
productmediamagazine.co.uk

THE MAGAZINE FOR THE PROMOTIONAL INDUSTRY NOVEMBER/DECEMBER 2019

MAKING AN
IMPRESSION
MERCHANDISE
WORLD DELIVERS
IN MK P17 ›

COMPLIANCE IS KING WHY IT
MATTERS TO MIDOCEAN P13

LET YOUR PRODUCTS SHINE
ENTER THE BPMA PRODUCT
AWARDS AT MERCHANDISE
WORLD P25

BPMA summit enables industry to
prepare for Brexit P33

to

LET’S WORK
TOGETHER



c e r am i c s | p l a s t i c s | g l a s swa r e b o t t l e s | fl a s k s | d r i n kwa r e

and

The UK’s Leading Trade Only Supplier of Promotional Drinkware

Direct Print AvailableDirect Print Available

And choice of lidsAnd choice of lids



Product Media Magazine is
available to the whole promotional
merchandise industry.
It is the official magazine of the
British Promotional Merchandise
Association (BPMA).

British Promotional Merchandise
Association
Fetcham Park House, Lower Road,
Fetcham, Leatherhead, Surrey, KT22 9HD
All phone enquiries: 01372 371183
www.productmediamagazine.co.uk
www.bpma.co.uk

Editorial
editor@productmediamagazine.co.uk
Advertising and Media Pack
advertising@productmediamagazine.co.uk
Circulation
circulation@productmediamagazine.co.uk
Editorial Services
Stuart Derrick

Design and Production
ATG Media,
www.atg-media.com
Printed by
Mailing Guy Ltd
Photography
shutterstock.com

At the time this issue
went to print, Parliament
couldn’t make its
mind up about the
future of the country
and we are now
heading for a General
Election. While this
has been happening,

the BPMA has looked for ways to
support our industry. We applied
for funding and were successful in
gaining a grant for a Brexit event.
The next hurdle was to organise

the BPMA Brexit Summit in only eight
working days. My team worked very
hard to pull together all the necessary
elements, including an incredibly
knowledgeable speaker from the
Institute of Export and International
Trade, and delivered the Brexit Summit
that was attended by more than 100
industry colleagues. I’d like to thank

all of you for supporting this event,
particularly at such short notice.
Following the Brexit Summit, I was

able to run a follow-up webinar with
an advisor from HMRC. The BPMA also
created a digital Brexit Information Pack
to provide guidance and signposting.
Most importantly, from my perspective,

is that the industry needs to work very
closely together over the coming weeks
and months to ensure the smoothest
transition. I believe this will enhance and
cement relationships as long as we all
communicate. Don’t make assumptions
and ensure every part of the supply chain
is aware of what needs to be done and
stick to those timescales. Patience is also
essential as there may be circumstances
that are out of your control, so do try to
create some buffers in your critical paths.
While Brexit seems to be at the

front of our minds, I look back to
September’s Merchandise World at

Milton Keynes where the exhibitors’
stands looked amazing and we achieved
a record number of visitors. Thanks
also to those who attended our BPMA
Networking Evening. We’re always
looking for ways to improve what we
do, so please reach out to me if you
have any ideas for the next event.
Product compliance remains a key

area and the BPMA will continue to
try to educate the industry to ensure
that the products we deliver tick
all the right boxes. We even hosted
a Compliance Seminar at an SGS
testing facility in October as the first
in a series of events on this topic.
We will also be moving forward with

our special interest groups. There’s never
been a more important time to get
involved. Contact us to find out how.

Jon Birrell
BPMA CEO
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The latest moves by business to cut
the use of plastic has seen fast food
giants Burger King and McDonald’s
announce they are to end the giving of
free plastic toys with children’s meals.

Burger King announced the decision,
which could save approximately 320
tonnes of plastic waste a year, following
a petition by two schoolgirls. Sisters Ella
and Caitlin McEwan launched a petition
on Change.org to get McDonald’s and
Burger King to “think of the environment”
and stop giving children the plastic toys.

The nine-year-old and the seven-year-old
said in the petition: “We like to go to eat at
Burger King and McDonald’s, but children
only play with the plastic toys they give us
for a few minutes before they get thrown
away and harm animals and pollute the sea.”

Burger King said the campaign, which has
collected more than half a million signatures,
with a target of one million, had spurred it on.

As part of the campaign, called ‘The
Meltdown’, Burger King installed ‘amnesty
bins’ in its UK restaurants, where people
could drop off old plastic meal toys.
These were recycled to create play areas
or items such as restaurant trays.

Katie Evans, marketing director at Burger
King UK, said: “This is an opportunity for us
to lead radical change in our industry and we
know we can positively contribute to finding
new, more sustainable solutions, long term.”

Work is currently underway across all
of Burger King markets to look at how
it can completely move away from
non-biodegradable plastic toys by 2025.

Meanwhile, McDonald’s customers will
be able to swap the plastic toys given in
its Happy Meals for a fruit bag, and from
next year, for a book. Around 1.2 billion
Happy Meals are sold globally every year.

Paul Pomroy, chief executive of
McDonald’s UK and Ireland, said that
the company would run trials, in order
to give customers a choice where they
can choose not to have a toy or gift.

Earlier this year, McDonald’s announced
it would be removing McFlurry lids and
single-use plastic salad bowls from
its restaurants. It has committed to
ensuring all its packaging comes from
renewable or recycled sources by 2025.

The date has also been chosen by
Sainsbury’s, the latest supermarket to target
packaging waste, pledging to halve the
amount of plastic used in its stores by 2025.

Its customers will have to change their
behaviour to achieve the "bold ambition" it
said, for example by buying milk in plastic
pouches. It is also inviting the public and
business partners to submit new ideas.

Burger King ends free
plastic toy meal promotions

Coleman joins
Preseli at ‘exciting
time’ for the business
Preseli has announced the
appointment of Russ Coleman as
sales manager, to help the trade only
importer and stockist build on 10 years
of continuous growth.
Coleman brings with him a wealth

of sales experience in the promotional
industry, having enjoyed success at
Prime Time, Mid Ocean and, most
recently, Stricker.
Preseli has enjoyed strong growth

in the past decade. Its business is
dominated by made-to-order product
lines, with best sellers including
lanyards, keyrings, badges and
wristbands, as well as other popular
ranges such as ties and scarves, phone
accessories, sports items, umbrellas
and full colour express products.
Dave Wilson, managing director,

said: “We are confident that we have
the infrastructure and credentials to
grow our business to another level. I
am absolutely thrilled that Russ, who
is a friend of many years, has chosen
to join us at this exciting time. We
look forward to working with him to
develop and strengthen relationships
with our distributor customers.”
Coleman, who will be based in

Leicester, added: “I’m genuinely over
the moon to be joining the Preseli
team at this time. They are not only
great personal friends but have always
been to me the model of what a great
UK supplier should be. I’ve known the
team for many years so it’s really a
great privilege to be working with such
lovely folk and at the same time help
to deliver the products, quality, service
and serious potential that Preseli have
in their skill set.”
Recently, Preseli has gained ISO

9001 accreditation and is continually
working on compliance, with
supplier audits, product testing and
environmental considerations part of
the culture of the company.
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Sheaffer has announced that all Sheaffer
writing instruments purchased after 1
September, 2019 will be guaranteed with a
lifetime warranty for mechanical failure.

The new warranty guarantees
writing instruments against mechanical
failure due to defects in material or
workmanship, regardless of the age of
the product. Any defective product will
be repaired or replaced when returned to
an authorised Sheaffer Service Retailer.

This new lifetime warranty replaces
the current tiered warranty policy
which varies based on the value of
the product. The lifetime mechanical
warranty will not be retroactive for items
purchased before 1 September, 2019.

Royal representative delivers
enterprise award to Foilco

A lifetime of writing guaranteed

Foilco has been awarded the Queen’s
Award for Enterprise in International
Trade for 2019. The Warrington foil
stamping specialist received its award
from the Lord-Lieutenant of Greater
Manchester, Warren J Smith.

The Lord-Lieutenant visited the
company’s plant, where it employs 36
people. The business, which was set up
in 1987, has been supplying stamping foil
to the print industry ever since. Foilco has
distributors in seven countries around
the world and ships goods to more than
2,000 businesses and printers annually.

Managing director, Paul Hornby,
gave Mr Smith a full factory tour,
introducing him to every member of
the Foilco team. Despite it being one of
the hottest days of the year, and being
dressed in his military attire, the Lord-
Lieutenant had time to talk to everyone.

Plastic replacement
invention sales soar
B-Loony has sold more than 10
million of its eco-friendly, plastic-free
balloon stick.
The Buckinghamshire-based

printed promotional balloon
company launched the invention in
January and has seen global uptake.
B-loony, whose clients include
McDonald’s, Costa Coffee and the
Hollywood Bowl, developed the
new cardboard BalloonGrip balloon
holder ahead of the ban on plastic
balloon sticks in the Single Use
Plastics Directive due to come into
force in 2021.
The company responded to

clients’ requests for an eco-friendly
alternative by designing and
producing the first cardboard balloon
stick in the world. An international
patent is now pending on the
invention which has proved to be a
best seller.
Andy MacInnes, commercial

director, B-Loony, said: “If we assume
that our new balloon holders are
replacing plastic sticks, that’s already
saved nearly 50 tonnes of plastic
from landfill. Balloons themselves
do not fall under the plastics ban
because they are made from rubber
which is a natural and sustainable
product that comes from trees and
biodegrades naturally.”
Most sales have been in the UK but

orders have also come from Canada,
Germany, Italy, the Netherlands and
Scandinavia, as well as enquiries
from Asia, Australia, Russia and the
United States.
BalloonGrip has recently been

awarded the prestigious Save the
Planet Award at the ECMA Congress
in Malta. The European Carton
Excellence Award was judged on
multiple factors including design,
logistics, efficiency, execution,
shelf-life, brand impact, printing and
folding techniques, usability, function
and sustainability.

Handing over of the Queen’s Award,
Mr Smith addressed all members of
the Foilco family and explained the
significance of the accolade. Paul
Hornby said the recognition was due to
the continued hard work of the team.

Post-presentation Mr Smith tried his
hand at some foil blocking and received
a surprise with one of the machines
hiding a bespoke hot stamping die
designed especially for the Greater
Manchester royal representative.

Following the presentation, Foilco
staff enjoyed an early working day
finish with family and friends invited
to join in with the festivities arranged
on the company’s site. Homemade
pizzas, inflatables for the children,
and a host of refreshments and
beverages were enjoyed during
a long and joyous evening.
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The Pen Warehouse and digital printing
company, Snap Products, have launched
the Mood Collection, a contemporary
lifestyle selection of retail standard
premium drinkware, notebooks and writing
instruments for the promotional sector.

Mood products come in bold,
striking colours and soft touch
finishes, blending convenience and
invention to create merchandise that
is both eye-catching and stylish.

The collection includes a vacuum
bottle for keeping beverages at the
perfect temperature on the move. Its
double-walled design ensures hot
liquids stay hot for up to 12 hours and
cold drinks ice-cool for 24 hours.

A notebook boasts a soft-feel cover,
round corners and 160 pages of
FSC-certified lined 80gsm paper. The
notebook features a wide pen loop,
ribbon bookmark and a convenient
elastic closure to keep jottings safe
and secure while an expandable back

pocket holds loose notes and papers
to complete the design. It comes in
23 shades including pastels, primaries
and corporates. A matching ballpen
and mechanical pencil are available.

Eight branding options are available for
the notebook, including de-doming, digital
emboss and foil blocking. The vacuum
bottles can be laser engraved to ensure
a permanent message and the white
vacuum bottle can be branded using dye
sublimation. The pens and pencils can be
screenprint wrapped or mirror engraved.

Sustainability is a consideration too.
The vacuum bottle is BPA and plastic
free and notebooks only contain
paper certified by the FSC. Ballpens
allow the refill to be replaced.

Operations Director Helen Dyl, said:
“This innovative lifestyle brand keeps
customers’ unique individuality at the
very forefront of design and functionality,
providing distributors with significant
opportunities for business growth.”

Superheroes family
keeps growing
PF Concept’s Superheroes concept has
added new styles for the Fall/Winter
season.

Superheroes, which was launched
in April 2019 gives customers rapid
decoration and delivery from a range
of stock clothing items. Launched
with a T-Shirt and a cap, the styles are
available in matching colours and offers
service without any hassle and delay.

PF Concept is adding new styles
in Elevate quality to the package,
including an insulated jacket, Atlas
and insulated bodywarmer, Pallas, as
well as a softshell jacket, Orion. The
products for men and women are in six
coordinated shades which match the
existing range colours.

The new styles can be decorated
on a specially designed chest pocket
to let the customer's logo shine. Orion
offers multiple locations for branding.
All materials fulfil the high Standard 100
by Oeko-Tex. Furthermore, PF Concept
offers the option for interior custom
branding in white label style.

A Boreas beanie from Bullet adds to
the portfolio and comes with a patch
for branding.

Mood collection promises sophistication

Hay Hampers marks 35 years with
charity drive and art initiatives
Hay Hampers celebrated 35 years in
business and supported Macmillan’s
World’s Biggest Coffee Morning by
launching a brand new hamper.
Sales of each Chari-Tea hamper will

result in a £5 donation
to the cancer charity.
The Lincolnshire
business aims to raise
£5,000 for Macmillan
by Christmas.
Gabriele Da Re,

managing director,
Hay Hampers said: “It’s
our way to celebrate
the 35th anniversary
of Hay Hampers,
sharing joyful,
sweet moments

with our customers and helping raise
money for people with cancer.”
In another initiative to celebrate its

anniversary, Hay has converted four
shipping containers into works of art.
The refurbished containers have been
decorated by two Italian students,
Anita Giacomin and Edoardo Barriviera
who came to the UK on a European
scholarship to improve their English
and to create and showcase a

piece of artwork.
Once refurbished,

cleaned and decorated,
the four recycled
containers will house
additional storage space
in time for Hay’s busy
Christmas period.

Bookmarks sow the seed of learning
Sow Easy is promoting its Seedstick bookmarks for
school promotions, providing a product that is fun for
children to plant as part of a learning experience.

With environmental consciousness rising, the next
generation is more aware of sustainability practices than
ever. Seedstick Bookmarks are a subtle way to encourage
reading and also serve as a great tool to teach kids about
the importance of planting and taking care of the Earth.

The Seedstick packets attached to the bookmark
can simply be ripped off and planted.
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XTREME BRANDING

GIVE YOUR
BRAND
MAXIMUM
IMPACT.
Make an instant impression with our UK based
Xtreme branding print; now available on
coloured barrels and all finishes in the Super Hit
& Liberty range*.

• UK favoured full 360° premiumquality digital
wrap, guaranteed to last the lifetime of the
pen.

• Accurate reproduction of photographic
prints (up to 1,200dpi) with unlimited colours
and gradients.

• Mix & Match coloured barrels, mids & clips
in all colours and finishes in the Super Hit &
Liberty ranges*, plus additional metal and
soft components.

• More economical for multicoloured prints
and a low-cost alternative to Pantone
Matching.

• *UK standard stock. Excludes Soft Touch & Bio finishes.

NEW

www.senatorpens.co.uk
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Fluid Branding had a successful day at the
races when it visited Newmarket for its
annual East of England Merchandise Show.
Although the weather tried to put a

dampener on things, a steady stream of
visitors poured through the doors all day,
visiting more than 50 supplier stands,
overflowing with merchandise. Industry
experts were also on hand to discuss the
products and their branding options.
Fluid’s visitors also had the opportunity

to indulge in some sweet treats and edible
delights, drive a racecar, try out a VR
machine and even had a chance to win a
golf bag on the putting green.
Reflecting on the day, Fluid regional sales

director, John Walker, said the event was a
great mix of merchandise expertise, product
variety and quality, entertainment and
lovely food, and thanked everyone involved
in making the day a success.
“The support from our suppliers and

the fantastic array of products they bring

to these events is superb. The
customer feedback we always
get is a testament to how
valuable these days are to
our clients and gives them a
real feel for what we do and
how we can really help them
make their brand stand out.”
Following the show, Fluid

hosted its annual Supplier
Awards night at the All Saints
Hotel and Spa in Bury St
Edmunds, where everyone had the
chance to rest, relax and celebrate after
a busy day.
This year’s event was pub themed

and was hosted at ‘The Fluid Arms’.
Entertainment came in the form of a
jukebox, pinball machine, disco, karaoke,
and a pool table, and all the guests were
served up a hearty plate of pie ‘n’ mash.
Fluid Branding managing director, Miles

Lovegrove gave an update on what the

company had been up to in
the last year and where it
is headed.

“We truly value the
partnerships we have
with our suppliers,
our Fluid Friends,
and we couldn’t do
what we do without
their continued,
unwavering support,”

said Lovegrove. “Taking
the opportunity to show

them just how much we
appreciate everything they do is a

small, but vital, piece of the puzzle.”
Xindao was the big winner of the

evening, picking up a trio of awards for
Best Visuals, Customer Service Team of
the Year and Supplier of the Year. Pinpoint
Promotions picked up a brace for Specialist
Supplier of the Year, and Account Manager
of the Year, for Darren Fuller.

Fluid show and awards
highlight partnership
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Deadline Champion Award winner – Direct Trade Bags
Fluid's Miles Lovegrove presented the award to Kyra Lawrence

Best Visuals, Customer Service Team of the Year and
Supplier of the Year award winners – Xindao

Paul Maye and Sophie Kelembeck accepted the awards for Xindao

Personality of the Year
– Ryan Brown, The
Umbrella Company

Pinpoint Promotions was named Specialist
Supplier of the Year and the company’s Darren

Fuller was Account Manager of the Year





Advice

It won’t be long before the
first mince pies appear on
shop shelves – a clear sign
that declares the Christmas
countdown has truly begun.
When it comes to the

promotional merchandise
industry, time really is of the
essence for all festive matters.
By the time the Halloween
decorations are on shelves, in
some cases it’s almost too late for
clients to order with guaranteed
delivery for December.
End user clients often don’t

have an appreciation of the
really tight turnaround times and
deadlines of our sector. It’s hard to
imagine the scheduling, planning
and manic production that comes
with Christmas season unless
you’ve seen it with your own eyes.
With that in mind, it is vital to

ask clients about special Christmas
promotions they have coming up
and give them a positive nudge
towards placing their orders. This

Plan for the festive period and let the good tidings roll in,
says Clive Allcott

ASK CLIVE

part of the year can be the perfect
time to maximise opportunities
and revenues; the Christmas
messaging and saturation has
yet to hit so customers will be
viewing products with fresh eyes
and your fantastic new product
offerings can get a real boost.

Examples of events
Think about what events end
users might be hosting. Whether

its branded blankets for festive
frolics outside, promotional
messages on long-sleeved
T-shirts, hoodies, soft shell
jackets or beanie hats. Be
sure to ask about Christmas
events or parties – think
printed bags and giveaways
like gloves, socks and scarves.

Consider finishes
Gold is always great for more

subtle touches and offering
metallic or glitter print finishes
for a bit of festive sparkle
will catch the eye of all.

Communicate
Work closely and maintain open
lines of communication with
your supply partner to ensure
deadlines are met. For example,
with customised or bespoke
products shipping might take six
weeks, so customers need to
allow for 12 weeks from order
to delivery. This means there is
very little time left for guaranteed
delivery in December. If ordering
off-the-shelf products to be over-
branded it will certainly be faster,
but when it comes to Christmas
orders, the earlier the better.
Don’t be the elf on the shelf,

get your customers on board
with early Christmas planning.

Happy selling
Clive, The Clothing Guru

CALLUS
for…

0844 875 7624

TYPE-C MICRO-USBB

USB-A

USB-C

88-ppiinn

- Expert knowledge and advice
- Unique, exclusive and innovative products
- First class service and a friendly team that really care
- Top quality gadget brands such as Xoopar, ZENS,
House of Marley, Fresh N Rebel, SONY and many more
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HAYDN WILLETTS
midocean

IN THE HOT SEAT

A fter a career in promotional
merchandise spanning more than
three decades, Haydn Willetts

has lost none of his love of the sector.
The regional director, UK & Ireland,

for midocean, one of Europe’s
main wholesalers and decorators of
merchandise, says he feels fortunate to
enjoy his job and relishes the challenges
an evolving market presents to both
suppliers and distributors alike.
“We sell products that people give

away and some might make light
of what we do but at midocean we
strive to operate in a professional and
ethical manner in an international
arena and to become a world leader
at creating memorable moments and
lasting impressions of branded gifts,
in a market where both product and
social compliance are a given.”

Compliance matters
This growing focus on the ‘C’ word –
compliance – is one that has become
unavoidable in recent years.
“Long gone are the days where you

could just say ‘yes everything is safe’
with a product and that would be OK,”
he says. “As a large wholesaler we have a
responsibility to ensure that the items we
present to the market meet all the relevant
European legislation required. We offer
security to both the final customer and
our distributor customers that we rely on
to sell our range of products and services.”
The reason this matters is because

many final or end customers now
demand that there is transparency in the
supply chain. A negative compliance
story whether it is product or social
compliance can have a huge impact on
the perception of a company or brand.
“Companies are getting stricter in their

demands around this area,” he says.
With this in mind, two years’ ago

midocean took the decision to be

totally transparent and placed all
available test reports on-line for its
customers and their customers.
Social compliance is also high on

the agenda and led to the company
becoming amfori BSCI participants. This
means it is committed to a set of
values and principles that aim to
demonstrate an ethical supply chain.

Lead by example
It is expensive and time consuming,
admits Willetts, and sometimes it
would be easier to walk away, but if
you choose to work with factories
and give them guidance to improve,
it helps to pull everybody’s standards
up. midocean's Polish logistics and
print facility has been audited and
achieved a high scoring audit result.
“Assumptions can be made that

an EU-based supplier will be fully
compliant just because they are
geographically located in the EU.
We wanted to demonstrate the high
standards we work to and show that we
put in to practise fully what we expect
from our manufacturing partners in
the Far East and lead by example.”
The lesson is that meaningful change

takes time, a concept Willetts is
familiar with. Starting his
career in the B2B division
of Parker Pens in 1992,
before joining PF
Concept in 2002, he
moved to midocean, as
regional director for UK
and Ireland, in 2007.
The remit, to grow
sales, was easier
said than done
as the company
was in a heavy loss
making position.
After two years of
reasonable growth,

the UK office was closed in 2009
and all customer care and finance
marketing functions moved to the
new head office in The Netherlands.
This proved to be a challenging period
and was not without issue, and in
combination with the financial crisis
of 2008, the following three years were
extremely tough, admits Willetts.

Turnaround
However, with new owners and
investment in 2012, and a centralised
print and logistics facility in Poland, the
business experienced impressive growth
across the group, including the UK

market. The company has grown to
a turnover of about €125 million

and hopes to reach €300m. It
employs more than 1,000
and operates 300 print
machines, that can
brand from a selection
of 1,400 unique items.

When somebody
else’s brand is on
those items, attention
to detail, and
compliance, counts.
“We are securing

the integrity of our
customers. We have
to give customers
confidence so that they
will come back to us

again,” says Willetts.

Interview
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It may have been a
new venue, but the
latest Merchandise
World continued its
record of delivering
the best experience for
exhibitors and visitors

MAKING AN
impression

Merchandise World
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According to David Long, CEO of Sourcing
City, the BPMA’s joint partner in Merchandise
World, almost every major UK distributor
company was there, alongside many

other significant and professional
distributors. “The hall itself was
buzzing and vibrant as 125
exhibitors created an excellent
array of colourful and
innovative stands to present
their eco, new and top
selling products,” he added.
There was certainly

plenty of colour with fantastic
stands from such industry

stalwarts as Oldeani, Senator,
Preseli, and The Sweet People, to name
just a handful of the exhibitors who
has really pushed the boat out.
The one day event provided exhibitors

with a perfect shop window for their
products, and there were launches aplenty.
AT Cross’s newly appointed global

business gift director of sales for Cross
and Sheaffer, Owen Keating, was
launching himself on the market, as
well as introducing new products from
the writing instrument specialist.
“The show allows time to meet with all

our key business gift wholesale partners
from UK and Ireland and spend time with
the programme and account managers
who lead innovation in terms of product
and category selection and drive sales
in the industry,” he said. “We specifically
targeted Merchandise World to launch our

C
ome to Milton Keynes, sang the
Style Council. The merchandise
industry did just that in September,
decamping to the splendid venue

that is the Marshall Arena, part of Stadium
MK, the 30,000-seat home of MK Dons.
Over 550 (576 actually) of the promotional

merchandise industry’s top distributors
attended the latest edition of Merchandise

World, the industry’s must-attend autumn
curtain raiser to the busiest time of the
year for many firms. With the Golden
Quarter bearing down on them, visitors
were looking for new products
for Christmas campaigns, new
branding ideas, eco incentives,
and inspiration. They had
come to the right place. “If you can’t

build business at
Merchandise World
you never will.”

“It’s a
great show

right in the centre
of the country and
it’s great to meet
customers from

all over the
country.”



What did you
miss?
With so much to cover in just one day,
here are a few of the products and
ideas that made an impact with PM
■ First Edition’s free plastic water

bottles kept the single use plastic
count down at the show

■ Oldeani’s Blow Minds, Not Budgets
stand had real impact

■ Preseli’s forest setting stand
highlighted its carbon neutral
freight offering

■ Vitreous glass branded and soft
feel rubberised powerbanks and
chargers from Baby USB

■ Eye-catching new style packaging
from Desktop Ideas – looked great
and also cuts down on unnecessary
waste

■ Branded suitcases from
Personalisedluggage.com makes
travel an advertising opportunity

■ Jung’s lorry shaped advent
calendars brought something new
to the Christmas countdown

■ Cool Kingly socks showed that
branded feet are a step ahead of
the competition

■ Scanglo’s reflective lace accessories
were just the thing to put a shine on
your marketing.

W

■

■

■

■

Merchandise World
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“The show is
brilliant and it’s

so busy.”

wwwaaasss vvveeerrryyy sssuuucccccceeessssssfffuuulll, eeevvveeerrryyyooonnneee
was so enthusiastic,” he said.
The company hoped its social mission to

help supply schools in Africa with writing
materials will appeal to the CSR instincts
of British companies. Correctbook donates
10% of its B2B sales value and 25% of its B2C
sales value to Correctbook Development
projects, currently in Rwanda.
“We created a system in which schools

are getting enough materials to write for
years into their Correctbook. For example,
we provide extra ink stations, pens
when they break and safe boxes so the
materials will not get stolen,” he added.
With Brexit still a topic, it was heartening

to see other European companies
keen to access the UK market. German
confectionery company Jung brought
a smile to the face of visitors with its
sweet treats, and innovative cardboard

innovative new Calais Custom
Colours programme for that reason.”
Feedback was overwhelmingly

positive to a new offer of brand and
logo Pantone matched finishes on
the Calais ballpoint pen line, he said.
The company also used Merchandise
World as a platform to announce
the extension of Sheaffer’s lifetime
mechanical warranty to its collection, a
move that is designed to underpin the
company’s commitment to quality.
“All in all, we’ve had wonderful

feedback to Merchandise World. It has
set the scene nicely for a busy run
in to the year end,” said Keating.
Another pleased exhibitor was PopKakery,

not least because the show was only about
20 minutes away from its Buckinghamshire
base. However, convenience wasn’t the only
plus point said director, Melissa Darbari.
“I thought that the quality of the visitors

this time was very good and I think that a
venue at a central location works well for
everyone,” she said. “I also think that the
Branding World area was a nice addition
to the show as it showed the distributors
how the products are branded and this
brought everything to life a bit more.”
As well as its signature popcakes,

Popkakery was promoting several new
products linked to growing trends in healthy
eating. Its energy balls are gluten free,
dairy free and vegan, and the Popcakes are
gluten free and include a vegan flavour,
Pop Noir. In line with concerns about
single use plastics, the company has also
switched to paper sticks for popcakes.
While Popkakery was a local business,

others had come from further afield.
Dutch company, Correctbook brought
its endlessly reusable notebook to the
show. Already established in Europe,
it was exhibiting at Merchandise
World for the first time and attracted
a deal of interest, said chief writing
officer and founder, Sam van Tol.
“It was our first time and it
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Packaging revolution for mugs
Drinkware manufacturer Listawood
used Merchandise World as
the launchpad for a new mug
packaging system which it claims
eliminates breakages of ceramics in
transit.

With breakages becoming more
common due to the increasing
use of automated courier hubs,
the promotional industry has to
apologise to clients more often and
go through the time consuming, and
costly, process of reparation.

Listawood has spent 18 months
developing its new MugSafe
packaging, a solution engineered
to counter breakages. The company
claims a 100% success rate, with no
breakages in testing over a six-month
period, right across Europe.

“MugSafe ensures that you offer

your clients complete satisfaction;
taking the risk out of your ceramic
orders,” said Becki White, marketing
manager, Listawood. “It has taken
us a great deal of research and
development to produce MugSafe.
Our innovative new packaging
solution is unique to us and design
registered.”

The packaging is also eco-
friendly. Listawood recycles all of
the cardboard that comes into its
production plant for use within the
MugSafe packaging. Having a
complete packing solution made
from one material means that it’s
much easier to recycle. Any new
board used also contains a high
recycled content and is FSC certified.

Mugsafe is now available for
Listawood customers.
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Merchandise World

engineering advent calendars in various
shapes. Meanwhile, Polish printed goods
supplier, NoteDeco was keen to show
that it was looking for UK business.
Export manager Janusz Stefko said that

the UK was important for NoteDeco as
it was a much more developed market
for promotional merchandise than some
Eastern European markets where spend was
low. However, he warned that businesses

could face higher costs due to possible
customs hold ups as Brexit continued to
cast a cloud of uncertainty over business.
Elsewhere in the exhibition hall,

exhibitors seemed more intent on actually
doing business rather than fretting about
what might hinder them in future.
With the traditional Merchandise World

free breakfast and pick ‘n’ mix to fortify them,

visitors were treated to a full day of options,
including product launches, demonstrations,
branding techniques, samples,
networking, seminars, and massages.
Notebook provider Castelli was one

of several companies demonstrating its
branding services. Visitors could have their
own personal notebook monogrammed in
front of them. It wasn't the only branding
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Merchandise World

demonstration - Merchandise World
Branding World assembled an array of
businesses that were putting branding
technology and processes through their
paces, providing an up-close view of
what is possible with merchandise.
Another development this year was Eco

World, an alley of products designed for the
growing requirement for sustainability across
the supply chain. More than 80 products
were highlighted in the section, ranging
from notebooks and bags, to clothing
and electronics. As well as the large array
of eco products, many companies were
also highlighting the green processes that
they are bedding down into their working
practices. For example, Preseli highlighted
its carbon neutral freight programme that
allows businesses to offset the carbon
emissions from their transportation
requirements and put them into
environmental schemes in other countries.
Ultimately, the latest show delivered

the best experience for those in search
of the best merchandise, as well as being
the place for the industry to gather. And
if you can’t wait for a repeat, then you
don’t have to. Merchandise World’s main
2020 event is just a few months away
– we’ll see you at the Ricoh Arena,
The next Merchandise World is on 12-13
February, 2020 at Ricoh Arena, Coventry.
To enquire or exhibit please call: 0844
504 5006 (international calls: +44 1252
701034) – or contact Liz, Ella or Katie
on info@merchandiseworld.co.uk.



The BPMA at Merchandise World
As a joint partner in Merchandise
World with Sourcing City, the BPMA
was out in force in Milton Keynes. The
Association held an informal drinks
reception on the evening prior to the
show to give members a chance to
network ahead of the following day’s
activities.

On the main day of the show, BPMA
staff, led by CEO Jon Birrell were on
hand on the BPMA stand to deal with
industry enquiries from members
and provide information on the
Association’s services for those who
wanted to join.

In line with the Eco World theme
of the show, and the issue of Product
Media that was produced for
Merchandise World, the BPMA was
also undertaking research among
visitors to ascertain the level of
interest in sustainable merchandise
and practices. This research will be
released in due course.

A seminar theatre on the BPMA stand
also played host to sessions designed to
provide members with information that
could be used to help them do their
jobs better.

Kate Marchant, regional HR
consultant at BPMA member services

partner Croner, provided an eye-
opening session on the upcoming
Good Work Plan, which is due to come
into place on 6 April 2020, with big
implications for small businesses. Many
of those listening were surprised by
the scope of the new legislation (see
report on page 43). The BPMA helpline
can provide advice on how to tackle its
implications.

BPMA board member for marketing,
Melissa Chevin provided an animated
presentation on making the most of
social media, which prompted much

debate among attendees on how best
to make use of the various powerful
social media channels. “Social media
is a key tool to marketing your business
in channels where people increasingly
hang out, but you must be willing to
commit to it," she said.

Outlining some of the key principles
for effective social media amplification,
the session covered important areas
including content creation; getting
started; choosing channels; boosting
engagement, and establishing
frequency of communication.
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Merchandise World

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.
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BPMA Product Awards

Entries for the new BPMA Product Awards at Merchandise World 2020
are now open

LET YOUR
PRODUCTS SHINE

W
ith Merchandise World 2020
looming in February, it’s time
for the industry to show
what’s best in merchandise

with the sector’s top product awards.
The BPMA is pleased to announce the

rebranding of the Merchandise World
Promotional Product awards. These will
now be known as the BPMA Product
Awards at Merchandise World.
The Product Awards provide exhibitors

with the opportunity to gain recognition
and promotional opportunities for their
exciting and latest products.
BPMA members exhibiting at

Merchandise World on 12-13 February, 2020,
can enter their products into several award
categories. BPMA members can submit
entries for just £50 + VAT per entry per
category. Non-BPMA members can apply
for BPMA membership if they wish to enter.
There are 12 Product Award categories,

and each award will have a Platinum, Gold
and Silver winner. The 2020 categories are:
• Desk product of the year
• Pocket product of the year
• Executive product of the year
• Edible product of the year
• Eco product of the year
• Promotional pen of the year
• Promotional bag of the year
• Technology product of the year
•Most innovative product of the year
• Textile product of the year

The entry process remains the same for

Award marketing
opportunities
Pre-show:

• All shortlisted products will feature in
the Product Media magazine and on
Sourcing City News.

•Winners will be notified prior to
Merchandise World, so that they can
feature winning products and the
award logo in their marketing before
Merchandise World.

At the show:

• All winning products will be displayed
at the show with the supplier’s name,
stand number and product description.
(Platinum, Gold and Silver Award
winners.)

•Winners are notified prior to
Merchandise World, so that they can
feature winning products and award
logo on their stands.

• Platinum Award Presentations
will be made on winners’ stands at
Merchandise World on 12 February.

Post Show:

• All winning products will feature in
the Product Media magazine and on
Sourcing City News.

• All winning products receive an
‘Award Winners logo’ which suppliers
can use for their own marketing and
promotional purposes before, during
and after Merchandise World.

•Winners could ask catalogue groups
who feature their products to add
winner logo next to their product
entries.

For more information on how
to enter and to download your
entry forms please contact
enquiries@bpma.co.uk or call
Daniela Arena 01372 371 182 – or
email daniela@bpma.co.uk

2020 awards as last year. Entries, including
images and copy, must be received by
Monday 2nd December, 2019. Shortlisted
entries will be contacted to request a
product sample for the judging process
which will take place before Christmas.
Results will be announced in January

2020 to enable winners to promote
their winning products before, and at
Merchandise World.
Daniela Arena, operations manager, BPMA

said: “There are some great products out
there and we want to make them award
winning. Winning awards for your products
gives your business a great marketing and
PR opportunity and helps your product
and business stand out over others. As the
saying goes, you have to be in it to win it
so we encourage all our members
exhibiting at Merchandise World February
2020 to take part."

WWWiiinniiing ways: jjjoiiin previiious wiiinners bbby enttteriiing now
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The PenWarehouse and Snap
Products have invested in warehouse
space at their new premises.

Installation of spacious racking
allows for increased stock and product
lines to meet growing client demands
and deliver efficient service. The new
warehouse developments also extend
to the implementation of guide-by-
wire stock pickers to reduce errors,
increase stock picking capabilities and
promote a safe working environment.

The warehouse, which will be
in 24-hour operation and used
exclusively for hand-picked stock
and work in progress, has been
meticulously designed to ensure the
smooth and speedy transfer of bulk
stock to working stock in readiness for
production.

Backed up by a further pallet
warehousing facility, the new space
will total an impressive 45,000 sq ft
and will provide an ideal upgrade
for the company’s coordinated and
highly responsive approach to meeting
customer needs.

Warehouse
investment will
improve efficiency

Third European acquisition for GeigerBTC
GeigerBTC has announced it is acquiring
London-based distributor Shout
Promotional Merchandise as part of a
continued expansion strategy to support
clients in the UK and across Europe.
Shout Promotional Merchandise

has been in business since 2003
as a promotional merchandise
distributor. The deal follows GeigerBTC
acquisitions of EMC Advertising Gifts
and Response Marketing this year.
Shout Promotional Merchandise director,

Carrie Benn said: “It’s such an exciting
opportunity for us to be part of a global
company. The facilities Geiger has will
enhance the service we give to our clients.”

Fellow director, Francina Stobart
added: “After 16 years of leading
Shout, we are very much looking
forward to a new challenge.”
Geiger president Jo-an Lantz welcomed

Stobart and Benn to GeigerBTC. “Shout
has a creative, energetic vibe, with a large
team of professional marketeers with
the experience of working with premier
international companies,” she said.
Frank Murphy, managing director

of GeigerBTC added: “Fran and Carrie
are two exceptional business owners,
they have built an amazing company.
We could not be prouder to welcome
them into the Geiger family.”

www.lasercrystal.co.uk | 01202 675 000 | sales@lasercrystal.co.uk
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International

PPAI URGES ACTION
TO PREVENT GOVERNMENT CURB

ON MERCHANDISE

T
he US trade association
for promotional products,
the Promotional Products
Association International

(PPAI) is alerting members to a bill
that cuts US government spending
on promotional products.

Legislation proposes limits on
promotional spending as part of
a larger effort to reduce spending on public
relations and advertising by federal agencies
and departments.

PPAI president and CEO Paul Bellantone,
is urging the US promo industry to act now
by emailing legislators in Washington, D.C.
to ensure they are aware of the industry’s
importance to the US economy. PPAI
represents more than 533,000 industry
professionals and more than 15,800
corporate members of the $24.7 billion-dollar
promotional products industry.

Sen. Joni Ernst of Iowa has proposed
bill S.2722, “to prohibit agencies from using
federal funds for publicity or propaganda
purposes, and for other purposes”. The
legislation is co-sponsored by Senator Rand
Paul of Kentucky and is assigned to the
Senate Committee on Homeland Security
and Governmental Affairs to cut government
spending.

Bellantone is meeting with Sen. Ernst’s staff
in Washington D.C. to discuss the bill and
make clear that not only are promotional

products companies and practitioners an
important part of their communities and
economy, but that promotional products are
proven to be one of the most effective forms
of media available to advertisers, and the
messages they carry help governments at
every level keep their citizens informed and
well prepared.

“While it might be tempting to limit the
purchase of promotional products in order
to yield some short-term savings, in the long
term this prohibition may unintentionally
diminish the good work of federal agencies,”
said Bellantone. “Time and again, promotional
products have proven themselves to be the
most cost-effective way to reach a targeted
audience with the highest rate of recall,
reaction and return on investment.”

PPAI has an active lobbying presence in
Washington, D.C. to monitor these types of
legislative initiatives. The S. 2722 bill will be

added to PPAI’s Legislative Agenda as part of
its annual Legislative Education and Action
Day (L.E.A.D.) event where around 80 PPAI
leaders and industry members meet directly
with their members of Congress. L.E.A.D. will
take place in Washington, D.C. on 6-7 May,
2020.
“PPAI is in favour of balanced budgets

and the responsible use of taxpayer dollars,
but it would be counterproductive for
Congress to pass a bill that would eliminate
any opportunity for the government to use
promotional products in a powerful and
effective manner,” said Bellantone. “It will
take a concerted effort by the entire industry
– including practitioners, companies and
representative national and regional trade
organisations – to work together to advocate
for our businesses, products and profession.”

PPAI’s goal is to ensure that promotional
products are viewed in a positive light. The
Association is pointing out the diverse use
of promotional products to educate, recruit,
highlight safety awareness, urge organ
donations and encourage healthy living
and lifestyle choices. Promotional products
recognise and reward employee achievements
and inspire action. They are also used to
celebrate milestones, sign legislation and
reinforce critical messages.
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PPAI forges close links with
government, including naming its
Legislator of the Year

PPAI president Paul Bellantone

PPAI representatives inWashington for the
PPAI LEAD event
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Christmas brings distinct challenges to cashflow.
Don’t get caught out, says Mike Collins

SEASONAL PREPARATION

W
hisper it quietly
but the ‘C word’
is on the horizon.
Yes indeed,

Christmas is coming and no
matter how much we may not
like it or be looking forward to
it, you must be prepared for it.
Regular readers will know

that we at Direct Route like
to keep BPMA members
informed and educated as to
handy hints and tips to ensure
their credit management is
as up to date, and as robust
and successful as it can be.

Festive funds

Well Christmas isn’t any
different. In fact, it’s even more

important – let us explain why.
The invoices you raise now,

will in most cases fall due in
December. This means that
the monies you raise from
your November
invoicing will be
your Christmas
cash flow.
Suddenly, the

actions you take now
become so much more
important. When you
consider that this is your
cash, your revenue, your life
blood, to tide you and your
business over the holiday period.
December is notoriously a

troublesome month. Bills and
wages are not the same as in
other months. Add seasonal

factors such as Christmas
bonuses, parties and gifts and
suddenly your expenditure
is higher than usual.

Short month

Couple this with the fact that
most businesses close for
a period over the holidays
and you’re suddenly faced
with the perfect storm of
having to fund an increased
four-week expenditure
period while only perhaps
having a three-week working
period to raise revenue.
Suddenly the actions

you take now become so
much more important.
As both clients and contacts

of Direct Route will know,
there is no cast iron way
of guaranteeing that an
invoice won’t be paid late
but there are ways that you
can minimise that risk.

1. Make sure that your
invoice holds the correct
written information.
List the customer’s

information correctly in
full. Make sure that your
description of the goods/
services provided is accurate.
Ensure that your price is
as quoted and that the
invoice is dated correctly.

2. List on the invoice the
payment information the
customer needs to pay you.
Make sure that your complete

bank details are listed in plain
sight on your invoices, to
include your bank name, sort
code and account number.
Also include your payment
terms and most importantly,
the date upon which your
invoice falls due for payment.

3. In December, have a ledger
to hand to see what invoices
are owed…. and action it.
Remember, in most cases

businesses will only be trading
for three weeks in December.
You must be proactive with
your ledger collections and
don’t delay when an invoice is
overdue. No matter who the
customer, if the invoice is fair
and valid, it deserves to be paid.
If you don’t have a plan to

action for your debtors, or
struggle to implement your
processes, then don’t delay,
use your complimentary BPMA
membership benefits and
contact us for all the help, advice
and guidance you’ll need to
enjoy a stress free end to 2019.
You can contact Direct

Route on 01274 223190.

Mike Collins is managing
director, Account Assyst
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Brexit Summit

THE
WAY

AHEAD
The BPMA’s latest Brexit Summit
brought home the complexities

of no-deal planning, and offered
practical pointers for businesses

T
he UK seems to have avoided
a no-deal Brexit, for now at
least, but for businesses, the
uncertainty does not go away.

A Brexit Summit organised at breakneck
speed by the BPMA sought to throw some
clarity on how companies could get ready
for a no deal Brexit. As BPMA CEO, Jon
Birrell said: “This issue is not going away.”
While judgements on how quickly things

might develop, and in what direction,
were being made a few miles down the
road in Westminster, BPMA members
gathered in the grand confines of the
St Pancras hotel, ironically at one of the
main departure points for the Continent.
More than 100 suppliers, distributors and
service providers were in attendance.
It was quickly obvious that there are still

a lot of questions about what was going on
and how to handle it. The turnout itself was
impressive, not least given the last minute
nature of the event – it was organised
in about a week by the BPMA team. The

packed room was there not just to listen,
but to share concerns and experiences,
and to fire plenty of questions at the
informative Kevin Shakespeare from the
Institute of Export and International Trade.
The emphasis was very much on

practicality, with Birrell pointing out
that the BPMA was preparing a Brexit
Information Pack for all members. He also
encouraged them to ask the questions
that mattered to them: “There’s support
available. Ask questions and the BPMA will
feed them in and find out the answers.”
Although working with a presentation,

Shakespeare proved a knowledgeable
guide and regularly departed from any
script he had to address specific, and often
quite detailed concerns from the floor.

New best friend

One general piece of advice he gave was
that there were not enough customs
agents or freight forwarding companies

to go around. Given their importance,
businesses should look to cement
relationships with them with some
urgency as everyone else is trying to.
Don’t leave it until the last minute,

he said. Some freight forwarders and
customs agents are starting to charge
‘sign on’ fees as they are so busy.

Prepare for change

A key change for companies in the event
of no deal is that the UK will have third
country status. This raises lots of practical
considerations such as losing access to
banking platforms and other systems.
Shakespeare advised companies to check
that their bank had access – smaller ones,
or building societies might not which could
mean higher charges or payment delays.
While there are no tariffs for trading

goods with the EU at present, this will
change in the event of a no deal. It will

BREXIT

EU
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Brexit Summit

also affect trade with 74 countries covered
by EU trade agreements. The UK hopes
to roll these over, but at the moment,
only 17 are covered. Countries like Japan,
with whom the EU has concluded a trade
deal, and Turkey, will now have tariffs.
Shakespeare encouraged companies to

create an export impact spreadsheet and
find out the commodity codes that cover
their goods. “This hasn’t mattered while we
were in the EU, but you will need it now.
It’s the first question customs will ask,” he
said. “Brexit will change the way we do
business. Thirty years ago, we knew how
to do customs, but as EU members we
haven’t had to. Now you will need good
customs processes and it won’t impress
if you can’t answer the first question.”
Good customs records also matter

because customs audits will start once
everything calms down, he predicted.

New terms

When it comes to tariff levels, finished
goods attract the highest tariffs because
they don’t create jobs. However,
trade associations can lobby for their
particular interests. It could be argued
that merchandise is unfinished as the
branding adds value and creates jobs.
Some companies have opened European

bank accounts or even offices to give them
a foothold in a post Brexit world, however
banks will be aware of money laundering
and companies may have to move to
full legal status, warned Shakespeare.
Delegates were also given a crash course

in INCOTERMS and how they might
change with Brexit. Some companies,
such as Starbucks, are already moving
smaller suppliers from EX Works terms
as it doesn’t want to be responsible for
customs declarations. This will mean that
suppliers will have to get their freight
forwarder to take on the task, or skill up
to do themselves. Either way will add
cost and complexity to their business.

Rules of origin

When it comes to ‘economic nationality’
of a product, there is plenty to consider.
This can be head-scratchingly complex
for manufactured goods, where parts
come from many locations. Add in the
issue of whether a product is covered
by a trade deal and can benefit from
preferential origin tariffs, or is to be
classed as non-preferential origin, and
it becomes more bewildering still.
The good news is that the merchandise

sector can factor in branding as an added
value area. This is another issue where
trade association lobbying could help, either
through clarifying rules, or even getting
some relief for the sector, said Shakespeare.

CE mark

In the event of a no deal Brexit, the existing
CE mark, which indicates conformity

What they said
“The BPMA has delivered once
again with a proactive approach to
helping our business with industry
specific information on regulation
and potential pitfalls around
Brexit. Thank you!” David Cowell,
Promo2u

“The BPMA is doing a great job in
both representing the interests of
our industry and passing on vital
information to help our business
prepare for Brexit.” Fiona Andrews,
TC Branding Group

“The BPMA Brexit Seminar exceeded
expectations. It was great to have
so many like-minded people in the
same room to share thoughts and
own concerns which we can tackle
together.” Daniel Hill, Zagwear

“This was the best event on Brexit
planning that I have attended, with
a very well informed presentation.”
Andy MacInnes, owner of
B-Loony

BPMA help
The BPMA is signposting information
to help companies deal with Brexit.
Go to page 46 for more information
on some of the changes that may
affect your company.
Check bpma.co.uk for updates
on Brexit developments.

with health, safety and environmental
protection standards, will be replaced with
the UKCA mark, which Shakespeare said
would be “remarkably similar” to the CE.
The only issue could be finding space to
get both marks on a product or packaging.
European trade marks will be cloned

on to the UK register and will need to be
enforced in the UK and EU separately.

People problems

EU nationals will need to be supported
by their companies by helping with the
settlement scheme, for either settled or
pre-settled status. The rules for employing
graduates change in the next academic
year as graduates are allowed to stay
for two years after study to find a job.
For business travel, Brits will be able

to work 90 days out of 180 in the
Schengen zone without a visa. However,
if they want to drive, they may need
an international driving permit (IDP).

And there’s data

It’s not just goods that will be affected
by Brexit. Everyone who thought that
GDPR was done and dusted was given
a rude awakening by Andy Chesterman,
data and compliance director at DAMM
Solutions. With BA and Marriott having
received fine notices in the multi-
millions, data is not something that
can be consigned to the ‘done’ file.
In the event of a no deal Brexit, it could

take two to five years to sign a data deal
and in the meantime, the UK will be a
third country. EU and UK GDPR will be
different pieces of legislation. Companies
will need to register with both the UK’s
ICO and the European regulator.
“Brexit will be a challenge, but you still

have time while we are in limbo. Reassure
clients that you are working on it. It’s an

insurance policy for you,” said Chesterman.
“Imagine what would happen if you

could not transfer data tomorrow.
Look at the doomsday scenario and
put processes in place to protect
your business now,” he advised.
Summing up for the day, Birrell said

that there was much for companies
to take on board, but said he was
proud that the level of questioning
from the industry demonstrated its
engagement with the issues.
“There’s a lot of acronyms – we’ll all have

brain ache, but send in your questions to
the BPMA. We have a lot of contacts and we
will be signposting information and putting
workflows together to help simplify things.”
Success would come through

collaboration, he added. “Do not assume
that everybody else has the answer.
We have to work together on this.”
The BPMA can help with any
Brexit questions. Send them
to brexit@bpma.co.uk.
Brexit information in this article is

correct at time of print.
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COMMENTS
FROMTHE

DAY
“Warwick gets better every year. The
camaraderie betweeeen suppliers and
distributors is fantaaastic and wouldn’t
happen in many industries. Warwick
isn’t a business eveeent anymore it is just
a giant meeting of friends.”
Jamie Marshall, Prrremier Print &
Promotions

“Thanks to Richard and the Ignite Team
for a thoroughly ennnjoyable day. A well-
attended exhibitionnn in the morning
and a fantastic netwwworking opportunity
in the afternoon. WWWe look forward to
strengthening our rrrelationship with
Ignite and their distributor members.”
Sanjay Mulchand, Laltex Group

“Another great day at the Ignite
catalogue launch, aaan excellent
eeexxxhhhhiiibbbiiitttiiiooonnn iiinnn ttthhheee mmmooorrrnnniiinnnggg ppprrrooovvviiidddiiinnnggg aaa
greaaat way to spend qualityyy time talking
to sssuppliers about their proooducts and
servvvices. Followed by an afffternoon of
netwwworking, developing friendships,
eatiiing, a couple (maybe a few more) of
drinnnks and all topped off wwwith a couple
of wwwinners! Thank you for a fantastic
dayyy.”
Loren Nardini, Pro-Ad

“It wwwas an absolute pleasurrre to
parttticipate in the Ignite Raaace Day on
behhhalf of The Pen Warehouuuse and
Snaaap Products. My team thhhoroughly
enjoooyed showcasing our nnnew and
exisssting products to such aaa receptive,
engggaging audience and relllished the
opppportunity to interact wittth our loyal
customers. We appreciate Ignite’s
gennnerous hospitality and cccannot wait
for nnnext year’s event.”
Matttt Dyl, Pen Warehouse & Snap
Products

“I just wanteddd to say whhhat a bbbriiilllllliiiant day
I had at Warwick. You both must have
worked extremely hard to put on succch
an event, so I am really grateful to haaave
been part of it.”
Mick Humphries, TC Branding Grouuup

“Undoubtedly, my favourite event of the
year – great business opportunities aaand
great company throughout the day (and
evening) with friends old and new.”
Andrew Williams, Pencom

“Maaany thanks for another fffabulous
launnnch event in Warwick. It was great
to sssee so many of the memmmbers in a
relaaaxed and entertaining ennnvironment.”
Robbb Durant, PF Concept

“Hooow wonderful it is to witttness the
deliiights of a great day at thhhe races,
enjoooying the opportunity ttto ‘talk shop’
in aaan open and pleasant atttmosphere.”
Andddrew Hill, Listawood

“Smmmashing event and we are proud
to bbbe part of a very specialll catalogue
grouuup.”
Andddrew Dwerryhouse, Wiiild Thang

“It isss the highlight of our yeeear.”
Judddith Tinker, M4 Promotttions

The Ignite group made its annual
pilgrimage to Warwick Racecourse
on October 3rd for the eleventh time.
Although the outing was not blessed
with the wonderful weather enjoyed in
previous years, at least it stayed dry.

Ignite’s outstanding attendance
record continued with more than 100
suppliers and members making the trip.
The suppliers were kept busy during the
morning exhibition, before retiring to the
Kingmaker suite for a three-course buffet
lunch and an afternoon of racing and

convivial networking. Thhhe
party continued well inttto the
night with many stayinggg over
in the lovely town of Waaarwick.
The group expressed iiits

indebtedness to its suppppliers
and members for their suuupport
of what has become an
industry favourite event.
Ignite will return to

Warwick next year on
Thursday, 1 October, 202220.

THE MAIN
EVENT

Ignite’s annual get together at Warwick haaas
become a merchandise ‘must attend’
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Education

With Brexit creating
uncertainty and confusion
about import-export
changes, our members
contact us regularly to seek
confirmation and clarity and
it was clear that training
and development on Brexit
readiness was required.
After successfully

securing a grant from HM
Government, the BPMA
created a Brexit Summit
and a series of webinars to
support the industry, in just
two weeks. Registrations
from members and
non-members reached
higher than anticipated
numbers and from a
personal perspective it was
so nice to see like-minded
industry peers engaged and
ready to learn something
new. It made me think about
what training the trade
association needs to create
to maintain this level of
demand and engagement.
I’d love to hear from

members and non-members

With the preparation for a no deal Brexit, the BPMA has experienced a high
demand for training and development, says Daniela Arena

BREXIT LEADS TO
TRAINING NEED

when you see someone
motivated and inspired from
what they have learnt.
So many of our members

utilise the education
programme that we offer, if
you want help implementing
this into your induction
programme for new staff
then I’d be happy to help.
On another note, I’d like

to thank Brexit Summit and
Brexit Webinar delegates for
their amazing feedback. It’s
what makes all the hard work
we do for you worthwhile.

Daniela Arena is BPMA
operations manager.
Contact her on daniela@
bpma.co.uk

to see what we can do
to support you even
further. Free training is
always popular but cannot
always be maintained.
We are committed to
training and developing
the professionals within
the industry but we also
need your feedback on
what you want us to
train on. The perceptions
and expectations of
the association from a
training and development
perspective are so varied
but I’d like to hear it all.
Training presents a prime

opportunity to expand the
knowledge base of business
owners, colleagues, and all
employees. We understand
that many employers in
the current climate find
development opportunities
costly, but it needn’t be if
you chose to utilise the
training through the BPMA.
Training and

development provides
both the individual and the
organisation with benefits
that make the cost and time
a worthwhile investment.
The return on investment
from training and
development of employees
is a no-brainer, especially



Products made of the natural material may
not be all they seem and should be tested
accordingly

CONCERN
OVER BAMBOO

T
he growing popularity of
bamboo as a material for
containers could be seen as
positive in the fight against

plastics. However, recent research
by German consumer stakeholder
magazine Stiftung Warentest has
brought up some concerns.

Tests by the foundation discovered
potentially dangerous chemicals in all
12 of the bamboo cups it tested. They
also found that nearly all of them made
‘fake advertising promises’ on their
origins or their environmental impact.

Although advertised as being made
from bamboo or bamboo fibre, the
fibres are ground into powder and
then glued into shape using melamine

resin, a kind of glue made of formaldehyde
and organic compound melamine.

Melamine is suspected of causing
damage to bladder and kidneys, while
formaldehyde can irritate skin, respiratory
organs, eyes and even cause cancer through

inhalation. Melamine resin is harmless as
long as products containing it are kept
under 70 degrees Celsius. However, when
used as coffee cups, containers can be
exposed to much higher temperatures.

Experiments exposing the cups to high
temperatures found seven of the cups
released a ‘very high content’ of melamine,
with some of them also releasing high
amounts of formaldehyde. Manufacturers
were also criticised for not warning
about the dangers of microwaving,
which releases even more chemicals.

Claims that cups were biodegradable
and recyclable were also challenged.

Testing company SGS warns that
manufacturers of bambooware must follow
good manufacturing practice in order to
overcome excess migration of formaldehyde
and melamine. SGS points out that while
there is no clear standard for food contact
composite material, testing to ensure that no
harmful chemicals leach out is imperative.

If the item is just bamboo, SGS would
generally use the testing recommendations
for wood. However, if bamboo is mixed
with a polymer it must be treated as a
plastic and the risk assessed accordingly. It
is therefore important that importers and
distributors collate as much information
on the material spec as possible to ensure
that the testing can be carried out to
cover the materials accordingly.

Compliance

From design to delivery,
our UKmademerchandisemakes sense
Find out why at thetma.co.uk
our UKmademerchandisemakes senseour UKmademerchandisemakes sense
Find out why at thetma.co.uk

Between us wemanufacture right here in the UK a huge range of corporate and promotional
merchandise from badges and bottles to fridgemagnets and feather pens.

For further information, a brochure from one ormore companies or to arrange a sales visit
please contactMartynWood tel: 07575 249949 email: martyn@thetma.co.uk



Manufacturer

R
ecently, I was asked if we could
supply ‘vegan leather’ and was sent
a link to a website by the distributor.
We discovered that vegan

leather is actually made of water resistant
polyurethane and not leather, and is
therefore made from petrochemicals, with
associated environmental questions.
If a distributor makes a claim for a

product that isn’t correct and the end
user finds out, there could be huge
ramifications, including legal ones. If it’s
a fake product it’s sensible to describe
it as ‘faux’ then there is no doubt.
Distributors and manufactures are often

asked to supply details of our factory audits
or our suppliers’ factory audits. Sometimes
they don’t exist, or the distributor is told
not to worry as one can be ‘arranged’.
I have seen factories with whole families

sleeping and living on the floor under
tables. Children as young as three or four
working in appalling conditions, and the

children sent out and the mattresses
removed when the European buyers arrive.
Often the workers are paid on piece rate
and they work at night as it’s cooler. I was

in Kolkata about 12 years ago when
a factory owner locked his workforce
into the factory for the night. There
was a fire and more than 30 fatalities.
Social and ethical audits are there to

protect all concerned but customers down
the chain must understand that to run
good factories with good compliance and
a happy work force carries a cost which
will be reflected in the price of the goods.
In my own factory, in addition to

complying with all audit requirements, we
also provide a cooked hot lunch. That’s
more than 2,000 lunches a week and
we bus our workers to and from work.
All I say to distributors is please

ensure that you are dealing with
correctly audited factories. Be safe, keep
the workers safe and ensure audits
are carried out by ethical bodies.

John Thorp is managing director
of The Leather Business

Audits are only worthwhile if they are reliable, and they will add
cost to a product, says John Thorp

A QUESTION OF ETHICS
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Eco-products

www.productmediamagazine.co.uk

Plastic litter in paradise helped
inspire an eco-product

Y
ou don’t expect to
come across plastic
bags on safari in the
wilds of Africa – but

such an encounter planted
the seed for a company
dedicated to sustainability.
JuteBag was founded after a

visit to Kenya’s Masai Mara by one
of its directors, who learned that
plastic bag litter was beginning to
have a significant impact on the
game reserve’s wildlife. He came
home determined to take action.
As a natural, plant-derived

product, jute is something of
a sustainability superhero. It’s
100% biodegradable (typically in
one to two years), low energy
recyclable, and can even be used
as compost for the garden.
JuteBag director Parit Shah

says: “Encouraging sustainable
behaviour is an important goal
for us. Sustainable behaviour
means acting in a way that
considers not just the purchase
of a product, but also how it
will be used and what happens
after its working life is over.”

SUSTAINABLE
BAGS FROM
PLANT POWER

The company sells a wide
range of products made from
sustainable jute and cotton.
Over 15 years it has sold 50
million reusable bags.
In terms of reusability

and recyclability, jute bags
are one of the best options
available, claims Shah.
“Jute fibres are tougher

and more resilient than paper
made from wood pulp and can
withstand prolonged exposure to
water and weather. They can be
reused many times and are thus
very environmentally friendly.”
Jute can be grown without the

use of pesticides or fertilisers and
it requires less land to cultivate,
which means that growing jute
preserves more natural habitats
and wilderness for species to
flourish. The plant also absorbs
huge amounts of carbon dioxide
from the atmosphere, which
when combined with reduced
deforestation may help to reduce
or reverse global warming.
For more information, visit
greenandinnocent.com



Briman Voiceceeeeeooiceeee

Briman members are demonstrating greater
sustainability, says Mark Alderson

GREEN SHOOTS

M
erchandise World offered Briman
members a fantastic opportunity
to meet with distributors and
reinforce the key and varied

benefits of buying British manufactured
products. In this respect, distributors
were equally enthusiastic in wanting to
discuss the current industry buzzword of
‘sustainability’ in relation to British-made
merchandise. Instead of answering the
usual queries about new products, suppliers
were happy to respond to questions relating
to eco-friendly or sustainable products.
A major driving force in thrusting

sustainability into the spotlight was the
BBC series Blue Planet. The documentary
highlighted a selection of the negative
impacts our lifestyles are having on
the environment; in particular those
associated with single use plastic. Many
Briman members have taken steps
to improve product and packaging
composition while others have created
non- plastic packaging alternatives and

a variety of sustainable products.
First Editions has developed a range of

sports bottles that are not only reusable and
recyclable but will also biodegrade when

they enter an active landfill. CHX Produuuucccttttssss
is literally turning waste into products wwwwiiittthhhhhh
the whole of its extensive plastic rangeeeee
moulded from 100% waste plastic. Saleeeeessss
manager, Max Rutland, said: “We’ve reccccceeeennnnntttllly
commissioned a machine that’s able ttttooo ttttturnnnn
all our ‘waste’ back into granules in hoooouuussssssseee.
Essentially this means we are now maaaakkkkiiiiiiinnnnggggg
100% recycled promotional products,
from recycled promotional products.”
WCM&A has taken a stand against

unsustainable packaging by removing aaaaall
single use plastic from its range of nammmmme
badges, which are supplied in recycledddd
card and paper-based packaging with
plastic-free badge carriers and even usssse
plastic-free packing tape. Numerous
other members have invested in
packaging shredders which turn wasteeeee
cardboard into plastic-free packaging.
The range of Seedsticks offered by SSSSSooooowwwww

Easy provides the ultimate sustainableeee
promotional item. Jamie Gray, sales
director, explained: “As well as bringingggg
flashes of colour and fragrance to our
environment, plants provide an array oooofff
benefits. Dig a little deeper and you’ll
find they play a vital role in creating a
feeling of wellbeing, improving air quaaallliiiittttyyy,
balancing the ecosystem, and teachinnnggggggg ooooouuur
little ones some important life lessons.”
Mark Alderson is chairman
of the Briman Group.

THERE HAS NEVER BEEN A
BETTER TIME TO PROMOTE
UK MADE MERCHANDISE
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Technology

T
he speed at which we browse,
download and upload data is about
to get a whole lot quicker due to
a refresh of the Wi-Fi standard.

Wi-Fi 6 or 802.11ax to give it its technical
name is just around the corner – the
sixth change of the standards since it
was invented, so how will it affect us?
According to analysts, it will be 30-40%

faster than Wi-Fi 5. This is a more than
most devices need, but it will significantly
speed things up where there are multiple
receivers tied to a single router.
If you picture Wi-Fi signals as transactions

between an access point, like a router and
a device, like a phone, Wi-Fi 6 will pack
more information into one transaction,
while also delivering to more customers
in one go. Because it uses more binary
code, more information is sent, which
means data gets to you faster.
Wi-Fi 6 will also be fitted with a

technology to divide its bandwidth between
various sub-channels, letting your router

communicate with various devices at
once. This will be beneficial in places
such as student residences, stadiums,
malls, convention centres or airports.
In those environments Wi-Fi 6 will

deploy a new technology standard ‘BSS
Colouring’ so that networks can intelligently
decide to avoid congested channels.
Another useful setting is Target Wake

Time (TWT), which should increase
your device’s battery lives as devices
will only connect when they need to.
However, because Wi-Fi works as

an ecosystem, the benefits of the new
technology won’t filter through until

your devices and router are upgraded.
You won’t see improvements if you
are in an area with low speed or are
on a lower cost wireless plan.
Forecasters predict that only 22% of

notebooks will have integrated Wi-Fi
6 technology by 2022. One thing is
for sure though and that is that the
new standards and technology are
constantly being developed. This in itself
drives the demand for accessories to
facilitate and enjoy these new speeds.

Matt Pluckrose is managing
director of Desktop Ideas

A new standard for something we all use on a daily basis could
have great implications, says Matt Pluckrose

WI-FI SPEEDS UP
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W
ith continued concern over
Brexit and what it will mean
for British businesses, the
BPMA has increased its efforts

to help member businesses prepare for all
eventualities.
The Association held another major

Brexit Summit on the subject of ‘Preparing
the Promotional Merchandise Industry for
Brexit’. The event, on 23 October, was held
at London’s St Pancras Renaissance Hotel,
as part of the Government’s Get Ready for
Brexit campaign.
As the situation on the ground remains

extremely fluid, experts were in attendance
to provide information for businesses to
prepare for a no deal Brexit.
The Summit follows on from the BPMA’s

Brexit Summit a Farnborough last year, and
is just the latest in a list of initiatives to help
BPMA members prepare for the various
possible eventualities. The BPMA website
has a section covering Brexit information,
including the latest Government information
and advice on issues such as:
• Importing and exporting

• Supplying services to the EU
• Your employees
• Using and transferring data
• Accounting and VAT
• Regulation changes
Each area contains detailed information

and links to resources that can help
businesses with their preparations, as well
as downloads and phone numbers for
additional information. HMRC has launched
the EU Exit Import and Export Trader
Helpline for traders and hauliers importing
from and exporting to the EU after October
31. The helpline number is 0300 3301
331. Lines will be open from 8am to 6pm
Monday to Friday.
Regulation changes will also affect

businesses. DEFRA has produced guidance
on how to comply with the EU’s REACH
chemical regulations when you’re using,
making, selling or importing chemicals in the
EU, and how to prepare for a no deal Brexit.
Trademark law is also an area for

consideration. The Intellectual Property Office
(IPO) and Department for Business, Energy
and Industrial Strategy (BEIS) have produced

guidance on changes to trademark law in
the event of no deal from the European
Union. The CE mark will only be accepted for
a limited period after Brexit and a new mark,
the UK Conformity Assessed (UKCA) will be
used for certain goods being placed on the
UK market if there’s a no-deal Brexit.
In the majority of cases businesses will

still be able to use the CE marking if they are
selling goods on the UK market after the UK
leaves the EU. The government will consult
and give businesses notice before this period
ends. However, in some cases businesses
will need to apply the new UKCA marking
to goods being sold in the UK immediately
after Brexit.
The BPMA website and BPMA Brexit

emails helps businesses keep up to date
with changes that they need to be aware of,
in what is a fast developing area. For more
information, go to bpma.co.uk.

BPMA members can also obtain a £400
discount on a Brexit health check from the
Institute of Export. Contact Daniela Arena
on Daniela@bpma.co.uk for more details.
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More BPMA members have contacted the Association with queries about Brexit.
New resources have been made available to aid their preparations

BPMA PROVIDES TOOLS
AND INFORMATION

FOR BREXIT READINESS

BPMA News
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The Good Work Plan
This important change to employment law is looming,
so what do businesses need to know?
In just five months, what has been dubbed
the “biggest overhaul of employment
law in 20 years” is set to come into
place. The Good Work Plan comes into
force on the 6 April, 2020, and the BPMA
held a seminar outlining some of the
pertinent changes for its members at the
recent Merchandise World exhibition.
The Good Work Plan is billed as “the first

time that the government has placed equal
importance on both quantity and quality
of work”. It has asked the independent
Industrial Strategy Council to consider
how to measure quality of work, which it
considers is made up of the five principles:
satisfaction; fair pay; participation and
progression; wellbeing, safety and
security, and voice and autonomy.
Kate Marchant, regional HR consultant at

the BPMA’s partner, Croner, revealed some
of the areas that companies needed to
consider when the plan comes into force.

Contract terms
From 6 April, on day one of their
employment, employees must receive
a document that sets out all of the key
terms of their contract. This document
must be given from day one of their
contract. Currently employers only need
to provide key terms of employee’s
contract within two months. Marchant
said businesses should liaise with HR to
be ready to implement this change and be
mindful of any additional administrative
burdens this could place upon them.

The contract will need to include
more details on:
• Hours of work
• Paid leave
• Benefits
• Probation
• Training

Statutory leave
From 6 April, 2020, parents will be entitled
to statutory bereavement leave if a child
of under 18 dies. This will be applicable
for any worker who has reached the 26
week service requirement. Employees
will be able to take two weeks of leave in
blocks of one week within 52 weeks of
the death, with pay at the statutory rate.

Zero hours contracts
All workers have the right to request
a ‘more stable’ contract, such as a
minimum number of hours or days
worked. Workers will have this right after
26 weeks’ service. Companies should
be prepared to introduce a system

for processing these requests, which
can be similar to how flexible working
requests are currently handled.
While businesses can refuse this,

they will need to provide sound
business reasons for doing so. Also,
like flexible working, it looks like there
will be a three-month timeframe with
which to deal with the request.

Employment status
There has been a lot of scrutiny on
what constitutes self-employment.
Employment status checks will be
clarified, with more guidance on what
defines workers, employees and the self-
employed. This will probably focus on
how much control the employer has.

EU settlement scheme
With the UK due to leave the EU on 31
October (at the time of the seminar)
Marchant called for businesses to get
settled status applications for staff in
as soon as possible. Even if this didn’t
happen to that timeline, it remained
important to get applications underway.
EU nationals with five years’ residency

are entitled to apply for settled status.
Those with less can apply for pre-settled
status. In the event of a no-deal, online
applications must be submitted by
31 December, 2020. If there is a deal,

applicants have until 30 June, 2021.
However, there is not expected to be any

radical change to employment law after
Brexit as EU law is set to convert to UK. In
the long-term, the impact is less clear.

Continuous service
The break in continuous service will
increase. Currently, a gap of just one week
can break an individual’s continuity of
service. This can restrict their access to
key rights of employment, and can occur
despite the employee working regularly
on and off for the same employer.
As of April 2020, the gap will increase

to four weeks, making it easier for those
employees who work sporadically to
qualify for more employment rights.
Businesses should review current
processes and liaise with HR and payroll
to ensure they are aware of this and are
not unlawfully denying rights to workers.
They should also re-evaluate current
processes in light of this to avoid falling
into traps – you may end up having to
provide rights and entitlements when
you don’t intend to because of previous
allowances when taking on casual workers.
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 by
contacting enquiries@bpma.co.uk.

Employment
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BPMA CALENDAR
2019
13 December
BPMA Christmas Lunch, St
Katharine’s Way, London

2020
7-9 January
PSI, Messe Dusseldorf, Germany
11 February
BPMA Education Day, Ricoh
Arena, Coventry

Not to be toyed with
A BPMA compliance seminar by SGS explained the importance of taking
toy safety seriously
The BPMA teamed up with SGS to organise
a Product Safety and Compliance Seminar
on 16 October at SGS’s testing facility in
Ashby-de-la-Zouch, Leicestershire.

Sanda Stefanovic, an industrial design
engineer with in-depth expertise in toys
and an active member of Europe’s Toy
Standardisation Committee, CEN, covered
the EU legal requirements surrounding
toy promotional products. The speakers
provided an overview of the European toy
regulations with a specific focus on how
they apply to our industry and where the

main areas of risk lie.
Stefanovic also shared details of a number

of specific recalls that have taken place and
discussed when a promotional product
technically becomes a toy, due to a bespoke
shaped element, the usage, target market,
play value or simply the attractiveness of the
logo to a child.

Another topic was the General Product
Safety Directive and how risk assessments
work, and how they can be carried out to
determine your own areas of risk.

Prior to the lab tour, there was

an examination of how quality and
performance of products, while often
second to safety, are still of vital importance.
Ensuring products are of a necessary level
of quality and that they perform as expected
should not be overlooked and it can be
managed with relative ease.

Product compliance is far reaching so the
BPMA will be organising further events and
will announce these in due course.

SGS is a member benefit provider.
Please contact the BPMA if you would like
information regarding this benefit.

12-13 February
Merchandise World, Ricoh Arena,
Coventry
12 February
BPMA Annual Awards Dinner, Ricoh
Arena, Coventry

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
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Ten from two
New global role
at Cross
Pen specialist, A T Cross has
appointed Owen Keating as
global director of sales for
business gifts as a part of a
push to significantly develop
that channel.
Keating brings years of

experience with the Cross
and Sheaffer brands, not only
in the business gift division
but also in managing global
distributor partners in the
EMEA and APAC region.
As the new global business

gift director, he will drive sales
in the channel around the
globe. Reporting to Keating
directly will be Andy Boss,
sales manager for business gift
in the US, and Sarah Cooper,
sales manager for business
gift, UK and Ireland.
In addition to supporting

business gift operations in the
US and UKI markets, Keating
will be a key resource for other
markets.

Butters back to
Prodir
Claire Butters has returned to
Prodir after a short break to
the role of sales director for UK
and Ireland.
She will be developing

strategies for driving growth,
nurturing relationships with
clients, representing the brand
in the UK, identifying new
business opportunities and
leading the UK team.

Tom de Kleyn, head of
international sales and business
development of parent
company Pagani Pens, said:
“We are thrilled to have Claire
back on board. She knows
sales, knows our customers
and knows our products.
Her vast experience, great
energy and talent to motivate
the sales team will be vital as
we continue our ambitious
plans to keep providing truly
innovative and sustainable
products and services for our
clients in the industry.”

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

Chairman
Sow Easy

Group marketing
manager, Senator

What boxset are you watching
and what’s next?
Currently working my way
through Peaky Blinders
Do you have a guilty pleasure?
No comment
What was your first job in promotional
merchandise and what did it teach you?
It’s here at Sow Easy. It has taught
me how to run a family business
and how much I enjoy it
Best piece of advice you’ve been given?
Never skip breakfast
What’s the view from your office?
Our lovely team
How do you relax outside of work?
I enjoy keeping the garden
looking spick and span
Where would you like to be right now?
Somewhere sunny with a rum and coke
How do your colleagues describe you?
Still waiting for them to get
back to me on that one
What has been the toughest
decision you’ve had to make,
and how did you make it?
What to name my daughter
after having 4 sons
What’s top of your bucket list?
To go back to Brazil

What boxset are you watching
and what’s next?
I’ve been rewatching Mythbusters
lately, and I keep being told that I have
to watch Stranger Things next
Do you have a guilty pleasure?
Junk food. It’s less of a pleasure, and
more of an addiction/borderline major
health concern at this point
What was your first job in promotional
merchandise and what did it teach you?
I’ve worked at Senator for all of my eight years
in the industry. I started in the warehouse,
and worked my way up. Being involved
from start to finish made me appreciate how
much work goes into an order, and made me
more aware of what is and isn’t possible
Best piece of advice you’ve been given?
Make sure that you always keep
a healthy work/life balance
What’s the view from your office?
Our building sits next to a golf
course, so fairways and trees
How do you relax outside of work?
Taking my two mini dachshunds for walks
with my wife – the dogs can’t walk far with
their little legs, so it doesn’t take too long
Where would you like to be right now?
Back in Chicago. We went there for a mini break
in September, and I would highly recommend it
How do your colleagues describe you?
“I thought he was older” is the most common
one due to going grey in my mid-twenties! I
would hope however that they would think
of me as polite, respectful and upfront
What has been the toughest decision you’ve
had to make, and how did you make it?
I’ve been fortunate in that I’ve not had to
make any really tough decisions yet, but my
process is always the same: don’t make a
snap decision, take the time to weigh the
options. Unless it involves food of course
What’s top of your bucket list?
Visit Greenland and New Zealand

Steve Gray Jeff Blackwell

People



A club-swinging corkscrew or a communicative coffee mug?
Regardless of what makes your product something special – it
deserves to be in the spotlight. The Promotional Gift Award has
been distinguishing haptic promotional products that stand out
from the crowd since 2003. The creativity label that is conferred by
an independent jury of experts thus creates that certain difference
– in the perception of the target group. The award ceremony at
the HAPTICA® live, on March 18, 2020 in Bonn (Germany) attracts
additional attention.

Register your creations for the Promotional Gift Award 2020 now!
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All information, the terms of participation
and application forms can be found at:
www.promotionaward.com
Entry deadline: November 30, 2019
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Experts in Promotional Pens

Contact us for best prices.

01252 400 270 | sales@pens.co.uk

www.pens.co.uk
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Mood™ Collection incorporates a range of contemporary
lifestyle products in attractive colour options to perfectly
capture individuality, creativity and self-expression.

• Available in 23 different colours from pastel to corporates,
with a shade to suit each mood

• All 23 Mood™ Ballpen colours have been designed to
accompany a matching Mood™ Notebook

Our full service of printing options include:

• Very large screen print wrap around the barrel, unique for
rubberised pens

• Laser engraving is available in Chromark® mirror-finish to
match the chrome trim

• Full colour digital printing available along the barrel

Mood™ Ballpen &
Mechanical Pencil
Out Now


