

Paul Green

Simon Kay

Sourcing to sorcery 
Chris Weeks of A&R Direct says: 
“Back in the dim and distant past 
of the 80s, I was known as Wizard 
Weeks, chief sorcerer at a London 
promotions agency. Never did I 
think that the name would ring true 
on the big screen.
“Some time ago, I went along to an 
audition for fi lm extra to support a 
friend. As we walked in the casting 
director said straight away “we 
need you, are you available next 
week?” Who would say no to that?
“One of the many fi lms that I have 
had the opportunity of appearing 
in was Harry Potter where I was, 
you guessed it a wizard. If only I 
could magic up my clients’ wishes 
as easily as they appear to in 
fi lms. Oh, and if anyone tell you 
it’s glamorous, think again, 3am 
starts, freezing cold pretending 
it is summer, overdressed in the 
summer pretending it is winter, all to 
be a blur in the background.”

Skuttlebutt

David Baxter has joined supplier 
SPS EU as product manager to drive 
future growth. David boasts 30 years 
of expertise in all areas of product 
management, development, global 
sourcing, QA, marketing and sales, 
with specialism gained in sports goods, 
luggage and accessories. 

The move to the world of promo mugs 
and curvy pens marks a new challenge 
for David who, notably, has developed 
innovative world-fi rst technical products 
worn in FIFA World Cups and in the FA 
Premier League. 

“SPS EU has a reputation for quality 
spanning 25 years, with an appealing 
emphasis on innovation,” said David. “I 
look forward to working with the team 
to expand and improve its already very 
diverse product range.”

SPS EU 
Gains Product 
Manager
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