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With the news that
Jon Birrell has stepped
down as the BPMA’s
CEO from April, this
issue presented a
great opportunity to
introduce myself to
members and the
wider promotional

industry as interim CEO for the BPMA.
I would like to personally thank Jon
for his hard work during his tenure
at the BPMA plus his support in the
transition. I wish him every success
for the next step in his career.
The BPMA has been part of my

professional life as a marketer for over
25 years. One of my first ever projects
was to source promotional merchandise
from distributors still around today.
In recent years I had the privilege of

managing another trade and industry
body The Institute of Promotional
Marketing. Working on raising the

profile across the creative industry, I
worked with the BPMA to educate end
users, demonstrating the effectiveness
of promotional merchandise.
Work with Jon and the BPMA Board

last year highlighted the need to lead
the conversation in sustainability
in the merchandise industry.
Initially engaged by the Board

to further work started by Jon,
managing end user research
projects to understand behaviours
and influences towards ‘eco’, we
are pleased to announce that we
will provide members with insights
and tools they need to trade
effectively now and in the future.
Together with a key project to

address ‘end of life’ for products
that would normally hit landfill, we
want to arm BPMA members with
the right proposition, ensuring our
industry has a place in the marketing
mix for many years to come.

At the time of writing, the COVID-19
(Coronavirus) outbreak has represented
a growing concern as we count the
cost in lives as well as business. We
would urge members with concerns
to speak to myself and the BPMA team
to keep lines of communication open.
As an organisation, we will be issuing
updates as they become available.
Read on for a full report on

Merchandise World and the glittering
BPMA Awards dinner held at the Ricoh
Arena. Watch out for some great images
of our host Martin Bayfield with some
very happy BPMA Award winners!
I’m delighted to have the opportunity
to work with the membership and
the Board over the coming weeks
and months. I will be out and about
seeing the membership, getting to
know your businesses better.

Carey Trevill
BPMA Interim CEO
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Record attendance at Merchandise World

Merchandise World saw a record 1,599
distributor visitors over two days at Ricoh
Arena, Coventry last month.
Attendance at the sold out BPMA-

Sourcing City show was up by 18% on last
January’s show, with 218 quality exhibitors
from the UK and Europe. Distributors arrived
from as far afield as Ireland, Scotland, Europe
and the US.
The show had a waiting list this year and a

high level of exhibitors are committed to the
2021 New Year event, which will again be at
Ricoh Arena and is also expected to sell out.
The show dates are 27-28 January, 2021.
Winners of the MW Promotional Product

Awards were presented with their awards
at the show, and all finalists and winning

products were displayed on the BPMA stand
(see page 22). The new Eco World stand
was a highlight with birdsong intriguing
visitors as they looked through the growing
selection of eco items available from
exhibitors.
There was no printed show guide this

year, with show information available on the
Merchandise World app, including a feature
which indicated to the exhibitors which
visitors were in the show hall.
Another highlight was the BPMA Awards

Dinner where around 450 guests were
able to celebrate the awards winners and
enjoy the entertaining host, ex-England and
British Lions rugby player, Martin Bayfield
(see page 28).

Fluid goes from Gold to Platinum for service
Fluid has been awarded the highest
level of service award by customer
service system, Feefo. The independent
seal of approval recognises businesses
delivering exceptional experiences
based on ratings by real customers.
It is the fifth year in a row that

the distributor has seen its service
recognised, and the first time it has
been awarded the Platinum Trusted
award, after gaining Gold Trusted status
for the last four years. Feefo gives the
Platinum Service award to companies
who have achieved Gold standard for
three consecutive years and have kept
service ratings at 4.5 or above.
Miles Lovegrove, Fluid managing

director, said: “Winning this Platinum
Award is a real tribute to the effort that
our entire team puts in to making the
experience for our customers exceptional.

Paper sleeves improve
sustainability

The Pen Warehouse has introduced a
range of paper pen sleeves for pen sample
requests to cut down on single-use plastics.

Replacing plastic wallets, the sleeves
will be available in three sizes to
accommodate a single pen, three pens
and five pens.

Future developments in packaging will
include instructions on how to dispose
of the paper wallet in an environmentally
friendly way. The paper sleeves will also
be offered to customers as an add-on
service when protection is required
for printed pens, replacing traditional
cellophane sleeves.

The move is The Pen Warehouse’s
latest sustainability initiative as it looks to
improve its business practices. It recently
introduced sustainable gummed tape and
requested all suppliers from the Far East
use it on their packaging.

Helen Dyl, operations director, said:
“After much work and cost we now
believe we have a commercially viable
optional solution to bring an end to the
use of cellophane sleeves. We hope our
redirection inspires other companies from
within the promotional merchandise
industry to consider their own packaging
options and creates a conversation which
leads to sustainable change.”

review.”
Fluid has

recently moved
to larger offices
at three of its
11 locations.
This includes
the Fluid HQ in
Cornwall, where
the company has
moved into the
landmark ESAM building in St Austell,
a European-funded, modern, energy
efficient development dedicated
to advanced manufacturing and
environmental businesses.

Meanwhile, the London team has
moved into brand new offices in Camden’s
Hawley Wharf. The Plymouth team has
moved to a larger and more central
location at Faraday Mill Business Park.

TThhiis iis whhat we allways striive ffor, andd iit’’s
great to be recognised in this way for
the fifth year running. It means that we
are constantly improving our service to
our clients. We’d like to thank our loyal
customers who took the time to leave us a
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African charity climb for King
The Cotton Textile Company (TCTC)
is supporting the SNAP Charity for the
second year, with director Richard King
in training for the Brighton Marathon
in April. He also aims to climb the
world’s tallest free standing peak, Mount
Kilimanjaro, in October.
SNAP is a vital support service to

the families and carers of children with
mental and physical challenges. In 2019 it
carried out 858 sessions to help families
develop ways to support their wellbeing.
Richard said: “Having seen the help

Carbon neutral
approach from Chili
Chili Concept’s 7-Day Xpress European stock is
now carbon neutral.

The carbon neutral range includes technology,
stationery and drinkware products. Each item
can be tracked with a special code that identifies
the carbon levels generated by the product and
what specific offset project Chili is using for it.

Kiran Somaiya, managing director, Chili
UK said the durability of its products already
contributed to more sustainable outcomes. “The
Chili Concept team have worked closely with
Nature Office to identify the carbon footprint of
each stock item and are working with them on
projects that will offset the carbon we generate.
Once we knew our footprint, we then took
measures to further reduce it.”

A main step has been to establish a warehouse
and printing facility in Germany to reduce
airfreight. Chili has also installed solar panels in
its warehouse to increase usage of clean energy.
Furthermore, it is reviewing branding methods to
minimise carbon emissions and wastage.

The company claims its carbon neutral
approach is a European first.

SNAP can offer to families through
their counselling services we decided
this was an area we would like to
support. There is a cost, which is
borne by the charity of £65 per
session and we would like to fund
as many as possible. It also makes it
simple for sponsorship as you know
that your £65 directly helps a family.”
To sponsor his T-shirt please contact

richard@thecottontextilecompany.
co.uk, or donate at justgiving.com/
fundraising/thecottontextileco.

Compostable
packaging from
PF Concept
From February, PF Concept is packing
all Americano and H2O Active orders
in compostable bags as part of its
commitment to sustainability.

This marks a move away from PE bags,
which, although recyclable, may not
match the different recycling measures
in many countries. The company is
continually looking for improvements in
product, decoration and packaging, and
has been investigating different packaging
options for more than 18 months now.

Ralf Oster, CEO, PF Concept, said the
challenge was to find an eco-option that
protected promotional products in transit.
“While we wanted to move away from
a plastic bag, many of the alternatives
offered a lower level of protection,
poor disposal methods or inefficient
production methods – actually making
them less sustainable than a plastic bag.
We believe this new compostable bag is
a great option that ticks all the required
boxes.”

TTThhheee bbbaaagggsss aaarrreee mmmaaadddeee
from GMO-free material based on potato
starch and are suitable for both domestic
as well as industrial composting. This
means that an
end-user can put the bag in their
home compost bin, food caddies or
green waste bin for collection by local
authorities. The composting process
needs microorganisms and humidity
to start the process. This will happen at
ambient temperatures. Each bag features
disposal instructions.
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Italian pen brand, Pigra has released its
new 2020 catalogue, styled as an Italian
cooking magazine. As well as Pigra’s
full product range and personalisation
features, the tongue in cheek publication
features stunning photography, useful
content and authentic Italian recipes.
Pigra pens are made in Lombardy,

Piedmont and Ticino, and the 2020
catalogue celebrates the country’s long
tradition of design, manufacturing, as well
as cooking.
The company offers branded logo

pens that simplify brand communication.
With four pen models and three service
types, Pigra can have pen orders ready
for brands within seven days from order
confirmation.
For brands and dealers wanting a

preview of a Pigra pen with their brand
logo, an advanced online configurator
tool is available.
Meanwhile, sister brand, Prodir’s new

QS40 Air has picked up the Promotional
Gift Award 2020. The
eyecatching pen
has a perforated
design that requires up to 60% less plastic.

Pigra cooks up inspiration with
new catalogue

Promotional
pooch
M-four Promotions has added two
new faces to its team. The sales
team has expanded with the addition
of Olivia Norris. She is new to the
industry and just back in the UK
after travelling in New Zealand and
Australia.
Also new to M-four is Madge,

the new office dog. She joined in
January and is enjoying her training.
Managing director, Judith Tinker
reports that Madge’s favourite
product is the water bottle.

New product is
no bar to growth
Sow Easy has added the Growbar to its
range of seed-based and eco-friendly
promotional products.
Designed to look like a chocolate bar,

the Growbar comprises themed plant
and flower seed collections embedded
in an eco-friendly coir bar, a sustainable
alternative to peat made from coconut fibre.
Each bar features packaging that provides a
large canvas for logos and branding.
Developed to be simple to use, Growbars

simply need to be unwrapped, popped into
a tray and placed in a sunny area.
Seedlings can be expected to
sprout in 6-8 weeks with regular
watering. There’s no guilt about
getting rid of the bar’s packaging,
either, as the film wrap is made
from 100% biodegradable sugar
cane, and the card packaging is
widely recyclable.
Each handmade Growbar

contains up to 30 seeds, in one
of three ranges - Flowers, Edible
and Heritage - which are based
around themes such as The
Bee Bar, Jane Austen Flowers or
Medieval Herbs.
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LIBERTY BIO

BIO
BASED

SUSTAINABLE
ADVERTISING
WITH
BIOPLASTICS.
Renewable raw materials and German-made
quality make this senator® long-life ball pen perfect
for conscious brand presentations.

• Barrel made of bio-based plastic

• Based on renewable raw materials
(PLA made from sugar cane)

• Made in Germany

• Produced with green electricity and certified
processes according to the ISO 14001
environmental standard

• Fitted with senator® magic flow G2
replaceable refill for long lasting,
smooth writing

NEW

www.senator.com
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W
hen Senator first started
making pens in Germany
in 1920, it was a far cry from
the business it is now.

Back then, its upmarket piston
filling fountain pens were made from
the finest materials and sold through
retail. Not bad for a business that was
started by two brothers as an offshoot
of pharmaceutical giant Merz.
However, no company survives for a

century without adapting to changing
conditions, and Senator is no exception.
The company became best known

for promotional pens from the 70s
and 80s when its injection moulded
products came to the market. One of the
designs then introduced to the market
with the name 2072 has undergone
only a slight design facelift and is still
sold nearly 50 years later as the Point.

The write stuff

Continuity of product is one thing, but
continuity of personnel is also a key
to success, says Jeff Blackwell, head
of sales at Senator. The company has
been family owned for most of its 100
years, and a close knit team ethos has
resulted. The average time staff have
worked for the company in the UK is
nine years. In Germany, some staff
are coming up on 40 years’ service.
“In customer service terms, it

keeps clients coming back because
they know that the product and
the service experience will be
consistent,” says Blackwell.
However, consistency should not

be mistaken for complacency. The
company has a history of innovation
that has kept it ahead of the curve.
While sustainability is a fashionable

concept these days, Senator has been
banging the drum for well over a decade.
It has made bio pens, produced from
biodegradable material, for 14 years with its Nature Plus products – first

produced by corn starch, and now
through even more sustainable sugar
cane. The company intends to introduce
a bio variant of all its product lines
in the coming years. Its Challenger
Recycled range is manufactured from
recycled industrial material and is a test
base for awarded recyclable products.
Its Skeye Biopen was awarded the
sustainable product of the year last year.
Sustainability is also important in

terms of production too. The German
factory in Gross Bieberau uses renewable
energy to power its processes.

Senator has also innovated in processes
and services, such as express delivery
and digital printing techniques. These
have been adopted by other players in the
market, something that its also apparent in
design terms, says Blackwell. Many Senator
designs have almost become templates for
promotional pens, although the imitations
never match the original, he adds.
The UK is one of only two markets

where Senator allows local branding, and
the Harlow headquarters – in operation
since 1983 – is the biggest international
subsidiary. For the centenary year, UK
staff and those from around the globe,
are expecting to visit Germany for a
traditional German celebration.

Forward looking

For the future, Blackwell says: “We’ll
continue to push the sustainable
message. The company may be
100 years old, but we’re looking
forward and not stuck in the past.”
In some ways, Senator has come full

circle in recent years. After spending
the majority of its history as a family
affair, Senator was briefly in the hands
of an investment vehicle, but in 2018 the
business was sold to businessman Daniel
Jeschonowski. He has invested in the
business and has mapped out a route to
continuing growth that sees the company
starting its second century in great shape.

THE SENATOR CENTURY
The German pen specialist has been in business for 100 years.

Product Media hears the secrets of its success





Advice

If you made it along to
Merchandise World in February,
what were the main things
that caught your eye? With so
many product and garment
decoration techniques on
show, trying to stand out
can be a challenge.
Fashionable, well-branded

clothing can play a huge role
and can really deliver results.
Someone wearing a subtly
branded, stylish garment is more
likely to wear it time and again.
Normal, off-the-shelf

promotional clothing, such
as that produced for an
event will probably be worn
once and then thrown away
or put to the back of your
wardrobe. The cost of your
impacts, therefore, is high.
Subtlety is key. It is vital

for brands to now think
about ways of making their
garments less obtrusive, and
the message implicit - giving

If clothing is to be an investment, it needs to be something that earns a
place in the wearer's wardrobe, says Clive Allcott

ASK CLIVE

the clothing the chance to
be worn time and again.
This is when your clothing

decorator should come into their
own. Ask them to make sure
a piece looks more designer.
They should take a blank item,
think about the combination of
colours and styles that could be
used - giving brand recognition
without making the wearer feel
like a billboard. For example,
a logo could be put on to a
discreet label sewn on to a hem,
or the same logo could form
part of a zip pull. These changes,
along with general branding
techniques in non-standard
positions, are turning standard
promotional clothing items into
customised, retail-like products.
At all times keep your retail

hat on and think about your
customer and the longevity of
the garment in question. For the
brand, it has the opportunity to
make constant impressions and

impacts – essentially bringing
down your cost per unit and
offsetting it as marketing.
It’s encouraging to see that

the promotional clothing sector
is now beginning to follow
the retail trends and fashions.
While there will always be a
market for traditional screen-
printed T-shirts, promoting
extra points for this and
promotional discounts for that,
it is becoming a reality that
other methods provide new
ways of promoting a brand.
With this trend towards retail-

quality clothing and branding,

a new sector has appeared
– customised. No longer does
a T-shirt just need to be navy
blue – it can have tipping on
the collar and cuffs, or a quality
leather or rubber badge, making
it even more bespoke. And the
lead-times don’t have to be
lengthy. The reality is this type of
clothing can be available in lower
quantities with a turnaround
of sometimes as little as 2-3
weeks. These delivery times,
and manageable quantities
make it easier re-ordering.
Why not put together a

complete clothing range from
head to foot of matching
customised products that identify
with the brand but offer retail
style? I truly believe that offering
these branding solutions will help
you in the sales of promotional
and branded clothing.

Happy selling
Clive, The Clothing Guru

a
–
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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.

F i f ti th th d t i

2019



Biscuits!
They sent

CUPCAKES | CAKES | CAKE POPS | BISCUITS | MILLIONAIRE | CHOCOLATES | DOUGHNUTS

YES!
There really is no be!er way to create a posi"ve feeling
towards a brand than to give the target audience
something tasty to eat.

Whilst we can’t pretend that our products will provide
long term subliminal brand marke"ng, we do know that
they are a fantas"c way to generate excitement and
goodwill towards a brand that will last long in the mind.

More and more Distributors are now choosing our
‘Surprise & Delight’ range to help promote their client’s
brands alongside tradi"onal promo"onal products.

So if you are looking for a product that will always
generate a posi"ve reac"on from the recipient, whether
a customer, a prospect or a staff member, then the Eat
My Logo range is the perfect choice.

01772 472 580
EMLSales@eatmylogo.co.uk

www.eatmylogo.co.uk
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Roland Academy takes training
further with new approach
Roland Academy, the team responsible
for running Roland DG’s print courses,
has added new courses, a new
training centre and new remote and
onsite training options for individuals
or groups.
Established in 2006, the Roland

Academy offers workshops, courses
and online assistance, delivered by
Roland’s print experts. As well as
providing in-depth training on Roland
systems, the Academy gives delegates
new skills and practical experience to
help them grow their businesses.
The new Academy site is located in

Ashby de la Zouch, Leicestershire, at
the headquarters of Vivid Laminating

Technologies. The new courses are
due to begin in March, with places
available to book via the Roland
website and Eventbrite.
Two new Roland Academy courses

have been launched. Updates of the
popular Introduction to Digital Print
and Intermediate Digital Print, mean
these new courses feature recent
products, popular applications and the
latest best practice information.
One-to-One training is also

available for those with bespoke
requirements. Customers can choose
between onsite sessions conducted
by Roland Academy trainers, or online
personalised live video training.

Distinctive is sustainably swwweeeeeettt

New life in the
fountain pen
The Pen Warehouse has introduced
a crafted fountain pen which uses a
refillable converter in place of disposable
ink cartridges.
Named The Pen for Life, it has a

converter that can be topped up with
fresh ink taken directly from a glass
bottle. The durable, high-quality design
is a product which lasts a lifetime,
encouraging consumers to move away
from the throwaway culture of single-
use.
While The Pen Warehouse looks to

expand the Pen for Life range over the
coming months, the Tournier fountain
pen is available to order immediately
and can be enhanced by laser
engraving.
The company has provided detailed

care guidelines for ensuring optimum
performance and lifespan from the
pen, along with tips for creating
eco-friendly homemade inks and
contact information for fountain pen
repair services.repair services.

Distinctive Confectionery is encouraging
companies to treat their clients and respect
the planet with its range of sustainable and
environmentally friendly Lindt and premium
branded chocolates.
All of its premium Lindt, Milka, Ritter

Sport, and Sarotti, products are now climate
neutral, meaning all the carbon used in the
manufacturing of the calendars has been
offset through a climate neutral project in
the Congo. The products are DIN-ISO 9001
certified to ensure optimal and sustainable
production. All products have a climate
neutral mark and registration number
printed on them.
In addition, all of Distinctive’s premium

chocolate suppliers are committed to
Responsible Farming Projects. Lindt, has
its own cocoa farming project. Milka, has a
project called, Cocoa Life. Ritter Sport has
had a 100% sustainable programme since
2018, and Sarotti has been producing UTZ
certified chocolate for a number of years.

Products are printed with the responsible
farming logo for the relevant ccchocolate
suppliers.
Distinctive also offers two Fairtrade

advent calendars and its premmmium
branded products are all printeeed on
FSC certified material with theee FSC
certification mark.
All products are made from

recycled material up to 80%
and are 100% recyclable. In
addition, there are some
Advent calendars that are
plastic free and one that is
completely biodegradable.
Any product that is used
with foil or plastic is made
using products that are
material reduced. Products
will come with the 100%
recyclable icon and indicate
if this is the carton or the
entire packaging.
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Carole Group is
now YourPromo
The sale of The Carole Group’s
souvenir retail division to an industry
leader during late 2019 signalled the
latest evolution in the 40-year history
of the company.
Unveiled at the recent Merchandise

World exhibition, The Carole
Group name was substituted with
YourPromo, which will focus entirely
on the promotional market.
With a more direct focus,

YourPromo will be staffed by
a compact, dedicated and
knowledgeable team, providing
competitive pricing and a friendly
personal service. UK call centre
consultants are on hand to offer
comprehensive advice.
The company is partnering

exclusively with two of Europe’s
largest and most successful
promotional gift wholesalers to give
access for distributor customers to a
large local inventory, backed up by
customisation facilities. These make it
possible to offer a new extensive full
colour range, a greater number of eco
products, plus full colour packaging.
The company has extensive

knowledge and experience of Far East
supply chains and logistics, acquired
over the last 40 years, providing
additional benefits to customers who
do not wish to trade directly.

New diary and journal options from
Gilt Edged incorporate wellbeing
Gilt Edged Promotions has launched the
new myNo diary and new look myNo
journal.

First introduced in 2013, the myNo
notebook range has been expanded
to include a variety of colours, sizes,
branding options and the ability to tailor
the notebook with additional extras. They
have become one of the company’s most
popular products.

The new diary encompasses the
modern styling of the myNo range and
applies it to a diary layout featuring the
dates and days of the week on one side,
and a facing page for notes. The diary is

available in three colours in a soft-touch
material and includes the signature
closing strap and ribbon marker.

An updated myNo Journal has new
features. It combines note pages with
undated diary pages to create a notebook
experience perfect for bullet journaling.
Gilt Edged has revisited the journal to
encourage people to think about their
wellbeing and ensure they’re using the
journal in the most beneficial way. Added
checklists help keep track of things such
as hydration, exercise and sleep to inspire
people to take more care of themselves,
live healthier and prioritise their wellbeing.

Straws ban comes in from April
A ban on the supply of plastic straws, drinks
stirrers and cotton buds comes into force in
April 2020.
The government announced the move

following a consultation last year where
more than 80% of respondents backed a
ban on the distribution of the plastic items.
The ban has exemptions to ensure that
those with medical needs or a disability are
able to continue to access plastic straws.
Catering establishments such as

restaurants, pubs and bars will not be able
to display plastic straws or automatically
hand them out, but they will be able to
provide them on request.
In England, it is estimated 4.7 billion

plastic straws are used a year, along with
316 million plastic stirrers and 1.8 billion
plastic-stemmed cotton buds. An estimated
10% of cotton buds are flushed down
toilets and can end up in waterways and
oceans.
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Merchandise World

MERCHANDISE
WORLD

FREEBIES
As always, Merchandise World
exhibitors were generous with
their products. This year, you
could pick up notebooks, socks,
Chinese crackers, phone popouts, storage
tubes, pens, and, of course, the traditional
Pick ‘n’ Mix. Visitors struggled round the
aisles piled with samples to take back to the
office, to pitch at their clients.

AWARDS
The show saw the presentation
of its own highly sought after

gongs – the BPMA Product Awards at
Merchandise World 2020. Winners of
the 11 categories were presented with
their handsome trophies by BPMA CEO,
Jon Birrell (p22), and displayed them
proudly for all to see. As well as the
product awards, the BPMA Awards were
also presented at a gala event on the
first evening, hosted by rugby legend
Martin Bayfield. The awards were
given out to the best of the best, and the
appreciative audience then got down
to boogie the night away (p28).

Coventry
The city and
the venue have

strong associations
with the merchandise
industry. Andrew Hill,
group sales marketing
director of Listawood
described the Ricoh
Arena as “the spiritual
home of the industry”.
The nationally central
location of the show
makes it a no brainer
in terms of access, and
visitors were thrilled to
see the venue buzzing
more than in recent
years.

Branding
Whether it’s pens, mugs,
waterbottles, clothing, or a hundred
other products that can be used
to promote a business or message, they
were all there. Studies have shown that
promotional merchandise remains one of
the most effective ways of getting eyeballs
on your brand. Research by ASI in the US
found that a promotional pen generates
3,000 impressions in its lifetime. Visitors
could check out companies like Castelli,
which was demonstrating live branding of
its notebooks on its stand.

AAND-ZZSE

A
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February’s Merchandise World saw the
promotional merchandise industry turn
up en masse at Coventry’s Ricoh Arena.
Some see the venue as something of

a spiritual home for the industry given
its past associations with merchandise
shows. Certainly, the buzz from the
show floor was evident from day one.
Exhibitors were out in force with 218
turning the sold-out exhibition arena
into a colourful and vibrant display.

Major players in the industry took the
opportunity to invest in big stands to
make their presence felt. Companies such
as PF Concept, Senator, Screenworks,
Listawood, Mid Ocean, Laltex and BIC
Graphic, all had impressive stands,
as did many other exhibitors. The
message was clear – here was an
industry getting down to business.
More than 1,600 visitors had

pre-registered for the show, and

close to 1,000 flocked through the
doors on the first day, creating a lot of
happy exhibitors. As always, they were
treated to a display of the best that
the industry can offer, including new
products, demonstrations, competitions,
samples, and tons of advice on how to
make creative use of merchandise.
With so much to see and do

over the two-day show, here are
some highlights, from A to Z.

B

Direct contact
In these days of email enquiries and web
quotes, how refreshing to spend some quality
time with industry peers. As well as the chance
to press the flesh and find out about the newest
products and services, old friends could catch
up and new friendships were made.

D
EDIBLES

We’re not just talking
about the free breakfasts

and lunches that the
show provides – very

welcome though they are. There were
plenty of tasty treats on show. As we
reach ‘peak stuff’ and worry about
our environmental footprint, edible
products such a branded cupcakes

and doughnuts, by Eat My Logo
have growing appeal, not least

for internal communications,
says managing director,

Andy Poar.

E
EDIBLES
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Just in time
Lead times are notoriously short in the industry, but suppliers are
doing their best to meet the exacting needs of the customers. For
instance, by bringing chocolate moulding in house, The Sweet People can
produce chocolate bars in 5-7 days. From this autumn, the Bedfordshire-
based confectioner will produce 3D bespoke chocolate images. It has also
introduced cardboard eco boxes. Meanwhile, Samedaybags.com does
exactly what it says on the tin. The company
specialises in turning around swanky printed
tote bags to ridiculously tight schedules.

Merchandise World

J

Homegrown
As the coronavirus
crisis demonstrates,

international supply chains can sometimes
develop hiccups. Thankfully the promotional
sector maintains a strong tradition of UK
manufacturing as exemplified by the
Briman Group of UK manufacturers. A strong
turnout from Briman companies was in
evidence, with First Editions, Great Central
Plastics, Orchard Melamine, and WCM+A
among those in attendance. Briman also
incentivised visitors to drop in on all of its
members with its famous treasure hunt.

LEARNING
The BPMA stand was home to the seminar theatre where
you could pick up some free tips on email marketing,
financial management and get involved in the debate
on where sustainability is heading in the merchandise
sector. The session on the latter subject was packed
and produced lots of intelligent comments from the
assembled industry thought leaders.

International
In the post-Brexit
environment, it’s
important that
Merchandise World
has a global appeal,
and there was an
encouraging number
of international
exhibitors and visitors.
Distributors arrived
from as far afield as
Ireland, Scotland,
Europe and the US.

GARMENTS
Clothing is the slumbering
giant of the promotional
merchandise industry in
the UK. It’s much bigger in
the US. There were plenty of
big hitters at Merchandise
World, and according
to Screenworks’ Duncan
Gilmour, brands are looking
for a more bespoke option.
All garment options were
available at the show, from
T-shirts and baseball caps,
to fleeces and outerwear –
exhibitors had it covered.

MILTON
KEYNES

Lest you forget,
Merchandise
World will be

back at the MK
Stadium, home of the Dons for
the mid-season event. It’s on

Wednesday 9 September
2020 at Marshall Arena,

MK Stadium, Milton
Keynes. Mark your

calendar.

I

KEEP IT FUN
Although the focus was on
business, there were plenty
of entertaining asides on
offer such as the 14 Promo

Sport's ball dribbler showing off
his ‘skillz’. Also noteworthy was
Goldstar’s guitarist Cathal Dolan
strumming AC/DC’s You Shook Me
for the appreciative crowds, and
great competitions such as the
Print Vision Arms dart board, and
Swag’s popsockets wall.

K

G

M

KEEP IT FUN

L
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Numbers
It’s all about the numbers
at exhibitions, so here
are a few fun ones. The
catering cost £42,000, and
more than 5,000 drinks,
3,000 sandwiches and
80kg of Pick ‘n’ Mix sweets
were enjoyed. Around 100
visitors were successfully
transported from and
to the airport, and more
than 100 people relaxed
with a free massage.
The 218 exhibitors were
accommodated in a show
hall larger than a football
pitch and about the same
floor area as The White
House in Washington DC.

REBRANDING
The Carole Group
appeared at the
show as YourPromo
for the first time.

Following the sale of its
Souvenir Retail Division
in 2019, the company is
now totally focused on
the promotional sector. It
is partnering exclusively
with two of Europe’s
largest and most successful
promotional gift wholesalers
to facilitate access for its
distributor customers to local
inventory, backed up by
state of the art customisation
facilities. These facilities have
made it possible to offer a
new extensive full colour
range, a greater number
of eco products, plus full
colour packaging to provide
customers a complete service.

STAND OUT
With a bigger floorspace
on offer, and a more
striking venue, exhibitors

were able to really push the boat
out and there were some amazing
stands on display. These allowed
visitors to browse products, and
hold meaningful conversations with
knowledgeable promotional experts

Technology
It increasingly rules our lives and there were plenty of great examples on
show. Speedbird Products had an impressive array of privacy products,
such as web cam covers, microphone blockers, USB data blockers and RFID
blocking cards. Kashif Siddiquei of technology specialist, BabyUSB said
the show was the perfect platform to showcase the BPMA Pocket Product of
the Year, the NFC Ready 3-in-1 charging cable. “There was a superb buzz
around the show floor from day one and we enjoyed learning more about
the exciting briefs on offer from new and existing customers and how we
can add further value with our UK stock, in-house branding and express
services," he said.

Quality
It’s better to spend a bit more on
a product with lasting appeal
than scrimping to use one that
is quickly binned. Listawood’s
Duraglaze mug display was
a powerful indication of how
the coating ensured branding
would not fade, even after 2,000
washes. Orchard Melamine also
banged the drum for lasting
impressions with its non-fading
white wipeboards.

R

T

Q
Merchandise World

ORDERS
With the start of the year
the perfect time to plan
for campaigns in 2020,

distributors were ready to place orders
and business was brisk. Exhibitors
expressed themselves pleased with the
quality of footfall at the show, with serious
leads thick on the ground.

ON

PLASTIC
The merchandise

industry is seeing a lot less
of it apparently, and many

companies were offering alternatives such
as bioplastics made from corn starch, or

cardboard packaging. Companies such as
Desktop Ideas and Senator showed plastic

products that are biodegradable. Meanwhile,
plastic specialist, Great Central Plastics made

the point that it is thoughtless use that is
the problem, and that durable plastic
products, such as washable items, are

more sustainable than throw away
alternatives.

PPP
S



Pens.
Made fresh by Italians.

Prodir Ltd +44 (0)1354 776499
pigra.com

Pigra and Prodir are brands of
Pagani Pens SA
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1.Conchigliemezzanerigate,2.Conchigliepiccole rigate,3.Penne,4.Pennette ,5.Pennine,6.Stortinigrossi rigati,7.Stortinimezzani rigati,
8.Stortini rigati, 9.Anelli rigati , 10.Anelli rigatimezzani, 11.Fusilli, 12.Zitoni, 13.Zite, 14.Mezzani, 15.Mezzanelli, 16.Maccaroncelli, 17.Bucatini,
18.Spaghetti, 19.Spaghettini,20.Vermicelli,P01.Lasemplice,P02.Laformosa,P03.Lacreativa,P04.Laraffinata,21.Pennoni lisci,
22.Pennoni rigati

CHOOSE YOUR PASTA
AND CUSTOMISE YOUR
SAUCE!
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Merchandise World

VISITORS
There were 1,680 signed
up for the show and 1,000

through the door on the first
day. Over the two days of
Merchandise World there
was a record 1,599 distributor
visitors at the Ricoh Arena.

Well received
That’s how first-time exhibitor, Robin
Milsted managing director of The Original
Metal Sign Company described his
Merchandise World experience. “As a new
BPMA member, industry newcomer and
first-time exhibitor, we were extremely
impressed with the opportunities
presented and the knowledge exchange
from both distributors and exhibitors,” he
said. “Our beautifully British bespoke signs were well-received and
the team is back at base following up on all the enquiries taken. We
hope to see you all at an industry event soon.”

V

UNDER THE
WEATHER

With Storm Ciara
only just abating and

Storm Dennis approaching,
Merchandise World found the
calm between the two storms.

It was a bit blustery, but not
enough to put off the record

number of visitors.
Speaking of which…

UUUUUNU W
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Tech3+ - ATX Me t a l l i c s - Tech2

L i f e t ime Wa r r an t y

The right corporate gifts can build a bridge, connecting your brand in meaningful
ways to clients and employees alike. We recognise that your logo is the voice of your
brand and we handle it with deference through a full range of customisation options.

A.T. Cross can engrave or imprint your logo with exacting detail, create jewelllery-
quality emblems and reproduce a personal signature for a truly custom engraving.

Uksales@Cross.com

A P E N F O R L I F E

Merchandise World

ZZZZ
After two fun-packed days at the
Ricoh, it was time to catch upon
some shut eye before planning starts
for the next show. There’s only six

months until Milton Keynes. See you
there!

the X-factor
That’s what everybody is

looking for at a show – something
that they know will light up their
next campaign. The BPMA stand
had all of the Product Award
winners on display and the nearby
Eco World was a cornucopia of
products that are trying to be
better for the world. There were so
many great products to find.

YOUR
SHOW

Merchandise
World is run jointly

by the industry’s trade
association, the BPMA,

and the sector’s main trade hub,
Sourcing City. The aim is to produce

a show that serves the specific
needs of the merchandise sector,

and to keep improving and
serving those needs better.

It truly is the industry’s
show.

ZY

X

S



As Merchandise World heads into a new decade, there ood
reasons to be sent to Coventry

STAR
PERFORMERS
Product winners received their recognition at
February’s Merchandise World

BPMA Product Awards
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A
s well as kickstarting the
promotional year, Merchandise
World at Ricoh Area saw the
presentation of the new BPMA

Product Awards Merchandise World.
Awards were made across 11

categories covering the whole gamut
of merchandise options, with Platinum,
Gold and Silver recognised in each.
BPMA CEO Jon Birrell and Sourcing

City operations director, Ella Long
visited winners on their stands on
the first day of the show to present
the handsome trophies, which
were created by Laser Crystal.

| w
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The winners
Desktop Ideas
Pocket Product of the Year
Xoopar INE power wallet

Desktop Ideas was the big winner of
the product awards, picking up three
Platinums, a Gold, and a Silver. It kicked
off its streak with the INE Power Wallet,
which is the slimmest charging wallet

on the market. It comes in either
real leather or vegan (PU) leather,

combining a RFID wallet and a super-
slim 3000mAh powerbank.

Executive Product of the Year
Zens 3-in-1 wireless charger

The Zens charger offers great quality,
cutting edge technology to keep all
smart devices online and connected.
It is fully certificated by Apple and Qi

registered for wireless charging.

Most Innovative Product of the Year
Xooper UV YoYo speaker

Desktop Ideas upgraded the popular
mini Bluetooth speaker with a special

UV coating. In artificial light it appears to
be white, but in natural daylight it turns
purple, becoming a deeper shade the

stronger the daylight.
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BPMA Product Awards

European Solutions
Technology Product of the Year
Molik powerbank earphones
European Solutions won for its

Bluetooth earphones with matching
case incorporating a built in 5200mAh
power bank and wireless charging

station. They are rechargeable via USB
port and feature a hinged cover for

earphone protection.

Snap Products
Desk Product of the Year

Mood Duo
Snap’s luxurious, soft-feel PU covered
Mood notebook is available in 23

colour choices and has 160 pages of
FSC certified paper.

Eat My Logo
Edible Product of the Year
Edible logo chocolate bar

The latest tasty treat from Eat My
Logo was named Edible Product
of the Year. The smartphone-sized

chocolate bar has a full colour edible
print. It is available in a range of

shapes and sizes from 4cm squares
to iPad sized.

Listawood
Drinkware Product of the Year

ColourFusion Eevo-Therm bottle
Thermal bottles have been one of the
hits of the past year as clients look for
more sustainable products. Listawood’s

version adds photo quality digital
branding opportunities to ensure stand
out. All that and it keeps drinks hot for 12

hours and cold for 24.

wwwproductmediamagazine co uk MARCH/APRIL 202
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BPMA Product Awards

PROMOTE BETTER.
WITH

THE UK’S NO.1 SUPPLIER!

SPRING OFFERS!

BEST
2020

PRICES!

New better pricing!
No additional service fees!

www.swagdistribution.co.uk

sales@swagdistribution.co.uk

0121 389 1092

T: 01642 225799 | E: sales@crystalgalleries.co.uk

www.crystalgalleries.co.uk

THE UK’S LEADING SUPPLIER OF HIGH QUALITY

GLASS & CRYSTAL GIFTS & AWARDS

Prodir
Pen of the Year

QS Stone
Prodir’s QS Stone is produced with a special material enriched
with minerals which reduces the amount of plastic in every

casing by a sustainable 60%.

The Prime Time
Bag of the Year
Marco Polo

As well as many practical hidden pockets, the Marco Polo has
interior compartments for a 15.6” laptop and all your other

belongings. There is also a USB charging port.
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BPMA Product Awards

Screenworks
Textile Product of the Year

Fully customisable/sublimated softshell gilet
The garment specialists picked up Platinum for its microfleece
lined, shower resistant and windproof gilet, which offers 100%

coverage through its sublimation printing.

Juniper
Eco Product of the Year

BioD Notebook
This recycled, recyclable notebook by Juniper is made from a leather
look that biodegrades in 180 days in compostable conditions. The

notebook is made from 100% post-consumer waste.

PROMOSports
a divison of 14 Promotions Trade Ltd

FOOTBALLS, RUGBY BALLS, BASKETBALLS, CRICKET BALLS, TENNIS BALLS, VOLLEY BALLS & MORE

June 12th - July 12th - 2020
ARE READY?

AS SEEN AT

AS SEEN AT
Ricoh Arena

Trade Sales: 0800 677 1314
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If you want it read,
say it with

NEW
Request a
sample Now!
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THE UK’S LEADING SUPPLIER OF PROMOTIONAL PRODUCTS...
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AUGMENTEDREALITYOPTION
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CELEBRATING
THE BEST

The merchandise industry put on its glad rags for an
event of fun, laughter and congratulations
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F
ollowing a successful first day
at Merchandise World which
saw almost 1,000 visitors come
through the doors, the industry

took time to celebrate the winners
of the 2019 BPMA Annual Awards.
The awards are voted for by the

industry itself, so recognise the
companies that are regarded by their
peers as being at the top of their games.
More than 450 suppliers and

distributors packed the award setting
at the Double Tree Hotel at the Ricoh
Arena in Coventry on 12 February.
Following the welcome drinks,

the dinner began with a welcome
speech from the BPMA chairman
Angela Wagstaff, who introduced
former England rugby international
Martin Bayfield as the celebrity host

for the evening. Martin captivated
the audience with his quick wit and
charm and was the star of the event.
It was so lovely to see our industry

dress up for the occasion to recognise
and celebrate with the best of the best.
The BPMA would like to congratulate
all of the winners who were voted for
by the members and also thank all
those who took the time to vote.
After the awards presentation and

superb meal with plenty of drink
and laughter, everyone danced the
night away into the early hours to
the Simon Faulkner Band and DJ.
The BPMA’s CEO Jon Birrell said: “What

a great night for the industry to celebrate
together. Being back at the Ricoh has
enabled us to elevate the Awards Dinner
to another level, and Martin Bayfield was
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BPMA Awards

The 2019
BPMA Award

Winners
Supplier of the Year up to £2m

Sponsored by GeigerBTC
WINNER: CHX Products

Supplier of the Year £2m+
Sponsored by Innovation 1st

WINNER: Xindao

Distributor of the Year up to £500k
Sponsored by Preseli
WINNER: Printed 4 You

Distributor of the Year £500k to £2m
Sponsored by PF Concept
WINNER: Bounce Creative

Distributor of the Year £2m - £5m
Sponsored by Listawood

WINNER: Premier Print & Promotions

Distributor of the Year £5m +
Sponsored by Direct Textiles + Bags

WINNER: Total Merchandise

Marketing Campaign of the Year
Sponsored by Goldstar

WINNER: Event Merchandising

Supplier Unsung
Hero of the Year Award

Sponsored by Fluid Branding
WINNER: Leah McDonald – Xindao

The Briman Award
Winner: Ryan Askew, Premier Print &

Promotions

Next year’s BPMA awards dinner will take place at the Ricoh Arena, Coventry on Wednesday 27 January 2021.
If you would like to reserve a table please contact events@bpma.co.uk.

the icing on the cake. A truly wonderful
evening to complement a great show.”
The BPMA would like to say a

huge thank you to the industry for
supporting Merchandise World and
the BPMA Annual Awards Dinner.
Special thanks must go to our

award sponsors and event supporters
and also the 450 suppliers and
distributors who attended making
it a fun and entertaining evening.

Distributor
of the Year
£5m +

The Briman
Award

Distributor of
the Year £2m

- £5m

Marketing
Campaign of

the Year
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BPMA Awards

Distributor
of the Year
£500k to
£2m

Supplier
Unsung

Hero of the
Year Award

Supplier of
the Year up to

£2m

Supplier of
the Year
£2m+

Distributor of
the Year up to

£500k
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Rogue companies are escaping their financial responsibilities
at a time when creditors are less prepared to throw good money
after bad, says Mike Collins

DON’T BE CAUGHT
OUT BY RATS

2
020 is the Chinese year of
the Rat. In China the Rat is
associated with wealth, whereas
in the western world, especially

in business circles, it can have an
altogether different connotation.
According to one myth, the Jade

Emperor said the order of the zodiac
would be decided by the order in which
they arrived at his party. The Rat tricked
the Ox into giving him a ride. Then, just as
they arrived at the finish line, Rat jumped
down and landed ahead of Ox, therefore
finishing first and reaping the rewards,
whereas the Ox was burdened with all
the work and effort to reach that goal.

Caught out

The whole story around how the Rat
became the first of all animals in the
Chinese zodiac could be a metaphor for
how we now view the rogue directors
of this world. The ability of some to use
others for their own personal gain, to
then leave them stranded at the final
moment is an illustration of the trials
and tribulations many businesses face
when dealing with debtor insolvencies.
A recent study by The

Insolvency Service showed:
• Total company insolvencies increased

slightly in Quarter 3 2019 compared
with Quarter 2 2019. This was driven

by increases in administrations and
creditors’ voluntary liquidations.
• Administrations have reached

their highest quarterly level since
Quarter 1 2014, continuing recent
patterns of growth of insolvencies.
• Creditors’ voluntary liquidations

have reached their highest quarterly
volume since Quarter 1 2012.
• However, compulsory liquidations have

fallen for the third successive quarter to
their lowest level since Quarter 4 2017.

Phoenix route

What we conclude is significant from
the survey is that creditor’s voluntary
liquidations have increased, whereas
compulsory liquidation numbers have fallen.
A creditor’s voluntary liquidation is

where the directors or shareholders
of the business place the company
into insolvency themselves.
A compulsory liquidation is where

a creditor or someone who is owed
money by the company takes action
to place their debtor into insolvency.
More and more business owners are

willing to send their companies under, safe
in the knowledge that they individually
cannot usually be chased for the liabilities
and are free to simply set up another
business or ‘phoenix’ without recourse.
What it also shows us is that people who

are owed monies are less and less prepared
to spend more of their hard-earned
cash closing these businesses down.
They know the same parameters of the
above and they know it’s simply not cost
effective to spend money in the pursuit
of monies that unfortunately they’re
unlikely to get back. Short of securing a
personal guarantee from the directors of
the debtor before you act with them, sadly
the paths to pursue same can be limited.
It’s for these exact reasons that Zero

Cost debt recovery agencies exist –
to try and ensure that creditors have
the minimum outlay possible in the
pursuit of their outstanding monies.
Ask yourself, with company

insolvencies on the rise, do you have
a cost-effective strategy for dealing
with your unpaid debts, to avoid you
being one of the victims of those many
Rats leaving their sinking ships?
Direct Route is regarded as the Pied Piper

of the debt collection business. Feel free
to contact us, the BPMA’s long-established
debt collection partner on 01274 223190
should you need any advice or assistance
in any area related to this article. Activate
your free Credit Management Consultancy
and your BPMA Membership benefit
package and start taking advantage today.

Mike Collins is managing
director of Direct Route
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“The jury was unanimous: The ColourFusion
EevoTherm Bottle is excellent and definitely
deserves to win the Promotional Gift Award.”

ColourFusion. Protected by Patent



Recent events show how quickly events on the othhhhheeerrrrrrr sssiiiidddddddde
of the globe can affect business, says Mark Alderssssooooooonnnn

PREPARE FOR THE UNFFFFOOOOOOOOOOOORRRRRRRRRREEEEESSSSEEEEEEENNNNN

T
he recent outbreak of Coronavirus
has highlighted how easily
the industry’s supply chain is
affected by unforeseen global

events. Numerous documents have
been published, detailing best practice
for businesses managing risk within
their supply chain. One thing is clearly
evident - sourcing locally minimises risk.
Sourcing domestically enables easy
connection with suppliers and other key
stakeholders. Not only will this contact
be completed in the same language
and time zone but it also facilitates
easy site visits. There is no substitute
for seeing your product being made.

Take back control
The further away you are from elements
of your supply chain, the less control
you have over them. Suppliers may say
that they treat all of their customers and
purchase orders the same, but if they
anticipate a site visit or a drop-in meeting
from you, the chances are your business
needs may become more of a priority.

Face-to-face visits will allow you to address
any concerns and ensure all products
meet your requirements. There’s also less
chance of things being ‘lost in translation’,
which often occurs when working with
far-flung teams of people, many of whom
aren’t actually on the floor and touching
your products. Ensuring material and
compliance standards are adhered to
is also easier managed at source.

Reaction time
Local suppliers are typically more reactive
and flexible than suppliers who are farther
away. They are able to deliver products
quicker, and it is much easier for a supplier
to coordinate a shipment across the
neighbourhood than around the world.
And don’t forget that localising your
supply chain represents a tremendous
opportunity to help the environment. When
you reduce shipping and storage, you also
reduce emissions and energy usage.

Mark Alderson is chairman
of the Briman Group.

Telephone: +44 (0)1933 222495 Email: sales@juniperproducts.co.uk www.juniperproducts.co.uk
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Full colour digital print
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Technology

T
he demand for technology, gadgets
and electronics has changed
dramatically over the last 20 years
but there are some elements that

surprisingly stay constant. This month let’s
look back at a few landmark product groups
and how trends have changed in that time.
Some businesses started to take

commercial advantage of the internet from
the late 90s. The commercial website was
born and early adopters needed to promote
their new marketing baby. Our industry
found the perfect way to promote this new
technology in the form of computer mouse
mats with corporate images or URLs printed
to them. There were loads of different
formats – ultra thin, hard top, rubber,
fabric, eco (without PVC, and still popular
now) and even liquid or gel-filled which
proved to be the star items of 1999-2003.

Desk stars
Small gadgets for use around the
laptop, computer and desk became
very popular, such as brushes and
ergo wrist supports. Some, like the
Telephone Untangler are still promoting
a message today some 22 years on.
The next five years saw some dramatic

changes with the introduction of
Bluetooth technology into earsets and
then later headphones and speakers.
In 2001, the first Apple iPod was

launched, and by about 2005 the
technology for storing vast data files on
tiny gadgets led to some of the largest
game changers in promo technology
– computer flash drives or memory
sticks, as well as MP3 and MP4 players.

Falling prices
These products were to become some
of the largest selling items of any product
category in our industry for the next 15
years. However, when launched they were
very different to today. The first drives could
hold around 16MB of data, compared with
today’s many GBs. The entry level costs at
launch were an eye-watering £33 plus for
16MB. Today, a drive with 15 times the size
costs less than a tenth of that 2005 figure.
Other major products of this era

included the retractable modem cable/
DSL Cat 5 cords, which were needed
at the time to connect PCs and laptops
to a local network and allow internet
access. Again, it’s so different today
with ubiquitous Wi-Fi coverage and 5G
allowing consumers to instantly download,
upload and stay connected virtually
wherever they are in the country.
Today, we all take for granted calling

over Skype, WhatsApp, or Wee-Chat to stay

in touch with friends, family or business
colleagues. In 2005 we saw the very first
VOIP (voice over internet protocol) phones
which soon took off and over a short
period of time merged into the app-based
software incorporated into modern smart
phones. This year also saw the very first
mobile phone chargers which at the time
were either solar powered, battery powered
(4 x AAAs) or crank handle operated. It’s
funny that these would now be very
popular with the focus on eco power.

Gadget explosion
By 2010 we had seen the launch of the
first iPhone and ebook readers (both
2007). Amazon’s Kindle opened up a
wave of new gadget trends such as
generic ebook readers, digital photo
frames, Wi-Fi hotspot detectors, mini
projectors, portable hard disc drives, and
mini cams to record sporting highlights.
All of which were a long way from the

super gadgets of today that transmit, record
and display in up to 8K Ultra definition.
By 2015, smart phones had become

part of our daily lives with more than 60%
of the public owning and having access
to one. This is forecast to rise to 80% by
2022. This rapid rise led to accessories
to support and enhance these new
phones. Bluetooth speakers, earbuds,
headphones and especially charge cables,

Technology has gone from almost nothing to a dominant sector in
merchandise in just two decades. Matt Pluckrose looks back at the
fascinating changes

IT WAS 20 YEARS AGO TODAY...

and portable and rechargeable power
banks came into their ascendency. They
became the must-have promotional
accessory and are still dominant today.
The growth of promotional technology

has been a rapid one with sales globally
in this category having risen of practically
zero to now upwards to 10% of total
spend on promotional items. This is
a category that will continue to grow
and needs careful consideration when
discussing your client’s next brief.

Matt Pluckrose is managing
director of Desktop Ideas
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The Suffolk-based garment
specialist recently took to
Merchandise World to spread
the word about its new
bespoke clothing service, called
Inspired.
Managing director Duncan

Gilmour explained that
Screenworks was receiving
many enquiries from brands
that wanted branded clothing
that was completely designed
from the ground up. “Clients
want something that is not throw
away and that it truly different.
They want products that are
inspiring for their target audience.”
With Inspired, which Screenworks

launched last year, clients get a
consultative approach that allows
them to specify everything from
the fabric, colour, cut, decoration
and embellishments. Every element
of the product is specifically
designed to align perfectly with a
brand. Minimum orders start from
just 50 and despite the ultra-

bespoke approach, lead times can
be as low as two weeks.
As well as providing products

with a wow factor, Gilmour said
that Screenworks worked with
audited factories to ensure that its
supply chain was able to deliver on
the sustainability requirements of
an increasing number of brands.
“We have a partnership with our

suppliers where we invest in them
to ensure that they understand
what is important to our clients and
why,” he said.

Screenworks looks to inspire

Speedbird ticks the
boxes
Promotions company, Speedbird Promotions
has launched a range of innovative new
products inspired by its road transport
expertise.
The company has been appointed European

representative for promotional products based
on the iconic shipping containers that are seen
on the road and rail network of the UK.
Available in various sizes, the faithfully

rendered miniature containers come in a
variety of sizes and can be branded according
to need. Among the uses on display at the
recent Merchandise World event were desk
tidies, handkerchief boxes, and powerbanks.
Speedbird is the exclusive distributor for a

range of scaled trucks. The 1:8 sized ride-on
vehicles can be built to the same branding as a
haulage fleet and can even tow their own mini
trailers.
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S
ustainability and environmental
impact are no longer niche subjects.
From activist Greta Thunberg’s
powerful speeches, to the rise

of Extinction Rebellion, the issue is at
the forefront of the global discourse.
For product marketers, this means

that consumer awareness is rising fast
and demand is increasing for products
which help to save the planet. A more
environmentally conscious approach is
the future for bringing products to market.
This is seen from the rise of the eco label,
which improves customers’ ease when
searching for eco-conscious products,
to groundbreaking pledges from leading
names such as PepsiCo, which aims to
make 100% of its packaging recyclable,
compostable or biodegradable by 2025.
Product marketing agencies must take

measures to ensure they are moving
in the same direction as the rest of
society. What should they be doing?

Meet consumer demands
For any product-based marketing campaign
to be successful, it needs to target the
needs of its consumer. The switch to
more sustainable choices in everything
from lifestyle to products shows no signs
of slowing. The consumer need is no
longer just about what the product is,
but its composition and the journey it
takes to end up with the consumer.

Responsible brands
Much of a product’s success is now rooted
in consumer understanding of where
the product comes from, the effect its
production has on the environment, and
what happens to it at the end of its lifecycle.
Brands shouldn’t just turn to more

eco-friendly products because that’s
what their customers want. Of course,
meeting consumer needs is a priority
for all businesses in order to achieve
a healthy return on investment. But
moving to responsible production is
also a matter of brand responsibility.
But how can your brand move with the

market and continue to bring merchandise to
the masses while helping to save the planet?

• Reassess the manufacturing process
• Minimise the supply chain to
reduce your carbon footprint

• Reduce plastic packaging
• Boost consumer awareness
though eco initiatives

• Alter product composition to
reduce environmental impact

Eco-friendly products
Alerting clients to more sustainable
products is one of the best ways a product
marketing agency can make an impact.
There has been a huge growth in more
eco products in recent years, covering
the whole range of product categories.
A growing number of promotional

suppliers have introduced changes, such
as incorporating production waste in their
products. Although promotional giveaways
are considered to have a short life, product,
companies have taken steps to increase the
product lifespan, as well as using renewable
energy and focusing on product disposal.

Straw ban
To change their ways, companies have
eradicated plastic straws, which are set to be
banned completely throughout the UK as of
April 2020. In England alone, it’s estimated
that we use 4.7 billion plastic straws

annually. Not only is the plastic material
of traditional straws non-degradable,
it’s also damaging to marine life.
Metal and paper straws are reusable

and recyclable respectively, but they
require a lengthy manufacturing process.
Some brands and their product marketing
agencies wanting to go one better are
now turning to bamboo straws, which are
both 100% natural and biodegradable.

Paper
We think of paper as one of the ‘good’
materials, after all it’s biodegradable,
recyclable and reusable. But the
production process, our excessive usage
of it and incorrect disposal is damaging
to the environment. Here’s how:

• It takes five litres of water to
produce one piece of A4 paper

• 93% of paper comes from trees
• 50% of business waste is paper
• Paper accounts for 25% of landfill
waste and 33% of municipal waste

Even in the digital era, demand for paper is
expected to double before 2030. With each
tree on average producing enough oxygen
for three people, this increased demand
could have a global effect on air quality.
As well as cutting back on paper usage,

you could switch to recyclable paper is.
From your product packaging to day-to-day
office tasks, choosing to use recycled paper
is a fast and straightforward way to become
a brand which isn’t just environmentally
conscious, but takes the action needed
to initiate market-wide change.

Daniel Hill is senior account
manager at Zagwear

Daniel Hill explains why eco merchandising is the future for
product-based marketing

LOOK TO THE FUTURE

Sustainability
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Companies are recognising the importance of prioritising mental health in the
wwoorrkkppllaaccee, aanndd tthhee bbuussiinneessss ccaassee ttoo ddoo mmoorree

LET’S MAKE IT BETTER

Mental health

E
very organisation in Britain is
affected by poor mental health in
its workforce. One in six workers
experiences a mental health problem

at any one time. As stress, anxiety and
depression are thought to be responsible for
almost half the working days lost in Britain,
the relationship between mental health and
the workplace is complex and now more
important than ever.
Deloitte’s January 2020 Report on Mental

Health and Employers tells us that the cost
of poor mental health to UK employers
is now in the region of £45 billion. This is
made up of absence costs of around £7bn,
presenteeism (where an employee comes
to work but is not at their most productive)
costs from £27-29bn and turnover costs of
approximately £9bn.
However, these headline figures are not

the only costs to employers. There are
also indirect costs in terms of the adverse
impact on creativity and innovation and the
effects on other employees. This makes for
a powerful business case for investing in
mental health wellbeing.

Always on

Changes in our working practices have
provided their own challenges. The
increased use in technology often means
that employees feel a need to be always

available giving rise to a newer trend of
‘leaveism’, where employees feel they must
continue working outside of their normal
working hours.
In recent years, we have seen some

positive changes in working practices
around the issue of mental health
particularly within larger employers which
indicates a shift towards talking more
openly about mental health and work and
providing greater support to staff. However,
the subject remains difficult and the reality
is that only 49% of employees feel able to
speak to a manager about their mental
health.

Support structures

As the way in which we work evolves, so
do the expectations of how we support our
employees. Creating an open and inclusive
culture will go a long way towards helping
to reduce the associated stigma still affecting
mental health. Provision of training and
advice to help reach out to all those who
may need support and to reassure them that
such issues will not have a detrimental effect
on their career will also contribute. We must
also be mindful of our future workforce
and the fact that young employees are
particularly at risk from mental health issues.
The 18-20 year old age group is the most
vulnerable, with more than double the

average number saying they suffer from
depression compared with other age groups.
There is a lot of work to be done in this

area, but steps to improve the management
of mental health in the workplace, including
the prevention and early identification of
problems, should enable employers to save,
with a potential return of £5 for every £1
spent according to Deloitte. Interventions
with highest returns are currently focussed
on preventative large-scale initiatives, and on
those which use technology or diagnostics
to tailor support for those most in need.

More to do

There is much more that we can all do
to support our staff. There is scope for
more investment around tackling stigma,
increasing awareness of mental health
issues, and providing adequate training for
employees. SMEs are a higher risk category
where employees may benefit from a greater
and more formalised support. To help with
this, the BPMA is delighted to work with its
chosen charity of Mind throughout this year,
and we will be publishing a series of articles
to help members address this important
issue.

The BPMA is working with Mind to bring
series of practical articles on mental health
in the workplace.
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W
ith increasing pressure
on global industries to
reduce consumption of
materials that are viewed

as unsustainable, the promotional
merchandise industry has seen a massive
uplift in enquiries related to ‘sustainable’ or
‘eco’ products as end users seek to align
their merchandise with planet-friendly
solutions.
The challenge for the industry is one

of consistent language and description
when talking about sustainability, eco,
biodegradable or compostable. In addition,
pressure on budgets means that eco isn’t
always an easy choice to make, so how
does the industry embrace the challenge
of going green and growing business?
Citing the importance of leading

the way in an industry plagued with
misconceptions and misinformation,
the BPMA has been gathering views
from its members and held an inaugural
Sustainability Group Forum in January.
Bringing together views and facts from
suppliers and distributors has further
assisted the BPMA to identify opportunities
and concerns across the market.
As part of the investment into future

first thinking, the BPMA is conducting end
user and sustainability research linking
both with industry standards to help grow
the market from a position of clarity and
understanding. Already underway, results
from this research and the outcomes will
be reported in the coming months. This
will give BPMA members education and
resources to access more opportunities,
helping them to understand market needs
and plan for a rapidly changing landscape.
Understanding the end user audience

motivators and desires is an on-going
agenda for the BPMA. To further this and to
support the leverage of industry findings to
a wider audience, the BPMA has recently
joined the Advertising Association and The
Debating Group.
Taking a seat at the Advertising

Association Council has given the
BPMA the opportunity to bring both the
effectiveness message for promotional
merchandise and the contribution to UK
creative industries into the spotlight. The
BPMA will use these platforms to further
members’ interests and will be holding
a debate in early 2021 in the House of
Commons with The Debating Group, with
more details released nearer the time.

BPMA kick starts
sustainability and

standards research to
support the industry

Education
needed
“Sustainability is a topic that’s here
and it’s not going away. We need to
tackle it together to ensure that we
have a viable industry in future.”
This was the rallying cry of BPMA

CEO Jon Birrell at a packed session
at Merchandise World – testament
to the interest in the subject and the
confusion that still surrounds it.
Birrell revealed research results

from the last Merchandise
World event that probed what
attendees thought of the issue.
There has been a huge increase

in enquiries about sustainable
products, with 57% of respondents
saying they were up 50%, and
14% noting a 100% increase.
Research shows that respondents

are prepared to pay more for
sustainable products, and think
clients will pay even more. However,
opinion in the room was split.
Some attendees thought that
clients will simply commit the same
budget to fewer items, particularly
those with eco credentials.
When it comes to considering

a product’s environmental impact,
BPMA research shows a wide
range of considerations, from
product reliability (top ranked)
to country of origin (the lowest
ranked item surprisingly). This is
potentially good news for British
manufacturers, said Birrell.
Consumers have changed their

behaviour in relation to plastic usage
and are more conscious than they
were just a few years ago. This is
potentially a great market opportunity,
but work needs to be done to
educate distributors and end users.
There remains confusion over

accreditation, logos around
recyclability, and the gap between
what is possible in terms of
sustainability and what the
situation is on the ground. Just
because a product is described
as compostable, does not mean
that facilities are available to
make it happen, it was felt.
Birrell encouraged distributors to

ask more questions of suppliers to get
to the bottom of eco claims, some of
which risked greenwashing. “If people
say something is biodegradable, ask
‘how?’ Drive behavioural change.”



New Name.
Same High Standard Of Service
Following the sale of our Souvenir Retail Division*
The Carole Group is making some changes.
We are now called YOURPROMO.

Improved competitive pricing with our Price Match Promise**
Extensive Eco Range.
Doubled our full colour offering
New full colour FSC packaging
Customised products Made in the EU
One Single catalogue
New website coming soon
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The Good Work
Plan – are you
ready?
BPMA members are reminded that the
biggest overhaul of employment law in
20 years, The Good Work Plan, comes
into effect on 6 April.

The Good Work Plan is billed as
“the first time that the government
has placed equal importance on both
quantity and quality of work”. In practice,
it is a raft of changes that will affect the
way employers treat their employees.
Some of these are already in place, and
some are imminent.

Last year, the maximum penalty
employment tribunals can levy was
increased to £20,000, and new rules
on what payslips must include, were
introduced. New changes from 6 April,
2020 include:
• Thresholds of support for consultation
rights reduced from 10% of the
workforce to 2%

• Holiday pay reference periods have
been increased to 52 weeks

• Employees must receive a written
statement of the main terms and
conditions of employment (known as
written particulars) on the first day of
their employment

• Agency workers must have rights to
equal pay to permanent staff after 12
weeks
Other changes coming into place

in future will look at aspects of the ‘gig
economy’ such as employment rights,
holiday pay, contracts and breaks in
continuous service.

With so much to allow for, it is
important that businesses avail
themselves of the best advice. BPMA
members can access some of the
best resources through the free BPMA
member advice line on 0844 561 8133.

Introducing: samedaybags.com

Give us a snapshot of the
business?
We started samedaybags.com around
18 months ago. Like the name suggests
we specialise in an extremely fast
printing service and the majority of our
work is for last minute, same day and
next day orders. The business is family-
owned and run by Melvin and Helen in
Monmouthshire. We have a great team
behind us with the energy of a new
start-up but with the experience, skills
and support from our sister company
established since 2011. We screenprint
our bags in-house and carry stock for
our most popular items. We have also
invested in DTG printing for small runs
and full colour hi-res prints.

What made you join the BPMA?
Having attended a few BPMA-led
exhibitions and seminars we have seen
the advantages of being a member. The
support and guidance is second to none
in the industry and it opened our minds
to exhibiting at Merchandise World, for
the first time, this year.

How are things going for your
business?
Fast! We’ve recently moved into larger
premises, filled the floor space with new
machines and recruited some great new
staff to help us deliver our service. It’s
pretty manic when a customer phones
as late as 3pm for a next day delivery.

What trends are you noticing?
With the knowledge of pollution and
plastics, we are seeing a bigger and
faster shift towards reused, recycled
and organic, with, most recently, vegan
based products. Our recycled Salvage
collection is now one of our most

popular ranges.

Give us a prediction for the year
ahead in merchandise?
Everything is getting faster, and as life
speeds up, our patience dwindles. Being
able to order a range of merchandise
and take delivery the very next day is
now a reality and will become more
common.

BPMA CALENDAR

2020
25-26 March
B2B Marketing Expo, Excel,
London

17 June
BPMA Golf Day, Burnham
Beeches Golf Club

9 September
Merchandise World, Marshall Arena,
Milton Keynes

2021
12-14 January
PSI, Dusseldorf

27-28 January
Merchandise World, Ricoh Arena,
Coventry
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Ten from two
Three step up at
Outstanding
Outstanding Branding has
promoted three members of its
team.

Becci Cottam, who has been
with Outstanding Branding for
almost three years has been
promoted to sales team manager,
with a remit to triple it in size by
the summer.

Within the key accounts side of
the business, Cat Smith and Vinny
Barker have both been promoted
to account directors, making
them first Outstanding Branding
staffers to hold the titles. They
will each have their own teams to
support them moving forward.

Emma Reynolds, global sales
manager, said: “2020 is set to
be an amazing year for the
Outstanding Branding team. We
always look to invest in our teams
and promote within and I am
very excited for Becci, Cat and
Vinny who all really deserve these
steps forward in their careers.”

Sow Easy grows
its team
Sow Easy has hired two new
employees for its expanding
business.
Laila Serroukh (right) has been

brought in as a key account
manager, and Shaheen Shakeel
(left) has been welcomed as
marketing manager.
Serroukh brings a wealth of

experience in the promotional
merchandise sector, having
worked with international
brands like Coca-Cola and
Kimberly-Clark.
Shakeel comes to Sow

Easy with more than 10 years
of experience in project
management, communication
and marketing.

If you have any stories for
Product Media Magazine, send by email to:
editor@productmediamagazine.co.uk

Screen print and
marketing manager,
Essential Embroidery
Design & Print

Commercial and
marketing programme
manager,
The Pen Warehouse
and Snap Products

What boxset are you watching
and what’s next?
The last series I watched was
Peaky Blinders series 5, and I’d like
to watch The Mandalorian
Do you have a guilty pleasure?
Malted milk biscuits - two a night
What was your first job in promotional
merchandise and what did it teach you?
My dad had me packing at Essential
from when I was about 11. It
taught me about hard work
Best piece of advice you’ve been given?
To not do what you love,
but love what you do
What’s the view from your office?
An industrial estate
How do you relax outside of work?
I love to ski and try to do as much as I can
Where would you like to be right now?
The top of the 7th Heaven
chair in Whistler, Canada
How do your colleagues describe you?
Ambitious
What has been the toughest
decision you’ve had to make,
and how did you make it?
Moving back to the UK after living in
Canada for two years. I used something
called ‘regret minimisation’ where you
project 30 years into the future and think
what decision would give the least regrets
What’s top of your bucket list?
Sail across the Atlantic, trek to
Machu Picchu, go heli-skiing, see the
northern lights, the list goes on...

What boxset are you watching
and what’s next?
Criminal and the new season
of Stranger Things
Do you have a guilty pleasure?
True crime
What was your first job in promotional
merchandise and what did it teach you?
I started working at The Pen Warehouse
and Snap Products as a marketing
assistant in June 2014. It taught me about
the promotional merchandise world,
from products to printing techniques,
from product data to artwork formats
Best piece of advice you’ve been given?
Change the way you think
What’s the view from your office?
Other company buildings and a park
How do you relax outside of work?
Taking my dog Bruno on a walk
or putting on a feel-good film
Where would you like to be right now?
I’d like to be on a beach in Sicily
(in the middle of Summer)
How do your colleagues describe you?
Hardworking and helpful
What has been the toughest
decision you’ve had to make,
and how did you make it?
Whether to take a scholarship in America
for two years to complete a master’s
degree. I wrote a list of pros and cons
but ultimately decided with my heart
What’s top of your bucket list?
Go to a country I’ve not visited before

Louis Georgiou Monica Malfa

People
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Experts in Promotional Pens
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Softfeel
Ballpens
Introducing our new ranges and

Pantone® match spot colour printing
technology with 300° wrap print.

New
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Finish
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Finish

Softfeel
Finish

Contact us for best prices.

01252 400 270 | sales@pens.co.uk

www.pens.co.uk

Absolute® Softfeel Ballpen

Supersaver® Softfeel Ballpen

Electra® Softfeel Ballpen

Ergo Softfeel Ballpen

Garland™ Softfeel Ballpen
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