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TIMES ARE CHANGING

E veryone knows it, everyone says it, but nobody really believes it. The times are
= changing. If I drove today as daringly as I did at a young age, [ probably would not
live to enjoy next summer. In former times, the Nirburgring was everywhere and eve-
ryone was a little racing driver with petrol, not alcohol, in his blood. And yet it was a
responsible risk. The then 15 million vehicles have become 54 million — in Germany
alone. It is evident that the times have not only changed on the roads, everything has
changed. Today we drive in accordance with regulatory
signs, closely monitored by the police and fastened with
seat belts. We have become accustomed to all that and the
car is still our favourite toy.

In other areas of life, it is exactly the same: We were
all excited about playing with toys in the past. Like all chil-
dren, we took them apart, chewed them and took them to
bed with us. In countries without “REACH” and similar
monitoring systems, children who do that today are often
sick at a young age with illnesses of the testicles, kidneys
or liver. They are more likely to develop diabetes, boys do
not fully develop and girls develop breasts before they can
even run. Each year, several million tons of plasticizers
are produced and integrated into toys, cosmetics, packag-
ing and pharmaceuticals as silent helpers to make them
elastic and flexible. We all inhale these substances, eat them or allow them to pene-
trate through the skin into our bodies. Because the problems that this can cause are
not immediately noticeable, we are inclined to play down their significance.

The same principle applies here, too: The times are changing and we must adapt
and pay more attention. Now I am the last person who wants to advocate a pampered
society. But the government, industry and citizens must be more alert. The responsi-
bility has also shifted and as a result the risks have increased. Those who used to be
responsible for products locally or on a federal level are now located thousands of
miles away in completely different legal and social systems. Therefore we need to re-
activate our previous responsibility systems, just differently — even in the promotion-
al product industry.

In the future, PSI will play a key role in this respect. At the PSI Trade Show, the cor-
porate network presented the new Sustainability Award. And it will not stop at the
award; it will be an issue for manufacturers, importers and distributors in the future.
And it will not only make the entire industry appear more credible and responsible — it
actually will be. You will be hearing a lot more about this.

Manfred Schlosser

Keeping this in mind

bl

Manfred Schlosser
Editor-in-Chief PSI Journal
Your opinion: schloesser@edit-line.de
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ACQUISITION: PERSUADING CUSTOMERS SUCCESSFULLY 8 Unsere

obstacles. Even making a phone call to the right person
is a hurdle that some salespeople are unable to over-
come. In previous posts, we presented effective strate-
giesto persuade customers to hold a conversation.
However, when talking to the decision maker, the sales-
person usually encounters typical objections. Whoever
responds appropriately is a good deal closer to achiev-
ing sales success.

Y sindljetzt
BV Zzer tifiziert

PSl 2015: DAZZLING PICTORIAL GALLERY 22

The 53rd PSlwas the perfect proof that the right mix is
what matters. Europe’s number one trade fair of its kind
offered an even larger spectrum of three-dimensional
and multisensory advertising power. Even the number of
(international) exhibitors increased again. And in
addition to “business as usual”, there were plenty of
opportunities to successfully network while socializing
atreceptions, happy hours, after-work events and
informal conversations.

ATRADE SHOWWITH ADDED VALUE 30[

Show presence. Attract attention. Demonstrate
expertise. Es- tablish contacts. The PSIPROMOTION
WORLD is not only an excellent stage for the eye-
catching presentation of promoti- onal products. Events
such as the “marketing forum hannover” and the “First

advertising professionals.

Choice Award” are an added attraction for marketing and ||

BWG: EMPHATIC “YES” TO A UNIFIED ASSOCIATION 52

This annual general meeting was anything but business
as usual, even though the German association of
promotional product consultants and distributors (bwg),
inkeeping with tradition, held it on the day before the PSI.
The traditional meeting turned into a historic day. By
agreeing to a unified as- sociation, bwg members took a
major pioneering step.
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PROMOTION AT GREEN

As the colour of annual renewal and the triumph of spring over the
cold winter, green symbolizes hope. Green also stands for fresh-
ness, nature, health and happiness, as well as for assertiveness
and perseverance. Green is a colour that is used in a multitude of
applications. Green traffic lights indicate “drive off”, in a German
card game, the spade of a French hand is called “green”, the Espe-
ranto flag (part of the Esperanto language) is green, the green is
the target area in a game of golf, red wine bottles are usually made
of green glass to protect the wine against bright light. And green

is a popular colour chosen for attractive promotional products, as
our examples show.
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MOLESKINE CONNECTS TO THE ADOBE CREATIVE CLOUD®

o ne of the well-known brands which
M will be at the PSI PROMOTION
WORLD 2015 in Hall 23 of the Hanover
Fairgrounds from 17-19 March is Mole-
skine®, heir and successor to the legend-
ary notebook, now with a whole family of
tools for creativity and productivity — in-
cluding notebooks, calendars, digital de-
vice covers, digital applications, bags, writ-
ing utensils and reading accessories.
Against the backdrop of the CeBIT, the
worldwide digital economy’s most impor-
tant event which is being held at the same
time, Moleskine is creating a link from the
analogue to the digital world of promo-
tional products in these seemingly tailor-
made surroundings and presenting the
market with a new solution for the crea-
tive process to save time in both paper-
based and digital workflows.
LINK TO THE DIGITAL WORLD

In collaboration with Adobe, Moleskine pre-
sents users with a Moleskine notebook that

is directly connected to Adobe Creative
Cloud®. Thanks to the Creative Cloud-con-
nected companion app, drawings can be
further worked on later in Adobe Photo-
shop® CC or Adobe Illustrator® CC. These
tools and services are powered by Adobe
Creative SDK. Companies can use this new
software toolkit to incorporate their pro-
jects and services seamlessly into Adobe
Creative Cloud so that users can move ef-
fortlessly between analogue and digital
planning and image capture. The new tool-
set streamlines and simplifies the creative
process and enables an unimagined de-
gree of integration from the first to the last
step.
TAKING THE DEVELOPMENT OF PAPER
ONE STEP FURTHER

The Moleskine Smart Notebook and the
Creative Cloud-connected companion app
enable drawings done by hand to be quick-
ly converted into fully editable vector graph-
ics that can be accessed in Adobe Creative

48679 * Moleskine SpA ¢ Tel +39 02 00680599 © special@moleskine.com ¢ www.moleskine.com

Cloud. Drawings are created in the Mole-
skine Smart Notebook (Creative Cloud con-
nected) and captured with the free com-
panion app (as yet only for iPhones). The
image is processed and optimized with the
aid of special page markers in the margins
of the notebook. Then it is transferred in
two different image formats (JPG and SVG)
into Adobe Creative Cloud and can be opened
in Adobe Photoshop® CC or Adobe Illus-
trator® CC for a final touch-up. The entire
process requires only a few simple steps.
TAKE ADVANTAGE OF
SPONTANEOUS IDEAS
The first steps in a creative process often
occur offline, outside the studio or on-the-
go. The portable, easy-to-use Moleskine
notebook is ideal for using on the move.
Ideas can be sketched directly onto paper
from anywhere. Many creative thinkers claim
to get their best ideas when they’re on the
move. Now they can continue working on
them when they’re back in the studio. Nev-
er before have creative tools been combined
in a common system that so seamlessly con-
nects analogue and digital processes to-
gether from the first to the last step. The
notebook provides the blank page on which
the initial spontaneous ideas can be pro-
jected —without cables, WiFi or a desk. The
Creative Cloud-connected companion app
is available free of charge in the App Store
(currently only for iPhone). For further de-
tails visit moleskine.com/adobe <
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PERSUADING
SUCCESSFULLY

The path to the customeris often blocked by numerous ob-
stacles. Even making a phone call to the right personis a hur-
dle that some salespeople are unable to overcome. In previ-
ous posts, we presented effective strategies to persuade cus-
tomers to hold a conversation. However, when talking to the
decision maker, the salesperson usually encounters typical
objections. Whoever responds appropriately is a good deal
closerto achieving sales success.

1l salespeople know the relief of final-
& 8]y reaching the desired decision mak-
er on the phone after several attempts.
However, depending on the solution of-
fered or the situation of the target group,
the next challenge usually follows in this
situation because as a salesperson you are

usually confronted with objections of the
following type:

« We are satisfied with our service provider.
» We have no budget.

« We do all that in-house.

« We have no time.

« We do not have any requirements.

« Send us your sales literature and, if
necessary, we will contact you.

It may seem surprising that the latter re-
sponse is among the objections. If sales
literature is requested, isn’t that a clear
sign of interest? Of course, it may occur
that someone is actually interested. But
the rule is, however, that this is a defen-
sive manoeuvre. Objections such as the
examples mentioned above are the main
obstacle to establishing business contacts
and they represent a major problem for
the systematic acquisition of new custom-
ers. That is why “dealing with objections”
is an important topic for every canvasser.
THERE ARE NO NOSTRUMS
When dealing with objections, the following
applies: Say goodbye to nostrums. Let us as-
sume that the target customer said: “We are
satisfied with our service provider.” Then the
following common examples of responses
from daily practice are ineffectual:
 But we can show you how to ...
even more effectively.
* Yes, of course. With us, however, you
can see how ...
* Never mind! Two service providers are
better than one ...
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« With us you will definitely ...
even more.

« Isn’t it part of your job to be fully
informed?

Why are such responses inappropriate

in this case?

* You are literally putting forward
an ‘objection’ to the customer.

* You convey the impression that you
know it all.

* You simply ignore what is important
to the other party.

It is important to note that if the other par-
ty says something that is detrimental to our
communication goal (for example, arrang-
ing an appointment with him), it is impor-
tant to avoid contradiction. Words like “but”
are an absolute taboo. Lecturing also does
not help because the target customer in-
stantly feels as if he has been personally
attacked or his opinion is not valued.
PARAPHRASING WORKS WONDERS

In order to find a solution, let’s look at an-
other example that originated from the en-
vironment of the author’s company “Profi-
akquise”. In particular, Profiakquise pro-
vides canvassers for an indefinite period of

time to companies with in-depth consult-
ing services. In the case of in-house cus-
tomer acquisition, we often hear the clas-
sic objection “That would not work for us,
our business requires intensive consulta-
tion.” A variation on how we can arrange
our conversation and why we thus have
good chances of being successful: The call-
er knows from experience that in the ac-
quisition the subject of “expertise “ is def-
initely not raised by an external specialist
at first contact. He keeps that to himself
and instead says: “What you offer on the
market is very special and your customers
expect a high degree of expertise, right?”
The customer can only agree: “Yes, exact-
ly!” We have used a paraphrase, an ex-
tremely effective tool which psychologists
use. “Paraphrasing” is the specialist term
for using your own words to repeat what
the other party has just said. In the above
case, it caused the desired effect: The par-
ty who received the call feels understood.
However, it may also occur that a para-
phrase reinforces the customer’s defence,
so that he replies: “We train our experts
for three years before we expose them to
the customer.” This can be understood as
a request to refrain from further attempts

PARAPHRASE
Definition: Repeat in your own words what
the other person has just said.

EFFECTS OF PARAPHRASING

Esteem

The other party feels respected as his words
are “a piece of himself”. The esteem is felt
more strongly than ifit had come from an-
other party who had previously countered
with a “no”.

Slow down

The dialogue is slowed down. In the case of
an unsolicited phone call, you instinctively
want to end the call quickly.

Gaintime

The salesperson gains additional time to
think through the two stages of paraphras-
ing and transitions. Even if he has already
prepared himself for a variety of objections
based on his increasing experience in acquisi-
tion, it always requires a certain degree of
concentration to find the right words for the
situation. Gaining time is helpful.

to make contact. That is why it is very im-
portant that this statement is paraphrased
again: “If I understand you correctly: Your
technical advisors undergo special training
because your customers expect that from
you?” Nobody is a machine, so we do not
know which response will follow. Howev-
er, experience shows that the other party
usually reacts with an affirmative response.
USE INSTINCTIVE REACTIONS
Once the recipient of the unsolicited phone
call has composed himself after initially tak-
ing a “defensive position”, the transition
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FOCUS

to the second step can begin. Here are
some alternatives:

« “I'd just like to ask you a question
in this connection if I may ...?”

 “May I ask you a fundamental
question ...?”

+ “What might be of interest to you is ...”

A common feature of these statements is
they contain an appeal: The request to be
allowed to say something else is connect-
ed to the “benefit stimulus”. T have coined
the term ‘transition’ for such formulations
— such as: “What may be of interest to
you.” Just as the instinctive response of
the other party to a paraphrase is a “yes”,
a transition elicits a kind of “affirmative
question mark” from the other party. One
could roughly summarize this reaction in
the following words:

« “Yes .77
* “OK, but keep it short, please!”
« “What ...?”

Why incidentally are these reactions “in-
stinctive”? Because there are stimuli that
have an irresistible effect on us, at least at
first, before we have found a rational ap-
proach to deal with them. A reaction fol-
lows the stimulus: This is a biopsycholog-
ical process. Based on results of brain re-
search, we even know the place where this
happens: It is an almond-shaped region of
the brain called the amygdala. To illustrate
this using another example: We react to
beauty by taking (having to take) a close
look. Good salespeople should take advan-
tage of these biopsychological structures
in order to achieve their communication
goals - although we should discuss what
that has to do with manipulation.
LANGHANS’ THREE-STEP RULE

The three-step model proposed here is fun-
damentally different from the learning ob-
jectives of many a sales seminar. It recom-
mends not responding to objections with
stereotyped sentences. Instead, every sales-
person should ask himself a critical ques-
tion that only he can answer individually ac-

PSI Journal 3/2015

cording to the situation: If instead of cus-
tomer ‘X’, [ were to receive a phone call from
(my) company ‘Y’, what would make me cu-
rious enough to want to sit down at a table
with a representative of ‘Y’? If you cannot
find an answer to this question, then the
Langerhans’ three-stage rule does not work.
Because it assumes that there is something
substantial which we as salespeople can pre-
sent to the prospective customer in the so-
called “target question”. In the example men-
tioned: “If it were possible to deal with the
issue of ‘expertise’ in such a way that your
target customers became curious about your
specific services, would you then want to
inform yourself more thoroughly about the
subject of professional acquisition?”
TOOL-BASED COMMUNICATION

It is a sequence of steps — the words with
which this sequence is formed is to be in-
dividually decided in the respective situa-
tion and individually adapted to the spe-
cific interlocutor. In the case of the three-
step rule for handling objections, we also
speak of a tool-based communication. The
third step is called “target question”. This
must be succinctly and fluently formulat-
ed. In the above example, the interlocutor

is focused on the special services of his
company, which in his view definitely can-
not be communicated to a third party by
an outsider. Instead of contradicting him,
the canvasser uses the three-step rule to
elicit an (initial) consent from him.

THE EXAMPLE OF AN

ADVERTISING AGENCY
There are countless “three-step rules”. As
another example, suppose we take an ad-

THREE-STEP RULE
FOR HANDLING OBJECTIONS

Paraphrase
Inthe first step, the salesperson gets a “yes”
from the other party.

Transition

By using a transition, the willingness to listen
to a (possibly last) thought of the salesperson
isaroused.

Target question

With a concrete benefit stimulus, you create
the instinctive consent to continue the per-
sonal conversation.
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vertising agency to illustrate this tool. The
agency sells its services to SMEs: commu-
nication campaigns to increase awareness
or to increase specific customer requests.
The contactor calls a producer of confec-
tionery. After several attempts, he has the
marketing manager on the phone. The lat-
ter expresses the objection: “We are sat-
isfied with our service provider.” The con-
tactor is prepared for this situation. He has
previously considered: “If  were in the po-
sition of the marketing director of a con-
fectionery producer, I would have an agen-
¢y to handle my campaigns. [ would have
already implemented a number of projects
with this agency, with varying degrees of
success. The next campaign is now in the
pipeline. I'm not quite sure if  will achieve
the desired result. But my management
will soon be asking me for details. Actual-
ly, there are enough indications to suggest
that everything is going well — but on the
other hand, it would be good if I could re-
port about the upcoming campaign with
more certainty.” In this or a similar man-
ner, the contactor has imagined himself in
the role of the marketing manager. His
three-step rule could roughly be as follows:

&
-

1. Paraphrase for the objection “We are
satisfied with our service providers”
(will be formulated in the situation)

2. Transition (will be formulated
in the situation)

3. Target question (in this case
consisting of two steps)
“You probably have a campaign
that is going to start soon?”
Customer: “Yes, why?
“Would it be helpful for you
to hear a second opinion?”

PUT YOURSELF IN THE

CUSTOMER’S SHOES
There is no assurance that the three-step
rule always work, but we have used a prom-
ising tool based on the following princi-
ple: Put yourself in the customer’s shoes,
then you can understand him better. Fi-
nally, it should be emphasised that crea-
tivity is required when formulating the
communicative tools. Its effectiveness will
be determined by the empathy and per-
sonal touch of the salesperson. Having
tools at your disposal gives you more self-

confidence for the selling process. And
self-confidence enhances success.

Daniel Langhans <

Dr. Daniel Langhans is a graduate in math-

ematics and humanities. Since 1999, he and

his team at Profiakquise have performed

a number of acquisition projects for com-

panies from industries requiring extensive

consulting. He also works as a communica-

tion trainer and speaker at trade fairs and

entrepreneurial events.

Publications:

- “Anleitung zum Akquise-Erfolg” (2011)

- “Werkzeuge fiir den Verkaufserfolg”
(2012, audio book)

dr.langhans@profi-akquise.de

www.profi-akquise.de
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PS| AFTER WORK

The big party area adjacent to Hall 9 was

soon a buzz with visitors and exhibitors.

INDUSTRY UNITED IN
PARTY ATMOSPHERE

It was time to celebrate at the end of the second day of the PSI
trade show. Avery lively Thursday, which left a hugely positive
impression on visitors and exhibitors alike, was the ideal

prerequisite forarollicking evening chill-out among members

ofthe industry.

D espite numerous stand parties, recep-
=¥ tions and customer events, those keen
to celebrate flocked into the area for PSI
AFTER WORK events shortly before the
trade show day ended. Located last year
in the North foyer, the big party area of
the PSI was now located adjacent to the
stands in Hall 9 and thus directly at the
heart of the trade show in an enclosed, far
more compact area. The area was soon a
buzz with celebrating guests who found
the ideal setting for a relaxing get-togeth-
er. Rustic tables and bar stools and a sep-

arate lounge made for an ideal network-
ing atmosphere. And for the active peo-
ple there was a large dance floor and a
professional DJ who provided a stimulat-
ing mix of music. Serving delicious snacks
and refreshing drinks also worked out ex-
cellently.
BRILLIANT EVENT

All in all, the positive mood in the indus-
try seemed to be reflected here according-
ly. In the relaxing atmosphere of the PSI
AFTER WORK, there were a number of in-
teresting conversations and numerous new
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contacts were established — or simply cel-
ebrations. Also responsible for the success
of this tremendous event, which unites an
industry in a party atmosphere, were the
co-sponsors of the evening, whom we would
like to mention here: Boogard Textiles, elas-
to form, Kalfany SiiRe Werbung, Kleen-Tex,
klio eterna, Koziol, Macma, Mimaki and
Havanna Club. On this night — which last-
ed into the wee hours of the morning - it
was clear to see that this PSTAFTER WORK
with its new look had become a highlight
of the trade show. <

Afestive mood
everywhere. This
group especially
seems to be hav-
ing fun chilling
out at the end of
the trade show
day.

Networking at its best!

13
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INTERNATIONAL AREA

ONCE ACROSS

THE GLOBE

The promotional product is international and connects na-
tions. This became clear at the PSI 2015. It is far more than the
leading European trade show for the promotional product in-
dustry. It has long since evolved into a global meeting place.
Exhibitors from 37 countries and more than 20 international
partners and associations are a clear indication of this.

C ompared to last year, the PSI 2015 has
= become significantly more internation-
al. This was particularly evident in the high
number of foreign exhibitors who came
to Diisseldorf this year. They accounted
for more than half of all exhibitors. In this
context, it is noteworthy that all five con-
tinents were represented. In addition to
companies from all over Europe, promo-

tional product suppliers from Australia,
Canada, the USA, the United Arab Emir-
ates and South Africa also participated. In
keeping with tradition, exhibitors from the
Netherlands, Turkey and Poland were
strongly represented at the PSI 2015. A
particularly pleasing aspect was the fact
that not only new exhibitors from abroad
were gained. Renowned international re-

turnees with an extensive selection of prod-
ucts also participated.
A RENDEZVOUS OF ASSOCIATIONS

An integral part of the PSI was once again
the International Area. Hall 12 boasted more
than 20 international partners and associ-
ations of PSI representing their nations and
offering a lot of expertise concerning cur-
rent issues in the industry. Harmoniously
concentrated representatives of the indus-
try associations from Australia, the USA,
France, Belgium, Poland, Spain and Por-
tugal provided information at a stand meas-
uring over 150 square metres. Also partic-
ipating was the IAPP International Asso-
ciation of Promotional Products from Rus-
sia as well as the IPSA Trade Show, the
biggest event related to promotional prod-
ucts in Russia, which has been cooperat-
ing with the PSI since last year. Among
others, Stockholm Promotionmassan from
Sweden also participated in Diisseldorf.
Anybody wishing to meet Scandinavian
partners and associations was well looked
after at the ScandiBase stand where Klaus
Beyer, an institution in the industry and an
acknowledged expert on the Scandinavi-
an promotional product market through
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his many years of trade show participation
in this region, welcomed visitors as the PSI
representative. The Netherlands was tra-
ditionally represented with an association
and the PromZ Pavilion with its iconic bar.
In addition, interested parties were able to
talk to associations and partners from Can-
ada and Switzerland.

INTERNATIONALITY BEYOND THE

INTERNATIONAL AREA
The Italian, Turkish and British partners
and associations also presented themselves
beyond the International Area with their
own pavilion (PTE Pavilion and UK Pavil-
ion) or stand (Promotiirk) in Halls 10 and
12. Whether it be an association, partner
or exhibiting supplier: Together they rep-
resented the international promotional prod-
uct industry. <
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GORDON GLENISTER, DIRECTOR GENERAL BPMA
“I'mafan of the PSI. It is the coolest promotional product trade
show that exists. The PSl is more than just the leading European
trade show for the promotional product industry. For me it is one of
the top 3 worldwide. The PSl is a real quality trade show with quality
companies. This year | felt more optimism. | also had the impression
that it was busier than in previous years. The PSI must now stay on
the ball and continue to be attractive. There is no real alternative to
the PSI. Competition lies solely in the question asked by visitors:
Should I come or not. Therefore, the PSI must continue to develop
and create new acceptance.”

ALBERT VAN DER VEEN, CEO XINDAO

DJ VAN STYRUM, GENERAL MANAGER
XINDAO

“We are glad that we participated again. Our
stand was very well received. We presented our
new line of textiles called “XD Apparel” which
has proven very popular. Wednesday and Thurs-
day were two highly frequented visitor days. It
was particularly encouraging that we were able

to welcome many new customers. In general, we had the impression that there was just as much
going on this year as last year. It was also good to see so many returnees at the 2015 trade show.
This gives our industry a larger platform and more significance. This is extremely important. We
will certainly be back next year.”

i
!

MARTIJN VERWAAL, GENERAL MANAGER PSL EUROPE
“We have returned to the PSI after a break. We have made sub-
stantial changes, revised our stand concept and overhauled our
product range. | can very clearly say that we feel vindicated by our
decision. We were absolutely surprised by the positive response.
We had a lot of visitors which we are very happy about, of course.
There is simply no alternative to the PSI. Here we can cover not
only Germany. Internationally, the PSlis the only real way for us to
present ourselves extensively in Europe. The three days at the PSI
give us a lot of energy.”

15
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GUSTO TASTING PAVILION

CLOSE TO CUSTOMERS

All sorts of delicious tasting, relaxed conversations and a
wealth of advice —this and more was possible at the newly de-
signed GUSTO Tasting Pavilion. Exhibitors found it easy to hold

STEFAN FLEISCHMANN,

conversations with customers in the communicative atmos- ALEXANDER CZECH

phere of the two long counters. And after tasting the delicacies, ~ sanDers ImAGETOOLS

the visitors’ attention was effortlessly focussed on the prod- The GUSTO Pavilion s once again an ideal
ucts. That was the trade show —focussed on the essentials. platform forus to greet our customers. The

L . . new stand design has also certainly contrib-
GUSTO exhibitors explain why GUSTO is a successful concept. uted towards improving visitor traffic. Also the
oyster food here at the GUSTO stand, which
the French association invited visitors to expe-
rience, attracted customers to the stand. Our
part of the counter was so well attended that
we are thinking about participating at the next
PSI with our own stand again. We would like
to take this opportunity to pay the entire trade
show organization team a huge compliment!
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ANDRE FROHLICH, WILD ISLAND

I am pleasantly surprised! Apparently we have hit the right nerve
with our products. We are positioning ourselves here as the PSI
specialist for fine salmon and gifts and are presenting the new
salmon brand Wild Iceland — Quality by Nature. This brand of exqui-
site salmon gifts is available exclusively for resellers. The tasting

possibility here at the stand has been so well received that we have to refill the plate of free sam-
ples every half hour. We are delighted about this because in this way visitors can convince them-
selves of our high quality. After all, we have 30 years of experience in our field and offer the best

customer service for transportation and shipping. Here at the stand, we also provide information

about how the gifts are delivered fresh and fast to customers.

CARLOS DIRKS, FLOR DE SALD’ES TRENC

Our presence here at the GUSTO stand was a last-minute decision
—and it has already paid off: During the first day of the trade show,
we had for over 40 qualified conversations and are very satisfied.
The GUSTO area is a great idea to enable first-time exhibitors to
draw attention to themselves. The organisation was perfect and we
feel we are well looked after. We offer natural sea salt from the salt-

works of Es Trenc on Majorca. Our high-quality salt preparations with herbs and spices are created
by top chefs and exported to 29 countries. Flor de Sal differs from normal salt in texture, flavour

LINO NAARMANN, KUCHENMEISTER
Everyone knows the wide range of bakery
products of our family-run company founded
in 1884 from the supermarket. With our first
participation here at the PSI, we are now test-
ing the promotional product market as an ad-
ditional distribution channel. We offer cakes,
baumkuchen, Stollen, wholemeal bread and
party bread —allin individually designed
ornamented boxes or with labels and bande-
roles. The number of visitors is good and we
have already had in-depth conversations, but
of course it could still be more...

and its characteristics. In addition, it contains less sodium chloride, but more magnesium. Our salt

creations enhance the flavour of ingredients and lend a special note to every meal.

SEBASTIAN ORTNER, DRINKS GMBH
We have found a unique way to present our
promotional and private label drinks to the
promotional product industry. | am very satis-
fied with the interest shown by our visitors.
We have personalizable drink classics from
Austria to taste, including energy drinks, soft
drinks, Prosecco as well as organic and Fairtrade flavoured dairy drinks. We
are also presenting a new Internet platform for the individual configuration
of customized promotional drinks. I find the position of our stand is good as
lots of visitors come by.

SVEN KEITEL, USABLES

As a Diisseldorf-based company, we
enjoy taking the opportunity to show
our teas and tea characters. The
customisable characters can be fixed
tothe top of atea bagand hang over
the edge of the cup. They combine
the pleasure of drinking tea with a greeting or a humorous message.
They are ideal for advertisers as the endearing characters remain in
view for a long time. We have been overwhelmed by the number of
visitors and are eager to see how the trade fair develops. The support
from the PSlis exemplary.

17



18

PSI 2015

PSI Journal 3/2015 www.psi-network.de

L
- )}

TEXTILES AND ACCESSORIES ON THE PSI CATWALK

Ll 4

L4

SPECTACULAR

SHOWS

Presentation is the key: The PSI CATWALK clearly demonstra-
ted this again this year. Visitors will stop wherever they hear
music and somethingis going on. And there was lots to see
on the catwalk for textiles and accessories: Chic textiles from
business wear to casual wear right through to workwear and
trendy accessories from caps to cases.

I n the previous year, the CATWALK cel-
¥ ebrated its premiere which drew a lot of
attention and was widely acclaimed by the
visitors. However, the PSI was convinced
that this form of presentation for textiles

and accessories had not yet reached its lim-
it; the best was yet to come. More products,
more dynamic, snazzier choreographies and
more detailed information. The result of the
extended concept was impressive.

q}? |

You simply couldn’t walk past:
There was always plenty going on
at the CATWALK in Hall 10.

PROFESSIONAL AND CHARMINGLY

PRESENTED
Three to four shows were staged on the
CATWALK on all three days of the trade
show. Professionally rehearsed and mas-
terfully presented, the performances charmed
the audiences, especially due to the youth-
ful naturalness of the models who obvious-
ly enjoyed themselves. It was not surpris-
ing that the CATWALK was completely sur-
rounded by visitors at every show. The cat-
walk and the innovative exhibitors of the
Textile Area benefit mutually from each
other. After each show, the visitors looked
around the surrounding area, too, where
they found lots of different things such as
fancy New Zealand knitwear made of high-
quality material at po-sei-mo as well as a
textile configuration tool at just style it.

A HIGHLIGHT OF THE TRADE SHOW
The creative staging of fashion and acces-
sories in the midst of the Textile Area was
not only a must for all visitors interested
in textiles, but a real highlight of the PSI
2015. The shows put the finishing touch
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to the focus on textiles in Hall 10 and of-
fered visitors an entertaining performance
as well as valuable product information.
More than 20 exhibitors were there and
showed where the trend in fashionable pro-
motional textiles is heading.
DIVERSE COLLECTIONS

Anyone who closely watched the show once
or twice became aware of how diverse the
collections are now. Whether it be busi-
ness, casual, outdoor or workwear, home
textiles or fashionable companions such
as ties, scarves and shawls — the trade can
find the right item for every customer in
these product assortments. Fashionable
cuts and colours, combinable into com-
plete outfits in hundreds of ways, plus match-
ing accessories as well as cases, bags, um-
brellas and lots more — there were plenty
of inspiring ideas at this PSI. <

THESE WERE THE CATWALK

PARTICIPANTS AT THE PSI 2015

- Gustav Daiber GmbH

-SOL’S SOLOINVESTS.A.S.

- Industrial Wear srl

- Floringo GmbH

- Promodoro Fashion GmbH

-ID°REXHOLMA/S

- Stanley and Stella S.A.

-TeeJaysA/S

- Sport Bockmann

- HAT’s Company GmbH & Co.

- Karlowsky Fashion GmbH

- Printfield Sp. z.0.0.

- Garland Bridge (Europe) Ltd t/a Moon
Corperate Wear

-New Wave GmbH

- PF Concept International BV

-EUROSTYLE - Emil Kreher GmbH & Co. KG

- Matterhorn Sverige AB

-BD Group d.o.0.

-iMi PartnerA.S.

- MALGRADO fashion & promotion GmbH

- Cotton Classics Handels GmbH

-Xindao

Dynamic shows and

trendy products:
The PSI CATWALK 2015

PARTICIFANTS
CATWALE &
TEXTILE ARES

The exhibitors within the Textile Area got the benefit of the Catwalk‘s appeal to the visitors.
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LUNCH & LEARN

KNOWLEDGE FORUM
WITH A BITE

The PSlis educational. The lecture programme in the context
of “Lunch & Learn” was proof of this, again, at this year’s
edition of Europe’s leading promotional product trade show.
Exciting talks provided the participants with valuable
information for their daily work —snacks and drinks included.

ho doesn’t recall the strictly enforced
“No eating and drinking in the class-
room!” from school days? What was
banned at school was categorically re-
quired at “Lunch & Learn”. However, the
revelatory lectures by international speak-
ers were also anything but tedious lessons.
On the contrary: there were interesting
facts on industry-relevant topics on all three
trade show days.
ALL ABOUT PATENTS, ETC.

Plenty of room was allocated for statutory
and legal topics. And there was a good rea-
son for this: In a market that is undergo-
ing rapid global expansion, legal princi-

ples and statutory provisions are playing
an ever more important role. It was there-
fore not surprising that the first trade show
day began with an overview of commer-
cial protection rights. Heike Karzel from
the German Patent and Trade Marks Of-
fice demonstrated a cross-section of legal
possibilities for safequarding oneself against
nasty surprises.
BETTER SAFE THAN SORRY

Lutz Gathmann from the PSI Design Fo-
rum and a trusted speaker in matters of
product safety tackled not one, but two
topics that concern many market partici-
pants. First, he explained what a product

Michael Méatzener talked about the power of

the promotional product.

needs to fulfil in order to be brought onto
the market legally according to the Ger-
man Product Safety Act (ProdSG). Second,
he talked about the meaning of the CE and
GS symbols.
A WIDE RANGE OF
EXCITING SPEAKERS

The international aspects were taken care
of by the representatives of the PPAI (Pro-
motional Products Association Interna-
tional), one of the American promotional
products associations. They talked about
product safety and compliance in the USA
with regard to companies that make and
distribute products in the United States.
Bjorn Harenstam from Xindao provided
insights into the new corporate range XD
Apparel. This label marks the Dutch com-
pany’s launch as a textile producer —with
a high claim: to produce young, trendy
outdoor clothing that is going to set a fresh,
inspiring standard and, according to the
company’s own information, is the “green-
est on the planet”. Bjérn Harenstamm ac-
cordingly presented innovation, technol-
ogy and sustainability in promotional tex-
tiles. The “power of the promotional prod-
uct” was the focus of Michael Mitzener
from Swiss company promoFACTS. And
this power is based on four aspects: touch-
ing, staging, enthusing, convincing — with
touching given particular importance.
“When we touch the world, it’s true,” ex-
plained Michael Méatzener in his lecture,
thus emphasising the haptic advantages
of a promotional product compared with
other forms of promotion. <
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THANK YOU

... for the impressive number of visitors at our booth at PSI 2015 and for
the overwhelmingly positive feedback regarding our new products in the
Post-it® Promotional Products range.

Post-it® is a registered trademark of 3M

You were not able to attend? Get more information and order your free product
samples at www.promotion.michaelschiffer.com

Post-it® Promotional Products are distributed exclusively through promotional
dealers.

Michael Schiffer Promotion GmbH = Post-it® Notes Printer - Authorized by 3M = Phone: +49 (0) 28 43/16 92-0 = www.promotion.michaelschiffer.com
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VISITOR STATISTICS OF THE PSI 2015
THE PSI IS BECOMING INCREASINGLY INTERNATIONAL

he PSI has further cemented its reputation as an international industry platform. This has now been substantiated by the results
B of the official trade show statistics. Almost 54 per cent of the 16,290 visitors in total came from abroad. The proportion of for-
eign visitors only rose by one per cent, but the reach of the trade show has grown enormously: The 8,785 foreign visitors came from
80 countries, 11 countries more than in the previous year. The German trade show visitors still represent the largest group with
7,505 persons, followed by the Dutch and Belgian visitors.

Germany International
1.505 (46,07%) 8.785 (53,93%)

PSI 2015: Origin of visitors (absolute % of total number of visitors)

ORIGIN OF FOREIGN VISITORS (TOP 10 COUNTRIES OF ORIGIN)

Country of origin Share based on top 10 box Share of total number of visitors
Netherlands 27,08% 9,64%
Begium 12,10% 4,31%
Austria 10,14% 3,61%
Switzerland 9,95% 3,54%
Italy 9,45% 3,36%
France 8,93% 3,18%
Great Britain 6,43% 2,29%
Sweden 5,36% 1,91%
Czech Republic 5,34% 1,90%
Spai 5,22% 1,86%
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PSI head Michael Freter (right) welcomed the evening guests.

PSI EXECUTIVE CLUB EXCHANGING IDEAS

PRIOR TO START OF TRADE SHOW

Even before the gates opened for the 53rd PSI Trade Show in Diis-
seldorf, the head of PSI Michael Freter and his team invited col-
leagues from the promotional product industry — including many
representatives of exhibiting companies — as well as representa-
tives from the international press to an informal exchange of ide-
as in the VIP Lounge at the trade show grounds. This fifth meet-
ing of the PSI Executive Club was held on the eve of Europe’s
leading event of the promotional product industry and naturally
focussed once again on the industry’s current issues. In a relaxed
atmosphere, conversations focussed on the latest trends as well
as the latest trade show and industry trends presented by Michael
Freter seem to hold out promising prospects for the trade show
and promotional product year.

ELASTO FORM KG “SERVUS” IN DUSSELDORF

As aloyal exhibitor, PSI FIRST Club member and sponsor of va-
rious trade show services, the promotional product specialists
from elasto form gathered again at the usual location in Hall 11
at the PSI Trade Show to enrich the industry’s product world with
a huge selection of fantastic promotional products. The Bavarians
once again invited guests — true to the motto “Servus” — to their
atmospheric “elasto form alpine meadow”, an attractive location
for the ever curious visitors. The many new products and the cor-
responding “Made in Germany” catalogue attracted enormous
interest. But also in terms of a “genuine Bavarian feeling”, the
south Germans again had remarkable things to offer. After ha-
ving already been well looked after during the day, in the eve-
ning of the first day the stand guests were served juicy suckling
pork and Upper Palatine beer which sold like hot cakes. Another
integral highlight of the trade show and thereafter is the traditi-
onal mirror-party on Thursday evening in the heart of Diisseldorf’s
Old Town. Every so often, the professional musicians of the “Grogotz
WeiRbir” band played music, and this time they contributed to
the success of the elasto form performance with earthy Bavarian
ethno-rock.

Promotional products and a “Made in Bavaria” atmosphere once again

added a distinctive touch to the trade show appearance of elasto form.
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Cheers to the new product worlds and the partnership with the customers.

CLOSE TO CUSTOMERS CHOICE INVITES
s

Last November the CHOICE network of affiliated manufacturers
in the JCK Holding - Fare, Halfar, Daiber, Karlowsky, mbw and
SND - invited guests to an exclusive preview of their new pro-
ducts. Now the new creations had the really big stage at the PSI
2015. In order to adequately underline the new CHOICE feeling,
the companies invited their customers to a champagne recepti-
on at the fairgrounds to round off the second day of the trade
show. Afterwards, everyone had dinner together followed by a
get-together in the cosy ambience of the Diisseldorf Schumacher
brewery to consolidate existing contacts in a relaxed atmosphere.

Hosts and guests chatted in a cosy, rustic atmosphere after enjoying sup-

per together.

Take to the floor: The Irish Dancers cause the floor to vibrate

GOLDSTAR EUROPE QUALITY FROM

THE EMERALD ISLE
- -

Goldstar Europe, the Irish manufacturer of writing instruments,
focusses entirely on promotional product resellers and, logically,
chose to present its collection and services at the industry’s lea-
ding trade show in Europe. The declared objective of the compa-
ny which is headquartered in Dundalk, Ireland is to also establish
the internationally successful brand Goldstar in German-speaking
countries as one of the leading suppliers. Goldstar offers a large
number of full-colour pens and has 32 laser engraving machines.
Accordingly, the visitors showed a keen interest. In order to em-
phasize the origin of the company from the Emerald Isle also be-
yond the stand, customers were invited to a “PSI Irish Party” in
the authentic surroundings of the Diisseldorf Old Town pub
“McLaughlins” at the end of the second day of the trade show.
Live music and a rousing performance of the “World Champion
Irish Dancers” ensured an appropriate atmosphere.

Applause for the enthralling performance.
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Very satisfied with the new trade show participation of PF Concept: (left
to right) Pieter Boonekamp, Ralf Oster and Roldolphe Normandin, Vice
President Product Development & Marketing.

PF CONCEPT SUCCESSFUL RETURN TO PSI
L~ =

After a break of two years, PF Concept, the multiple specialist for
promotional products, returned to the PSI as an exhibitor to pre-
sent its innovative product worlds and services tailored to the in-
dustry to customers from Germany, Austria and Switzerland, Be-
nelux and Eastern Europe. Open, inviting, impressive — these
words describe the new trade show stand with which the com-
pany presented itself. Ralf Oster, Managing Director of PF Con-
cept International: “The new, revised trade show concept was
impressive and the good atmosphere as well as numerous visi-
tors have justified our decision to participate at the trade show
again. We were particularly delighted with one of the trade show
highlights — Textile — as PF Concept is very strong in this area
with our own brands including Elevate and Marksman.” Each la-
bel had its own presentation area at the new stand. And on the
very well attended catwalk in Hall 10, models showed the high-
lights of these brands as well as the Slazenger brand. “The feed-
back to our new products has been entirely positive. In addition,
our PSI First Product, the Marksman Powerbank Pen, which we
presented to the public for the first time at the trade show, was
very well received by visitors,” says Pieter Boonekamp, PF Con-
cept Vice President Sales Europe. “We are very pleased with our
trade show participation and are optimally prepared for the new
sales year as far as our company and our products are concer-
ned,” summarises Ralf Oster. www.pfconcept.com

PF Concept‘s new trade show participation at the PSI 2015.

Klaus Beyer establishes further contacts with the Scandinavian promo-

tional product industry.

SCANDIBASE PRESENTS PROMOTIONAL
s

PRODUCT PARTNERS FROM NORTHERN EUROPE
L -

Anyone who wanted to get to know Scandinavian partners and
associations was in good hands at the ScandiBase stand in the
International Area in Hall 12. Visitors were welcomed by indus-
try veteran Klaus Beyer, the PSI representative for the region -
through his many years of trade show participation, he is a rec-
ognized expert for the Scandinavian promotional product mar-
ket and its key stakeholders. He answered visitors’ questions,
gave useful tips and established contacts to potential product
partners from northern Europe. “I am very happy with the re-
sponse at ScandiBase and am confident that this year we will suc-
cessfully continue along the path we started a year earlier. Our
aim is to further intensify the cooperation of PSI with this espe-
cially high-quality market and to continuously strengthen the ties
established,” emphasises Klaus Beyer. Among other things, it is
planned to focus more on the benefits of membership in the PSI
network at the various trade shows in Sweden, Norway, Finland
and Denmark. In addition, the PSI Journal will help to create a
greater awareness for this interesting and attractive promotion-
al product region through regular reports or presentations about
Scandinavian companies.

Contact: Tel. +49 5824 985826, Mobil +49 172 7477262
klaus@beyergmbh.com
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Under siege: the PromZ bar during the BAPP Happy Hour.

BAPP HAPPY HOUR

The Happy Hour of the Belgian promotional product association
BAPP has become a wonderful tradition among the numerous,
promotionally effective Benelux participants at the PSI Trade Show.
To celebrate the end of the first day of the trade show, exhibitors
and visitors alike gathered at the PromZ bar of the Dutch trade
magazine Het Portaal to share their first impressions and chill out
late into the evening.

Understanding printing technology live and close up.

CLIPPER B.V. TOP PRINTING TECHNOLOGY
|
Also among the companies that participate with conviction at the
trade show is the Dutch company Clipper. With its 70 years of ex-
perience in the fields of promotional products and giveaways, the
company has developed into a renowned importer and supplier
in the industry. The Dutch presented their services in terms of
“Everything from a single source” — from product management
to distribution, marketing, desktop publishing, logistics to in-house
printing. Clipper demonstrated no fewer than three printing tech-
niques at the PSI. By using full-colour printing, the stand guests
were able to have a personal article individualized and to take it
home as a showpiece.

ZTV team members provided non-stop dis-

patch service

PS| DISPATCH STATION
e

The Krefeld-based company Zustell-, Transport und Vertriebsgesellschaft mbH & Co.
KG -in short ZTV - once again did a wonderful job as a PSI cooperation partner. The
professionals for fulfilment, event logistics and transport demonstrated their helpful ex-
pert service at the PSI dispatch station in Hall 9. This allowed the visitors to get rid of
the burden of trade show catalogues and product samples collected during their visit.
ZTV dispatched this ballast to the offices of the trade show visitors at special rates.

ZTV MAKES LIFE EASY FOR VISITORS
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VICTORINOX SWISS QUALITIES

The Swiss company Victorinox from Ibach is always a welcome
guest at the PSI Trade Show and knows how to convince its cus-
tomers of the promotional product world with constantly high
product quality. The name Victorinox alone guarantees brand
quality and consequently faith in the manufacturer’s product range,
which comprises not only the characteristic pocket knives, but
also household and professional knives, watches, luggage, cloth-
ing and perfume — an assortment that also appealed to the many
visitors at this year’s trade show appearance.

Constructive conversations at the trade show stand: (left to right) Armin Cyrus (PSI Key Account Manager), Hans Rudolf Steiner (Victorinox Promotional

Products Manager), Michael Freter, head of PSI, and Yvonne Schiirpf (Victorinox Marketing Communications Manager).

The Kolsch must flow — Bert Schmitz is in his element even in Diisseldorf

IDEAS4 JOINT STAND ALWAYS AN EXPERIENCE

There were many new products to discover on soft ground at the
joint stand of ideas4, the collaborating companies Staedtler, Mag-
na Sweets, KHK and mbw. At the stand bar, visitors were frequent-
ly served Kolsch expertly poured by Bert Schmitz, a native of Co-
logne and industry institution. Craftsmanship also characterizes
the production of Staedtler products. A replica of a nostalgic work-
shop, in which the Staedtler expert Eberhard Rithl made pencils
by hand, reminded visitors of the roots of the (art) craft of pencil
making when Friedrich Staedtler founded the long-established
company in 1652.

This is how it all started: Pencil making in the year dot.

4

Eurostyle hosts Evelin and Alexander Lange listen to the words of welcome
from Promoswiss President Roger Riwar.

PROMOSWISS APERITIF

“GRUEZI” AT EUROSTYLE

As a forum for the European promotional product industry, the
PSITrade Show has traditionally been a meeting place for the Eu-
ropean association landscape. Promoswiss, the association of the
Swiss promotional product industry, also used this outstanding
framework in 2015 for its aperitif reception. This time, Eurostyle
assumed the role of host for the Swiss. Distributors and suppli-
ers partners of the association met in the afternoon on the sec-
ond day of the trade show among the elegant accessories at the
company’s stand to recall the events of the trade show with a
snack and refreshing drinks and to end the day in a relaxed at-
mosphere.
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Keen observers sought: Who recognizes the product first?

IMAGE/CARTINGO/ZUCKERMAIER/BAGISTA
e
GUESSING FUN TO THE POWER OF FOUR

The companies Image (body care and customer care), Cartingo
(coaster party games), Zuckermaier (confectionery and snacks)
and Bagista (carrier bags, microfibre towels and more) used a
tried and tested idea from old and new quiz times to make a vis-
it to their joint stand in Hall 12 even more attractive. On the ac-
tion stage, guests tried out the Dalli click game. This involved
recognizing a slowly evolving image as quickly as possible. Among
the objects to be guessed were the attractive and useful products
that were being presented at the stand. A ‘PSI Survival Bag’ spon-
sored by the four companies and containing a selection of these
items was given to the visitors at the PSI stand to boost their vis-
it of the trade show.

A constant hustle and bustle at the stand of Walter Medien.

WALTER MEDIEN GMBH

FASCINATING WILDERNESS
=

Under the motto “fascinating wilderness”, the promotional cal-
endar professionals at Walter Medien invited their visitors to an
exciting expedition with stunning imagery. The new publishing
programme with various top new products attracted strong in-
terest. Moreover, the stand guests were able to record their im-
pressions by using a photo box and then take home a souvenir
photo of their successful trade show visit. Enormous interest was
also shown in the raffle with prizes including a weekend in the
idyllic Zabergau - the so-called Swabian Tuscany —and a 50-inch
3D LED TV.

ORGANIC STRAWS

THE ORIGINAL FOR EVERY PARTY

The genuine organic straws presented by Daniel Auinger at the PSI really live up to their
name. “Of course, they are sustainable and a stylish eye-catcher for any occasion,” says
the inventor from Austria when describing his original product. How did he get this idea
to develop an environmentally safe alternative to the plastic straw? “The straw comes
from our own fields where we grow crops for our organic laying hens. After harvesting,
the remaining straw is cut, washed, disinfected and dried,” explains Auinger. As all steps
are performed on his own farm in Atzbach, he can generate the highest purity and qual-
ity. And the straws can in fact also be branded. A great, sustainable promotional idea!
www.biostrohhalme.co.at
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HG TEXTILE BY HASGUL TURKISH ATMOSPHERE
e

The Turkish textile manufacturer HG Textile provided for an audibly
unmistakable atmosphere even far from its stand in Hall 10: At reg-
ular intervals, four men dressed in classic Turkish costumes celebrat-
ed choreographically sophisticated dances to the beat of various ex-
otic oriental sounds accompanied by rhythmic clapping from the en-
thusiastic audience at the stand. A cleverly staged measure which at-
tracted plenty of attention and additional customer traffic.
www.hasqgultextile.com

COLOURFUL TRADE SHOW
DAZZLING PICTORIAL GALLERY

The 53rd edition of Europe’s number one
trade fair of its kind offered an even larg-
er spectrum of sheer endless manifesta-
tions of three-dimensional and multisen-
sory advertising power. Almost 900 exhib-
itors from all corners of Europe impressed
with their creativity, imagination and clev-
er innovative concepts. The organizers had
created a virtually ideal framework for this
and ensured the optimum conditions to viv-
idly and effectively present the diversity of
the industry by means of thematic focal
points and highlights focused on specific
product groups. The collection of photos
on these pages represents a small cross-
section of the colourful events of the trade
show on the three eventful days in early
January — and, of course, this collection is
by no means exhaustive.

29
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PS| PROMOTION WORLD 2015

Who will follow the happy winners of the First
Choice Award 2014?

A TRADE SHOW
WITH ADDED VALUE

Show presence. Attract attention. Demonstrate expertise. Es-
tablish contacts. The PSIPROMOTION WORLD is not only an
excellent stage for the eye-catching presentation of promoti-
onal products. Events such as the “marketing forum hanno-
ver” and the “First Choice Award” are an added attraction for
marketing and advertising professionals.

The “marketing forum hannover” is now
known beyond the borders of Hanover
and has long been an integral part and
programme highlight of the PSTPROMO-
TION WORLD. The practical forum stands
for current marketing trends and real add-
ed value for proprietary company com-
munication.

LISTEN AND BE HEARD
The “marketing forum hannover” offers a
“Who’s Who” of popular speakers who pre-
sent their unique practical knowledge live
and get to the heart of advertising in all its
dimensions. The agenda features a large
marketing span ranging from strategic ap-
proaches to brand building, haptic and mul-

ti-sensory brand communication, insight
into psychological effects, best-practice ex-
amples of high-response dialogue meas-
ures to sustainable corporate orientations.
The “marketing forum hannover” is the
perfect knowledge platform for anyone
seeking answers to questions such as “How
can the benefits and added value of com-
plex products and services be made hap-
tically perceivable for customers? Which
target groups and advertising messages
are gamification suitable for? How is mod-
ern CRM management implemented” be-
cause the motto is to provide and acknowl-
edge thought-provoking impulses and calls
for action.
CHOOSING THE FIRST CHOICE

Being the first choice. Isn’t that what eve-
ryone wants? This also applies to promo-
tional products. The “First Choice Award”
raises the issue of promotional products
and incentives to a new, higher level. A
very knowledgeable and critical jury votes
on the award: the visitors to the trade
show. The key question that must be an-
swered by the visitors: “Which product
would you most like to use for your com-
pany?” The idea behind the “First Choice
Award” is to give the trade visitors an im-
portant voice in direct connection with
the PSTPROMOTION WORLD and to cre-
ate a different kind of identification for
exhibitors and visitors with the trade show.
And: This form of award winning offers
beneficial insights into the taste of the
industry professionals. All exhibiting man-
ufacturers and suppliers at the PSI PRO-
MOTION WORLD are expressly invited
to participate in the contest and submit
up to three products which are produced
in-house or exclusively distributed. <
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MOVE WITH THE FASHION

What may have been fashionable yesterday is already totally out today. The latest fashion
trends change like the seasons. And like them, many things return over and over again,
albeitinavaried or modified form. The manufacturers of promotional textiles also follow

these trends.

I n contrast to the extravagant genre of haute couture, however, fashion in the field of
= promotional textiles is more needs-based, though always state of the art — and thus
also geared to the basic understanding of fashion. The word comes from the Latin “mo-
dus” and refers to a particular way in which the current zeitgeist expresses itself. In the
field of clothing, fashion regularly tries to conform to standards (so-called “Musts”) and
options (combination possibilities, accessories). This also happens with the trendset-
ters of the promotional textile sector, who show that fashion and advertising can
certainly harmonize with one another. The terms which refer to textile promotional
products point in this direction: “Brand fashion” and “corporate fashion” are not un-
necessary Anglicism, but signalise the higher demands of customers as well as ambi-
tious manufacturer expertise. Promotional textiles are now individually designed,
tailored to the CI of the advertising company and collections are matched to the smallest
detail. <
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GLITTERING ATTENTION

he new Kandinsky lanyards with a glittering finish are a real highlight for anyone
—=_who likes being the centre of attention and wants to attract favourable attention
to themselves and to their brand. With this striking finishing, Kandinsky has added
a more modern variation to its extensive range of lanyards. The polyester lanyards
are of the usual high quality, can be customized with a glittering finish and can be
custom made with a minimum order quantity of 250 pieces. The straps are currently
available in material widths from 15 to 30 millimetres and can be individually dyed in
the desired colour. After a delivery time of 21 and 28 days, nothing stands in the way
of a dazzling appearance.
46232 ¢ Kandinsky Deutschland GmbH ¢ T +49 211 770577-0
info@kandinsky.de e www.kandinsky.de

WATCHING TV IN MORE COMFORT

he Comfort TV blanket from the company Kundenpflege Wellness & Care is a
—=_new trend product in stock at the promotional product supplier. This cuddly
companion has sleeves, a foot section and a bag. It is also antistatic and made from
100 per cent polyester flannel. The Comfort TV blanket is packed with a satin ribbon
in a polybag. This gift ensures the advertising company will be warmly remembered.
More blankets, innovative wellness sets and give-aways can be found at the Kunden-
pflege website.

46887 * Kundenpflege Wellness & Care GmbH & Co. KG ¢ Tel +49 6541 812950
info@kunden-pflege.de e www.kunden-pflege.de
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THE NEW STEDMAN STARS

Ithough the applause for the “Stedman Stars” introduced in 2014 has not yet
&8 faded, new “Stars” have already taken the stage: HENRY and HANNA, the new
short-sleeved polo shirts. Wonderful product features such as modern, narrow button
borders for HANNA and stylish contrast-coloured side seam slits for HENRY give
these styles the “wow factor”. Brilliant new colours such as Bahama green and
salmon pink ensure an unmistakable eye-catching appearance. HENRY polo for men
(Item No. ST9050) is available in 7 colours from size S to 2XL; HANNA for women
(Item No. ST9150) in 5 colours from size S to XL such as salmon pink or crimson red.
Both polo shirts are made from super-soft ring-spun cotton pique and only have a
small size label in the neck. The care label is sewn into the side seam. Everything
about the new Stedman Stars can be found at: www.stedman.eu
45383 ® Smartwares Printables GmbH e Tel +49 241 705020
printables.support@smartwares.eu e www.smartwares-printables.eu

PROFESSIONAL ACCESSORIES

he Dutch company TailorTies is a renowned supplier of
_® tailor-made ties and scarves with a century of experience.
As a reliable, professional partner in the international promo-
tional product and clothing market, it specializes in tailor-made
ties, scarves and business accessories. TailorTies operates
primarily in the B-to-B area. The specialists have launched a
new website at www.tailorties.com. The new website keeps
customers up to date about the latest creations, innovations
and company news..
TailorTies ¢ Tel +31 252 756190
info@tailorties.com e www.tailorties.com
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COMFORTABLE AND FLEXIBLE

C onsistently fresh colours, lightweight finish, good wear-
= ability and uncomplicated care: Flextrans transfers from
Thermopatch are the right choice for finishing elastic T-shirts,
sweatshirts, polo shirts and sportswear because they stretch
with the fabric. Company logos or advertising messages in
Flextrans quality are available in almost any size and shape
with brilliant colours and sharp contours. Flextrans transfers
are washable up to 60 °C. The carrier film can be removed
immediately after the patch process; a cooling period is not
necessary. The minimum order quantity is 25 pieces. There are
no screen or production costs. More information is available
direct from the company.

46991 ° Thermopatch Deutschland GmbH e Tel +49 441 38021-0
sales@thermopatch.de e www.thermopatch.com

FASHIONABLE AND SAFE

he new collection from the company Brecht
2 Profashion GmbH offers maximum safety at the
workplace. The certified ESD protective textiles
with excellent electrostatic conductivity prevent
high-energy textile charge concentrations and
-Advert- ensure complete safety at work. Brecht Profashion
17— 19t March 2015 presents fashionable designs for men and women in
Hanover various qualities which, according to the company,
Pk can also be custom finished.

48274 * Brecht Profashion GmbH

Tel +49 7252 7900 ® info@brecht-profashion.de
www.brecht-profashion.de
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EXCITING NEW PRODUCTS

OL’S, the renowned representative in the area of apparel
&7 and bags as an advertising medium, has released a new
catalogue for 2015 based on the concept ANYWEAR BY SOL’S
DESIGNED IN PARIS: “for everyone, for all occasions, at any
time and everywhere.” The new catalogue appears in the
contemporary layout of a fashion magazine and offers 346
customizable products, 49 of which have been added this year.
The new release is user friendly and allows easy navigation
due to the clearly arranged product sections: T-shirts, polo
shirts, shirts, fleece, soft shell, caps, bags, towels, ProWear and
team sports. The focus is on diversity, with essential and
fashionable products in the respective sections for every
profession, lifestyle and market. Laurent Ostrovsky, managing
director of SOL’S: “We have really relied on innovation in the
development of our 2015 catalogue. In addition, with our own
design team, we have created product lines that cover the
entire demands of our market. We are constantly working
towards making our product range even more diverse and
towards strengthening our position as a multi-specialist in the
market segment for promotional textiles.”

44472 ¢ Sol’s e Tel +33 1 42211684

audrey.o@soloinvest.com ¢ www.sols-europe.com
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COOL DESIGNS

0QI Store GmbH offers environmentally friendly as well as
= exceptionally attractive bags, zip pockets and luggage
covers. Creativity knows no limits. “The coolest designs come
from the coolest illustrators worldwide,” says the company.
Anyone who frequently travels far and wide will attract a great
deal of attention anywhere with LOQI products. The minimum
order quantity is 600 pieces — and according to LOQI with a de-
livery time of only six weeks, accompanied by the promise:
“We make sure they look great in any colour, any print and in
any design” — true to the motto: “LOQI is ready when you are!”
49314 © LOQI Store GmbH e Tel +49 30 120749840
hello@logistore.com ¢ www.logi.eu

COLOUR YOUR LIFE

his trendy manicure set in colourful, fresh colours from
_® Walter Broch Nachf. in Solingen is a useful companion for
any city trip. The spring freshness of the Saviano leather case
is available in blue, yellow, green, red and orange. The leather
case is “Made in Germany” and features high-quality Solingen
instruments: Combination skin-nail scissors, tweezers and a
nail file — all in a matte chrome finish. This irresistible accessory
fits into any bag and is always at hand. A customised message
can be attached as blind or colour embossing. This elegant
giveaway will also evoke memories of the giver when on the go.
Walter Broch Nachf. GmbH & Co. KG ¢ Tel +49 212 338175
info@broch-nachf-solingen.de e www.broch-nachf-solingen.de

WINGS FOR SALES

N ew to the product range at Biihring is the shoe lace

2 ¥ decoration “Schuhschon” as a wing or flash — Made in
Germany. Even more shapes and designs according to
customer specifications are possible. For individual designs,
appropriate tools are required. The article is available in packs
of two pieces in a polybag. The natural material is available in
numerous fancy as well as subtle colours. Production is project
specific. For promotional advertising on wool felt, screen
printing or embroidery is recommended. The delivery time is
about 4 to 6 weeks after approval of the prototype and logo,
depending on the quantity and colour availability.

40807 * Gabriele Biihring ® Tel +49 4154 79540-0
Vertrieb@buehring-shop.com e www.buehring-shop.com
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FOR THE ICING ON THE CAKE

he tie is now used more and more frequently as a fashion
_® accessory, serving as the icing on the cake for a perfect
outfit. Sensibly combined, it now ensures a particularly
fashionable accent as an indispensable stylistic feature. At
its in-house design studio in Krefeld, the stronghold of tie
weaving, the long-established company Club Crawatte Crefeld
uses its refreshing ideas to develop ties and accessories that
are tailored to the respective demands of fashion. By using
innovative processing techniques such as jacquard weaving,
textile printing and embroidery, the Krefeld-based company
can respond to every trend and can deal with every customer
individually. Thus, the fashionable accessories do not fail to
send their message and nothing stands in the way a tasteful
appearance. Whether it be fine silk ties, scarves or shawls,
plain or patterned, in a set or individual, packed in a gift box
or a carton — with over 40 years of experience in producing
distinctive textile accessories, first-class workmanship, creative
skills and optimal quality are first and foremost at Club
Crawatte.
43606  Club Crawatte Crefeld ¢ Tel +49 21517812990

service@club-crawatte.de e www.club-crawatte.de

FOR LEISURE AND WORK

APROM GmbH, the promotional textile distributor
HWE from Hoxter, has dispatched its new, hot-off-the-press
catalogue “Promotional textiles for leisure and work” to its
trade customers. The roughly 350-page catalogue includes all
the leading brands of the promotional textile industry, such as
Fruit of the Loom, Russell and James&Nicholson, together
with lots of new products and product range extensions, and
has again been optimized for trade customers and made more
user-friendly. New to the range is, for example, the “Basic
Line” terry series that ranges from washing gloves to face
towels, guestroom towels and hand towels right up to shower
towels and bath towels and is available in 12 trendy colours.
Also new are two different dish towels made of cotton. A
specific segment at MAPROM in 2015 is customised textiles.
On two catalogue pages under the heading “Customised
products — the sky is the limit!” the possibilities of individual
small series of polyester textiles and backpacks are vividly
illustrated, just like high-quality individually customized
products with branded neck label, batch and stick and featu-
ring a flag label in the side seams and metal eyelets for cord
exits. More details can be found in the new catalogue.

47372 * Maprom GmbH e Tel +49 5271 9719-0
info@maprom.de e www.maprom.de
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LIVING OUTSIDE

he new James & Nicholson and myrtle beach collections
2 from Daiber present a wealth of new ideas, colours, styles,
materials and designs. With a multitude of colours, materials
and cuts, James & Nicholson and myrtle beach ensure that we
can do all the things we love to do outdoors even we are not
exactly spoilt with sunshine. Whether it be jackets made of
down or fleece, cool caps and knitted caps — function, design
and style impress across the board: Many new surprising
gadgets such as finishing zippers for optimal embroidery,
reversible jackets and vests, fleece jackets with dry effect
combine optimal benefits, style and comfort. Living Outside
presents jackets, caps and scarves for all occasions: Running,
cycling, sailing - the right apparel for every activity and for
every type of person. Ultralight reversible lightweight vests
and jackets combine chic and function: sealed seams, water-
proof zippers and warming down in strong colours with
contrast-coloured zippers are the perfect companion even for
unpleasant weather conditions. But Living Outside is not only
fun to wear on top. “Look in move” should definitely be
complemented with the Active T’s and cuddly soft fleece
hoodies made from quick-drying fleece in 17 vibrant
colours. Rarely was cool so cuddly warm.
42819 ¢ Gustav Daiber GmbH

Tel+49 7432 70160
info@daiber.de
www.daiber.de
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POPULAR LUXURY FIBRE

Y arn produced from the extremely scarce natural fluff of the
_® New Zealand red deer boasts heat and moisture characte-
ristics that were previously completely unknown. After years
of development, a New Zealand company has perfected the
manufacturing process of these precious textile fibres. Only
20 grams of pure fluff can be obtained from a single deer.
Today’s world production provides a very limited amount,

thus justifying the description “diamond of the luxury fibres”.
Cervelt is 13 microns finer than the finest cashmere. The
diameter of the fibre remains constant with minimal variation
over its entire length. As a result, the Cervelt fibre is con-
sistently extra fine. The hair is slightly curled and the very
fine-spun yarn is strong and resilient. The fibre retains heat
superbly despite the garment being extremely lightweight.
These excellent properties make Cervelt the most desirable
fibre of the luxury class, whether as knit or woven fabric, as an
accessory or for ladies’ and men’s fashion.

49414 © pos.sei.mo © Tel +49 4791 9859158

info@posseimo.de e www.posseimo.de
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NOW! e MULTIFUNCTIONAL SCARF

sales@psi-promotion-worlfi:

he multifunctional scarf “Trendy” from Inspirion offers numerous wearing styles.
_® The practical promotional product serves as a scarf, headband, cap, face protector
or bandana. For all outdoor activities, the scarf provides protection from the cold, sun
and wind. In addition, the flexible unisex scarf is pleasant to wear because it has no
irritating seams. The multifunctional scarf is available in eight trendy colours.
42907 © Inspirion GmbH e Tel +49 42152270

Trade Show for Haptic & Multisensory Communication infO@inSpirion.eu oW .inspirion.eu
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COMFORTABLE COMPANION

he “Travel” neck support from Giving Europe ensures
_® relaxing travel. Made of 190T polyester and fleece, it is
available in the colours green, red and turquoise. The Velcro
fastener enables a transformation of the neck support: Rolled
out, it can also be used as a shawl or stole. Small and compact,
“Travel” is the ideal travel companion on a bus, train or plane.
Promotional advertising is possible by means of screen and
transfer printing.
45737 © Giving Europe GmbH ¢ Tel +49 421 596597-0
kontakt@givingeurope.de e www.givingeurope.de

STRIKINGLY WEARABLE

N ew to the range of Giving Europe is the “Nature” shopper.
¥ ¥ Made from environmentally conscious, sustainable and
robust material, the shopper features a front pocket for
receipts, offer sheets or the like next to the large main com-
partment. The shopper will not go unnoticed between all the
plastic bags at the supermarket and is therefore an ideal
advertising medium. Thanks to the material and shape, it is
also particularly robust for frequent and heavy shopping
purchases. Padded handles ensure carry comfort. Advertising
can be applied using screen or transfer printing.

45737 © Giving Europe GmbH e Tel +49 421 596597-0
kontakt@givingeurope.de e www.givingeurope.de
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COLOURFUL DESIGNS

A s is the case every year, Hermann Florke GmbH prepares
¥ 8 its products for those special occasions in the year with
enjoyment and innovative ideas. For the coming Easter time,
professional nail files are personalized in cheerful, colourful
designs and thus become eye-catching giveaway ideas for the
spring season. On request, customer logos can be attached to
the back of the files by using digital printing from just 200
pieces.

44294 * Hermann Florke GmbH e Tel +49 6104 73373

info@floerke.de e www.floerke.de

WORLDWIDE PROBLEM OF WOMEN SOLVED

A s the first automatic handbag light in the world, the SOI from Schrims solves a

& B worldwide problem of women: daily searches in a dark handbag. An approaching
hand causes the SOI to light up and thus bring light into the darkness of any bag.
The SOTI’s intelligent sensor works automatically, without the tedious operation of
switches. A study shows that women spend 76 days of their lives trying to find
something in their bag. This time is now saved by the lamp, winner of two design
awards. Together with the SOI.Base, the handbag light serves as a useful travel
accessory as a small night light for dark hotel rooms.

49084 © Schrims GmbH ¢ Tel +49 60317919831

info@schrims.com e www.handtaschenlicht.com
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DOBLER WERBEARTIKEL
PRIMARY SCHOOL SUPPORTED WITH DONATION

he promotional product distributor Dobler Werbeartikel from Oststeinbek near Ham-
_® burg has donated wooden stilts to the Oststeinbek primary school to promote the
motor skill development of children. The money for the donation came from an in-house
trade show of the company
at which cocktails were sold
for a good cause. The pro-
ceeds of the small cocktail bar
were topped up by the man- §
aging owner of Dobler, Ron-
ald Eckert, and were to be
used for a social project
closely related to the compa-
ny’s mission. The decision
was made in favour of the pri-
mary school of the town
where the company is locat-
ed. Together with the school,
they decided to use the do-
nation to purchase ten pairs
of wooden stilts for the children in grades 1 to 4. Commissioned by Dobler Werbear-
tikel, the wooden stilts are specifically designed for children and are height adjustable.
“This year’s in-house trade show focussed on value-added services. Haptics, i.e. ‘touch,
feel, understand’ is one of the key factors in the promotional product industry and thus
in the daily work environment of Dobler Werbeartikel,” explained Ronald Eckert. To
enable the children to enjoy a sensorial haptic experience, the decision was made to
donate wooden stilts. www.doebler-wa.de <

Plenty of fun at the primary school: the stilts are very popular.

PRINTMASTERS ROMANIA
NEW CERTIFICATION

O n January 13th, Printmasters Romania (a Xindao company) obtained the OHSAS
¥ 18001:2008 certificate — Occupational Health and Safety Management System Cer-
tification. This certification was preceded by a two-day audit. In combination with ISO
9001:2008 certificate — Quality Management System Certification —and the ISO 14001:2005
certificate — Environmental Management System Certification —, Printmasters now guar-
antees the highest possible standards in our Industry. Quality, environment and health
and safety are now integrated in one
system. Printmasters is the Xindao print-
ing company for promotional products.
It is a state of the art factory with new
machines for all possible decorating
techniques. According to Xindao, “this
recently obtained certificate fits perfect-
ly in the Xindao Vision2020 strategy to
become the most sustainable compa-
ny in our industry!”. www.xindao.nl,
WWW.printmasters.ro <

The certification guarantees the highest standards.

ASS ALTENBURGER PROMOTIONAL SERVICES
NEW FACE, NEW PERSPECTIVE

y restructuring the top level of the
¥ sales management, ASS Altenburger is
continuing to push ahead with the
transformation from a company steeped in
tradition to an innovative supplier of
games, playing cards and playful promo-
tion solutions. Holger Ansorg, who for four
years has been successfully working as
Loyalty Project Manager at ASS Altenburg-
er responsible for the planning and
implementation of
customer loyalty
programs, has been
appointed new sales
manager of the
Promotional Services
division. A native of
Rostock, he can look
back on many years
of experience in
marketing, sales and
loyalty marketing
and aims to continue positioning games
and playing cards as an innovative, modern
and playful promotional medium in the
industry. “Although our brand will be 250
years old in the coming year, we are able to
do more than ‘just’ produce playing cards.
There is no denying that this core business
is still very important to us. In addition,
however, customers also have the possibil-
ity, for example, to develop a game
together with us, complete with game
pieces, a game board and dice or with
customized pieces,” explains Holger
Ansorg. www.spielkarten.com <

Holger Ansorg
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MORE MODERN, CLEARER, MORE INTUITIVE
UMA WITH NEW WEBSITE

M ore modern, clearer, more intuitive
for users —this is the new website of
uma which is now online. The world of uma
promotional pens has now become
accessible in an entirely new way at www.
uma-pen.com. Experience the handwriting
of advertising with just a few mouse clicks
—that is the conceptual idea behind the
design of the new website. The user
receives clear, generous imagery which at
first glance shows the different products
and services that uma offers its customers.
A key element of the new website is the
product configurator with a notepad
function. Here customers can select their
desired pins from a colourful array of
choices according to different criteria. To

T —
. FEE
this end, uma offers its trading partners a
sales tool as an extranet feature with which
they can distribute their product range
individually and in their own corporate
colours. Personal contact online is also
very important at uma. Experienced
competent partners are available to answer
any questions about printing, colour and
finishing options as well as matching
accessories. www.uma-pen.com <

PRASENTA PROMOTION
COOPERATION ARRANGED WITH ISL

he Solingen/Germany-based promotional product specialist Prasenta Promotion In-
= _ternational GmbH is starting a collaboration with the sourcing company ISL - In-
ternational Sourcing & Logistics Ltd — in Hong Kong. The
Solingen-based company is hoping the cooperation will
establish a direct link to major Asian manufacturers, par-
ticularly in China, but also in other Asian countries. In ad-
dition to its headquarters in Hong Kong, ISL has offices
in China as well as in Seoul, New Delhi, Bangkok and oth-
er cities. Founded in 1951, the main goal of the company
is quality assurance and a simplification of the supply chain
for American and Western European trading partners. ISL
will represent Prasenta Promotion in all supply chain mat-
ters, from product procurement to quality assurance with
direct audits to logistics. The word from Solingen is that
the family-run enterprise, which has been on the market
since 1957, wants to continue to further expand its posi-
tion through this cooperation, especially in the hotly con-
tested corporate business. www.praesenta.de

INTERNATIONAL

TENEUES
CALENDAR DIVISION IN THE NEUMANN GROUP

A s of 1 January 2015, the calendar and stationery division of teNeues Verlag will be
& B trading under the name of teNeues Calendars & Stationery GmbH & Co. KG as an
independent company of Dr. Neumann-Wolff AG. Among the specialist publishing com-

panies that also belong to the Kiel-based group

of companies are Alpha Edition GmbH & Co. teNeues
KG and Palazzi Kalender GmbH. Sebastian

teNeues will continue working as the managing director and publisher of the compa-
ny. The books division of the teNeues publishing group will remain unaffected by this.
Following the spin-off, it will remain with the previous shareholders Hendrik and Se-
bastian teNeues as a legally independent entity and will henceforth operate under the

name of teNeues Media GmbH & Co. KG. Hendrik teNeues will remain the sole man-
aging director and publisher. www.teneues.com <

NEW ADDRESS
INCRYSTAL CONTINUES TO EXPAND

I nCrystal, the specialist for laser engrav-
2 ing in high-quality K) crystal glass, has
now moved to: In Gaiern 11, 71287 Weis-
sach, telephone + 49 7044 916816-0. In ad-
dition, a new laser system has been inte-
grated in the production area to ensure fast
delivery and best quality, even at peak times.
www.in-crystal-werbemittel.de <
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PROMOSWISS
PSF FORUM 15 AND SUISSEEMEX 15

he association of the Swiss promotional product industry Promoswiss will again be
_® assuming a significant role at Swiss marketing trade shows this year. As part of the
annual SuisseEMEX, PROMOSWISS will again be organizing an up to 250 square me-
tre WERBEARTIKELIDEENPARK from 25 to 26 August 2015. The SuisseEMEX, the

-

Impressions from last year‘’s WERBEARTIKELiDEENPARK.

largest event and marketing trade show in Switzerland, connects all areas of the cor-
porate value chain and combines innovative and creative minds of the networked com-
munication, marketing, media and digital business world. The clearly designed WER-
BEARTIKELIDEENPARK of Promoswiss provides visitors from industrial and service
companies valuable ideas and practical solutions and shows them the future trends of
promotional products. This is where new and valuable contacts can be established. In-
quiries are made on site and processed by Promoswiss promotional product distribu-
tors. Register at: www.promoswiss.ch/de/suisseemex/fuer-aussteller
CUTTING EDGE IN LUCERNE

On 21 May 2015, Lucerne will be the venue of the PSF Forum, the promotional product
trade show of Promoswiss. This is where major European manufacturers and suppliers
meet the Swiss promotional product distributors. “The promotional product market
thrives on new products and innovative products. Whoever wants to prove themselves
in this exciting, dynamic competitive environment needs to know which new products
and trends will be in demand tomorrow and where they can obtain them at short notice
on the best terms. This is precisely the reason why Promoswiss created this trade show”
says Peter Kaiser from the Promoswiss Board. The PSF Forum 15 will be taking place
at the ice centre in Lucerne for the first time. A larger space is available here for exhib-
itors. The location also scores with a modern infrastructure and free parking spaces for
visitors. Registration at: www.psf-forum.ch/aussteller-service/anmeldung-und-preise —
Promoswiss members who participate at both events will receive a discount of 10 per
cent on the SuisseEMEX stand fee (non-members 5 per cent).

Additional information: Promoswiss-Verband, Postfach 88, CH-8952 Schlieren,
T +41 43 433 79 94. info@promoswiss.ch = www. promoswiss.ch <

NEW BUSINESS PREMISES
PROMOSTORE EXPANDS

he Promostore team in Essen is
_® expanding and needs more space. That
is why Promostore Merchandising GmbH in
Essen moved to new premises at the
beginning of the year. The word from Essen
is that as a result of further growth,

The new domicile of the Promostore team.

expanding the premises “has become
absolutely necessary”. The new offices
feature modern equipment, ergonomic
workstations and are centrally located in
the heart of the Ruhr area. Apart from the
address, all contact details remain
unchanged. The new address of the
promotional product online shop is:
Promostore Merchandising GmbH
Tenderweg 4

45141 Essen

info@promostore.de
www.promostore.de <

VIM SOLUTION
SALES TEAM EXPANDS

v im Solution GmbH, specialist for
_¥_electronic promotional products, has
expanded its sales
team. Following a
successful study
course in PR
communication and
thanks to her written
and spoken com-
mand of English and
French, Patricia Haid
is now responsible
for the company’s international customers
as their contact person.
www.trader.vim-solution.com <

ya

Patricia Haid
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ONLINE CONFIGURATOR OPTIMISED

REIDINGER WITH A NEW VISUAL
IDENTITY

R eidinger GmbH, a specialist in pencils
¥ 8 and folding rules with advertising
print, has redesigned its visual appear-
ance. “For more than 30 years, we have
been successfully providing our customers
with printable promotional materials. The
time has now come to refresh our optical
appearance. The modern new look will
shape all communication mediums of
Reidinger GmbH in the future,” says
Managing Director Norbert Reidinger when
commenting on the relaunch. The centre-
piece of these innovations is the revised
website: With the modernised online

configurator, customers can not only
design their promotional material but also
calculate it. The price and configuration of
the corresponding article are displayed
visually and in figures in real time. The
selection of the respective configuration
can be printed out directly and/or ordered.
This not only shortens the processing time,
but also gives customers an instant
overview. The online configurator can be
tested at: www.reidinger.de <

ASSORTMENTS CONSOLIDATED
SOL’S AND JOY THAI COOPERATE

QOL’S, the European supplier of diverse promotional textiles, has entered into a part-
& nership with Joy Thai, the expert in custom-made productions. Both companies
boast over 20 years of expertise in their re-
spective sector. The cooperation enables them
to meet the requirements of customers more
efficiently by offering a high-quality, custom-
er-oriented and cost-effective service for cus-
tom-made productions. SOL’S offers a collec-
tion of 346 customizable textile products and
a constant stock of over 25 million articles.
The clothing range is now complemented by
anew specialist service with fully adapted “tai-
lor-made” clothing from Joy Thai. The new
European company from Joy Thai is managed
by Emmanuel Garcia, who has been working
for the company both in Asia and in Europe
for 17 years. “This new partnership represents
an exciting new opportunity for Joy Thai. We
have been following the development of SOL’S
with great interest for many years and we be-
lieve that pooling our expertise — and our corporate cultures — will lead to a competi-
tive portfolio in Europe and around the world,” says Garcia in his assessment. “We con-
stantly strive to adapt to market requirements and have recognized the growing de-
mand for highly specialized, personalized textiles. This partnership creates a complete-
ly new product portfolio for our customers and strengthens our position as a multi-spe-
cialist in the market for promotional textiles,” adds SOL'S Managing Director Laurent
Ostrovsky. To mark the new partnership, Joy Thai opened a new European office in Par-
is. www.sols-europe.com — www.joythai.com <

NEWLY FORMED COMPANY IN CHINA
MEI YUAN INDUSTRIAL COMPANY LIMITED

fter eight years as managing director of the Maximex team, Jiirgen Schiitz has de-
& B cided to take on a new challenge in Dongguan, China. With his new company Mei
Yuan Industrial Company Limited, he wants “to continue and expand the diverse pos-
itive contacts”. According to the
Dongguan-based = company,
close business relations with
manufacturers coupled with
proprietary production enable
a prompt tailor-made imple-
mentation of customer projects.
Jirgen Schiitz is available as
the German-speaking contact
person. Contact: Tel. +86 769 .
8152 3936 or juergen.schuetz@  )iirgen Schiitz in front of his new company in Dongguan, China.
gdmeiyuan.com <
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ANNUAL GENERAL MEETING OF BWG

EMPHATIC “YES” TO A
UNIFIED ASSOCIATION

This annual general meeting was anything but business as
usual, even though the German association of promotional
product consultants and distributors (bwg), in keeping with
tradition, held it on the day before the PSI. The traditional
meeting turned into a historic day. By agreeing to a unified as-
sociation, bwg members took a major pioneering step.

he overriding issue of the annual gen-
2 _eral meeting was dealt with under item
eleven on the agenda: “Resolution on the
approval of the merger agreement dated
26 November 2014 between the bwg, as
the transferor entity, and the general as-
sociation of the promotional products in-
dustry (GWW), as the transferee entity”.
Behind the legal circuitous formulation

was nothing other than the question di-
rected to the bwg members as to wheth-
er they wanted to clear the way to a uni-
fied association with their approval. The
answer to this question was preceded by
the presentation of the structure of the
new general association. Mirco HaRlich,
Deputy Chairman, explained how the struc-
ture would look like in the future. The gen-

bwg Managing Board from left: Ronald Eckert,

Carsten Lenz, Joachim Schulz, Eva Hassenbach,
Mirco HaBlich.

eral association shall consist of four sec-
tions that correspond to the previous in-
dividual associations: brand owners, con-
sultants/distributors, manufacturers/im-
porters and business/industry partners. A
section must have at least 25 members,
whereby the section “business/industry
partners” may have fewer members. Each
member shall have one vote. Together, all
members shall elect the Board. For this
purpose, each section may propose a per-
son from its own ranks to stand for elec-
tion. In accordance with the draft statutes
of the general association of the promo-
tional products industry (GWW), the num-
ber of members of the Board shall corre-
spond to the number of sections plus one
person for the position of Chief Executive
Officer and a representative of the PSI.
Having been informed to that effect, fol-
lowing a thorough discussion and a rec-
ommendation given ahead of the annual
general meeting by bwg “to declare one-
self in favour of a general association in
order to enhance the clout of the indus-
try”, bwg CEO Joachim Schulz called on
the members entitled to vote to submit
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their vote. And with only one dissenting
vote and two abstentions, the voting was
very clearly in favour of a unified associ-
ation. With this result, Schulz then raised
the hope of “now joining forces and speak-
ing with one voice.” The meeting of all in-
dividual associations is scheduled for 25
March 2015, and the definitive merger is
expected in April/May 2015.
THE FACE AND VOICE OF THE
INDUSTRY
This aspect had been previously addressed
by guest speaker Michael Freter, head of
the PSI. He felt it was “all the more impor-
tant to work together as the promotional
product industry has not yet reached its
peak. There is still room for improvement.”
2015 will be a year with challenges but
also opportunities. And Freter pointed them
out by referring to the PSI. 873 exhibitors
at the 53rd PSI corresponded to an increase
of 2.1 per cent. “A small number of great
significance,” commented the head of the
PSI, for the exhibitors included notable re-
turnees who were encouraged to partici-
pate by the great success of the PSI 2014.
Freter also summed up why: “PSI is the
face and voice of the industry.” Not least
of all because the PSI also acts as a medi-
ator: “You do not have to love the PSI, but
you have to see it as the central represent-
ative of the interests of the industry”.
WEBINARS AND THE TREND - TWO
SUCCESS STORIES
Although the annual general meeting was
entirely dominated by the issue of a uni-
fied association, there was still enough time
and room for other topics. Among these
was a review of the year 2014. The bwg
CEO, Joachim Schulz, focused mainly on
the seminars offered by the association as
well as the 27th TREND Trade Show which
took place in Neuss on 12 and 13 Septem-
ber 2014. With regard to the series of sem-
inars, Schulz especially emphasized the im-
portance of webinars and was pleased with
the growing interest and the number of
participants associated herewith. He also
acknowledged that this form of training,
which is also available to non-members,
“has increased the added value of bwg”.

Dr. Hans Theo Schumacher, (left) notarised the approval of the merger agreement on the part of the

bwg members.

In addition to webinars, bwg again offered
seminars on site last year, such as the print-
ing seminars at elasto form. It was not with-
out a certain pride that Schulz once again
reviewed the TREND Trade Show which
he described as being the second most im-
portant trade show for distributors in Ger-
many. In the course of two days, 635 visi-
tors made their way to the Euromoda con-
vention centre in Neuss where 102 exhib-
itors awaited them. The TREND itself fea-
tured an altered trade show concept. Al-
though the bwg 2015 will merge into the
unified association, there will be a TREND
once again this year. On 11 and 12 Sep-
tember 2015, the trade show will open its
doors for the 28th time.
COMPLIANCE IS GAINING
IMPORTANCE

Management Advisory Board member Ron-
ald Eckert reviewed the past year. He gave
an account of his participation in a compli-
ance seminar. Compliance is a topic that is
increasingly taking centre stage in terms
of financial contributions. Eckert explained
that contributions and corruption account
for just seven per cent of the complex is-
sue of compliance. bwg CEO Joachim Schulz
drew a connection to a unified association
by explaining that the very complexity of
the issues that preoccupy the industry and
the regulations associated herewith make
the amalgamation of the individual associ-

ations into a general association practical
and necessary: “The challenges facing the
industry, such as the issue of promotional
product restrictions because of compliance
regulations in major companies as well as
the ban on promotional products in the phar-
maceutical industry, call for a uniform iden-
tity in the industry. Even the challenges of
the fiscally and socio-politically difficult mar-
ket environment would be met more effec-
tively with a larger association that encom-
passes various segments of the promotion-
al product industry.”
APPOINTMENT OF NEW ACCOUNTS
AUDITORS

Although the members of the bwg have
approved the general association and hence
automatically the winding-up of their pre-
vious federal association (Werbemittel-Be-
rater und -GroBhandler e. V.), they again
had to appoint one or two accounts audi-
tors according to schedule. The newly ap-
pointed accounts auditors (Karin Dicke und
Wolfgang Herold), who had originally been
elected for two years, will now be in office
for one year only — also retroactively. 2014
will thus be the last financial year of the
bwg which they have to audit. <
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WERBEMITTELMESSE MUNICH 2015

SUCCESS STORY
CONTINUES

The 17th edition of the Werbemittelmesse Munich—in short:
wmm —also boasted animpressive number of visitors. Like
last year, more than 1,500 trade visitors came to the MOCiin
Munich on 21and 22 January to gain information about the

latest trends and product ideas.

v isitors are invited to wmm, the larg-
% _est trade show of its kind in southern
Germany, by five promotional product
agencies: Active Promotion (Erlangen), ad-
mixx (Ottobrunn), CD Werbemittel (Ger-
mering), Eidex (Baierbrunn) and the Hage-
mann Group (Eichenau). Together they use
the event organized by promo event GmbH
as a professional platform to present them-
selves as professional partners for adver-
tising companies. Friendly check-in and

stand personnel, attentive advice, imagi-
native promotional products and cooper-
ating promotional product specialists con-
tribute to the appealing presentation of
the event.
SMOOTH OPERATION

The “helper” imprints on the jackets of the
hostesses says it all: Exceptionally friend-
ly and always approachable, they support-
ed both visitors and exhibitors alike dur-
ing the trade show where over 100 renowned

Sustainability was
the major topic at
the stand of the
Hagemann Group.

promotional product partners showed their
diverse portfolio on an area of 4,000 square
metres. The individual stands featured stun-
ning detail and creative design. Proven
structures once again ensured the smooth
running of the product show.
MULTIFACETED PRODUCT WORLD
The Werbemittelmesse Munich has distin-
guished itself for years with high-quality
visitors. And they were highly interested
again. On average, the visitors spent about
three hours for their intensive research.
Whether it was classic pens, transparent
USB sticks, vegan fruit gums or power banks
for mobility freaks, the wmm 2015 once
again demonstrated to the users of promo-
tional products how versatile promotional
products can be when used for corporate
marketing — and how much sympathy they
are capable of producing.
SUSTAINABLE ACCENTS

Each of the cooperating promotional prod-
uct agencies was represented at the wmm
with its own stand. As an example, Hage-
mann GmbH is mentioned for having set
an example with sustainable promotional
products. Under the motto “Sustainability
creatively lived”, a special exhibition was
arranged at the stand to show what is pos-
sible in this regard. The focus was on the
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The lectures were always well attended.

Even socialising was not neglected at wmm.

base material corn which is used to pro-
duce book covers, pens and USB sticks,
and bamboo which is used to produce bind-
ers, pencil cups, bowls and bread knives.
Recycled commercial PET bottles returned
to the market as pens or shoulder bags,
and aluminium was the basis for water bot-
tles, USB flash drives, pens and packag-
ing. Natural cotton was mutated into a cap
or book cover. But the greatest attention
was attracted by the Hagemann team be-
cause their trade show uniform consisted,
among other things, of a T-shirt that had
been woven from cotton waste and PET fi-
bres. “I was trash and now I'm fashiona-
ble” appeared on one of the sleeves; on
the other sleeve was a QR Code which guid-
ed the observer to a video about the pro-
duction of these shirts.
AROUSING FURTHER
ENVIRONMENTAL AWARENESS

The Hagemann Group has been focussing
its efforts intensively on the increasingly

important issue of sustainability for some
time. Hagemann wanted to know how mar-
keting managers and decision-makers for
promotional products in companies deal
with this subject and in 2014 it commis-
sioned a market research company to pro-
vide the answers. One of the findings re-
vealed that the term “sustainable promo-
tional product” is interpreted differently:
29 per cent of respondents understood it
to be a recyclable promotional product; 66
per cent considered a promotional product
to be produced from sustainable raw ma-
terials. 78 per cent believe that “sustaina-
ble promotional products” are important,
but in case of doubt they prefer to choose
more conventional promotional products,
in which case price/performance plays a
significant role. The results provided Hage-
mann GmbH with many insights. Accord-
ing to Hagemann Managing Director, Rolf
Janka: “The first step was therefore, togeth-
er with our customers, to define what is to

be understood by ‘sustainable promotion-
al product’ and how systematically the sub-
ject should be implemented. For this pur-
pose, the wmm 2015 was a perfect start
with intensive discussions with over 500
customers at our stand. The mini-exhibi-
tion at our stand stimulated discussions and
several exhibitors also documented their
expertise on this subject.”
SOPHISTICATED LECTURES

There were very sophisticated lectures once
again this year. On the first day of the trade
show, Prof. Dr. Anton Meyer spoke on “Mar-
keting in 2040 — What is next, what will re-
main, what will work?” and Matthias PGhm
on “Presentation — direct into the subcon-
scious.” On the second day, Sabine Hiib-
ner spoke about “Service culture in the
digital age” and René Borbonus demon-
strated “The power of rhetoric”. The seats
in the auditorium were always occupied.
Further information is available at:

www. werbemittelmesse-muenchen.de <
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KANGAROO PROMOTION DAY 2015

QUITE FIRMLY
ESTABLISHED

When suppliers receive an invitation from the pink-coloured
kangaroo, they are always more than happy to hop on down
to Diisseldorf. Thus on 27 January 2015, 35 top suppliers
accepted the invitation to meet customers of Rhrs Werbe
Service GmbH at the Finanzkaufhaus of the Sparkasse where
they experienced an informative trade show day with lots of

unknown things to discover.

he foyer of the multi-storey savings
_® bank building in downtown Diisseldorf
is ideal for the product show and it has
proven itself for years, as has the date at
the end of January. Thus Horst Holz-
schneider and his team were again able

to welcome their key customers to the new
product show this year.

A LIVELY TRADE SHOW DAY
“It has been a busy day and by about 3 pm
most customers had been here. We have
received several specific inquiries and were

able to provide specific responses,” says
Holzschneider when drawing his conclu-
sion. This was also confirmed by the sup-
pliers. They always like coming here and
using the Kangaroo Promotion Day as a
platform to advertise their products. The
host expressly praised their dedicated and
professional sales approach: “The friend-
ly, active approach to customers and the
ability to arouse enthusiasm is a very im-
portant success factor of the trade show.”
Striking the right note alone requires a lot
of experience because given today’s infor-
mation overload, grabbing the customer’s
attention is not as easy as it used to be.
PROVEN AND NEW

The quality of this event seems to be, inter
alia, due to the fact that there are mainly sup-
pliers with whom Holzschneider has had good
experience and with whom he frequently
works. This in itself is a basis of mutual trust
for future projects. But “new” companies
whose products might appeal to R6hr’s cus-
tomers always ensure that there is variety.
For the first time, the big brands Moleskine
and Rosle were among the exhibitors. <
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THREE QUESTIONS FOR HORST HOLZSCHNEIDER

How would you assess your in-house trade show this year? Busi-
ness as usual?

I am very pleased with the response so far. However, in our
conversations we have noticed the effects of the discussions on
compliance for the first time: Customers in the public sector
have become very cautious and hardly dare to spend more than
5 to 10 euros on a product.

Are product trends emerging for 2015?

In my opinion, powerbanks are without a doubt the latest hit.
Even last year they were among the most sought-after prod-
ucts and that seems to have continued.

How does the market currently look?

[ have noticed smaller budgets and smaller quantities. At the same time, the demand
for services is increasing all the time. The customer expects a number of free services
from us such as product development, samples and comprehensive concepts that agen-
cies would normally charge. That annoys me, but it can hardly be expected to change.
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DIE6 PROMOTION SERVICE GMBH

25 SUCCESSFUL YEARS
ON THE MARKET

Consistency is one of the success factors of the promotional
product network DIE6 that will be celebrating its 25th anni-
versary in 2015. Chairman of the supervisory board of DIE6,
Heinrich Griibener, recalls the willingness of the six founding
members to take a risk: “At that time, they took a risk that did
not necessarily guarantee success. This was only achieved
through the hard work of the many contributors.”

0 n 5 June 1990, six entrepreneurs from
¥ the promotional product sector found-
ed DIE6. Previously operating as the brand
representatives of major German suppli-
ers with territorial protection, they were
faced with a change in the promotional
product market. The merger was original-
ly planned as a pure catalogue association
to considerably reduce the costs for all par-
ties. At the same time, the brand identity
of the respective members was to change,
because a similar medium did not exist in
the promotional product sector at that time.
In 1996, DIE6 Promotion Service GmbH,
an independent company with its own le-

gal form, emerged from the “catalogue as-
sociation”. All member companies quick-
ly recognized that a joint service company
not only improved their own market posi-
tion, but also led to additional ground-break-
ing synergies. The number of members
grew and the promotional product network
DIE6 developed from an outright interest
group into a major force in the German pro-
motional product market. The year 2000
saw the first joint internet presentation.
WORKING IN PARTNERSHIP

Since 2007, Holger Kapanski has been the
managing director of DIE6 Promotion Ser-
vice GmbH. His credo: “We pursue a phi-

losophy of continuous positive develop-
ment. This requires that the member com-
panies are willing to work together in part-
nership. All member companies think and
act as full-service companies. We at the
headquarters create the conditions for a
continuous flow of information between
the members.” Updates are continually be-
ing made on the in-house intranet, wheth-
er it be purchasing terms, product chang-
es or new sources of supply. The head-
quarters indeed acts independently as Ser-
vice GmbH, but it is always focused on the
needs of the network and its member com-
panies. In addition, it always attempts to
raise the profile of the promotional prod-
uct in the public eye as being an indispen-
sable part of modern marketing concepts.
ON THE RIGHT TRACK
All in all, DIE6 is on the right track. With
13 members nationwide, it achieves a high
coverage of the market. Additionally there
is a partner company in Vienna, which serves
the Austrian market. “We have achieved a
satisfying coverage and a highly stable mar-
ket position with our member companies
in Germany,” says Griibener in his conclu-
sion on the 25-year-old existence of the
company. “Naturally our structure enhan-
ces continuous controlled growth. Poten-
tial applicants, however, should live the full-
service concept as we do and offer a high
level of cooperation, because ultimately a
network can only function if everyone pur-
sues the same goal.” www.die6.de <
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PROMOTIONAL PRODUCT MARKET IN SCANDINAVIA

With the Scandinavian promotional product
trade shows, suppliers from the southern
countries of Europe can also gain access to an
interesting market. Here is an impression of
the PWA Show in Helsinki.

A LIVELY START
TO THE NEW YEAR

As the leading continental trade show, the PSI traditionally
marks the start of the European promotional product year.
Shortly thereafter, however, three established events in the
Scandinavian region follow: the Promotionmassan Kista in
Stockholm, the EXPO NEWS in Copenhagen and the PWA

Show in Helsinki.

he start of the three consecutive prod-
_® uct shows for Scandinavia’s promo-
tional product distributors was made by
the Promotionméssan Kista in Stockholm,
Sweden from 13th to 15th January. The
three trade show days provided sufficient
time to become inspired by products and
ideas. Thus it was possible to initiate busi-
ness deals and carry out product training
in a very relaxed atmosphere. Some 170
exhibitors, mainly from the north, but also
some from Europe’s southern regions, pre-
sented their latest creations. The trade
show company Artexis, which organized

the Promotionmaéssan in cooperation with
the Swedish associations SBPR and PWA,
was satisfied with the number of visitors,
although at about seven per cent it was
somewhat below the level of the previous
year — which was, however, put down to
the stormy weather conditions that caused
the cancellation of numerous flights. From
Germany, the companies Geiger-Notes AG,
Inspirion, Michael Schiffer Promotion (3M
Post-it), Mahlwerck and uma were repre-
sented with their own stands. The PSI par-
ticipated with its own stand and the at-
tending staff members Yvonne Stamm and

Charles Domoraud were supported by
Klaus Beyer, the PSI representative for all
Scandinavian countries.
HIGHLY POPULAR
Visitors showed tremendous interest in
the following trade shows — the EXPO
NEWS FAIR in Copenhagen, Denmark
from 18 to 20 January 2015 and the PWA
Show in Helsinki, Finland on 21 and 22
January. The EXPO NEWS FAIR - Profil
Promotion Gaver, organized by the asso-
ciation of suppliers ‘Profil-Gruppen’ as
part of the ‘Design and Lifestyle Show’,
was held at the BELLA CENTER in Co-
penhagen. Visitors were particularly at-
tracted to a room specially reserved for
the promotional product sector with 28
exhibitors. The PWA Show in Helsinki is
a successful suppliers show of the Swed-
ish associations SBPR and PWA. Rein-
forced by local agencies, a number of man-
ufacturers and suppliers were justified in
presenting their products to the attractive
Finnish market. The event has become a
good tradition and takes place twice a year.
In January this year, around 40 suppliers
were very satisfied with the 450 visitors
who attended. PSI was also represented
by Klaus Beyer at these two shows.
UPCOMING EVENTS

The next Promotionmassan will take place
from 18 to 20 August 2015. The next EXPO
NEWS will take place from 13 to 15 Au-
gust 2015 in Copenhagen and the next PWA
Show will take place from 26 to 27 August
2015 in Helsinki. If you are interested in
any of these events, Klaus Beyer will glad-
ly provide you with more information. Con-
tact: Tel. +49 5824 985826, mobile +49 172
7477262. klaus@beyergmbh.com <
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PROMOSWISS MARKET RESEARCH STUDY

IMPORTANT

INDUSTRY

Arecent study by the St. Gallen University of Applied Sciences
-commissioned by Promoswiss, the association of the Swiss
promotional product industry - clearly shows how important
the promotional product is in the Swiss advertising land-
scape. Today the sales turnover in this industry in Switzerland
is more than oo million Swiss francs. This amount even sur-
passes the current sales turnover of outdoor advertising.

A s part of the research study, 890 com-
& ® panies were surveyed in the first half
0f 2014; Companies from all three linguis-
tic regions of Switzerland with various
company sizes and from various sectors
of the economy. The main objectives of
this study were inter alia: The reasons for
using promotional products, sources of
information and supply, the criteria for
the selection of promotional products and
information about the main areas of use.
Last but not least, the expenditure of each
company on promotional products was
surveyed and projected from the results
of the market volume.

PROMOTIONAL PRODUCTS ARE

POPULAR AMBASSADORS
The analyses showed that the main bene-
fit of using promotional products is, on the
one hand, to establish direct customer con-
tact and, on the other hand, to generate a
practical benefit to the customer. In addi-
tion, promotional products serve as popu-
lar ambassadors and “openers” for new
business relations. Compared to other ad-
vertising media, promotional products thus
offer “added value of functions, benefits
and advantages”. According to the study,
most of the information about promotion-
al products is collected on the Internet.

The survey results clearly show, however,
that when it comes to advice or purchas-
ing promotional products, orders are most
commonly placed with promotional prod-
uct distributors. 61.6 per cent of respond-
ents purchase promotional products in Swit-
zerland, 29.7 per cent in Switzerland and
abroad, and the rest only abroad.

QUALITY OVER PRICE
The fact that promotional products are main-
ly purchased in Switzerland is also due to
the fact that, in the case of approx. 54 per
cent of the companies surveyed, the qual-
ity of a product is the decisive criterion for
the choice of a product. Price ranks only
second as a criterion.

EXPENDITURE
Finally, the project team asked the compa-
nies about their expenditure on promo-
tional products. Results showed that 71.5
per cent of the advertising companies spend
5,000 Swiss francs on promotional prod-
ucts each year. Based on the total respon-
ses, the team created a projection. This re-
vealed a market volume of 733 million Swiss
francs for the Swiss promotional product
industry. Figures from surveys of members
regularly conducted by Promoswiss show
that the promotional product industry has
already achieved a large part of this vol-
ume with annual sales of over 500 million
Swiss francs. According to the association,
however,a significant potential for the pro-
motional product specialists of Promoswiss
therefore still remains.

CONCLUSION OF THE STUDY
The study confirmed that with annual sales
of more than half a billion Swiss francs,
the Swiss promotional product industry
represents an important player in the Swiss
advertising landscape. And although in-
formation on promotional products is of-
ten obtained on the Internet, promotional
product distributors will continue to play
an even greater role in consulting and in
the procurement of these products. More
information about Promoswiss is available
at: www.promoswiss.ch <
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TRADE ONLY NATIONAL SHOW 2015

THE INDUSTRY
FACE TO FACE

Thousands of visitors flocked to Coventry for the ninth Trade
Only National Show making the event the most successful ev-
er organisers have announced. The show - held on the 21st
and 22nd January at the Ricoh Arena, Coventry, UK saw nearly
3,000 visitors through the doors over its two-day run.

he BPMA Annual Awards Dinner or-
2 _ganised by Trade Only on the middle
night of the show saw nearly 700 guests
enjoying a glamorous industry gala with
an electrifying performance from top dance
band Carte Blanche. Almost 150 delegates
attended the BPMA Education Day, en-
dorsed by the show on the 20th which in-
cluded sessions by Dee Blick, Warren

Knight, Paul Bellantone, Rod Brown and
Michel van Bavel.
FEEDBACK VERY POSITIVE

Nigel Bailey, Event Director for Trade Only
said “It has been as always an amazing few
days. This show has become one of the
very top promotional product trade shows.
With over 75% of space now reserved for
2016, we are already hard at work plan-

ning to make next year’s event even bet-
ter. Feedback from exhibitors and visitors
alike has been universally very positive.
Our new VeriREG registration software has
helped us improve visitor quality yet again
with several hundred registrants denied
access to the show prior to the event and
a number of walk-ups being rejected on-
site too. This has been reflected in many
of the comments we have received already
from our exhibitors.”

INTERNATIONAL FLAVOUR
Stephanie Cunningham, Exhibition Mana-
ger for Trade Only added: “It has been bril-
liant and we have all been working non-
stop. The reaction from everyone has been
terrific. As anewcomer to the promo-world
[ learned a lot and everyone seemed to be
inspired and just happy to be here; what an
amazing industry! Our sincere thanks go
out to everyone who has been a part of this
great show in any way.” There were more
suppliers exhibiting than ever before, with
350 stands and nearly 2,000 staff. The show
benefited from an international flavour, with
representatives from 56 countries.

GOOD NUMBERS OF DELEGATES
Visitors thronged the stands, networked
and watched manufacturing demonstra-
tions. Power Sessions from Tamsin Fox-
Davis, Martin Varley, Awesome Merchan-
dise and Rod Brown attracted good num-
bers of delegates. The lunchtime World
Leader Keynote featured industry princi-
pals from around the world. The inaugu-
ral Constant Contact Promotional Merchan-
dise Industry Digital Awards saw wins for
Fluid Branding, Great Central Plastics, No
Minimum and Outstanding Branding with
a special award going to Promotional Prod-
ucts Week. The BPMA Annual Awards Din-
ner honoured Brand Addition, Preseli, Face-
2Face, Outstanding Branding, and The Pen
Warehouse. The glittering evening also saw
the results of the votes for Campaign of
the Year, won by Orb Group and Person-
ality of the Year, won by Steve Bodgers.
The 10th National Show will again be held
at the Ricoh Arena on 20th and 21st of Jan-
uary 2016. For further information:
www. tradeonlyshows.com <
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IMAGINATIVE INDUSTRY

Atthe recent PSITrade Show, the industry again demonstrated its boundless ingenuity.
The PSIFIRST Club also impressed at its second edition with smart, innovative promotional
product premieres that were first seen at the PSl 2015.

F irst-time exhibitors, inventors, designers and young innovative companies demons-
¥ trated in the HALLE13 Area how creative minds generate new product potential and
are able to provide fresh energy to the three-dimensional product world. These and
countless other ideas once again made the trade show an indispensable event for
professionals in the promotional product industry. Reason enough for us to focus on this
topic in the March issue of the PSI Journal, “Giveaways, creative, unusual”. We take a
closer look at the connotation of “across-the-board advertising”: Also referred to as a
“non-selective campaign,” it refers to widely spread advertising with small, handy and
relatively inexpensive promotional products. Always gladly accepted are the classic
products such as pens and lighters. The following pages give a small yet representative
insight into why our industry now boasts an impressive variety of products for every
conceivable purpose in this segment. <
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LOST YOUR KEY? NO PROBLEM!

his is practical: a key ring with a key finder and a remote delayed-action shutter : A J."‘ %‘
= _release for selfies! This clever multipurpose tool from Troika simply has what it : = Iy :
takes and not only keeps the key in the robust wire loop, it also offers a finder that Apfelchips

reports its position within a radius of 35 metres. The whole thing runs on an app that
merely needs to be activated on a smartphone. And when the mobile phone should
be at a greater distance for a self-portrait, the remote delayed-action shutter release
can serve as an extended arm. Advertising can be applied above the push button.
46311 ° Troika Germany GmbH e Tel +49 2662 95110

d.roether@troika.de e www.troika.org

4P URA) e
La Ll T I-‘l-"-ﬂ-l::':r,

Seeberger Cashewkerne

BRIGHT IDEA

A nyone looking for a practical yet unusual giveaway should take a look at the
Goudsmit catalogue. Here you can find Bolt, a key chain pendant in the form of
a hex bolt. Its ball chain not only keeps the keys together, but its super-strong
neodymium magnets allow it to stick to any ferromagnetic steel surface. What is
more, it can also be used to store small tools, nails or other odds and ends. The
pendant is very robust and made of bright chrome-plated steel.
43808 * Goudsmit Magnetic Design B.V.  Tel +31 40 2212475 MAGNA sweets GmbH
design@goudsmit.eu e www.goudsmit-design.com )
Gewerbering 5/6

82272 Moorenweis
Fon +49 (0) 81 46 - 99 66 0
info@magna-sweets.de
www.magna-sweets.de
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MAJOR ROLE

t the PSI Trade Show 2015, the company Fix Bottle
¥ B unveiled a carrying strap that can be individually adjusted
to suit bottles, cups or containers from 0.33 to 1.5 litres. The
beverage is thus readily available, regardless of whether it is in
a can, baby bottle, sports drink bottle, a standard drinking
bottle or in a tetra pack. Even newspapers, tubes or a glass
from a wine festival can be securely attached. Thanks to a
built-in velcro fastener and safety catch (for children), you are
always on the safe side in case the bottle gets caught. Multi-
coloured advertising messages can be applied, including with
photo printing.
Fix Bottle HSI Promotion GmbH ¢ Tel +43 463 338838
fixbottle@hsi-promotion.com ¢ www.hsi-promotion.com

BROCHURES WITH ADDED VALUE

L ingering in someone’s memory and providing added value in terms of content?
2= High-quality brochures satisfy both conditions as giveaways! Dorling Kindersley
Verlag specializes in individual designs in this area. Designed for every application
and budget, the publishing company creates and produces the appropriate booklet.
Thanks to its wide range of topics from cooking books to fitness and health guides
through to creative titles, gardening and children’s books, the appropriate content
can be found for every need. The design is completely flexible in terms of format,
size and features.

48489 * Dorling Kindersley Verlag GmbH ¢ Tel +49 89 442326220

sondervertrieb@dk-germany.de e www.dorlingkindersley.de
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TROIKA

WE ARE FAMILY
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MAKES PARING ECONOMICAL

w alter Broch Nachf. has added potato and asparagus
H W peelers to its product line to make sure that there will
be plenty of fresh vegetables in the pot. With a healthy price-
performance ratio, here is a product in the entry-level price
range which makes for an ideal give-away or add-on. The
vegetable peelers have a Solingen blade made of stainless
steel. The plastic handle comes in many different colours
and unusual shapes. They have plenty of space for printed
advertising messages.

Walter Broch Nachf. GmbH & Co. KG ¢ Tel +49 212 338175
info@broch-nachf-solingen.de e www.broch-nachf-solingen.de

Die wahrscheinlich kleinsten &= - —

We rkze ug kOffer d er We |t Schlitzschraubendreher

Stifte fiir (fast) alle Falle! — - ..,_

Krsuzschraubendreher

Die neuen CONSTRUCTION Modelle —
SMALL BUT IMPRESSIVE GRAPHITE und MINI unterstitzen op- ¢

he new signal light Lighthouse Carabiner from Kasper & timal bei kreativen Prozessen. Zenimetar und 21 Lol
_® Richter made of lightweight aluminium with three LEDs e _
has nothing to fear from larger models. Weighing only 32 Der schmale GRAPHITE bietet einen Stft
grams and measuring 75 x 20 x 20 mm, it fits into any pocket, Drehbleistift anstelle des Kugelschrei- . ,
glove compartment or tool bag on a bike. The lamp can be ?,ers und MINIist der leine Schreiber ' —
operated in a strong/weak continuous mode or with a flash- Hr untenwegs. CRAPHITE Radiergurmmt
blink function. The article is particularly suitable as a give-
away, just like another product from Kasper & Richter, the CRAPHITE -Bleisth
Gloomy Hook. This is an ultralight key fob with integrated CONSTRUCTION GRAPHITE
LED, which is ideal for numerous applications PIP21/* Multitasking-Drehbleistift e o9
?nt)f:43 ° Kasper& Richter GmbH & Co. K('i e Tel +49 9131506550 CONSTRUCTION MINI \N\N\N'“O\
@kasper-richter.de e www.kasper-richter.de

PIP22/* Kleiner Multitasking-Kugelschreiber

CONSTRUCTION Gravur ab 100 Stiick
PIP20/* Multitasking-Kugelschreiber kostenlos!

)
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CINDERELLA SAYS HELLO

M arkenreich is presenting the extravagant and extraordi-
nary Zahndose, a container for a lock of hair or other
curiosities — an ideal place for extremely personal little
treasures. The “big bad” wolf watches over this silver-coated,
tarnish-resistant safe. No polishing required. This precious
little piece has an elegant black lining. It is 4.4 centimetres in
diameter and 2 centimetres in height. Individually packaged

in a magic ambiance, it is waiting to serve its special purpose.

48670 ® Markenreich GmbH e Tel +49 2175 157970
info@markenreich.de e www.markenreich.de

WHERE’S THE MOBILE PHONE?

his question arises quite frequently because
_® the valuable communication assistant is often
lost, falls out of your pocket or is even stolen.
MyBunjee from Kape;Do is the ingenious yet
simple solution to prevent you losing your mobile
phone. Simply clamp the stretch band around your
phone and attach it to your clothes or bag and,
voila, your mobile phone is secure. MyBunjee is
just the right product for the promotional product
industry because it can be individually adapted to
customer needs in terms of colour, printing and
even shape. After enjoying great success in
England, the German distribution partner Kape;Do
presented the MyBunjee product range for the first
time at the PSI Trade Show 2015 — and with great
success.
49388 ¢ Kape;Do Usefully Yours ¢ Tel +49 911 5676353
info@kapedo.de e www.kapedo.de

TEN FUNCTIONS

M ultitools have been gaining more and more acceptance,
HWE especially when small repairs must be done quickly or
on the go. Lehoff has this sort of allrounder on offer, one that
leaves nothing to be desired and is manufactured by Briider
Mannesmann. Ten individual tools are integrated, such as a
knife, combination pliers, bottle opener, Phillips screwdriver,
saw, can opener, two screwdrivers (two and four millimetres),
file and wire cutters. The blades are made of stainless steel.
Advertising is engraved into the anodized handle as desired.
41259 ¢ Lehoff Im- und Export GmbH e Tel +49 40 5296070
info@lehoff.de e www.lehoff.de
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he company Belgosweet.be, specialists for Belgian
_® chocolate and sweets, is presenting their Parisian
macaroons: two layers of the finest biscuits for the base
surround the sweet filling. The delicious pastry comes in 24
different flavours and 14 different colours. A minimum order
of 180 macaroons is required. The sweets can be printed on
using four natural and edible colours. The macaroons are
delivered ready-to-eat with a special logo imprint on them.
49425 ° Candybel S.P.R.L. ® Tel +32 2 3515555
guy@belgosweet.be e www.belgosweet.be

@ Reidinger

konfigurieren, kakulieren, bestellen
schnell & unkompliziert

neuer Konfigurator
neues Design, neue Website

Werbe-Bleistifte & mehr
www.reidinger.de
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SAY IT WITH FLOWERS

fresh bouquet of roses or tulips in the mailbox — how does that work? It’s simple:
& B with BloomPost the floral greeting is delivered by the postman. And not only in
Germany, but throughout Europe. BloomPost GmbH introduced this idea for the first
time at the PSI Trade Show 2015 and would like to offer something very special.
After all, a bouquet of flowers is always a personal gift, which is underlined by a
greeting card. Thanks to a patented film with micro-perforation, the flowers “sleep”
in a sturdy gift box and then remain fresh in a vase for at least seven days.
BloomPost GmbH ¢ Tel +49 54199969996
service@bloompost.de e www.bloompost.de

BARBECUING WITH ZEST

M ultiflower carries its barbecue herbs, a 200 gram bag full of herbs and spices
29 E for a tasty advertising message, under item no. 1323-2. The giver of these
barbecue herbs for a fiery barbecue is sure to curry favour with the recipient.
According to the information provided by these advertising specialists, advertising
can be easily applied to the header. Multiflower will also produce a custom design on
orders of 250 or more. More information on request.

45974 * Multiflower GmbH  Tel +49 6223 866560

info@multiflower.de e www.multiflower.de

-Advert-
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he company Promowolsch is presenting a large selection
= of plastic injection moulding products “Made in Germany
and which can be used for any application. (The image shows
some examples of products for the office, such as the pen
stand which has a variety of different options available; other
examples include note holders, memo holders with double-
sided adhesive tape, a.s.0.) All of the more than 400 products
available are made from an easy-to-print ABS material which
conforms to REACH standards. According to the company,
their products also offer a large advertising space for little
(printing) money.
44724 ° Promowolsch — The Customer Factory e Tel. +49 2942 570201

”

info@promowolsch.de e www.promowolsch.de

OOC-0iii0mimibmoboan

he company Hardenbruch is introducing the mains tester
= (phase tester) No. 421 as an original and useful giveaway.
The device is “Made in Germany” and has the VDE-GS as well
as the CE marking for a voltage range from 120 to 250 volts.
The 140 mm long mains tester has a hardened, nickel-plated
screwdriver blade and there is space for placing imprints on
both sides of its surface. Different colours for the cap can be
selected. The standard colours are red, black, blue, yellow,
green and orange. For a minimum order of 10,000 units, the
caps can also be made according to specifications.
41847 * Hardenbruch Alexander Hein e.K. ¢ Tel +49 5551 40693-60

info@hardenbruch.de e www.hardenbruch.de

... we have the perfect bunny
for everyone!

MAXI

Ferrero Rocher

I_E)a;t;r el chocolate
Easter
MIDI Bunny
chocolate 5 404

Easter
Bunny
2 20g

1 MINI Chocolate Chocolate
Easter Bunny Easter egg
2 10g

We would be glad to give you more information.
Sales hotline: 00497643/801-17
Sales through the advertising media trade.

Quality + Impact

www.ksw24.eu
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GEM WITH CHARM

t is often the tiny nuances that make all the difference. As is
¥ the case, for example, with the Crystal, one of the new
products from uma. The slim plastic twist ballpoint pen with a
sturdy, glossy chrome metal tip is a little gem with a certain
charm. This is underlined by the embedded elements (colour
or metal look) in the upper part. The Crystal is available with
an entirely glossy or shiny transparent housing. The tried and
tested uma Tech refill, available in black or blue, ensures
long-lasting writing enjoyment.

41848 * uma Schreibgerite © Tel +49 78327070
info@uma-pen.com e www.uma-pen.com

CLOSE AT HAND

M inor injuries can happen anywhere, whether it be during

sport, games, hiking or biking. Therefore it is good if the
plaster case from i.p.a. cosmetics is quick to hand. Four
individually sealed quality plasters (hypoallergenic, breathable,
waterproof and super adhesive) in a folded cardboard box fit
into any pocket and are therefore ideal for travelling. The
cardboard note can be printed in offset printing according to
customer requirements.

L, EHLAJS Lt

¥ I pem N

sk lemt, MGG

i beT sl Tl (A1 AL 20 WE-11
smidy A ETVLAIE

—— UL

42567 ¢ i.p.a. cosmetics ® Tel +49 2521 83000
info@i-p-a.de e www.ipacosmetics.de

MR. BERT AS THE SUNNY BOY

M r. Bert from MBW again proves his versatility and is now
available as a reflector line for on the go. With his
cheerfulness, the quality reflectors manufactured in Europe
radiate in two respects. The numerous Bert motifs are applied
as stickers, whereby a customer’s logo can be integrated.
Alternatively, personalization is possible on the reverse side.
As of recently, the smart reflector can easily be attached to
clothing or a bag by means of a ball chain and clip.

42020 ®* mbw Vertriebsges. mbH e Tel +49 4606 94020

info@mbw.sh e www.mbw.sh
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DRINKWITH A LINK

hanks to the ever larger variety of media channels, the
_® demand for communication measures to intermesh across
media is also growing. Rastal is following this trend and
enhances advertising campaigns in the form of a QR code on
traditional advertising vehicles such as cups, mugs and
glasses. Users simply hold their smartphone over the code
marking on their drinking vessel and the code is read — and
immediately the defined page appears in the Web browser.
The smart QR code squares of this promotional hit can be
printed by Rastal in black or in colour on the cups or worked
into the decoration. Even when scratched or otherwise
changed, the code can still be clearly read owing to its integra-
ted error correction feature. The team of creatives at Rastal has
also managed to place the QR codes on the cups so that they
are dishwasher safe and, above all, precise and free of distortion.
This combination offers many different possibilities to present
a campaign to best effect: Whether the code on the mugs or
glasses connects to a competition, admission ticket, contact
data, order form, menu or the like is left up to the imagination
of the advertiser. The contents depend on the campaign
strategy and can always be very easily kept up to date on the
reference website.
41829 ¢ Rastal GmbH & Co. KG ® Tel +49 2624 16-0

werbeartikel-service@rastal.com e www.rastal.com

Personlich Individuell Einzigartig

*ab Einzelstick moglich  * Preise immer:

* Hochwertiges Glas inkl. Geschenkverpackung
*Verblassen nie moglich  inkl. aller Laserarbeiten

*von 2D Fotos 3D moglich  keine Einrichtungsgebiihr

" Neueste Lasertechnologie  Individualisierung immer maglich

Fordern Sie lhr Angebot an!
LASERPIX

Niki-de-Saint-Phalle-Promenade 56 30159 Hannover
Tel: 051137018080 « Fax:0511 370180 81
Mobil 0163 33 27 666
infoglaserpix.de » www.laserpix.de
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A NEW GENERATION

F inally S BELLA! is ready to reveal itself. It is the first twist Stilolinea pen, designed
® and engineered in collaboration with the Department of Architecture and Design
of Polytechnic University in Turin. S BELLA! simply exhibits a mix of extremely new
features combined with an innovative structure. Its section, from a circle at the
bottom of the pen, becomes a diamond at the top. So the pen is always different
depending from the side it is observed. The front side can be the one of the clip or
can be the one of the diamond: customers logos have more chances to be visible.
Moreover, there is a wide range of versions, for satisfying all clients needs. As a
result, this writing instrument permits a versatile customization: You can use pad
printing, digital printing, silk-screen printing, labels or lenticular labels. S BELLA!
Pen is proposed in four different versions: S BELLA!: “Make the difference in the
promotional market” through a new design, modularity and a wide range of custom
ization capabilities. The first Stilolinea twist pen, with a big clip and a huge space for
promotion (barrel, upper barrel, clip, diamond). S Bella! Young: “Think Different and
Break the rules”. Pure italian design, fashion colours and no clip to satisfy the
demand of less conventional markets (beauty-wellness-fashion sectors, etc.). S Bella!
Add-On: “With a small Add-On you can change your business”. Add more space
with different shapes. This is the version with the highest potential to enter in other
markets, different from the promotional one, like stationary or toy sectors. A way to
reach this goal is to create a solution combining the pen with stickers, labels or prints
of licensed characters, QR codes. S Bella! T-Screen: “For all the multiscreen surfers
familiar with the well-known Round-head Touch Screen pen”. An high tech item
specifically designed to write on mobile devices like an every-day pen. Another
chance to enter in a new market like the one of the biggest retail chains of electronic

products.
45328 ¢ Stilolinea S.r.l. » Tel +39-011-2236350
info@stilolinea.it ® www.stilolinea.it

NOSTALGIA FOR LICKING

K ids today love them as much as the children who used to
¥ & Jove licking them: fruity shell-shaped candy. i.p.a. sweets
offers the classic sweet from the seventies in the fresh
flavours of apple, pineapple, strawberry, raspberry

packed, cherry, orange and lemon. The sweets in

bright-coloured cockles are individually packed in
100 millimetre promotional bags which can be

printed in up to five colours with cheerful
promotional messages..

45893 ¢ i.p.a. sweets GmbH ¢ Tel +49 4242 961200
info@ipasweets.de e www.ipasweets.de
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ADVERTISING HOT AND COLD

T rends21 GmbH from Munich offers customised products
_® made of silicon as ice cube or baking trays. The original
hot or cold trays make practical and effective utensils that
promise to provide pleasure over many years. The trays can be
created in the shape of an advertising slogan, product design,
logo and much more — any design can be achieved. The tray
is manufactured in size, shape and colour (from the Pantone
palette) according to customer preferences. Advertising can
also be applied to the side of the tray using debossing — and
without extra cost. In addition, a high-quality cardboard box
can be produced with logo print. The minimum order quantity
is a mere 500 pieces.

46993 * TRENDS21 GmbH ¢ Tel +49 89 540350-54

info@trends21.de e www.trends21.de

CRYSTAL SI
1-0147 S|

WWW.Uma-pen.com
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JUMP INTO A BALL POOL

N ot only kids will love the many colourful balls. Ball pools
T ¥ have proven their value not only for therapy, they are also
known for being fun to play with for both the young and old
alike. Events using balls made by Meier UG promise unforget
table moments, like those from our carefree childhood. Every
guest — even the most elegant business partner — will have
sparkling eyes and a smile on their face after taking a dive into
the ball pool and will remember this experience with fondness.
The balls are perfect to use as a giveaway with a logo imprint
on them and are sure to be remembered for a long time to
come. In addition to the fresh ball pool, Meier UG also offers
creative ball tanks that can feature the branding of your choice.
49297 © Meier UG ¢ Tel +49 991280899-98

m.goebel@meier-vertrieb.de e www.meier-vertrieb.de

SPICY GIVE-AWAYS

T est tubes from the company Henosa-Plantanas Group

2 GmbH are popular giveaways. With a size of 100 x 16 mm,
the test tubes can be filled with up to 10 grams of spices.
Customers can select either a cork or lamella stopper. The
labels can be specially designed according to your wishes
using 4c¢ printing for a minimum order of only 100 units. The
test tubes come either individually packaged or in a box of five.
The box can also have a completely special design. Over 300
different spices are available, including steak spices, herbs,
chili, pepper & salt, and flower salts. The spices and spice
mixes do not contain any flavour enhancers or MSG. Henosa-
Plantanas states that they only work with high-quality raw
materials from the best cultivation areas in the world.

47992 ® Henosa-Plantanas Group GmbH e Tel +49 7306 926230

info@plantanas.com e www.werben-mit-tee.de

HEAVENLY TASTE SENSATIONS

further product of the popular premium brand Bahlsen has been
¥ 8 added to the extensive product range of Jung Bonbonfabrik: The
heavenly tasting chocolate cookie whose deliciously smooth chocolate
chips melt on your tongue. The bag is made of silver foil and can be
individually printed as advertising space from as little as 250 pieces.
Whether as a giveaway or served with coffee or tea at a meeting or
seminar, this taste experience can address different target groups in any
industry and thereby provide a unique chocolate treat.
41545 ¢ Jung Bonbonfabrik GmbH & Co. KG ® Tel +49 7042 9070
zentrale@jung-europe.de e www.jung-europe.de
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SCHOKOLADEN - MUNZEN e

— als Standard-Euro-Artikel oder als Promotions

Spezialanfertigung fiir die Werbung

— fiir jeden Anlass der passende Werbetriger

Shiva bottle with Shanti membrane lid

=
é— ﬂ Unique drinking sensation with improved
-

Holland Gebiick GmbH u. Co. KG membrane lid. No messing with pull lids.
Robert-Bosch-StraBe 14 Always ready to quickly hydrate you on
41844 Wegberg the go! Just aim and squeeze.

Tacx
Telefon 0049 - 2431 - 5094 -
Telefax 0049 -2431 -72765 Designed and produced in the Netherlands

www.bottlepromotions.com | joy@tacx.nl
www.stereo-holland-gebaeck.de

TOP PRODUCT TOPICS IN PSI JOURNAL

PSl invites you to join them at the table! Take your place and display your china,
design and decoration products etc.

“Design, Premium products, Jewellery”
and “Porcelain, Glas, Tableware”

Copy deadline: 18.3.2015 E
Deadline for ads: 2.4.2015

“Chocolate and Confectionery”
and “Winter and Outdoor”

Copy deadline: 17.4.2015
Deadline for ads: 8.5.2015

“Toys, Soft Toys”

and “Bags, Luggage, Travel”

Copy deadline: 15.5.2015
Deadline for ads: 5.6.2015

“Sustainable and Certified Goods”
and “Autumn/Christmas”

Copy deadline: 26.6.2015
Deadline for ads: 7.8.2015

M et

EUROPE'S
TRENDSHOW Please don’t hesitate to contact the PSI Cross-Media Sales Team at any time for assistance.

Phone +49 (0) 211 90191-114/-150, Fax +49 (0) 211 90191-180, e-Mail publishing@psi-network.de
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Trade Show for Haptic & Multisensory Communication

CHOCOLATE WORKS OF ART

he chocolate bars in the new product series from Chocolis-
_® simo called L’Art are real works of art made out of choco-
late. The chocolatier weaves the artistic and exquisite white
milk chocolate and dark chocolate into beautiful chocolate
bars, which are then refined with specially selected ingre-
dients. The unusual and unmistakable flavour experience is
perfected with caramelized peanuts or honey crisps placed
inside and on top of the chocolate bars. Chocolissimo gives
you the option of personally designing the packaging of the
L’Art chocolate bars. It can be personalised in the form of a
sticker or a banderole label, or alternatively the packaging can
be given a complete new design with your corporate design.
Chocolissimo can assist you with creating an effective and
sweet promotional product.
48316 © Chocolissimo ¢ Tel +49 69 25427127
verkauf@chocolissimo.de e www.chocolissimo.de

FINE PICNICKING

w ith Meadow, the ultimate picnic bag from the company elasto form KG, you

are optimally prepared for any picnic, camping or day trip. There’s everything
inside that you need for a nice picnic. The bag caters for up to six people and
contains plates (20 cm diameter), wine glasses (plastic), forks, spoons, knives
(all stainless steel) and polyester napkins. In addition, there is a bottle opener, cutting
board, bread knife as well as salt and pepper shakers. Everything is conveniently
packaged in a sturdy bag with a large insulated compartment, two side pockets, two
carrying handles and an adjustable shoulder strap. For a romantic picnic for two,
elasto form also offers the Meadow picnic backpack.
41369 © elasto Form KG ¢ Tel +49 9661 8900

mail@elasto-form.de e www.elasto-form.de
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Verbung mit Spafs
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Telefon 07071 - 78898
www.success-werbung.de
info@success-werbung.de

DER PROBLEMLOSER FUR JEDE KUCHE (YIS hochwertigen Kiichenhelfer, dem Kréuterfre®nd , wird in jeder Kiiche die Krauter-

O zucht zum Kinderspiel. Mit der patentierten Kapillarstruktur des edlen Keramikeinsatzes versorgt
c > sich z. B. das auflert anfallige Basilikum mit exakt der Wassermenge die notwendig ist, um meh-
rere Wochen kraftvoll frisch und duftend auf seinen Einsatz zu warten. Dieses einzigartige Bewas-
serungssystem bendotigt keinerlei Hilfsmittel, wie Faden o. a., es ahmt einfach die Natur perfekt

[} nach und sorgt damit fir das optimale Wachstum der Kiichenkrauter. Ein Vertrocknen bzw.
[ Ertranken ist damit ausgeschlossen, da die Pflanzenwurzel selbsttatig die gewlinschte Wasser-
t menge aus den Kapillaren des Kermaikeinsatzes entnimmt. Der Wasservorrat im Untertopf reicht
D) fur einen 14-tagigen Urlaub, sodass kein GieBen durch Dritte (Nachbarn, etc.) notwendig wird.
4+ Nach wissenschaftlicher Forschung konnte eine smarte Losung gefunden werden die das Problem
-} g | von frischen Krautern in der Kiiche lost. Was funktioniert wird genutzt und die Werbebotschaft
Hqo) — bleibt Tag fiir Tag im privaten Blickfeld erhalten! Ein Firmenlogo bzw. eine Werbebotschaft kann
2 — | z. B. auf dem Keramikeinsatz optimal aufgebracht werden. Mindestbestellmenge 24 Stk.
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SHAPELY AND INNOVATIVE

A n innovative premium writing system, a shapely writing utensil made of bioplastic or Soft Touch and a

clam shell case made from cellulose fibres — that is the exceptional combination of the DS8 Writer’s

Box from Prodir: a triad of innovation, high value and sustainability for believable brand communication.
The DS8 of the Writer’s Box is equipped with the TechGlide “low viscosity” writing system. It is a new
development created entirely by Prodir. The extremely low viscosity of its ink lets you stay relaxed as it
glides over the paper. The look of the writing is impressive thanks to uniform lines and intense colours.
Prodir offers the box in Soft Touch or Natural Touch. The Natural Touch model of the DS8 has a casing
made of completely biodegradable cellulose acetate. The material, colour, look and feel of this high-gloss
writing utensil in piano black recalls modern yet classic writing utensils. It is kept protected in a PS3 clam
shell case which is also made entirely of natural, biodegradable cellulose. Writing with the DS8 Writer’s
Box Soft touch is softer than velvet. Each Writer’s Box comes with an information sheet explaining the
materials and the writing system. The tip of the refill is sealed by a silicone ball. The minimum order

quantity is 250.
43417 © Prodir GmbH e Tel +41 91 93555-55
sales@prodir.de e www.prodir.com

TRENDY ASSEMBLY SETS

B rixies is a brand-new trendy brand which is being marke-
2P ted in more than 20 countries around the world. With fresh
colours and cool shapes, the little Brixie building blocks from
SPM Schifer guarantee lots of collecting fun for both the
young and old alike. Besides themes such as the zoo, dino-
saurs and music instruments, there are also sets that have the
theme of important places of interest. This series includes
places like the Brandenburg Gate, the Leaning Tower of Pisa
and the Taj Mahal, as well as many other famous buildings.

At Brixies, quality and safety have the utmost priority. For this
reason, all models are made out of high-quality ABS plastic
according to the latest safety standards and are certified. They
also have a 3-year product warranty. The promotional product
distributor can develop special motifs/assembly sets for his
customers for a minimum order of only 1,000 units. Brixies
assists the distributor with this by providing samples free of
charge so that industrial customers can make a decision based
on a real object. Advertising can be placed on the packaging
and the product using a label.

46903 ®* SPM Schifer Promotion Marketing GmbH e Tel +49 2684 957011
info@spm-marketing.de ¢ www.spm-marketing.de e www.brixies.de
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PF Concept

EMPOWER
YOUR
WRITING

KEEPING UP WITH THE TIMES

A nother new highlight from TFA Dostmann is the Time Line radio-controlled clock
¥ 8 with temperature reading. This chronometer with the day of the week written out
in seven languages and the complete date is especially easy to read. Thus the Time
Line is also easy to read from a distance and is ideal for the entrance or reception
area, waiting room or office. The clock also has a display of the inside temperature,
two alarms with snooze function and it can be hung on a wall or set up on a flat
surface. Time Line can feature custom printing — over the entire surface or only with
a single logo.

41875 © TFADostmann GmbH & Co. KG * Tel +49 9342 308-0

info@tfa-dostmann.de e www.tfa-dostmann.de

COMING
SOON

CHOCOLATE LOGO

he new Midi, Maxi and Super-Maxi special chocolate designs from Kalfany Siile
_® Werbung present logos in finest alpine milk chocolate. Corporate Identity through
chocolate is a great way to leave a lasting impression. This treat for the eyes and
palate, which comes in a high-quality 1- to 4-colour promotional flow pack, serves as
a sweet highlight when communicating with customers. Kalfany Siile Werbung
moulds and packages the desired logo in all kinds of formats in-house.
[FS-certification guarantees the highest quality standards.
42706 * Kalfany SiiBe Werbung GmbH & Co. KG * Tel +49 7643 8010
vertrieb@kalfany-suesse-werbung.de e www.kalfany-suesse-werbung.de

Voyager
powerbank
stylus pen

Exclusively on Avenue

PFCONCEPT.COM
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PURE WATER THANKS TO BOBBLE

B obble — that’s the name of the revolutionary water bottle with the first integrated activated carbon
2P filter from the USA. The patented alternative to conventional drinking bottle systems filters tap water
during the drinking process. Bobble combines innovative functionality with the goal of sustainability and
responsibility for the earth. Bobble developed the product in order to contribute to ecological sustainability.
Made from recycled PET, BPA free, and manufactured in the USA, Bobble is the alternative to the billions
of single-use bottles that are used every year. The replaceable filter purifies approx. 300 fillings and
guarantees pleasant tasting filtered water — and for a fraction of the cost of water purchased in stores.
Star designer Karim Rachid is responsible for Bobble’s iconic, multi-award winning shape. Bobble is the
perfect promotional tool to make a lasting impression. Around 600 different colour or customisation
possibilities are achieved through the many colour options available for the filter and silicon strap, which
can be branded with 4c printing.

49320 * mood rooms eKe T+49 170 2800652

info@mood-rooms.de e www.mood-rooms.de
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CHIP HOLDER DESIGNED LIKE A TYRE

he sought-after, elegant one-euro metal chip holders for shopping car chips are
= _available from happyROSS in many special themed forms. The newly developed
BOOK tyre design is highly acclaimed. This attractive, long-lasting advertising vehicle is not
\'f‘%l‘;v“! STAND only just right for tyre manufacturers, car dealerships and car repair shops, but also
sales@psi-promotion-world-de iy first choice for the accessory trade and industry, automobile associations and motor
i sports. Advertising is applied as a rule on the inserted shopping cart chip. Its design
is especially clever, with the back stamped in the form of a wheel rim. Since the item
is produced to order, there is also a choice of surface finishes along with the design
of the chip. Realistic black, elegant matt silver or classic antique are three popular
examples.
44954 © happyROSS GmbH e Tel +49 4532 2805-0
info@happyross.de e www.happyross.de
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lassic design meets multi-functionality. The Marksman Voyager powerbank stylus
= pen is PF Concept’s PSI First Product, which the multi-specialist presented to the
professional community for the first time in January. The unique combination of
ballpoint pen, charger and touchscreen pen makes the Marksman powerbank pen an
ideal companion that deserves a place in any hand luggage. The highly sensitive
rubber tip is ideally suited for working with tablet PCs and smartphones. The
powerbank pen turns into a real knight in shining armour when the mobile phone
battery dies and there’s no power socket in sight. Simply connect the phone to the
pen, charge it and you're ready to go.
40972 © PF Concept International B.V. e Tel +31 71 3328911
weborders@nl.pfconcept.com e www.pfconcept.com

0 O00mO 0mm oo

he company Spranz has included a snazzy stand-up holder for smartphones in its
— range, which not only serves its purpose in terms of videos, films or photographs,
but also features a sophisticated additional function. A card organizer is integrated
in the rearmost part, thus ensuring order. Thanks to the original 3M adhesive
surface, the stand-up holder can be released from the mobile phone at any time.
The colours available are black, white, red, blue and green.

»Signs on the Floor”

Der Werbeartikel der besonderen Art:

Jet Print Velour Promotionmatte

NEU - mit fotorealistischer Druck-
technik! lhren Gestaltungsideen sind
dabei keine Grenzen gesetzt

die flache Veloursoberflache erlaubt
Drucke mit hochster Prazision und

toller Farbqualitat

rutschfest und bei 40 °C maschinell
waschbar durch den hochwertigen
Nitrilgummirtcken 2

bereits ab 1 m? lieferbar .
made in Europe
hinterlasst langfristig einen bleiben-

den Eindruck am Point of Sales, bei
Events oder Messen

KLEEN-TEX

41462 * Spranz GmbH e Tel +49 261 984880 Lol D e M i Tl

info@spranz.de e www.spranz.de
Kleen-Tex Industries GmbH

MdinchnerstraBe 21 « A-6330 Kufstein
Tel.: +43-5372-61380
Fax: +43-5372-61380-49
promotion@kleen-tex.eu
www.promotion-mats.eu
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THOMAS AND WOLFGANG SCHNABEL

A FAMILY WITH
GREAT FLAIRFORTIN

By definition, promotional products are three-dimensional advertising media addressed to cus-
tomers, potential customers, business partners and employees. As almost any article can be

used as a promotional product, there is no limit to one’s fantasies. One example of this is the fa-
mily-run enterprise Artur Schnabel, a company steeped in tradition that offers several thousand
promotional products of a different kind in its repertoire.

he company specializes in metal em-
_® bossing, industrial hand-made paint-
ings, tin miniatures and centrifugal cast-
ing. In particular, the special centrifugal
casting method enables intricate tin piec-
es of just a few millimetres in size to be
produced. However, not only very small
pieces are produced. Artur Schnabel GmbH
also manufactures three-dimensional tin
cast parts up to 55 centimetres in size. The
highest priority is always the natural rep-
resentation. “We develop and manufac-
ture proprietary designs and special cus-
tomised designs in large and small series,”

explains Wolfgang Schnabel, senior boss
of the family-run enterprise, adding: “Now-
adays it's more important than ever to stand
out from the crowd. Our strength is that
all our products are designed and manu-
factured in our company. Thus we have
two major advantages: First, the fact that
everything takes place in our company,
from the first draft to the final finishing,
ensures the highest quality at every stage.
Second, as we have our own toolmaking
department, we can respond to customer
wishes very flexibly and at short notice.”
Therefore our motto is: Development, de-

sign and production “made in Germany”
or rather “made in Bavaria”. The high-
quality tin miniatures, from poodles to
chimney sweepers, are furnished with a
genuine quality label, the “Schnabel Tin
Logo”.

ADVERTISING WITH

PERSONALIZED PRODUCTS
The promotional product industry benefits
above all from the decades of experience
of the family-run enterprise in the souve-
nir sector. “Just as every location wants
souvenirs with its own motifs and labels,
we also offer our promotional product cus-
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tomers personalized items. Their name then
adorns the pocket ashtray, the pillbox, the
lapel pin, the key fob and many more of
our 40,000 products,” says Wolfgang
Schnabel’s son Thomas, managing direc-
tor since 2011. “Customers come to us with
wishes that no one else can realize in the
quantities needed. That is why we offer a
lot of creative promotional products.” The
product range has been extended thanks
to a newly developed zinc casting process
with which game pieces and bottle open-
ers can be produced. Especially popular is
the “Lupfi” bottle opener which can be worn
on a hat using a patented process.
COMPANY WITH AN
EVENTFUL HISTORY

It all began 110 years ago. In 1905, Wolf-
gang Schnabel’s grandfather Rudolf found-
ed the company in Jablonec/Neisse (now
Czech Republic). His company quickly de-
livered products throughout the entire world
and became an integral part of the tradi-
tional Jablonec industry (known as the
Jablonec Bijouterie). Due to the expulsion,
aregionally focused resettlement took place

in West Germany after 1945. Since the end
of World War II, a centre of the Jablonec
industry has been located in and around
the town of Kaufbeuren in Ostallgau. Here
is where resettlement actually led to the
creation of the new district of Neugablonz.
In this district, Rudolf Schnabel’s son Ar-
tur rebuilt the company after the Second
World War and specialized in the manu-
facture of hat and hunting jewellery, sou-
venirs and costume jewellery. The compa-
ny was expanded to include the new prod-
uct segments of miniatures and promo-
tional products and is now run by Wolf-
gang and Thomas Schnabel in the third
and fourth generation.
BAVARIAN MOTIFS ARE
IN DEMAND WORLDWIDE

Traditionally, souvenirs and costume jew-
ellery boast the highest volume of sales.
By its own account, Artur Schnabel GmbH
is the worldwide market leader for certain
products. Based in Bavaria, the company
naturally offers a variety of typical Bavar-
ian motifs in its product range. For instance,
there are walking stick badges with over
5,000 designs. Incidentally, walking stick
badges with Neuschwanstein designs are
especially popular among the Japanese.
On the other hand, a product that is high-
ly popular among Americans is the Chari-
vari. “Barthiilsen” are even passionately
worn Down Under. Among the absolute
classics are badges with local motifs and
bottle openers with the face of the “Fair-
ytale King” Ludwig II.
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THOMAS SCHNABEL
IN PERSON

What was your first thought this morning?
What challenge is awaiting me today.

What makes a good day for you?
When it is time to develop a new project.

What really lifts your mood?
Time spent with friends and family.

And what makes your blood boil?
Unnecessary bureaucracy that takes up time.

What do you find easiest to forgive yourself for?
Occasional setbacks because otherwise the creative
process is hindered.

What makes you lose track of time?
Hiking in the nature.

You are forced to take four weeks’ holiday — where would
you go?

Scandinavia, whether by sea or by land has yet to be
decided.

What do you gladly spend money on?
A holiday with my wife.

Are you taken in by advertising?
I try to allow myself to be inspired by it.

What makes a good promotional product?
If it is appropriate for the target group and it delights the
person who receives it.

What is the best promotional product you have ever
received?
| am still waiting.

What annoys you about some promotional products?
Cheap promotional giveaways that are immediately thrown
away.

PSI Journal 3/2015 www.psi-network.de

MINIATURES WITH AN INNOVATIVE CHARACTER
Nowadays, Artur Schnabel GmbH has about 40,000 different items
in its repertoire — a trend that is increasing. Wolfgang Schnabel
believes the secret of success is the traditional expansion of the
product range. For instance, a few years ago the company built
a “high-tech miniature version” of the “Adler”, Germany’s first
steam locomotive which travelled the six-kilometre long train line
between Nuremberg and Fiirth in 1835. The first operational HO
gauge model has become a hallmark of Artur Schnabel GmbH. A
special treat for promotional product customers: a carriage of the
Adler as well as a true-to-scale advertising column can be print-
ed with individual advertising. A combination of tradition and mo-
dernity as well as experience and innovation is evident every-
where at Artur Schnabel GmbH. A genuine family-run enterprise
that not only looks back on a successful and colourful past, but
also has its sights set firmly on the future. <




Summit Indirekter Einkauf
28. — 29. April 2015 in Minchen

Jedes Unternehmen bendtigt Giiter und Dienstleistungen fiir die Verwaltung und
Produktionsunterstiitzung, ohne dass diese direkt in das Endprodukt einflieBen.
Wiéhrend es fiir den direkten Einkauf eine Vielzahl von warengruppenspezifischen
Messen und Kongressen gibt, fehlte im Bereich der indirekten Bedarfe eine
tibergeordnete, Themen umfassende Messe. Diese Liicke schliel3t die IMEK —
Summit Indirekter Einkauf.

Die Veranstaltung ist als offene, interaktive Plattform gedacht, die jeder mit-
gestalten kann und soll. Das Angebotsspektrum umfasst Versorgungsleistungen
fiir das Unternehmen:

e C-Teile-Versorgung (Kleinteile, Verbrauchsstoffe, Biirobedarf,
Verpackung, Arbeitsschutz ...)

¢ IT, TK, Technik, Software

e Servicedienstleistungen (Fuhrpark, Travel-, Facility-
Management, Energie, Entsorgung, Leasing, Catering ...)

e Beratungsdienstleistungen (Recht, Steuern, Finanzierung ...)
e Marketing (Werbemittel, Werbung, Vertriebsunterstiitzung ...)

* Personalwesen (Recruiting, Aus- und Weiterbildung...)

® u.v.m.

Es erwarten Sie:

¢ 2 Kongresstage Einkauf
* 2 Kongresstage Supply Chain und Logistik
* Thementage zu:
¢ Big Data » Travelmanagement ¢ Qutsourcing ® Soft Skills
¢ Produktdateninformation * Flottenmanagement
¢ Einkaufscontrolling ¢ Output- und Dokumentenmanagement
¢ Intensiv-Tagesseminar ,Strategien im Dienstleistungseinkauf”
e zahlreiche Workshops und Round Tables
* mehrere Netzwerktreffen
e Sourcing-Café zum Meinungsaustausch
¢ Elevator-Pitch fiir Personal-Recruiting Einkauf und Logistik
® u.v.m.

Zielgruppen

— Entscheider aus der Unternehmensleitung — Einkaufs-
leiter und Logistikleiter — Einkdufer von indirekten Giitern
und Services — Warengruppenverantwortliche — Ent-
scheider aus IT, Produktion, Marketing, Personal, Finanzen

u-glelsmer Knngress
mit 70 Vortragen

Auf der IMEK trifft sich die Community des Indirekten Einkaufs.

Infos unter: . Jetzt anmelden! |
www.imek-messe.de




NEW ON THE MARKET PSI Journal 3/2015 www.psi-network.de

INNOVATIVE PROMOTIONAL PRODUCLS

FUNNY, CHEEKY AND A REAL EYE-CATCHER

here are many congratulation cards and mailing campaigns available for sale.
& ASS Altenburger offers a real alternative so that they don’t just end up in the
rubbish bin: 3D stick figurines with personalised branding and/or design. They are
funny, cheeky and real eye-catchers with a personalised advertising message. When
laid flat, the figurines are an optimal size for sending them by mail. The standard
figurines are also available with personalised branding and the individual handicraft
figurines can be specially developed and designed.
41169 * ASS Spielkartenfabrik Altenburg GmbH ¢ Tel +49 3447 5820
info@spielkarten.com e www.werbespielkarten.de

AROMATIC MESSAGE

preserving jar that serves as a transparent container for
¥ B growing things can be found in the product range of
Multiflower GmbH. The contents - soil pellet, planting
instructions, seeds — help you grow aromatic leaves of basil.
These go excellently with tomato dishes. The adhesive label
keeps the advertising message constantly visible. An imprint
of the standard motif or an individual design is already
available on orders of 250 or more.
45974 * Multiflower GmbH e Tel +49 6223 866560
info@multiflower.de e www.multiflower.de
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UNCOMPROMISING PERFORMANCE. OUTSTANDING DESIGN.

he company Zweibriider Optpelectronics makes it possible for discerning users to acquire products
_® with uncompromising performance and an outstanding design which comes in appropriate combo
packaging. On the one hand, it is selling the LED LENSER F1 flashlight, a small-sized light generator that
offers everything that is breath-taking. On the other hand, there is also a multifunctional tool made out of
stainless steel for sale called Leatherman Freestyle. Freestyle is both a great individual tool as well as the
perfect addition to special tools that don’t include pliers or a knives.
44323 ® Zweibriider Optoelectronics GmbH & Co. KG ® Tel +49 212 5948-0
info@zweibrueder.com e www.zweibrueder.com

CHUPA CHUPS IN A LOLLY BOX!

A nother strong brand has been added to the assortment of
¥ ® promotional sweets available at Vaihinger-based Jung
Bonbonfabrik: the popular lollies from Chupa Chups, which
come in the four different flavours of apple, strawberry, orange
and cherry. They are now available inside a lolly box, which has
already been very popular for quite some time. With five
different advertising spaces available, the box offers you the
opportunity to make advertising contacts with any target groups.
It is ideal to use, for example, at PoS, in beverage stores, at
sports equipment stores, in restaurants and at many events of
course. The lolly box can be given a personalised design in four
colours and it is sure to be a hit wherever it is used.

41545 © JUNG Bonbonfabrik GmbH & Co. KG ¢ Tel +49 7042 907-0

zentrale@jung-europe.de e www.jung-europe.de

-Advert-

DESIGIN &

www.woerther.de

QUALITAT
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EXCLUSIVE AND UNIQUE

NLAY (I as a high-quality plastic case for one or two writing
¥ instruments, which can be branded with the customer’s
desired CI on a customized inlay which convinces right down
the line and makes it the perfect brand ambassador. The
possibilities are practically unlimited, whether with a chic
metal ballpoint pen or colourful plastic models. The combination
of pen and case enables unique advertising ideas and creates
genuine one-of-a-kind items that will delight, draw attention
and make for a unique experience every time they are given.
41848 ° uma Schreibgerdte Ullmann GmbH ¢ Tel +49 78 32 707-0
info@uma-pen.com e www.uma-pen.com

VILLA ARMELLINA: FRIZZANTE!

F or everything relating to food and drink, the company

8 Teutoburger is selling pure pleasure and delicacies at their
finest. This also includes the product called “Villa Armellina”.
[t is a twin set of bubbly wine that comes inside a wooden
box with a sliding top: one bottle (0.75) of Prosecco Verduzzo
Gloria IGT (Frizzante del Veneto) — an organic Prosecco with
an intensive fruity aroma and flavour — and a second bottle
(0.75) of Pro Rosé IGT (Frizzante Rosato) — a rosé with a
flowery aroma and a well-balanced interplay of fruit and
acidity.

42842 » Teutoburger Spezialitdten » Tel +49 5405 93110
info@teutoburger.de e www.teutoburger.de

SILENT ELEGANCE

S imple lines, clear, restrained forms and light, appealing
&F colour combinations. That is “Silent Elegance”, the motto
of the new “INSPIRATION 2015” product line from Mank
Designed Paper Products. Through an intentional reduction to
plain forms and designs, Mank is pursuing a new path to
support customers. The calm, elegant basic mood of the table
decoration shows up in subtle colours and unpretentious
ornaments. Thus Mank provides the perfect setting for choice
delicacies from kitchen and cellar.

43707 ®* MankGmbH ¢ Tel +49 2689 9415113

a.becker@mank.de e www.mank.de
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IFYOU WANT TO TAKEA TRIP ...

he increasing flexibility demanded by today’s professional
= world also makes high demands on travel companions.
Eurostyle is offering series of travel luggage which combine
elegance, functionality and durability in a trendy collection.
First-class workmanship and high-quality materials make
travelling easy and pleasant. Regardless of whether you are on
a private or business trip, the Travel series offers convenience
and security in all areas. One part of the trolley is equipped
with a TSA lock. All trolleys have four wheels so that the
luggage can be moved completely relaxed. Some highlights of
Eurostyle are the trolleys and the backpack with individually
exchangeable front covers. It can be designed to customer
specifications on orders of as few as five or more.
41857  EUROSTYLE - Emil Kreher GmbH & Co. KG  Tel +49 921 789520
info@eurostyle.eu e www.eurostyle.eu

SEMYR

now speaks ltalian and is back!

New Fashion Colours
SPECIAL PRICES!
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THIS IS HOW ADVERTISING HANGS JUST RIGHT!

D o you want a personalised greeting or words of thanks hanging from your
guest’s door handle or the rear view mirror of your repair shop’s customers?
The door handle hangers will impress people with their individuality. They probably
will not be hanging for long thanks to the sweet treats attached, even though they
are sure to be remembered for a long time. Kalfany StiBe Werbung makes the 190
by 70 millimetre and IFS-certified promotional door hangers, and they offer their
customers seven different assortments to choose from. The assortment ranges from
brand-name products from Ferrero to the finest milk chocolate and the popular and
colourful mix of fruit gums made in-house. This is pure enjoyment paired with a

branding effect on every single door.

42706 © Kalfany Siifle Werbung GmbH & Co. KG © Tel +49 7643 801-555

Vertrieb@ksw24.com e www.suesse-werbung.de

SPRIGHTLY DESIGN: SPLASH DRYBAG

F unction and design. The Bielefeld-based advertising bag

B expert Halfar likes to combine the two, for instance, in the
new SPLASH messenger gab. The welded seams, the smart roll
closure and water repellent, robust material promise more than
a high level of suitability for daily use. While the SPLASH drybag
keeps everything inside clean and dry, it radiates cheerful
optimism on the outside in seven colours: red, matt black, light
grey, yellow, white and royal blue. This uncomplicated, iconic
bag comes in two sizes and appeals especially to young and
athletic target groups.

45666  Halfar System GmbH ¢ Tel +49 521 98244-0

info@halfar.com e www.halfar.com

10 i
I am
T e e ]

LET THE SUN SHINE

ry air from the central heating indoors, cold, damp weather
¥ outdoors — when winter is over, the skin must be put back into
condition for spring and summer. The dermatologically tested sun
milk from FRANCOS - Image-Cosmetics & More enriches the skin
thanks to its moisturizing and nourishing ingredients and vitamin
E, thus keeping the skin from showing signs of aging due to light.
It comes in SPF 15, 20 and 30, and in tubes holding 25, 50 and
100 millilitres — optionally also in the Picture Print Tube, where the
customized motif is directly printed right around the tube, or in a
tube with screen printing or a 4c all-round label as a low-priced
alternative. Incidentally, the sun milk also comes in the double
care tube holding 20 millilitres in combination with lip balm for
perfect facial protection.
47463 © Francos GmbH e Tel +49 2521 8255112
info@francos-gmbh.de e www.francos-gmbh.de
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Preliminary exhibitor list PS| PROMOTION WORLD 2015,
17th to 19th March 2015, Deutsche Messe, Hanover, Germany, Hall 23
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Aussteller Stadt Land Standnummer
Exhibitor City Country Stand number
Acara Schweiz GmbH Escholzmatt CH F25/3
Acarta GmbH Miinchen DE F25/1
AmedeA Werbeprédsente GmbH Karlshuld DE D16
art PRESENT Hamm DE Co7
Barbara Hofmann Cosmetic-Pinsel GmbH Flieden DE E31
BEMAG Behrendt Marketing Group Ingolstadt DE Aos + Fog
Beutler Verpackungssysteme GmbH Iserlohn DE Bo6
bSweet NV Mecheln BE Ao6
Deutsche Messe AG Hannover DE Cé0
DGD Werbeartikel GmbH Nirnberg DE A16
Depositphotos Inc Fort Lauderdale USA F11
DEUTGEN & DESIGN e.K. Hermannsburg DE F20
Dragon Gifts Yekaterinburg RU Bo1
East West Packaging B.V. Duiven DE F17/1
edv-werbeartikel.de GmbH Straubenhardt DE F17/3 +F17/4
elasto form KG Sulzbach-Rosenberg DE A34
First Choice Award 2015 Hannover DE B26
General Bikes International BV Amsterdam NL F17/2
HAPPY SNACKS DEUTSCHLAND Bonen DE B35
Heinrich Sieber + Co. GmbH + Co. KG Bad Reichenhall DE Eo6
Herzog Products GmbH Keltern DE Eo1
Infoflip Medien GmbH Ulm DE A37
Infoplus Blindow - Namensschilder GmbH & Co. KG Bargteheide DE Eo4
JCK Holding GmbH Textil KG Quakenbriick DE B32
Kahla / Thiiringen Porzellan GmbH Kahla DE B1g
Kandinsky Deutschland GmbH Diisseldorf DE E21
Kapatex s.r.o. Prag Ccz Bo1
KeySmart powered by golf-zeug Frankfurt am Main DE F43/4
Lupenmaxx GmbH Kirchzarten DE E27
Mahlwerck Porzellan GmbH Kolbermoor DE D12
MAICA GmbH Garbsen DE Eoy4
marketing forum hannover Hannover DE B26
MOLESKINE® Milano IT E15
MOLL logistik GmbH Senden DE B14
Moll KONZEPT GmbH Senden DE C14
move Frottana-Textil GmbH & Co.KG Verl DE A12
MrDISC Hamburg DE E24
myfitmix GmbH - Gesunde Werbung Kelkheim DE Ao3
OLAMI GmbH Kéln DE Foz
Orcas Customized Products GmbH & Co. KG Grof3-Umstadt DE Eoy4
ORGAHEAD Ahrensburg DE Eo3
PASSATGUMMI Schreven GmbH & Co.KG Alsdorf DE F43/2
Pelikan Vertriebsgesellschaft mbH & Co.KG Hannover DE C32
PIKO Spielwaren GmbH Sonneberg DE A1
Plan Concept GmbH Essen DE E14
Porzellanfabriken Christian Seltmann GmbH Weiden DE E25
prodir GmbH Kastellaun DE Eos
products & more GmbH Munchen DE A46
profipresent.com GmbH Ingelfingen DE B1o
PROMOWOLSCH - The Customer Factory Geseke DE F25/2
PSI Campaign of the Year 2014 Diisseldorf DE B26
PSI FIRST Gallery 2015 Diisseldorf DE B26
PSI PROMOTION WORLD Media Lounge Diisseldorf/Hannover DE B26
PSI Sourcing Services Dussledorf DE C60
Reed Exhibitions Deutschland GmbH Diisseldorf DE Céo
Retap ApS Copenhagen DK A13
ritterwerk GmbH Grobenzell DE E29
schrema werbung KG Gladenbach DE Bo8
sigikid H. Scharrer & Koch GmbH & Co. KG Mistelbach DE Bo3

S & P Werbeartikel GmbH Meerbusch DE C13
Service- und Ideenpark Hannover DE Bo8/C13
SoestMedia Inh. Marita Kempchen-Bock Soest DE Cog
Solutions! Styling, Promotion, Merchandising GmbH & Co. KG Hamburg DE C11
Sport Bockmann Holdorf DE Ao4
Stuco GmbH & Co KG Speicher DE Do8
Suthor Papierverarbeitung GmbH & Co. KG Nettetal DE F43/1
Tessloff Medienvertrieb GmbH & Co. KG Nirnberg DE Co3
VICTORINOX AG Ibach CH Ao8
Vossen Frottierwarenvertriebs GmbH Herzebrock-Méhler DE D26
WeSchu GmbH Ludwigsburg DE Eo6/1
Wolkenstiirmer Sybille Lienau GmbH Hamburg DE E20

Subject to change: Jan 30th, 2015
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Hanover Exhibition Grounds
www.psi-promotion-world.de /
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(2 Reed Exhibitions Trade Show for Haptic & Multisensory Communication
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BRIEF MESSAGE, LOW PRICES, BIG
EVERY MONTH+++EXCLUSIVE

IMPACT+++THE PSI
IN THE PSI JOURNAL+++BOOK NOW FOR THE NEXT ISSUE+++

CLASSIFIEDS MARKET+++NOW NEW

TEL.:+49(0)211-90191-114/-150+++FAX:+49(0)211-90191-180+++MAIL: PUBLISHING@PSI-NETWORK.DE

TEXTILIEN / TEXTILES

ST DRI L R RN

aparale 'e

Wiw.newwave-germany.com
SPORTARTIKEL / SPORT GOODS

PURE EMOTIONEN
VERMITTELN

PSI No. 44367

SPORT BOCKMANN GMBH S
DINKLAGER STRASSE 15 | 49451 HOLDORF * =~ % * =%
HOTLINE: 054 94/98 88-0
WWW SPORT-BOECKMANN.DE

PSI No. 44120 www.sport-boeckmann.com

Additional suppliers can be found in the reference work
PSI Supplier Finder 2/2014 or online in our
PSI Product Finder

www.psiproductfinder.de

REISEGEPACK / LUGGAGE

travelite GmbH + Co. KG — Merkurring 70-72 — D-22143 Hamburg
Tel. +49 (0)40-64 21 54-0 — www.travelite.de

PSI No. 46108 www.travelite.de
KUNSTSTOFF-ERZEUGNISSE /
INJECTION MOUDED PLASTIC PRODUCTS

Made
in

i = = - 5

Germany

www.promowolsch.de

info@promowolsch.de

" e iy

PSINo. 44724 www.promowolsch.de

WERBE-CD‘s / PROMOTIONAL CD‘s

SIE SUCHE
DIE PAS

- o WERBE

ENDE

EE ?
Unsere Ideen se

Ideen sehen nicht
~ nur gutaus,sondern
“haben auch den richtigen

Ton..." " 309, PS| Rabatt

www.hermann-media.de

PSI No. 49335 www.hermann-media.de
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SCHLUSSELANHANHER UND CHIPHALTER /

KEY FOBS AND TROLLEY COINS

Ortsschild Chiphalter

designgeschijgy

Pins & mehr GmbH & Co. KG
LechstraBe 10.8 » 86415 Mering / Germany

OO m== . 49.8233-79312-0
m info@pinsundmehr.de « www.pinsundmehr.de
PSINo. 46925 www.pinsundmehr.de

Y LAINAS
. PRODUCTS

PRODU

S

=

d@lainasproducts.com
www.lainasproducts.com

PSINo. 47361 www.lainasproducts.com
e

Document Safe® -
Schutzhiillen gegen Datendiebstahl

B GRERIRN ROIMMBREER
IXDERIXHEX l&m&l@

X AP PR A A A AR

[ R ) I 1 X e ) R e R e e TR BT P B (X (X R AR

PSI No. 43385 www.veloflex.de

Additional suppliers can be found in the reference work
PSI Supplier Finder 2/2014 or online in our
PSI Product Finder

www.psiproductfinder.de

KALENDER / CALENDARS

info@acar-europe.de
www.acar-europe.de

PSI N0055

Wir veredeln die Marke Ihrer Kunden.

B Duftlack

MW UV-Lack

M Strukturlack

M Relieflack

B Sonderfarbe

M Priagung

M Nachleuchtlack
M Folienkaschierung

2 a4
11 9 |10 11‘12 14 15
1216 17 18 19 20 12122
132324 25‘26 27(28 29

www.terminic.eu

14‘30 !1

PSINo. 41308 www.terminic.eu

‘ 1873
«gro

arti kalender & promotion service

DIE KALENDERWELT

Bildkalender | Organisationskalender
Terminkalender | Notizblcher

Arti Kalender & Promotion Service GmbH
Carl-Bertelsmann-StraBe 161 K | 33311 Gutersloh
Tel.: +495241 80-88899 | Fax: +495241 80-9525
info@arti-group.de | www.arti-group.de

LOSUNGE
SERVICE

PSI No. 40661 www.arti-group.de

Additional suppliers can be found in the reference work
PSI Supplier Finder 2/2014 or online in our
PSI Product Finder

www.psiproductfinder.de
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WERBE- UND PROMOTIONMATTEN /
ADVERTISING AND PROMOTION MATS

hdrsteler

INTERIOR Design

Horsteler Interior Design GmbH

Internet: www.hoersteler.de | email: verkauf@hoersteler.de

PSI No. 45973 www.hoersteler.de

Legen Sie sich lhren Kunden
vor deren Haustiire zu Fiien!

Die Promo-Mat made by
Kleen-Tex: elegant im Design
und schlank im Preis! Bereits
ab 25 Stlick erhdltlich!

Verfugbare GréRen: KLEE"‘TEX
40x 60 cm und 50 x 70 cm

For Promotion

PSINo.43358 www.promotions-mats.eu

Additional suppliers can be found in the reference work
PSI Supplier Finder 2/2014 or online in our
PSI Product Finder

www.psiproductfinder.de

SUSSWAREN / SWEETS

_.-.:.“""r e 1= s .
T l‘e:% ’.:J Schokoladenmiinzen
":I.I.- | -.:-" I_H_‘-‘H. el

. 5..'F|I -. ) - als Standard
N:'il_g“ o, \h‘-w Sl Euro-Artikel

oder als

PSI No. 45341 www.stereo-holland-gebaeck.de

FEUERZEUGE / LIGHTER

PSI No. 41565

sofort Katalog anfordern

LIGHTER

IN PROGRESS

Design & Promotion 2015

E Platiner

www.kp-platiner.at

www.kp-plattner.at

WERKZEUG, TECHNIK & ELEKTRONIK /

TOOLS, TECHNIQUE & ELECTRONICS

=

MOBILE

NS st raves

28

w.pfconclgipt.com

PSI No. 40972

www.pfconcept.com

Additional suppliers can be found in the reference work
PSI Supplier Finder 2/2014 or online in our

PSI Product Finder
www.psiproductfinder.de

HIGH-TECH ZUBEHOR / HIGH-TECH ACCESSORIES

DigiCleart

Screen Cleaners [t == : Also Available With:

Sticks To
All Phones
And Cases
'.

® 8

www.flexinno.com

PSINo. 49223

www.flexinno.com



www.psi-network.de PSI Journal 03/2015

Nur bis 15.02.15
zum Sonderpreis!

&Q

Fragen Sie gleich an!

Asia Pins Direct ‘ I ]

Erfahrung hat Zukunft s,

info@apd-gmbh.de | www.asiapinsdirect.de

PSI No. 45428 www.asiapinsdirect.de

PSI No. 48038

www.in-crystal.de

Additional suppliers can be found in the reference work
PSI Supplier Finder 2/2014 or online in our
PSI Product Finder

www.psiproductfinder.de

BAUMWOLLTASCHEN / COTTON BAGS

~ Tel:09571-947904

Fax:09571-9479048
verkauf@fischer-import.de
www.stutz-fischer-gmbh.de

Alte Coburger Str. 13 - 96215 Lichtenfels ~ HFS/1

PSI No. 42320

ordern Sie bitte den
Hauptkatalog an!

www.fischer.import.de

SPIELWAREN / TOYS

BRIXIES

BUILO LOVE

Kleine Steine
ganz grof3!
Bei Sonderanfertigungen:

PSI No. 46903

PSI 2015 Halle ¢
Stand 9L09

" N I i @
Goliath Toys GmbH, Ott6-Hahn-StraRe 46763303 Dreiei faltl
E:Mail: k.wanner@goliathgames.de, Tel 03/459180 _
A ; N '

www.goliathgames.de

WANDKARTEN / WALL MAPS

STIEFEL

KREATIVE WERBETRAGER A LA CARTE

PSINo. 49371

PLZ-ATLAS

EUROPAISCHE LANDER

» 30 europdische Staaten

» Einzeldarstellung der Lander

» die wichtigsten Stédten

» PLZ Bereiche

» Vorwahlverzeichnis der Lénder
» im Format DIN A4

» for den schnellen Uberblick

STIEFEL Eurocart GmbH - Felix-Wankel-Ring 13 o
85101 Lenting - Tel.: +49(0)84 56 924300
E-Mail:info@stiefel-online.de - www.stiefel-online.de

MESSE
STAND 11H19

PSINo. 43567 www.stiefel-online.de

Additional suppliers can be found in the reference work
PSI Supplier Finder 2/2014 or online in our
PSI Product Finder

www.psiproductfinder.de
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SONDERANFERTIGUNGEN / CUSTOM MADE ARTICLES MASSBANDER / MEASURING TAPES

Auf den Zentimeter genau,
Gewichtskontrolle nach Maf§

= Fasm

Hoechstmass Balzer GmbH

Wiesenstrafle 13 Telefon 0049 - 6196/5005-0  e-mail: info@hoechstmass.com
D-65843 Sulzbach/Ts.  Telefax 0049 - 6196/500555 www.hoechstmass.com

PSI No. 49291 www.laserpix.de PSINo. 41118 www.hoechstmass.com
GETRANKE / DRINKS VEREDELUNG & WERBEANBRINGUNG /
FINISHING & PROMOTIONAL LABELLING
SANDERS / PORZELLAN - GLAS - DRUCK
IMAGETOOLS.on
anke, Wellness & Hygiene g B,ﬂ ;}
DE e 1] Akliangesellichafl \
Bio TeaStick DER WERBEARTIKEL-SPEZIALIST -

PSI'No. 42087 www.koessingerag.de

Ihr Partner fur

Textildruck

PSI No. 48870 www.textildruck-europa.de

; ; WELLNESS & KOSMETIK / WELLNESS & COSMETICS

IHRE VISITENKARTE

Zahlreiche Streuartikel
und Présente rund um
den Bio TeaStick erhaltlich.

www.imagetools.com
Traunreuter StraBe 16 - D-93073 Neutraubling

PSI No. 46551 www.imagetools.com

SICHERHEITSMESSER / SAFETY CUTTERS

L
I
I
I
i
I
I
I
I
I
|
|
I
|
I

/Interzeit
IStWellnesszeit

Mit den Aromatiichern
von Coolike gut durch
den Winter kommen...

Additional suppliers can be found in the reference work \?\70';9‘ indivig_uell bed'ruckbar.
PSI Supplier Finder 2/2014 or online in our Ir beraten Sie geme!
PSI Product Finder
Qualitatsprodukt aus dem Hause

www.psiproductfinder.de (‘:'oelike

Coolike-Regnery GmbH 3 Besuchen Sie uns auf der

LilienthalstraBe 2-4 - D-64625 Bensheim » PS1 2015 - Halle 9, Stand E31
eMail: vw@coolike.de - www.coolike.de g
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ADOMA GmbH, Pettermandstr. 4/6, 88239 Wangen
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OPINION
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LET’S TALK ABOUT TEXTILES

M ost of us like buying clothes: labels
and brands, elegant for going out,
functional for work, sport and leisure.
Sometimes with astronomical margins in
the retail sector or ultra-cheap bargains.
T-shirts for 2.50 euros at discount stores,
well-known premium brands as imitations
in packs of 3 for 15 euros at markets in
southern Europe. What is sustainably pro-
duced, what is not? The public have been
aware of the working conditions in the pro-
ducing countries ever since a 9-storey
building complex in Bangladesh collapsed
in April 2013 and more than 1,100 people
were killed. And building inspectors had
actually carried out an inspection shortly
before.
In the textile industry, more than 60
million people worldwide work at thou-

sands of production facilities. Wal-Mart
alone buys from 65,000 suppliers. Goods
are manufactured where they can be pro-
duced at the cheapest prices. The pres-
sure on manufacturers is enormous. In-
siders claim the industry is by far the dirt-
iest. This also poses an image problem for
the textile industry, especially for the well-
known labels. A lot is said about sustain-
able production, but it can only be imple-
mented if it is also controlled. More and
more companies in the promotional prod-
uct industry are doing just that.

The textile product segment is one of
the most important segments in the pro-
motional product industry. Textiles account
for roughly 30 per cent of all products in
the industry. 46 per cent of the visitors to
the PSI 2015 are interested in textiles. Thus

» Alotis said about sustainable
production, butit can only be
implemented ifitis also controlled.
More and more companiesin the
promotional product industry are
doingjust that. «

the textile product group is the number 1
attention grabber at the trade show. This
was underlined by the activities in Hall10
and by the large number of exhibitors who
displayed textiles. What is important is that
PSI suppliers are a guarantee for high qual-
ity. Standards such as BSCI or Okotex are
now almost taken for granted. The hype
over the issue has taken on a new dimen-
sion. Even specialist certificates used by
suppliers of outdoor clothing are now used
as evidence of high quality.

According to the PSI trend barometer,
about 70 per cent of PSI suppliers focus
their attention on sustainability and qual-
ity. This stands in contrast to the buyers
of promotional products. Even though the
quality awareness of major companies us-
ing promotional products is increasing, the
price apparently still plays the most im-
portant role for most companies. Collec-
tively we have to counteract this. The in-
dustry buyer must be more willing to pay
more for quality. Only in this way will pro-
motional products be sustainable.

Best regards

.Mlchael Flétel

Publisher of PSI Journal
Managing Director PSI
michael.freter@psi-network.de
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Im direkten, personlichen Gesprach kann man am besten
mit seinen Produkten und Dienstleistungen liberzeugen. Aussteller auf deutschen Messen
wissen das. Und profitieren von 100% Kundenansprache ohne Streuverluste. Seien Sie

dabei. Mit unserer Unterstiitzung:

ERFOLG
MESSEN

[=] 3% =]
Die deutsche .
_AU M Messewirtschaft .
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Published exclusively for the promotional products trade
by PSI Promotional Product Service Institute,

Reed Exhibitions Deutschland GmbH

Volklinger StraRe 4, D-40219 Diisseldorf

Tel.: +49 211 90191-0

Fax:+4921190191-180

Internet: www.psi-network.de

Publisher: Michael Freter

Management: Hans-Joachim Erbel, André Weijde
Editing: Edit Line Verlags- und Produktions-GmbH
Dekan-Laist-Strafe 17, 55129 Mainz

by order of PSI GmbH

Editor-in-chief: Manfred Schlosser

Executive Editor: Ursula Geppert

Editors: Martin Hochemer, Anke Zimmermann,
Christian Jacob, Werner Menzel, Christoph Zimmermann,
Simon Dietzen

Duty Editor: Martin Hochemer
Project Manager Publishing: Anja Spaker
Advertising Sales Manager: Anja Spéker

SMART, PERSONABLE, USEFUL

w riting instruments are considered to be the promotional products par excellence.
Their continuing popularity has been repeatedly confirmed in recent studies. Smart,
personable and useful, they communicate advertising messages in endless variations.
Even in the age of digital media, they belong to the indispensable ‘small’ giants among
the promotional products. In the next issue, we will be presenting the latest creations
along with attractive office supplies, as well as promotionally-effective safety products.
Please give some thought to the product theme of the May issue with the main topics of
“Design, premiums, jewellery” and “Porcelain, glass, tableware” and send your product
presentations (image and text) no later than 18 March 2015 to: Edit Line GmbH, Redaktion PSI
Journal, e-mail hoechemer@edit-line.de. <

REMARKABLE PRESENTATIONS

P romotional product distributors and agencies represent an important link in the
2 value-added chain of the promotional product industry. They act as intermediaries
of the three-dimensional advertising medium between suppliers and customers. And
as consultation-intensive forms of communication, in-house trade shows demonstrate
the strong impact of purposefully used promotional products in the marketing mix of
advertising companies. In the next issue, we will be reporting on a selection of events

in the current in-house trade show season.

<

ANYTHING BUT OFF THE SHELF

P roducing over three million promotional products, KMS Knobe Marketing Servic-
¥ es GmbH is one of Europe’s most prolific specialist suppliers of international pro-
motional products, mailing supplements and customised products in large quantities.
Headquartered in Frankfurt am Main, the company can boast 25 successful years in

the market.

KEY ACCOUNTS

Key Account Manager: Armin Cyrus,
Tel.: +49 211 90 191-161, armin.cyrus@reedexpo.de

CROSS MEDIA SALES

Sales Manager: Senija Menzel
Tel.: +49 211 90 191-114, senija.menzel@reedexpo.de

Sales Executive: Thomas Passenheim
Tel.: +49 211 90 191-150,
thomas.passenheim@reedexpo.de

REGIONAL CONTACTS

Belgium and France: Reed Exhibitions ISG Belgium
and France

Ombline Delannoy

Tel.: +33 179719306, odelannoy@reed-export.fr

Italy: Reed Exhibitions ISG Italy s.r.1.
Luigi Quadrelli
Tel.: +39 02 43517048, luigi.quadrelli@reedexpo.it

Spain: GPE S.L.
Ludivine Bastien
Tel.: + 34 93 4244000, gpe@gpexpo.com

Turkey: Istexpo

Eyliil Ingin

Tel.: +90 212 275 8283, eylul@istexpo.com

UK: Reed Exhibitions ISG UK

Richard Thiele

Tel.: +44 208 9 10 78 21, richard.thiele@reedexpo.co.uk

<
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by order of PSI Promotional Product Service Institute,
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International
Tradefair

® |deas
® [nventions
e New Products

N

2015
29.10.-1.11.

Messe NUurnberg
Germany - Hall 12

in cooperation with:

I:l International Federation
of Inventors’ Associations
Organization: AFAG Messen und Ausstellungen GmbH

Fair Management iENA 2015 - Messezentrum 1, 90471 Niirnberg, Germany SijddeutscheZeirung @a@ﬂﬂ
@ +49(0)911-9 88 33- 570 - @+49(O)911 -98833-579-iena@afag.de
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Powerful messages

Innovative giveaways 2015

Retro glass 45

CHelEime

Corny cereal bar Lolly-Box

opather

Chocolate cookie

Messages that hit the mark!

Fantastic innovations, well-known brands: you: will find
just the right tasty giveaway to tempt your target groups’
taste buds:in our2015 range. From the retro glassa sales
rep can take:along on-a customer visit through the Corny
cereal bar or Chupa: Chups:Lolly-Box for events to the

Bahlsen:cookie: for:a business meeting. We: will: customise
your promotional tools in your:.company CD even in mini
print runs: Request infarmation and the new free catalogue
from www.jung-europe.de

[ J
®
Uhlandstrasse 36 ::: 71665:Vaihingen/Enz : - -Germany: - Tel.::+49:7042/907-0 :: - www.jung-europe.de /””g;
BONBONFABRIK:






