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EUROPE IS QUIET

F or a good two years, nothing more has been heard from eppa (European Promo-
2 _tional Products Association) and even before that little had been heard about the
European association. The plans of the past years, a dilettantishly organized image cam-
paign and a certification at the European level have fizzled out or come to nothing. The
money for the campaign could just as well have been thrown down the drain, and no
one knows whether any of the work on the certification will ever be practical enough
to see the light of day. But where a great deal of money has
trickled away, someone has to bring up the subject, howev-
er painful it may be. It is remarkable that even the compa-
nies who paid the piper have been left holding nothing, vir-
tually without a complaint.

It is high time to subject the failings to thorough scruti-
ny. And then everything has to be put forward. Even the
quite earnest question as to whether an industry like the
promotional product industry has any need at all for a Eu-
ropean association. If we need it, then we must ask our-
selves how an association of this type has to be structured
in order for its work to be efficient and success-oriented.
On this basis, a budget must be prepared and a concept
submitted regarding how the funds can be used. Once this

Manfred Schlésser

has all been done and enough money is in the till, then it will
be time to once again start on the specific planning for a reinvigorated eppa.

In my opinion, a permanent, competent office with staff who are just as competent
must be set up in Brussels if the whole thing is to make any sense at all. The necessary
continuity in association work cannot come out of a circle of constantly changing na-
tional boardrooms. Brussels is the only European city where so many elderly gentle-
men meet for important talks without achieving any results. But this cannot be the fu-
ture of eppa. Nor a kind of business club like a few actors of the recent past want it to
be. Here the perfectly justified question is Business how and for whom?

The European promotional product industry is faced with a daunting task. It will
now have to confront existential questions. Not a very enticing task for honorary stake-
holders. Let us hope that there are enough people who know that political lobbying is
a major factor in ensuring the well-being and the future of their own companies.

Keeping this in mind

b Ml

Manfred Schlosser
Editor-in-Chief PSI Journal
Your opinion: schloesser@edit-line.de
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COMPLIANCE: UNCERTAINTY ABOUNDS 10

Compliance s the latest controversialissue in the in-
dustry. Excessive regulations, largely without a legal
basis, are making both advertisers and recipients
uncertain. We spoke with compliance expert Dr. Hans
Riick, a professor at the University of Worms, about the
consequences of the new regulation mania and possi-
ble options for the industry to take action.

RUPPNER TRADE SHOW: ADDED VALUE FOR CUSTOMERS 36

On 27 April, the team at Werbemittel Riippner GmbH &
Co. KG from Braunsbedra invited its customers to the an-
nualin-house trade show, which once again took place at
the Leonardo Hotel Weimar. Once again, it was an event
with added value for guests.

PRODUCT GUIDE: WINTERAND OUTDOOR 38

Given their “nature”, people continually require the ele-
mentary outdoor experience even in a completely tightly
organized living environment. Awhole industry is devot-
edto this urge and the promotional product industry has
alot to contribute to this theme.

www.climatepartner.com
ID: 53739-1409-1002

Made in Germany
In Switzerland, Caran d’Ache is synonymous with graph-

ite and coloured pencils. The name has long since become
a premium brand for fine writing instruments. This year,
the company that was founded as “La Fabrique Genevoise
de crayons” in 1915 celebrates its 100th anniversary.
Carole Hiibscher, the fourth generation, has been at the
helm for the past three years.
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CLASSICWITH MODERN ZEITGEIST
“Madison Park” picnic basket

Inspirion GmbH

PSINo.: 42907

www.promotiontops.eu

GPS OF DAYS GONE BY

“San Jose” compass

KASPER & RICHTER GmbH & Co. KG
PSINo.: 40043
www.kasper-richter.de

ALLROUND OFFICE BRIGADE
“Firefighter” paperweight
TROIKA Germany GmbH

PSINo.: 46311

www.troika.org

ATOUCH OF NOSTALGIA

Nostalgics are commonly defined as people who wist-
fully yearn for the nostalgic past, often highly idealized
times in memory. They are often accused of wanting

to escape from the presence. The Swiss physician
Johannes Hofer coined the term nostalgia as early as
1688 and thus described the pathological nostalgia
symptoms of Swiss mercenaries who were serving

RETROLOOK MEETS COOLSOUND European monarchs. In the 19th century, nostalgia
Bluetooth mini loudspeaker “Mr. Beat” was actually interpreted as a form of depression. It
Nestler-matho GmbH & Co. KG was not until the late 2oth century that the picture
PSINo.: 41816 changed somewhat. Today studies show that nostalgic
www.nestler-matho.de thoughts and products can have a positive effect on

the mind. The advertising industry is trying to exploit
the affinity for nostalgia through specific measures
such as retrolook. The fact that this can be attractively
achieved by certain promotional products is shown, for
example, by the products listed here.
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SMALL BALL - GREAT IMPACT
Physio reflex balls

Gockener GmbH

PSINo.: 43242
www.goeckener.de

FRESH SCORE FOR THE SUMMER KITCHEN
Fresh Herbs Trio mini herb garden

EMSA GmbH

PSINo.: 42692

Www.emsa.com

FOR NATURAL DRINKING
PLEASURE

Bendable drinking straws
Bio-Strohhalme GmbH

PSINo.: 49444
www.bio-strohhalme.de

GENUINE SUMMER HITS

“In the Summertime” is a pop song published
by the British band “Mungo Jerry” in 1970. To
this day, it has been sold 30 million times (not
" counting the cover versions) and is considered
to be the top-selling summer hit to date. Opin-
ionis greatly divided as to whether summer
time, i.e. the seasonal time change, is a hit. It
was suggested —independently of one another
—by George Vernon Hudson in 1895 and by Wil-
liam Willett in 1907. Since 1909, the New Zea-
land MP Sir Thomas Kay Sidey continuously
introduced —and initially also continuously
unsuccessfully - a legislative proposal. It was
not until 1927 before it was implemented in
the “Summer Time Act”. The time change was

PRACTICAL COMPANIONS first applied in parts of Europe on 30 April 1916.
ActionSafe Some 60 years later, most countries of the

Global Innovations Germany GmbH & Co. KG then European Community decided to intro-

PSINo.: 46626 duce a uniform summer time —success or not.

www.globalinnovations.de Genuine hits for summer (and beyond) are the
promotional products presented here.
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# Ambiguous rules, a lot of scope for interpreta-

tion: Dealing with compliance is a balancing
act for everyone involved.

COMPLIANCE

P romotional products are highly effec-

2 tive marketing instruments whose ef-
U N C E RTAI N TY fects are long lasting without any notable
wastage. This is known from experience
and has also been thoroughly proven by
A BO U N D S studies. Likeable, functional and guaran-
teed to attract attention, they are multi-
sensory advertising vehicles that can get
Compliance is the latest controversial issue in the industry. people enthused. As legal and legitimate
And rightly so, since at present compliance is the mostimpor- ~ marketing instruments, they fulfil an im-
tant cause of falling sales figures in the promotional products ~ Pertnt competitive function in our mar-
. . . . ket economy. An individually selected,
industry, along with budget cutbacks. Excessive regulations, high-value business present goes beyond
largely without a legal basis, are making both advertisersand  the mere advertising effect, conveying ap-
recipients uncertain. We spoke with compliance expert Dr. preciation and thanks to business partners
Hans Riick, a professor at the University of Worms, about the ~ 2nddelighting themat the same time. The
. . . use of promotional products in campaigns

consequences of the new regulation mania and possible op-

; ) . has along tradition and small gifts are part
tions for the industry to take action. of common business practice. These are

facts and the basis of our business. That
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recipients get considerable personal ad-
vantages from promotional products and
presents which obligate or encourage them
to actin a particular way is an absurd idea
—even in view of the tax deductibility of
€ 35 at present. Nonetheless, the relative-
ly new profession of compliance officer
has managed to shift promotional prod-
ucts close to the acceptance of undue ad-
vantage and even bribery, thereby mak-
ing life difficult for the industry. The un-
certainty regarding what items companies
can use and what employees are allowed
to accept without rousing suspicions of
corruption is causing both sides to adopt
an attitude of refusal resulting in business
partners feeling quickly rebuffed and un-
necessarily wasting advertising chances.
This harms the industry and the economy.

Professor Riick, compliance is a phenomenon
which is having an increasingly restrictive
effect on the promotional products industry.
Other industries, such as sponsoring or the
event industry and tourism, are also suffering
from prohibitions and restrictions. What is
behind all this?

The aim of compliance is to keep compa-
nies honest. It usually focuses on bribery
and other illegal or unethical practices, such
as money laundering or child labour. Hence
compliance is a very important and - as
the recent scandals involving everything
from Siemens to Ergo have shown — well-
founded concern. In the area of market-
ing, attention is paid primarily to possible
illegal or unfair influence on decisions made
by customers or suppliers due to gifts of
all kinds. These gifts include promotional
products and advertising gifts as a matter
of principle — especially those able to cre-
ate a feeling of obligation in the recipient,
whether owing to their equivalent finan-
cial value or their exclusivity (for instance,
because they are not otherwise available).
Promotional gifts can have this effect if
they are personal and of higher value. The
problem with compliance is that even give-
aways of little value are now being drawn
in. However, who would manipulate a busi-
ness decision for a key chain pendant or
notepad? This idea is laughable. Giveaways
are being dragged into the discussion on
compliance without any logical reason.

Is it true that the regulations in healthcare
are especially strict?

Yes, in the past there have been especial-
ly egregious abuses in this area. As a re-
sponse, the FSA (Freiwillige Selbstkon-
trolle fiir die Arzneimittelindustrie, Vol-
untary Self-Regulation for the Pharma-
ceuticals Industry) was founded in Ger-
many, and more than sixty pharma com-
panies have now joined. They have giv-
en themselves a code which is binding
on the industry. The business office acts
as a court of arbitration and can levy fines
of up to € 250,000. However, lawmakers
are obviously not satisfied with this self-
regulation. They are planning to intro-
duce a new paragraph (299a) into the crim-
inal code on “corruption in the health sec-
tor”. A draft bill has already been submit-
ted. However, this is couched in quite gen-
eral terms. For instance, its speaks of a
“de minimis” threshold for permissible
gifts without stating a specific value for
this threshold. “Socially acceptable” gifts
are still to be allowed, although this is not
specified in more detail, either. Interest-
ing for the promotional product industry

11
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is the statement that “minor or general-
ly customary promotional gifts” are to be
expressly permitted. However, the phar-
maceuticals industry already went beyond
this in its aspiration for preemptive obe-
dience by prohibiting all promotional prod-
ucts (such as ballpoint pens, notepads or
the like) regardless of their financial val-
ue as gifts to physicians or other health-
care staff since 1 July 2014. This shows
us that the legal requirements are not nec-
essarily the problem, but an excessive
self-requlation of business which does not
make the effort to distinguish between
high-value advertising gifts and low-value
giveaways.

Why are even low-cost giveaways falling into
disrepute?

This is probably due to the strong mo-
mentum of compliance itself, which I'm
afraid in many places makes it a foregone
conclusion that every gift, no matter how
low in value, is to be viewed with suspi-
cion. As early as 2013, for example, the
BME (Bundesverband Materialwirtschaft,
Einkauf und Logistik e.V.) purchasers’ as-
sociation issued a press release —fitting-
ly shortly before Christmas — that they

would reject gifts for purchasers as a mat-
ter of principle, loosely based on the ad-
age “... and lead us not into temptation!”
In this case, of course, marketing and
distribution have opposite interests —lead-
ing customers into temptation is their job,
and promotional gifts and giveaways are,
first of all, a perfectly legitimate and le-
gal means to this end. The legal system
of our economy has so far also always
assumed the recipient of gifts to be re-
sponsible and mature, this was the so-
cial consensus. However, this is crum-
bling due to the scandals of recent years.
Increasingly, a climate of uncertainty and
distrust prevails in companies when it
comes to promotional gifts, and to ward
away any and all suspicion, more and
more employees are refusing any sort of
gift. The in-house bureaucracy also does
its part, for example, when a leading chem-
icals company requires every giveaway
worth more than five euros to be entered
into a list which is then evaluated by the
corporate audit. Of course, no one both-
ers with the effort required to keep this
sort of list for low-cost promotional prod-
ucts, but would rather get rid of them
right away.

Where does this rampant uncertainty come
from?

It is probably due to fact that the regula-
tions are so numerous and lacking in trans-
parency. Compliance has more than one
source, after all: first there is criminal law,
then tax law, as well as the industry code
(ethics guidelines) like the pharma code,
and finally the specific codes of conduct
companies write up for their own employ-
ees. And all these different sources con-
tain differing regulations on what is pun-
ishable and what is fair. Just consider the
different provision for promotional prod-
ucts when we compare the limits of tax
deductibility with the limits on the obliga-
tion to report in various companies. What
is more, many regulations require inter-
pretation, such as the so-called “separa-
tion rule” stating that gifts are not permit-
ted to persons directly involved in pend-
ing procurement decisions. However, what
does “directly involved” mean? And what
is “pending”, when exactly does the phase
of “pending” begin? Furthermore, of course,
gifts given immediately following a pro-
curement decision are not permitted, even
if that is not written in the relevant guide-
line. And there are also other rules gov-
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erning regularly repeated procurement de-
cisions. In brief, it is all rather unclear and
unreliable, thereby causing uncertainty.
In brief, compliance has led to an enor-
mous increase in complexity in compa-
nies, and they are now trying to reduce
this complexity by formulating rules that
are as simple as possible. Here no differ-
ence is made any more between promo-
tional gifts (high in value and personal)
and giveaways (low in value and anony-
mous), but all promotional products are
lumped together and prohibited with a
stroke of the pen (pharmaceuticals), or they
are made practically impossible to accept
owing to documentation obligations. Be-
cause it is not possible to precisely esti-
mate the risks they face, they try to avoid
as many risks as possible.

What role do compliance officers play?

The promotional product industry should
not expect any help from compliance of-
ficers. Their job is to avoid legal risks for
their own companies. And in doing so, they
see anything that even remotely smacks of
“sweetening a deal” or improper influence
on business decisions as a thorn in their
side. We cannot reproach the compliance
officers for this, it is simply not in their in-
terest and not their job to be generous to
the promotional product industry. When it
comes to promotional gifts and giveaways,
marketing and distribution must take it up
with the compliance officers on their own.
For what one’s own company no longer
accepts will soon not be accepted by cus-
tomers, either. Here compliance acts like
a boomerang that comes back to hit the
one who tossed it.

The BWL/GWW has joined you in taking up
the topic of compliance in its current busi-
ness survey. In this connection, you have ex-
amined the effects of compliance on busi-
ness with promotional products. What in-
sights have you gained?

Compliance, along with budget cutbacks,
is the main reason for the restriction of
promotional product sales among both dis-
tributors and suppliers, although high-val-
ue products are more strongly affected than

giveaways. This is sure to be the most im-
portant finding. The amount of the losses
is estimated differently by suppliers and
distributors. However, most of those sur-
veyed do not assess sales declines as long-
term threats to their livelihoods. Nonethe-
less, compliance is going to be one of the
most important issues for the industry in
the coming years.

We now know that compliance is not a pas-
sing phenomenon. It is understandable that
caution is advised, especially with high-va-
lue gifts, but should promotional products
and minor gifts be generally viewed with
suspicion. What options for action do you
see for the promotional product industry to
limit the damage?

The promotional product industry must not
limit itself to complaining about existing
regulations and demanding changes, but
it must shape the regulations in its own fa-
vour. To do so, it will be necessary to talk
to those in companies and associations who
make the rules. This also includes explain-
ing the significance of promotional prod-
ucts as a powerful form of advertising to
the compliance officers and showing how
and why promotional products are effec-
tive. It is also important to keep stressing
the importance of advertising in keeping

a market economy functioning smoothly.
Awareness for this is currently being lost
in an increasingly market-hostile climate.
The promotional products industry must
also give its distributors compliance-rele-
vant arguments in the sense of “foresight-
ed treatment of objections”. And most ba-
sically, it should join together with profes-
sional associations and media from mar-
keting and distribution to work toward rais-
ing awareness for the topic of avoiding un-
necessary damages from compliance in
companies, the industry and also politics.
At the association level, this would be a
job for the GWW and ZAW.

What should companies bear in mind when
using promotional products and presents for
customer care?

We distinguish between four central prin-
ciples that companies should adhere to in
order to avoid any sort of suspicion: fol-
lowing the principle of transparency, all
gifts should always be given openly to avoid
the impression of secrecy. In addition, all
gifts should documented so that they are
understandable by third parties. Accord-
ing to the principle of separation, gifts
should in no case be coupled with any quid
pro quo. Every semblance of even attempt-
ing to influence someone with regard to a
specific business decision must be avoid-
ed at all costs. And finally, the equivalen-
cy principle calls for gifts to be objective-
ly and socially acceptable. I can only ad-
vise all corporate employees and execu-
tives to heighten their awareness of the
compliance problem and to exercise cau-
tion, but without overreacting. <

Prof. Dr. Hans Riick (50) is Dean of the Faculty
of Tourism/Transportation at the University
of Worms, where he teaches marketing. He is
considered one of Germany’s leading experts
on the subject of compliance in marketing
and distribution, and is a member of the
Deutschen Institut fiir Compliance (DICO)
e.V.,, the German institute of compliance.
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CHOCOLATE AND SWEETS
SWEET PROMOTION

Itis a well-known fact that advertising with fine sweets is certainly effective. It is always
fascinating, however, how diverse the sweet advertising messages can be. The following
pages giveyou an idea of the diversity of the different promotional possibilities of

this taste.

M any advertising companies have already recognized that compared to other forms
H®R of promotion, the unbeatable effectiveness of representational advertising is mainly
due to its multi-sensory properties. Although there is still plenty of potential and scope
for further persuasion, for anyone who has been fascinated by promotional products and
their varied messages, this medium remains a permanent fixture in their marketing mix.
In the June issue, we will be presenting a group of product that appeal to multiple sen-
ses merely due to their appearance. We are talking about chocolate and sweets. They
are aimed directly at the interaction of sight, taste, smell and touch, which forms the
overall impression of taste. And among all the tastes, sweets belong to the favourites of
most people. It is thus no wonder that advertising with them is so effective. Of course,
the appearance also has to be right. And therefore multiple sensory elements combine
to form the taste — such as a pleasurable experience that is long remembered. <
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LINDT MAKES ADVENT EVEN LOVELIER

he Advent calendar specialist Jung is creating additional high-quality target
_® group contacts for the pre-Christmas season with its new Advent calendars filled
with the fines chocolates from Lindt. The fully customizable “ornaments” advertise
for all of 24 days, giving recipients a long-lasting positive memory. The “mini-ball
Advent calendar” is fill with 24 Lindor mini-balls in the flavours of milk chocolate,
white chocolate and caramel. A fold-out adjustable foot enables it to be used as a

table or wall calendar. The calendar can be fully customized with 4-c digital printing.

The “little bar Advent calendar” is also a stand-up solid cardboard cover filled with
24 small Lindt milk chocolate bars. Apart from customized design with digital
printing, there is also a selection of motif patterns to choose from. The “mini-ball
tower Advent calendar” is a stately tower made of solid cardboard. The special
advantage of the tower is that five advertising surfaces can be designed with digital
printing (the declaration is found on the bottom).

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

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

N 2

af 5!

&'

kaiserstuhl
chocolaterie

Die feinsten suBen
Werbeartikel

| WEBW3RK

l,,-.'-m:rlilll‘il"“

Schokoladengenuss
und viele weitere StiBwaren

Kaiserstuhl Ghocolaterie
GmbH & Co. KG

Ersteiner Str. 10a

79346 Endingen

= Tel. +49 (0) 7642 90 00 90
info@kaiserstuhl-chocolaterie.de
www.kaiserstuhl-chocolaterie.de




16

PRODUCT GUIDE PSI Journal 6/2015 www.psi-network.de

CHOCOLATE DAYS

hocolate days are also available from Magna sweets. New to the range are the
= chocolate-covered pumpkin seeds. High-quality pumpkin seeds covered with
white, semisweet and milk chocolate. Or how about a delicate mixture of sweet and
savoury? The chocolate-covered salty pretzels are finding ever more fans and are a
real taste sensation. Both products come packed in individually printed promotional
pouches. An ongoing bestseller are also the almonds in promotional pouches. The
almonds are covered with melt-in-the-mouth chocolate and come in the flavours of
cream cocoa, coconut, cinnamon, and tiramisu, or as an almond mix covered in
white, semisweet and milk chocolate.

WiIR HABREMN DIE
KERN-KOMPETENEZ.

41617 * Magna sweets GmbH ¢ Tel +49 8146 99660

info@magna-sweets.de e www.magna-sweets.de

TASTY RELIEF

ttractive chocolate bars with advertising relief in a gift box
& B are supplied by Kaiserstuhl Chocolaterie. Each of these
consists of 150 grams of the finest chocolate and come in four
different varieties: 35 % milk chocolate, 41 % quality milk
chocolate, 60 % semisweet and 70% semisweet. The bars with
aribbed edge bear a stylized cocoa bean on the ribs as a motif.
The logo made of chocolate is poured directly into the middle
of the chocolate as a relief. The standard reliefs “HAPPY
| HOLIDAYS” and “THANK YOU” are available without tool
i costs. The bars are individually wrapped in clear cellophane.
I| In addition, each bar is also packaged in a white cardboard
| cover which can be printed on all sides, also in gold Chromo-
Mm ® Teitung { lux and other colours. The cardboard boxes are closed with a
: tab on the back. The advertising relief remains visible through
¥ a viewing panel in the cardboard box. The minimum order
quantity is fifty units with individual relief. More information,
offers and samples are available directly from the company.
48639 * Kaiserstuhl Chocolaterie GmbH & Co KG © Tel + 49 7642 9000-95

info@kaiserstuhl-chocolaterie.de e www.kaiserstuhl-chocolaterie.de
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PICK UP - THE BRAND-NAME COOKIE

ung Bonbonfabrik is now offering another strong, popular

brand as a bearer of successful advertising: Leibniz from
Bahlsen. Very popular and well known in the food retail market
is the Pick Up Choco (genuine crunchy chocolate between two
Leibniz cookies). Custom advertising is applied in 4-c printing
on a surrounding paper banderole. This keeps the original
package intact. Thus even tiny orders of 500 or more can be
supplied.
41545 © Jung Bonbonfabrik GmbH & Co. KG ¢ Tel +49 7042 9070
zentrale@jung-europe.de e www.jung-europe.de

ENTICING WITHOUT CALORIES

K undenpflege Wellness & Care GmbH & Co.KG in Traben-
B ® Trarbach is putting its trust in “Sweet Care”. The various
“treats” are wrapped, rolled or folded from coloured guest
towels. This is finally a solution to give hand towels an original
“package” — a present that can be seen and tasted with the
eyes. The “little cream tartlets” consist of a guest towel
(approx. 30 x 30 cm) and is decorated with meringue and a
magnetic fruit.

46887 * Kundenpflege Wellness & Care GmbH & Co. KG

Tel +49 6541 812950 ® info@kunden-pflege.de e www.kunden-pflege.de

HOT CHOCOLATE

—

o

he “Hot Chocolate” chocolate fondue from Inspirion will make anyone with a
—=_sweet tooth simply melt away. The fondue needs no electricity, but only a candle
to melt the chocolate. The white ceramic mug has a hollow space for a tealight. Fruit,
cookies or gummy bears are ideal for dipping and the two stainless steel forks with
plastic handles make it fun to spear them for a dip in the chocolate. On the breakfast
buffet, at a romantic dinner or as a dessert highlight, this fondue in the form of a
mug is always the sweetest of treats and also has enough space for tasteful advertis-
ing messages. It comes in a cardboard gift box.

42907 © Inspirion GmbH e Tel +49 42152270
info@inspirion.eu e www.inspirion.eu



MEN THAT MELT IN YOUR MOUTH

he “Gingerbread Man” advent calendar from Chocolissimo is not only waiting
_® with delicious little chocolates with a Christmas design, but it also contains an ex-
quisite selection of gingerbread men. The chocolates are made out of the finest milk
chocolate instead of gingerbread and are decorated with white chocolate. The little
men will melt in your mouth. The packaging for the “Gingerbread Man” advent
calendar can be given a customized design. For a minimum order of 100 units, a
banderole with a special design selected by the customer can be wrapped around the
package. For a minimum order of 300 units, the packaging of the advent calendar
can also be designed according to your own wishes. The “Gingerbread Man” advent
calendar makes for an ideal and striking gift for customers or employees also in part
due to its size (approx. A3).
48316 ° Chocolissimo by MM Brown Deutschland GmbH e Tel +49 69 25427127
verkauf@chocolissimo.de e www.chocolissimo.de

A NEW WAY TO HAVE FUN AT PARTIES

C ake pops are the latest trend in the area of “fun cooking”. And a star when it
= comes to food preparation is the “Tristar Cake Pop Maker” from the Lehoff
product range. This will conjure up the tastiest cake pops in no time at all, thus
guaranteeing a party mood for all ages. The “Tristar Cake Pop Maker” can manage
twelve cake pops per cycle. This powerful appliance
comes complete with suggested recipes, fifty “lollipop
sticks” for the cake pops and a special fork for
handling.

41259 © Lehoff Im- und Export GmbH e Tel +49 40 529607-0
info@lehoff.de e www.lehoff.de
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Gingerbread Man
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Christmas Tree

MM Brown Deutschland GmbH

Eschborner Landstr. 55
60489 Frankfurt a/M
Tel: +49 (0)69 254 271 27
E-Mail: verkauf@chocolissimo.de
www.chocolissimo.de
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A WHOLE WORLD OF CHOCOLATE

M arkenreich GmbH lets you order individualized advertis-

ing gifts on order from as few as fifty or more. Whether
for invitations, product presentations, trade shows or customer
gifts, the products from “my Sckoko World” enable recipients
to keep a sweet memory of the advertisers. All products
consist of 24 little chocolate bars which can be produced as a
puzzle, a memo or with 24 different motifs. Each chocolate
creation is made of the finest Belgian chocolate, packed in a
high-quality gift box and finished by hand in Germany. After
the chocolate has been eaten, the photos included make for
reminiscences of a special gift. With an individualized sticker
greeting on the front of the gift box, you can give the product
not only a very personal note, but also place a specific
message.

48670 ® Markenreich GmbH e Tel +49 2175 157970
info@markenreich.de e www.markenreich.de
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SUN, BEACH AND A KISS

A nyone who can’t wait for his holiday to begin can get

7 B a taste of summer with the kiss-shaped fruit gummy
“Kussmiinder” from Kalfany SiiSe Werbung. With their deep
red colour and plump shape, these tasty red lips invite people
to open the wrapping of your promotional product. A full-
bodied fruity cherry aroma gives you an early taste of your
well-deserved holiday whenever and wherever you are in the
mood. Kalfany Stife Werbung makes the enticing kiss-shaped
fruit gummies out of 10 per cent fruit from fruit juice concent-
rate and colouring plant extracts using a IFS certified method.
How the kiss-shaped gummies are to be packaged is left
completely up to the customer. Whether in a see-through or
simple white advertising bag, the bag’s design is completely
up to you.

42706 * Kalfany Siile Werbung GmbH & Co. KG ® Tel +49 7643 8010
vertrieb@kalfany-suesse-werbung.de e www.kalfany-suesse-werbung.de

FOR PEOPLE WITH A SWEET TOOTH

I ce cream tastes twice as good when you eat it out of the

¥ colourful ice cream cup set called Giaveno, which is featured
in the product line of Easy Gifts; the set includes four plastic
cups in different colours with matching plastic spoons. Giaveno
is the perfect addition to the ice cream scoop with the product
number 2721. The specialists from Easy Gifts can place an
advertisement on the individual packaging by means of a
sticker. Giaveno is delivered as a set in a transparent PVC box.
47300 ° Easy Gifts GmbH ¢ Tel +49 911 81781111

info@easygifts.de e www.easygifts.de
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TOP-QUALITY BUSINESS MAILINGS

I nnovative mailings are an important building block for a successful cross-media campaign. CD Lux

¥ GmbH offers mailings which will catch people’s attention and curiosity. Customers will find a wonderful
selection of the finest pralines from Lindt & Spriingli in the “Small Thanks” premium mailing. The top of the
praline box can have a personalised imprint placed on it, as can the exclusive packaging for shipping. The
business mailing called “Countdown Calendar XXS” can be used to send people a reminder for trade fairs,
event or anniversaries. The individually designed shipping packaging and the “probably smallest chocolate
calendar in the world” are a guarantee for optimal customer loyalty. In addition to the delicious chocolate
mailings, there is also a business mailing called “Premium gummy bears” with sweet, top-quality gummy
bears. And just in time for Christmas, the promotional advents calendar can be sent in an advent calendar
premium mailing from CD-Lux with customized printing upon request.

45452 ® CD-Lux GmbH ¢ Tel +49 9971 8571-0

info@cd-lux.de e www.cd-lux.de

LOGO LOLLIPOPS

I- ogo Lollipops are made to order and a mould is required before manufacturing
2= can start. Once we have seen and approved the design a digital proof is made of
the mould and this is sent to the customer for approval. Once approved a mould is
made and the lollipops are made in batches. Each bath yields 400-450 lollipops
depending on the design. Logo lollipops are made in colours to match customers
branding. The lollipops are in a single colour with the text or image highlighted in
another colour, usually white, although other colours can be used. Lollipops are
usually fruit flavoured but mostflavours are available. Product shelf life is 18 months
provided, the product is stored in cool and dry conditions. The product is free of all
allergens including Sulphite, it is Gluten free and suitable for Vegans and Vegetarians
and is Kosher. Coronation Rock sold over one million of these lollipops in 2014

in the UK and now see great potential for the product across Europe and we are keen
to work with new distributors. In 2016 we will again exhibit at the PSI show in
Dusseldorf.

49401 © Coronation Rock Limited ¢ Tel +44 1253 362-810

sales@coronationrock.co.uk e www.coronationrock.co.uk
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A BIT OF “EXTRA” ATTENTION

H ow can you make the opening of a business, a trade show,
2 ¥ an anniversary or an event unforgettable? The recipe for
success in this endeavour combines a sweet present with an
individual invitation: the Countdown Calendars from CD-Lux
remind customers of the occasion every day with the finest
brand-name chocolate from the likes of Lindt & Spriingli or
Sarotti. And you decide yourself how many of the little doors
there should be. To make the Countdown Calendar a real eye
catcher, CD-Lux will put an individualized motif and logo on it.
A custom contour can also make the calendar into a one-of-
a-kind product. And with its practical table stand, it will find
room on any desk. CD-Lux also writes up personal offers and

supplies a neutral sample package or a non-binding layout Wir inormiere_n Sie gerne!
suggestion. Vertriebs-Hotline: 076 43/801-555

45452 © CD-Lux GmbH ¢ Tel +49 9971 8571-0 Vertrieb tliber Werbemittelfachhandel.

info@cd-lux.de e www.cd-lux.de

~'www.suesse-werbung.de
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DO-IT-YOURSELF ADVERTISING

D o-it-yourself” has been a trend for many years. Even
= people who have never put something together by
themselves are now trying it and are on the lookout for new
ideas. There can never be enough ideas, whether you're
looking for a creative solution for where to put decorative
flowers for balconies, for a gift for your best friend, or for a
container to hold a big pile of pralines. The publishing house
DK Verlag is known for its creative books with clearly struc-
tured and illustrated instructions, which in turn make do-it-
yourself very easy to achieve. Anyone can create a very special
and valuable promotional product by just using the instruc-
tions for gifts (just recently used for the Mondelez premium
program/Jacobs Coffee), for sweet treats for your loved ones,
or for exciting garden projects with your kids. Nearly any
object that fits inside your creation can be used with the DK
products, e.g. a cooking utensil or ingredient, small or large —
there are hardly any limits here. This type of promotional
product guarantees that people will pay close attention to it
for a long time.

48489 * Dorling Kindersley Verlag GmbH ¢ Tel +49 89 442326-221
sondervertrieb@dk-germany.de e www.dorlingkindersley.de

A CRUNCHY CLASSIC

I. ogolini Prasente, c¢/o Fickenschers Backhaus GmbH, the
== hakery from Oberfranken with a long-standing tradition,
has a real “classic” product in its product range in addition to
many other new and innovative products: delicious crunchy
butter biscuits with a hint of exquisite bourbon vanilla. The bis-
cuits can be imprinted using food colouring in one colour and
can serve as a tasty medium for advertising messages, which
can take the form of a logo, slogan or motif, such as a munici-
pal coat of arms. This product is available with several different
packaging variations: when it comes in a transparent, shrink-
wrapped foil that protects its aroma and is attached inside a
foldable card, it is perfect to use for any type of promotional
activity. When the biscuits are placed inside an elegant wooden
container or metal tin, they will surely win people over as a
high-quality trade show gift. This classic crunchy biscuit from
Fickenschers Backhaus is impressive thanks to its delicate
buttery taste with a touch of vanilla and it will literally let your
advertising message melt in your customers’ mouths. What is
more, its affordable price also makes it interesting for orders of
large quantities.

46104 * logolini Prisente c/o Fickenschers Backhaus GmbH

Tel +49 9251 8509589  fi@logolini.de e www.logolini.com




SNACKS!

WERTVOLLE SNACKS

MESSAGE IN ALL DIRECTIONS

weet Concepts based in the British capital of London has nearly two decades
&7 of experience in the area of tasteful as well as effective promotional sweets,
including chocolate, candies, mints, snacks and seasonal sweets. New in the range
of Sweet Concepts is the seamless 360-degree panorama printing for all “Mini Mint
It Cubes” from the company’s product range, which enables a hugely extended
range of creative advertising designs. Anyone interested can obtain more detailed
information directly from Sweet Concepts.
46111 * Sweet Concepts ¢ Tel +44 207 2587340
sales@sweetconcepts.com ° www.sweetconcepts.com

“SWEET” PENDANT

he Polish company A&J Agnieszka Polak is offering a key chain pendant which
_® is also ideal for implementing “sweet” themes. The pendant is coated with
epoxy resin and can be customized for promotional purposes in any shape and size.
On orders of 100 or more, it is finished with high-quality printing and delivered in a
very short time. A&J will also provide consulting on the best way to implement the
planned advertising message. The pendant’s base material can be white, silver or
gold, as desired by the customer.
48797 * A&J Agnieszka Polak ® Tel +48 327 520090
reklama@firma-aj.com.pl e www.brelok.pl

MAGNA sweets GmbH
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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HEADSTART
SUCCESSFUL START TO ADRENALIN TOUR

0 n 14 April, the team at headstart Marketing GmbH invited guests to its first in-
¥ house trade show of the Adrenalin Tour 2015 at the event location Fahrwerk in
GroR-Zimmern. Around 100
visitors received valuable in-
formation from 17 manufac-
turers and importers about
haptic direct marketing on an
area of 400 square metres.
Many interesting questions
were asked by the visitors
from renowned companies.
Personal support from the
agency’s team and profes-
sional, targeted advice at the
trade show stands were de-
cisive reasons for this. The highlight was the cross promotion of Albert Rauch GmbH.
Guests were offered Chateau Boeuf steaks from young French bulls. Equally popular
was the photo station. The event thus had a lasting impact. The team of the advertis-
ing agency looks back at the event with pride and is looking forward to the Adrenalin
Tour 2016. www.headstart-marketing.de, www.headstart-werbeartikel.de <

The headstart Team stands for professional, targeted advice.

GLOBAL PLAYER MARKETING
TEAM EXPANSION AND RELOCATION

F our newcomers have strengthened the team of the full-service provider for special
2 production runs, promotional products and textiles, Global Player Marketing: man-
aging director Tanya Anlauf, manager of internal operations Gabriella Barillas and sales
manager Jens Rabenstein. Ralf Stockl is already gaining recognition and achieving suc-
cess as a sales employee. Sven Kohlenbacher has been a member of the back office
team since 2015. Jessica Dingeldein is responsible for marketing and takes care of in-
quiries, product sourcing and customer care. Niklas Korb will be starting his training
in the area of office administration for marketing communication in summer. With ex-
tensive knowledge and many years of experience in the promotional product market,
along with a large customer base from all
kinds of different sectors, Global Player Mar-
keting presents itself as a company with a
future, which is why it moved to new busi-
ness premises at Darmstadter Strae 50 in
Brensbach in the Odenwald region in No-
vember 2014. The company now has 180
m2 of office space, a full-service warehouse
measuring 220 m?2, a dispatch room and a
showroom. The new office is reminiscent of
a loft with an industrial style and is thus in-
tended to represent the team’s modern and
creative mindset.

www.global-player-marketing.com <

The corporate team (left to right): Niklas

Korb, Ralf Stockl, Jessica Dingeldein, Sven
Kohlbacher, Gabriela Barillas, Tanja Anlauf.
At the front (in the car) is Jens Rabenstein.

NIENTIEDT TRADING AGENCY

NOW ALSO A REPRESENTATIVE
FOR HERBERTZ

S ince January 2015, the Nientiedt

&% trading agency has expanded its
portfolio and now also represents the knife
specialist Herbertz in Solingen. The
representative’s territory covers central
Germany and large parts of southern
Germany. In addition to the Herbertz brand
which is well known to the specialist trade,
the agency managed
by Hans-Georg
Nientiedt is also the
contact partner for
the product ranges of
the companies
Premo, the Dutch
specialist for
giveaways, Vacu Vin,
the supplier of wine
accessories, and for the Leifheit and
Soehnle brands which are represented
exclusively by Nientiedt in the promotional
trade. www.herbertz-werbeartikel.de

— www.handelsagentur-nientiedt.de <

H.-G. Nientiedt

DEONET
NEW EMPLOYEE

S ince April 1 Samir Halilovic joined the
&7 Dutch manufacturer of promotional
products Deonet Gifts GmbH team as a
Gebietsmanager D-A-CH. Samir is an
experienced professional within the
promotional branch. Before he joined
Deonet he has been active on the supplier
side of this branch
for 15 years. Within
the Deonet team it’s
Samirs responsibility
to increase relation-
ships with our
existing partners and
he will constantly be
looking for develop-
ment of new
partnerships in Germany, Austria and
Switzerland. Deonet’s head office and
production facilities are located in Eind-
hoven, the Netherlands. www.deonet.nl <

Samir Halilovic
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NEW WAVE / CRAFT
MANAGEMENT EXPANDED

N ew Wave GmbH in Oberaudorf, which
H ¥ (Craft the Swedish specialist in
functional clothing also belongs to, has
strengthened its executive management:
Andre Bachmann has joined the manage-
ment. He has been appointed Deputy CEO
with the power of attorney with immediate
effect. Bachmann has been working for the
company for 14 years, initially in the field
and later as sales manager for Craft. In his
newly created position, he also takes over
the sales management for all other brands
of New Wave GmbH. From 2002 to 2005,
Andre Bachmann worked as a sales
representatives in the eastern federal
states with the complete portfolio of New
Wave GmbH. Besides Craft for sports
apparel, the portfolio includes brands such
as Harvest, New
Wave, Printer, Clique
and Projob, which
are positioned in the
area of corporate
fashion and
promotional wear.
He became sales
manager at Craft in
2005 and contribut-
ed significantly to
the strong growth
and the positive development of the brand.
As of May 2015, he is also responsible for
the sales management of all other New
Wave brands. Managing Director Holger
Hoffmann is looking forward to the
reinforcement: “After many years of
successful teamwork, Andre has certainly
deserved this appointment. We are pleased
to be able to fill this responsible position
with an employee from within our own
ranks.”

wwwi.craft.se -
www.newwave-germany.de <

Andre Bachmann

MERGER OF KNITTING SPECIALISTS
CLIPPER TAKES OVER BELIKA

lipper A/S took over their competitor Belika in April this year. Thus two old knitting
®® houses steeped in tradition are now united — and together offer 142 years of expe-
rience. Both companies specialise in the development, production and distribution of
knitwear and both operate on a retail as well as a B2B level in the areas of corporate
fashion and private label. “Just like Clipper Corporate Wear, Belika is also a recognised
brand in the corporate fashion and uniform market
and we are very proud to now be able to offer our cus-
tomers an even greater collection. We have been com-
petitors for many years, but it makes much more sense
to combine our strengths,” comments Bent Narskov,
Director of Corporate Wear at Clipper. “The aim is to
make the transition as smooth as possible for our cus-
tomers. We are convinced that this development will
further strengthen us in the long run. The merger gen-
erates synergies and we will bundle our knowledge
and skills in one company,” adds Bent Nerskov. In au-
tumn 2015, Clipper Corporate Wear is planning a new
catalogue which will feature the collections of both
houses. www.clippercorporatewear. dk <

PROMOSWISS
BOARD WITH NEW STRUCTURE

o n the occasion of the 66th General Meeting of the Members and General Assem-
¥ bly of Promoswiss, the association of the Swiss promotional product industry, in
Oerlikon, the budgets and roles were redefined. President Roger Riwar reviewed an
“intense and varied year in 2014” in his annual report. The main points were the Pro-
motional Product Idea Park as part of the Suisse Emex, the PSF Forum, the study of
Sankt Gallen University of Applied Sciences on promotional products in Switzerland
and the new KV training
course specialising in
promotional products. As
encouraging points, Ri-
war also mentioned that
the association is grow-
ing steadily and that the
significance or position-
ing of the promotional
product in the advertis-
ing budget of companies
and in the results of var-

The new Board in 2015 (left to right): Tom Oester (Events), Christoph

Zindel (Finances), Roger Riwar (President), Peter Kaiser (Market-
ing), Adrian (Secretariat).

ious studies occupies “its
place of merit”. The composition of the Promoswiss Executive Board was restructured
and limited to a membership of five. In gratitude for their achievements, a farewell cer-
emony was held with enormous applause for the outgoing board members Daniel
Lortscher, Michael Matzener and Beat Nolze who had been active in the association
for over 20 years. www.promoswiss.ch <
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TAKEOVER
STABILO ACQUIRES MEISENBACH

tabilo International GmbH, a subsidiary of Schwanhauler Industriekonzern, ac-
&7 quired the German writing implement manufacturer Karl Meisenbach GmbH & Co
KG as of 1 April 2015. Meisenbach, based in the Odenwald, has been producing foun-
tain pens since 1880. With approximately 60 employees, Meisenbach was a hitherto
supplier to Stabilo and is now its independent subsidiary. The previous Meisenbach
management remains unchanged; the managing director is Oliver Hoffmann, who has
been responsible for national and international distribution for the past three years. As
a specialist for quality writing instruments “Made in Germany” in the OEM and Private
Label segments, Meisenbach will continue to focus on the development of customer-ex-
clusive collections. With this acquisition, Stabilo is deepening its know-how in fountain

pens and consistently building its brand positioning.
Meisenbach produces a wide range of custom writing

implements. By means of a modular system and the wid-

est variety of printing technologies, mass products with

small batch sizes can be customised. School pens and

pens for young people assume the biggest share in this

context. For Sebastian Schwanhauler, a member of the

-;.{ P ‘{,-“.{: group management, the company represents an ideal
L = 1A complement to Stabilo: “Fountain pens are the most im-
portant pen at school in many markets. In order to score
points with students, the rule is: the more customised, the better. Meisenbach’s employ-
ees have plenty of manufacturing and development experience and a lot of know-how
in small and flexible production series. Ideal starting conditions, then, because Stabilo
has now brought the first adjustable-nib fountain pen for primary school children onto
the market. We are convinced that, together with Meisenbach, we are going to contin-
ue to expand our position as a partner for teachers, parents and students and we are
looking forward to the collaboration!” www.stabilo-promotion.com <

NEW OFFICES
BWL HAS MOVED

B undesverband Werbeartikel-Lieferanten e.V. moved into new offices in April 2015.
=¥ Conveniently situated premises with a perfect infrastructure and ideally suitable
for meeting the demands of BWL were found in Frechen just outside Cologne. The as-
sociation still operates under BWL e.V. but as soon as the entries have been made in
the corresponding register of associations and BWL has been terminated, all activities
will be carried out on behalf of the General Association GWW e.V.

The new contact details:
BWLe.V. ’
Johann-Schmitz-Platz 11

D-50226 Frechen W) E W L
Tel. +49 2234 9453571

Fax +49 2234 9677878

info@bwl-lieferanten.de
www.bwl-lieferanten.de <

Bundesverband ‘Werbeartikel-Lieferanten e

STABILO PROMOTION PRODUCTS

NEW CUSTOMER SERVICE
MANAGEMENT

M arion Kastl will be taking over
management of the Customer
Service at Stabilo Promotion Products on 1
June 2015. The 30-year business adminis-
tration graduate is taking over from Klaus
Horl who retired after 40 years of service.
Since early April 2011, Marion Kastl has
held various positions at Stabilo Promotion
Products and
assumed responsi-
bility in the Product
Management,
Supply Chain
Management and
Customer Service
divisions. Most
recently, she
managed a project to
optimise internal
processes and
structures which she will continue to
implement in her new role as manager of
Customer Service.
www.stabilo-promotion.com <

Marion Kastl

FARE AND HALFAR

NEW ADDITION TO
THE CUSTOMER SERVICE

he promotional umbrella specialist Fare
_® —Guenther Fasshender GmbH in
Remscheid, and the bag specialist Halfar
System in Bielefeld, are looking forward to
competent reinforce-
ment. Since 1 April
2015, Michael
Lienkamp has been
working for both
companies as a
consultant for,
among others, the
postcode areas 1-5.
Michael Lienkamp is
very familiar with the
promotional product industry and is a
competent partner with 15 years of
experience in the promotional product
industry. www.fare.de —- www.halfar.com <

Michael Lienkamp
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PF CONCEPT
NEW COUNTRY MANAGER

he multi-specialist for promotional
_® products, PF Concept, has appointed
Peter Stelter as its new Country Manager
for the D-A-CH region. The managing
director of PF Concept Europe, Ralf Oster,
comments: “Peter Stelter has over 20 years
of extensive experience in sales, market-
ing, promotion and corporate management
and is therefore our first choice for the
highly responsible managerial position in
Germany. Even his IT background is a
benefit for us to meet the growing demand
of our trading partners for online services
and comprehensive advice on IT integra-
tion with even more proficiency.” Stelter’s
professional roots lie mainly in the IT
distribution industry where he worked in
various positions and he can draw on
comprehensive experience in sales,
marketing and
product develop-
ment. “l was
convinced that in
addition to my
knowledge of
business processes
and sales, | could
also utilise my IT
know-how to meet
the needs of our
customers at PF
Concept. Following a
period of consolidation at the company, |
am especially looking forward to giving
everything my team and | have got in my
area of responsibility D-A-CH and to
recapturing the leadership position for PF
Concept,” says Stelter when explaining his
next plans. www.pfconcept.com <

Peter Stelter

GEMACO GROUP
GEMACO AMERICAS INC. FOUNDED

he internationally operating Gemaco Group - represented in Germany by Gemaco
2 _GmbH based in Monchengladbach - will be operating in America as of 1 May 2015
with the newly established Gemaco Americas Inc., headquartered in Miami. Thus, the
promotional product specialist which operates
in eleven countries in Europe and Asia will be
expanding its business to the important North G e m a C O
and South American market. With this global your brand promoter
network, Gemaco will expand the Group’s po-
sition in the promotional product industry even further. At the same time, Gemaco has
continued to develop in Germany. In 2014, another double-digit sales growth was re-
corded. In order to optimize the internal processes to achieve an even better and fast-
er customer service, the sales support team will be operating German-wide from one
location, in Monchengladbach, as of 1 May. The contact persons for German custom-
ers will remain unchanged. In addition to the Gladbach team, competent and continu-
ous support will be ensured with Stefanie Stratmann in Hamburg as well as Mark-Oli-
ver Schrader and Daniel Schoeps in Munster. www.gemaco-group.com <

IMAGE CLOTHING
SMARTWARES PRINTABLES BECOMES STEDMAN

w ith immediate effect,
¥® Smartwares Printables
GmbH, one of Europe’s lead-
ing companies for promotion-
al textiles, now operates un-
der the new name Stedman
GmbH. In future, the British
company Smartwares Printa-
bles Ltd. will bear the name
Stedman Apparel Ltd. The
change in the company name
serves to focus on the in-house
brand Stedman® with the same
name. By aligning the names,
the company aims to empha-
size the importance of its suc-
cessful brand and achieve a
clear profile in its external image. For customers of the former Smartwares Printables
GmbH and Smartwares Printables Ltd., nothing changes as a result of the name change.
All existing contracts will remain valid. All products and services will remain unchanged
in the familiar and proven quality.
ABOUT STEDMAN

Stedman (formerly Smartwares Printables) is among the five largest suppliers of high-
quality promotional textiles in Europe with its successful same-name brand Stedman®
and an extensive portfolio of printable T-shirts, sweatshirts, polo shirts and other casu-
al wear. With its headquarters in Aachen and a warehouse in Ghent, the company ben-
efits from a strong market presence in 40 countries. Contact: www.stedman.eu <
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POLYCONCEPT
NEW CHIEF EXECUTIVE OFFICER ANNOUNCED

P olyconcept, a global supplier of corporate and promotional merchandise, announc-
¥ es the appointment of Gene Colleran as its new Chief Executive Officer. As CEO,
Colleran will assume full group responsibilities for Polyconcept including its three pri-
mary operating divisions: Polyconcept North America (PCNA), PF Concept, and Poly-
concept International Markets (PCIM). Colleran succeeds Michael Bernstein in the role,
who will continue to be actively involved as a member of the Polyconcept Board of Di-
rectors. Beginning now, Gene Colleran takes the reigns of the Polyconcept group and
will be based at the corporate headquarters in Pittsburgh, PA. Colleran is a seasoned
executive whose most recent post was CEO
of Griffon Home and Building Products, a
global division within the publicly-held Grif-
fon Corporation. Prior to Griffon, Colleran
held various leadership positions at Newell
Rubbermaid, swiftly progressing through the
executive ranks within several of its divi-
sions. “We’re fortunate to be able to make
this transition on our own terms from a po-
sition of strength,” explains Bernstein. “We
are growing and healthy with an exciting future ahead. Gene has a proven track record
of success and he brings a diverse set of experience to our organization. I'm confident
that his vision, leadership and expertise will contribute to our continued success.” Col-
leran adds: “Polyconcept is a recognized market leader with unmatched global capa-
bilities. Its success in building long-term customer relationships, its strong manage-
ment team and its history of growth are extremely impressive. I look forward to work-
ing with the entire Polyconcept organization in what promises to be a very exciting fu-
ture.” www.polyconcept.com <

Polvconcept

RAFFLE
TRENDBAGZ RAFFLES A HAMMOCK

P erfect for summer time, the Essen-based bag supplier Trendbagz is giving away a
2 __hammock including frame. To participate in the raffle, it is necessary to register
yourself in the distributor directory at www.trendbagz.com. All distributors who are
registered in the distributor directory of Trendbagz GmbH by 26 June 2015 automati-
cally qualify to participate
in the competition. The ju-
ry’s decision is final. Trend-
bagz GmbH sells trendy
promotional bags exclusive-
ly through the specialist
trade for promotional prod-
ucts. Potential industrial
customers can find distrib-
utors in their vicinity in the
distributor directory. Con-
tact: info@trendbagz.com
- www.trendbagz.com <

JUNGE WILDE (YOUNG GUNS) 2015

VICTORIOUS IN THE PERFECT
OUTFIT

he “Junge Wilde” are dedicated chefs
_® who are so passionate about cooking
that they are prepared to break rules and
subordinate everything to achieve the
optimum taste. 2,325 chefs under 30 years
of age registered for this year’s elimination
events for the awards sponsored by
Karlowsky Fashion GmbH. Coming from
Germany, Austria and Switzerland, the
contenders for the 2015 title were even
allowed to participate in the brand new
models made by Karlowsky Fashion. Thus

Karlowsky Managing Director Thomas Kar-

lowsky (left) shares his delight with the cook-
ing champion Matthias Bernwieser.

Matthias Bernwieser was perfectly kitted
out to contest the final of the competition
with his innovative and perfectly presented
menu. As the winner in the eleventh
anniversary year, he is now the latest
member of the tasteful cooking team.
Celebrity chef Stefan Marquard, jury
chairman and “initiator” of the “Junge
Wilde”: “Those were incredible and at the
same time infinitely harmonious dishes.
The guys are amazing!”

www.karlowsky.de <
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MBW

SCHMOOZIES NOW WITH
GS CERTIFICATE

he round plush animals from mbw® in
_® Wanderup are not only cute and
practical, they are also absolutely safe. The
sympathetic Schmoozies® advertising
media from the MiniFeet® series recently
received the GS certificate. The north
German importer has committed itself to
quality, safety and service. “Our product
range is characterized by a particularly
high quality,” explains mbw quality
manager Lutz Franke. “We ensure transpar-
ency through tests and certificates. Hence,

Cute, useful and safe: the cuddly Schmoozies.

we also offer our customers solid support-
ing argumentation”, says the TUV-certified
expert on toy safety. After having certified
numerous items in the range with OEKO-
TEX® and TOV Proof, the first product group
has now been certified with the GS mark
(tested safety) by Hermes Hanse Control.
Products that are certified with the “GS”
mark meet strict requirements. These go
far beyond the statutory requirements. It
involves the only statutory mark regulated
under law for product safety in Europe. The
user of a product bearing the GS mark is
assured that his safety and health are not
at risk during the intended or foreseeable
use of the product. The handy Schmoozies®
are ideal for cleaning all smooth surfaces
with the microfibre surface on the under-
side. Overall, almost 40 models are
available from stock. Special designs are
gladly implemented.

www.mbw.sh <

BRAND POWER
EX-ADD IS AN EXCLUSIVE WMF PARTNER

tarting immediately, Nuremberg-based EX-ADD GmbH belongs to the select group
&F of partners of the traditional brand WMF for the promotional product sector. The
Franconian promotional product agency has thus expanded its wide range of branded
goods through the high-quality, multiple award-win-
ning products from WMF. Tableware and kitchenware
from WMF have been highly regarded for generations. E -ADD
The brand has an awareness level of over 90 per cent :E-{:r.-l-h ﬁfc P
and is used in three-quarters of all German households.
With its own design language, the acknowledged high quality and high utility value,
WMF products are ideal for exclusive advertising with intensive customer loyalty. Through
the partnership with WMF, EX-ADD’s customers throughout Germany now have ac-
cess to this product portfolio which covers the particularly positively perceived sector
of cooking, enjoyment and lifestyle, and reflects the promotional product trend towards
premium products Made in Germany. WMF products also offer a wide range of options
for customisation and labelling. Since March 2002, the Nuremberg-based promotional
product agency EX-ADD has been supplying customers from all over Germany with
high-quality, affordable and personalised promotional products, promotional materials
and giveaways. As the partner of exclusive manufacturers such as Prodir, Senator, Cross
and WMF, EX-ADD has a wide range of branded products and offers its customers cus-
tomised packaging solutions as well as comprehensive services in the areas of packag-
ing and storage. Contact: www.ex-add.de <

PROWEIN 2015
IDEA FORCE WITH A SUCCESSFUL EXHIBITION

Imost 6,000 exhibitors from 50 countries converged on the world’s largest wine
& 8 fair in Dusseldorf between March 15 and 17. A concentrated programme lasting
three days with a wealth of expertise and successful business meetings. As a special-
ist advertising service provider, Idea Force was also represented with an exhibition
stand where it presented its wide range
of marketing and advertising options,
inter alia for the beverage industry. Trade
visitors received information about prod-
uct add-ons such as spouts and givea-
ways, individually designed packaging
right through to multi-functional wine
racks. Idea Force also displayed its lat-
est project, the iSmartMirror, an inter-
active mirror with integrated displays.
All'in all, the managing director of Idea
Force, Ursula Busse, was very satisfied
with the trade show: “We had a very
good location in the German Hall and
therefore had high customer traffic.” Due to the ever-increasing number of exhibitors,
Messe Diisseldorf has reorganized everything and now offers exhibitors even more pos-
sibilities through the increased size of ProWein. Idea Force will be back in 2016 to pre-
sent its proven ideas and new trends. www.ideaforce.de <

The Idea Force team participating at the ProWein

trade show.
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ENBAL!?
WERBEMITTEL

14TH PROMOTIONAL PRODUCT DAY AT BARTENBACH

RECORD CROWDS AND
MANY NEW THINGS

The product show of the Mainz-based promotional product
specialist Bartenbach has established itself as a permanent fix-
tureintheindustry and is considered to be an event that is pro-
fessionally prepared and very well attended. The 11th Promotio-
nal Product Day attracted 489 visitors to the Lokhalle where
around 4o suppliers presented their collections. In addition to
expert advice about products and concepts, there were also
many new things to learn and experience.

0 nce again it was a bright, mild day in
M early spring which put the exhibitors
and guests of the now 11th Promotional
Product Day in the best of moods: The
first warm sunrays repeatedly invited vis-
itors to take a short break or have a relax-
ing talk outdoors. There was no shortage
of topics of conversation: The in-house

trade show of the host Bartenbach prom-
ised interesting innovations that highlight
the core competencies of the company
even more.

PROMOTIONAL PRODUCTS AT

THE HEART OF THE COMPANY
On 1 March, the agency group changed
the name Bartenbach Marketing Services

1

8 Thea1th Promotional Product Day boasted a

record attendance with almost 500 guests.

to Bartenbach Promotional Products GmbH
& Co. KG. “The new name ensures clarity.
What you see is what you get,” says a hap-
py Managing Director Anne Bartenbach.
The nationally operating promotional prod-
uct distributor would like to emphasize its
entrepreneurial focus even more distinct-
ly than before. “We are now offering eve-
rything on the topic of promotional prod-
ucts with even more focus, in a more per-
sonal manner and with an even bigger
team,” emphasizes agency director Tobi-
as Bartenbach. Of course, the corporate
appearance has been updated to coincide
with the name change. The relaunched
logo, which was presented to the general
public for the first time with large banners
and flags at the Promotional Product Day,
takes centre stage with the new name suf-
fix. With all these steps, the promotional
product business will clearly become the
focus of the company. The name change
is accompanied by the expansion of the
portfolio which now includes new compo-
nents such as e-commerce and full-service
concepts, complete logistics as well as ser-
vice segments in the areas of production
and POS services.
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During the trade show tour, Tobias Bartenbach was able to explain the
importance of promotional products to representatives from politics and
business. The winning project of the PSI Campaign of the Year 2014 was

perfectly suitable for this.

e ﬁ,—l-

Arelaxed atmosphere, dedicated consultants and inquisitive customers

made for a successful start to the season.

WINNER OF THE

“PSI CAMPAIGN OF THE YEAR”
Bartenbach proudly presented the glass
trophy and certificate for the “PSI Cam-
paign of the Year 2014” which had been
awarded to the interdisciplinary agency
group at the PSI. Bartenbach secured the
Tst place of the awards presented by PSI
with its idea to place promotional products
at the centre of an innovative marketing
campaign of the Rhine-Hessian energy sup-
plier EEA for various electricity products.
To this end, individual packaging togeth-
er with promotional products for the re-
spective rates were developed for intangi-

ble electricity packages that the customer
could purchase at the energy store: a pro-
ject that also impressed the industry rep-
resentatives of the region during the offi-
cial tour of the trade show. A successful
example of how companies can illustrate
the impact of promotional products in mar-
keting communication to politicians and
industry.
THE AGENCY INTRODUCED ITSELF

At two Special Interest islands, Wolfgang
Ehlert, Client Service Director at Barten-
bach, and the experienced production man-
ager Andreas John reported with great
commitment about successful agency pro-

jects and gave customers new impulses
for their own corporate marketing. Unu-
sual displays, special product packaging,
selected mailings and successful print pro-
ductions that were well worth seeing were
among the highlights. The 11th Promo-
tional Product Day was again extremely
varied, informative and an inspiring start
to the 2015 season. <
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BK BESTECK + KAPPEL GMBH

NEW PRODUCTS IN
THE NEW WAREHOUSE

After a three-year break, it was that time again. The full service
specialists of bk Promotion Service in Kassel presented the
latest new products and trends in the industry to their cus-
tomers. In addition, the new high-bay warehouse of the pro-
motional product distributor was presented on this occasion.

Itogether 35 supplier partners gath-
& B ered at the headquarters of the tra-
ditional company in the Kassel-Waldau
industrial park to present their latest pro-
motional products to the 170 guests from
advertising companies from different
backgrounds. The exhibitors were spread
out over the entire area of the company
building, thus providing customers a re-

vealing look behind the scenes, includ-
ing the new high-bay warehouse of bk
Promotion Service finished in October
2014, which opens up further options for
an even better and more flexible custom-
er care for the Kassel-based promotion-
al product professionals. Constructed be-
tween April and October 2014, the ware-
house has space for 1,500 Euro pallets

The arrangement of the exhibitors’ stands
throughout the company complex enabled

, thevisitors to gain arevealing look behind

the scenes.

and is geared to the continuous logisti-
cal evolution of the full service provider,
also in view of comprehensive warehous-
ing for major customers.
ON THE RIGHT TRACK

“With the inclusion of the warehouse space
and the additional business premises in
the in-house trade show, we wanted to pre-
sent our capabilities and potential to our
customers on site,” says managing direc-
tor Holger Falk, who is responsible for the
company’s fortunes together with his wife
Ines. Ines Falk, who has been working at
the company since June 2008, succeeded
the retired predecessor and partner of her
husband, Klaus Kappel, as managing di-
rector last June. Together the couple con-
tinues on the path of healthy growth. The
bk consulting and service team now con-
sists of 35 employees. A further step in the
company’s future is the digitisation of the
entire workflow, which enables the cus-
tomer to obtain an overview on the status
quo of his contract with a few clicks, and
significantly improves, accelerates and fa-
cilitates the execution and control of or-
ders from receipt of order to delivery.
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Interested customers, optimal care (on the left, Managing Director
Holger Falk).

DIE6 Managing Director Holger Kapanski spoke on the topic

“Advertising effectiveness of promotional products”.

EVERYTHING FROM ONE SOURCE
Visitors to the in-house trade show were
able to convince themselves that every-
thing at bk Promotion Service comes from
a single source. In addition to product and
consulting expertise, bk professionals also
demonstrated the personalising qualities
of the in-house print shop which is equipped
with the most important finishing process-
es thanks to embossing, screen and pad
printing. The level of interest was corre-
spondingly high and customers travelled
from all over Germany to visit the promo-
tional product specialist that is rooted in
the region but has long been operating na-
tionwide. Everyone who was unable to ex-
perience bk Promotion Service “live” in
this way is recommended to watch the com-
pany’s new image film which can be viewed
on the company’s website. The video film

underscores the logistical strengths of the
Kassel-based company which has enjoyed
success in the field of printing services such
as brochures, writing cases and desk pads
for some time.
LECTURE SUPPLEMENTS
PRODUCT SHOW

As a member of the Germany-wide pro-
motional product network “DIE6”, bk Pro-
motion Service benefits from the synergies
of this network. DIE6 manager Holger Ka-
panski was also a guest speaker on the day
of the in-house trade show. In the morn-
ing and in the afternoon, he helped visi-
tors to develop a better understanding of
the advertising effectiveness of promotion-
al products in a vivid presentation. He ex-
plained the advantages of this three-dimen-
sional multi-sensoric form of advertising
compared to other forms of advertising.

Thus the lecture ideally complemented the
product show at besteck + kappel, whose
guests, by the way, were well looked after
with catering. Accordingly, Holger Falk’s
initial impression was positive: “The feed-
back of the exhibitors and customers has
been very positive, so nothing stands in
the way of a new edition of the in-house
trade show in two years.”

Contact: www.bkpromotion.de <
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RUPPNER PROMOTIONAL PRODUCT TRADE SHOW

ADDED VALUE
FOR CUSTOMERS

On 27 April, the team at Werbemittel Riippner GmbH & Co. KG
from Braunsbedra invited its customers to the annual in-
house trade show, which once again took place at the Leonar-
do Hotel Weimar. Once again, it was an event with added va-

lue for guests.

I n recent years, the city of Weimar with
X its special atmosphere, in which cultur-
al and economic life successfully blend to-
gether, has proven to be an ideal venue
for the traditional annual customer event
of the promotion specialists Werbemittel
Riippner from eastern Germany. So it was
no surprise that this venue was chosen
again this year, especially as it is located
centrally and conveniently in the heart of
Thuringia. Together with their experienced

team, the two managing directors, Jiirgen
Riippner and Steffen Thorhold, welcomed
customers from 75 companies in various
industries on this day. Of course, at the
centre of the presentation were the latest
creations and product trends in the pro-
motional product industry, and their qual-
ities and areas of application could be seen
and tested at the stands of the 19 suppli-
er partners. The mix of products shown
offered a vivid cross-section through the

Intensive customised advice: the talks pro-
vided convincing arguments for the use of
promotional products.

colourful diversity of three-dimensional
advertising.
CUSTOMERS TAKE THEIR TIME

As was the case with the exhibitors, the
customers who attended were to a large
extent long-standing, loyal business part-
ners who know they can rely on the com-
petent and personal collaboration with the
team at Werbemittel Riippner. Once again,
suppliers and guests alike felt well looked
after. This began the night before at a lei-
surely communicative get-together at a res-
taurant in the old town of Weimar, to which
the representatives of the exhibiting sup-
plier partners had been invited by the Riipp-
ner team. Riippner also took care of the
customers who were mostly from Saxony,
Saxony-Anhalt and Thuringia. The central
element in the year-round intensive con-
sulting service of the promotional product
professionals is the annual in-house trade
shows, which are appreciated by both ex-
hibitors and customers alike. This is evi-
dent by, among other things, the fact that
the customer devotes a lot of time to get-
ting to know the innovations on display in
detail and, if possible, to holding talks with
all suppliers present.
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Managing Director Jiirgen Riippner (right) welcomes guests to the
lecture. Next to him is the tax expert René Goldhammer.

Most of the guests took their time for in-depth discussions.

TWO INFORMATIVE LECTURES
Another positive aspect of Riippner’s in-
house events is the added value that is of-
fered to guests beyond showcasing new
products. This time it was two well-attend-
ed lectures during which two experts of a
tax consultancy company that cooperates
with Riippner provided customers useful
information on the topic of “Tax treatment
of promotional products and representa-

tion expenses”. Advertising companies were
given a clear explanation of what to pay
particular attention to when using higher-
value promotional products and giveaways.
Even the key topic at present “Compliance”

Aninterested audience learns important aspects concerning the tax treatment of promotional products.

—acting in accordance with corporate guide-
lines and dealing with them —was also ad-
dressed during the lectures.

ARGUMENTS IN FAVOUR OF

THE PROMOTIONAL PRODUCT
The desire to attend Riippner’s in-house
trade shows could also be felt and heard
everywhere on this day. A relaxed and sym-
pathetic mood complemented by delicious
catering ensured a successful event and
highlighted the strengths of Werbemittel
Riippner: a productive, targeted-oriented
exchange between customer, distributor
and supplier with individual advice, which
ultimately provides customers with con-
vincing arguments for the use of promo-
tional products.
www.werbemittel-rueppner.de <
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WINTER AND OUTDOOR

ADVERTISING OUTDOORS

Given their “nature”, people continually require the elementary outdoor experience
eveninacompletely tightly organized living environment. Awhole industry is devoted to
this urge and the promotional productindustry has a lot to contribute to this theme.

tis no accident that the advertising slogan of a major manufacturer of outdoor equip-
¥ ment is ,,Draufen zuhause“ (Home outdoors). In recent times, this especially serv-
es to meet the steadily growing demand for an elementary experience of nature, even
despite the threat of climate change. All-inclusive packages are out, individually and
close to nature is in. Typically enough, this trend — irrespective of economic crises and
freak weather conditions — has brought the outdoor segment stable growth and turn-
over rates for years. According to a study by the Future Institute, “Outdoor is a boom-
ing market and its best times are probably still to come”. With the increasing social
importance of outdoor activities in general and the functionality of the products, par-
ticularly Outdoor is becoming an all-round phenomenon. The promotional product
industry is increasingly taking advantage of this potential. The products that we are
presenting here are exemplary for intelligent product management that focuses on
effective use in clever marketing campaigns. On the following pages, we are also pres-
enting ,,Winter” products. <
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LIMITLESS SLEDDING FUN

H opefully there will be enough snow in winter because it is a prerequisite for
2 ¥ having sledding fun with the Schneeflitzy Olymp from elasto form. Thanks to its
smooth underside, this sledge really picks up speed. Once you get the hang of it, the
Schneeflitzy can be steered really easily by shifting your weight and using your feet.
In addition to the easy handling, Olymp will impress you with its sturdiness, easy
cleaning and care, and its spacious advertising space. The seating surface can be
designed in up to four colours according to your wishes using the durable IMould
method.

41369 © elasto form KG ¢ Tel +49 9661 8900

mail@elasto-form.de e www.elasto-form.de

THE JOYS OF WINTER ON A KEY CHAIN PENDANT

T roika is offering key chain pendants with three or four symbols for activities in
_® snow and ice under the names of Wintersport and Winter’s Dream. Wintersport
involves skis, ski boots and ski goggles, and Winter’s Dream ice skates, sleds, blue
woolen caps and snowflakes. The items are made of cast metal with a coating of
robust enamel and polished chrome. Advertising messages can be applied by
engraving, and this is free of charge on orders of 100 or more.

46311 * Troika Germany GmbH e Tel +49 2662 95110

d.roether@troika.de ¢ www.troika.org

PF Concept

CAREFULLY

SELECTED
CORPORATEGIFTS

Discover the Marksman video

Exclusively on Avenue

PFCONCEPT.COM
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A DAZZLING AND COLOURFUL AD MESSENGER

S ummertime is bubble time. When used as a promotional product just in time for
&F the summer season, Pustefix soap bubbles are excellent opportunities for
getting a valuable plus in terms of turnover and image. After all, this inexpensive and
“Made in Germany” classic game has been popular among people of all ages for
many years. The company Success can create many different versions of the bubbles
using its own in-house facilities so that they can be used either as a mailing supple-
ment or a give-away. Success also offers several different finishing options, including
a two colour imprint using pad printing, an imprint placed all around the bottle, or
labelling. What is more, the company also has very short delivery times and provides
customer-focused services.

43053 ® Success Dr. Rolf Hein GmbH & Co. KG ¢ Tel +49 707178898

info@success-werbung.de e www.success-werbung.de

COFFEETO-GO

T rendy coffee-to-go mugs are in demand more than ever
= _as aresult of our modern urban lifestyle. For this reason,
Emsa has added two new eye-catching models to its Travel
Mug series. The Travel Mug Fun, a svelte trend-setter, is lovely
to hold thanks to its slim-line shape and is really uncomplica-
ted to use. The other new model is the Travel Mug Handle, an
insulated mug with a robust handle. Both of these emsa
innovations feature a quick press top, can fit into any standard
car beverage holder, have an anti-slip bottom, and are dish-
washer-safe.

42692 * Emsa GmbH ¢ Tel +49 2572130

info@emsa.de e www.emsa.com
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- WARMTH FOR THE SOUL

herry stone cushions are by origin a tried and tested Swiss
= home remedy and can be ordered from Multiflower GmbH.
They provide warmth for all kinds of minor ailments, whether
it be in your foot, stomach, chest or neck. The cherry stones
mould to the shape of your body and bring comfort and
warmth to the soul. The cushion cover is made of natural
cotton fabric and can be printed with promotional messages
from 250 units upwards. Besides the standard colours of red,
green, blue, yellow and white, additional shades are possible
and customer requests can also be met when it comes to the
dimensions. The standard cushion has a 24 x 24 centimetre
format.
45974 © Multiflower GmbH ¢ Tel +49 6223 866560
. info@multiflower.de e www.multiflower.de

A IN THE STADIUM FOREVER

P anoCity has come up with a new idea for umbrellas. The designers have integra-
¥ ted a 360-degree panorama of your favourite club’s stadium into the dome of
full-length and telescopic umbrellas. Thus the fan feels as if they were in the middle
of the football arena where the kick-off of the next exciting game is about to take
place. This effective promotional item should arouse interest not only among football
enthusiasts, since it is unique and unusual. Of course, any other kind of photo-quality
image can be projected onto the umbrella’s interior. Furthermore, additional promoti-
onal messages can be added to the fastening tape of the umbrella. Customization of
the fastening tape e.g. for sponsors and fans.

49562 * pano.city Marketing GmbH ¢ Tel +49 5341 22520

info@panocity.de ¢ www.panocity.de
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ALWAYS IN VIEW

s un shields like those supplied by the Spanish company
&7 (lipy, are ideal advertising instruments because they offer
a huge space for advertising. The printed message draws a
great deal of attention and remains in view for a long period
of time. Apart from the standard products, Clipy now also has
a compact model measuring 23 x 13 x 4 centimetres when
folded in its product range, which folds out to 130 x 72
centimetres. This new product can be ordered under the
designation Compact and is suitable for all common types of
vehicle. As with all other Clipy sun shields, Compact is also
made with high-quality materials and inks which can stand up
to sun as well as wintry temperatures.

45619 © Clipy * Tel +34 915238206

clipy@clipy.com e www.clipy.com

Uber Sonnenenergie den Akku des
Smartphones aufladen!

(Vim

Solution cmon

®

Tel.: +49 7661 90949-200
E-Mail: vertrieb@vim-solution.com



44

PSl Journal 6/2015 www.psi-network.de

A CLASSY RECEPTION

he company “die blomus GmbH” has just the right new
2 products for receiving guests in a celebratory and classy
way. The gel fireplace Luna will ensure lovely lighting on
balmy summer nights. It is filled up with fuel gel using a
blomus fuel gel container, which will create a cosy atmosphere
for about three hours. The stick lantern Atmo also does its part
in creating the right mood. It is made up of a wooden stick
attached to a stainless steel lantern with a glass wind screen,
in which a candle can be placed.
40774 © blomus GmbH e Tel +49 2933 831127

info@blomus.com e www.blomus.com

OFF TO THE COUNTRYSIDE!

N ature is a wonderful thing and worth a short or longer visit
H¥ {0 get away from hectic everyday life, just get out, take a
deep breath and enjoy. James & Nicholson and myrtle beach -
brands of Daiber GmbH - are ideal companions for experien-
cing nature. The 2015 trekking collection stands for light-
weight, functional looks in a cool design with “weather guaran-
tee”, for thanks to the material and variety of fashions, wind
and weather can no longer keep you from trekking through the
great outdoors. The range includes, among other things,
cuddly warm fleece hoodies, lightweight jackets and vests, as
well as robust zip-off pants, combined with caps to protect
against sun, wind and rain — function, design and style are a
delight right down the line.

42819 * Gustav Daiber GmbH ¢ Tel +49 7432 70160

info@jamesandnicholson.de e www.jamesandnicholson.de

WELL-DRESSED FOR THE STADIUM

he Adidas Tiro 15 stadium jacket, which can be found in the product range of
_® Sport Bockmann, is the ideal companion for stadium visits on cold days. The
100% polyamide surface structure and the warming batten and fleece parts stand for
optimum protection in any weather. In addition, the classic Adidas design is convin-
cing, combined with fine, modern pinstripes on the breast and piping on the cuff in a
contrasting colour. The colours come in a choice of navy/white and black/white.
44120 * Sport Bockmann ¢ Tel +49 5494 98880
info@sport-boeckmann.de e www.sport-boeckmann.de
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LIGHT WEIGHT AND SPORTY

he mountain air is calling, your bike is ready, your hiking
2 shoes are clean, the ship is chartered. And you're off and
away in the outdoor season — preferably happy, fresh and a
light spring to your step. Your day will go smoothly with the
sporty rucksack called AIR, which has been specially designed
by Halfar as a promotional product for an active target group.
It is impressive first and foremost with its coordinated colours
and interesting details, such as the rubber cord with reflecting
loops and the sporty zipper slider. AIR combines light and dark
shades of the same colour and will be an eye-catcher when
you're out and about, regardless of whether it is in red, marine
blue or black. It is extremely lightweight and comfortable to
wear thanks to its padded back; its padded and wider ergono-
mically designed shoulder straps make carrying this rucksack
a piece of cake. The main compartment offers enough stowing
space for a day excursion. The front zipper pocket is a good
place to put valuables. A beverage bottle and snacks can be
placed inside the net pockets on the sides for easy access. A
hat, rain jacket or a helmet can be tied down under the rubber
cord. In short, it is the ideal companion for your next outdoor
adventure. It also has an advertising surface that can be
finished with an imprint or embroidery.
45666 © Halfar System GmbH ¢ Tel +49 521 98244-0
info@halfar.com ¢ www.halfar.com

eellreloces

Kalender und mehr...,

Ein ganzes halbes Jahr!

14 15 16 FSC

21 22 23 24 www.fsc.org
28 29 30 31
i : FSC® C120882

2016 _ Januar January Janvier Januari

18 19 20 21
25 26 27 28 29

2016 Februar February Février Februari

8 910 11 12
15 16 17 18 19
22 23 24 25 26

6
11 12 13 14 15
18 19 20 21 22
25 26 27 28 29

2016 Mai May

4 5 6

9 10 11 12 13
17 18 19 20
27

Telefon: 0369 20/84 10 - E-Mail: info@eckenfelder.de
www.eckenfelder.de



PSl Journal 6/2015 www.psi-network.de

EXTRA LIGHT - EXTRA COLOURFUL

E xtremely light and extra colourful is how the Toddler

B= children’s backpack from Halfar comes across. It weighs a
mere 150 grams and yet still lets the kiddies make a big splash.
This is because this backpack, designed and tailored just for
kids, is not stingy with impressive details and lovely interplays
of colour. The lightweight, PVC-free, tone on tone nylon is
combined in two nuances of colour — whether in red, green,
blue or fuchsia. The two reflecting strips on the side and the
front piping make it a shining example of more visibility.
45666 © Halfar System GmbH ¢ Tel +49 521 982440

info@halfar.com ¢ www.halfar.com

DECIDEDLY SOFT AND CUDDLY

henever it gets colder outside, people prefer to sit in
their warm living room and avoid activities out in the
fresh air. That is not good for your health, however, and it does
not have to be that way, either, especially if you own a so-
called pashmina. This is a cosy, warm scarf measuring about
70 centimetres across, woven with a mixture of viscose and
polyester fibres. Trendfactory has these kinds of cosy winter
accessories from its own brand TailorTies, which are made in
Italy and can be supplied from stock from just 25 units
upwards.

41941 * TailorTies c/o Trendfactory ¢ Tel +31 2526 756190

info@tailorties.com e www.tailorties.de

WARM AT THE PUSH OF A BUTTON

s ometimes gloves are simply not enough. The hand
&F warmer called Heat from Topico provides for cosy
temperatures for up to four hours and is a reliable companion
on cold days. This mobile source of heat is activated at the
push of a button and releases up to 40 degrees Celsius of
warmth. The device is charged via a USB connection and can
be made use of again after a charging time of two to three
hours. The integrated Li-lon battery promises a long lifespan.
The colourful protective sock and the USB charging cable are
included within the scope of delivery.

44327 * Topico Handels-GmbH & Co. KG © Tel +49 421 6965470
sales@topico.de e www.topico.de
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JUST THE RIGHT TEMPERATURE

w ith the Stanley brand, the prestigious Solingen company
9 W C.Jul. Herbertz GmbH has robust insulated products
particularly for outdoor use in its range. Founded in 1913,
Stanley with its insulated bottles with a hammertone green
finish stands in the USA for high-quality products with
outstanding insulation values. The Stanley Classic Vacuum
Bottles have double-walled vacuum insulation and will keep
drinks hot or cold for up to 24 hours. The classic shape with
the carrying handle makes the stainless steel bottle a real
designer object. Various sizes are available, including a
capacity of 0.47, one or two litres. Also available is the high-
quality Classic One Hand Mug.

41275 ¢ C. Jul. Herbertz GmbH ¢ Tel +49 212 206300
vk-werbeartikel@cjherbertz.de e www.cjherbertz.de
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EVERY GRAM MATTERS

B ackpackers and tourists claim the same: every gram

¥ matters during long journeys or trips. They seek practical
solutions that help them to carry as little as possible while
being prepared for every possible situation. One of the most
natural situations they are confronted with is eating of course.
The “Lery” product from Reda will definitely meet their needs.
Lery is 3-part folding outdoor set comprised of spoon, fork and
knife from stainless steel in a textile pouch. It weights only
133 grams and is easy foldable to take anywhere. Great choice
for lunches or picnics. Product is eco-friendly, what means that
people do not need to use single use plastic cutlery. Lasting
customer imprint or logo can be placed both on textile pouch
and cutlery. Available in 3 colors.

46051 ¢ REDA a.s. » Tel +420 548131125

export@reda.cz e www.reda.info

DO YOU KNOW IT?

G etting up early in the morning, the first shafts of sunlight
¥ coming through the cloud cover and outside it’s still
frosty. The step out of the front door isn’t a problem anymore
because your hands will be kept warm through the clever
power bank of Vim Solution. The power bank fits into your
pocket and is also useful to charge your smartphone to be
ready for the day. These two functions make the Q-Pack
KeepWarm to an article of daily use and with the modern
colours and the large refinement space it will achieve a strong
advertising effect.

47555 © Vim Solution GmbH ¢ Tel +49 7661 90949-70
info@vim-solution.com e www.trader.vim-solution.com

AT EYE LEVEL

w ith the glasses from Funny Look, a new kind of advertis-

ing is possible: directly “at eye level”! Brand logos,
advertising slogans, graphics or a company signet can all be
digitally printed on a perforated foil. Afterwards, it is stuck
onto the glasses and the fully personalised gadget is ready.
Club logos or mottos can also be printed onto the foil. The
promotion glasses come in eight colours. The supplier (the
company Ludger Voss) indicates a configurator is available on
the website www.funny-look.de which can be used to design
the glasses according to your wishes.

49341 ° LudgerVoss ® Tel +49 257153063

info@voss-sd.de e www.voss-sd.de
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BENEFIT AND COMFORT

N estler-matho is selling a practical flat waist bag that can
F¥ be used for leisure, travel and sport under the product
number N-m 280 (black) and N-m 281 (neon yellow). The
extremely light waist bag weighs only 69 grams, which makes
it really comfortable to wear and perfect to use, even for
sporting activities. The waist bag with the dimensions 90 x
9.5 ¢cm has enough space for your mobile phone, ID card, or
even money. A separate key compartment offers you additional
space and can be used to protect things such as a mobile
phone. What is more, the product has an extra outlet for easy
stowing of your earphone cables, a mobile phone or MP3
player. Advertising in white or black can be placed on the
middle of the waist bag. Customised finishing options, like
reflecting print, can also be realised. For a minimum order of
1,000 units, the practical accessory is also available in other
colours.

41816 * Nestler-matho GmbH & Co. KG ¢ Tel +49 7221 2154-0
info@nestler-matho.de e www.nestler-matho.de
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THE PERFECT COMBINATION
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he high-performing tool set Kombi-box from the company Zweibrtder is sure to
_® be popular with everyone who uses it, regardless of whether they are adventu-
rers, campers, cyclists, motorists, or do-it-yourself enthusiasts, because it includes a
Leatherman Style PS and a LED Lenser K. With this tool set, Zweibriider is selling an
ideal travel gift set with just the right combo gift packaging. Both tools offer users
practical solutions with a sophisticated design for handbags and while on trips.

44323 © Zweibriider Optoelectronics GmbH e Tel +49 212 59480

info@zweibrueder.com e www.zweibrueder.com

ICE SCRAPING MADE EASY

S craping ice in the morning — for drivers this is a nightmare that always seems to
&% occur when you are already in a hurry. It can be a different story, however, if you
have the right ice scraper to hand. At Promowolsch there are as many as 25 different
specimens to choose from, all made of sturdy plastic and of particularly high quality.
With these useful helpers, there is nothing to stop you departing quickly on a winter
morning, and with excellent visibility. With powerful and expressive advertising
added, the Promowolsch ice scrapers can be turned into exclusive gifts even before
the next winter sets in.

44724 ° Promowolsch — The Customer Factory © Tel +49 2942 5702 01

info@promowolsch.de e www.promowolsch.de
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OUTDOOR XTREME - SPONSORING XTREME

he ultra-light rucksack TourXtreme from Nihao proves that an outdoor rucksack
2 can be radically well-thought-out in terms of function and still have a striking and
straightforward design. This model is suitable for use with the sporting activities of
cyclists, skiers and marathon runners, or even in the area of triathlons. The main
compartment and the strap are made from one piece of material: thus,
superfluous air resistance is prevented through this ergonomic
form. The back is equipped with an optional cooling compartment
in which athletes can place a drinking system. The drinker lines
(not visible from the outside) find their way to the front through the
interior of the strap. The Swabian-Chinese manufacturing plant that
makes this product will make all promotional product distributors
happy who are looking for a sponsor rucksack for running, bicycle,
marathon or triathlon events or for those who are just looking for a
very versatile sports rucksack. Promotional product distributors can
decide the scope of the design and the size themselves, which will
influence the price significantly. Embroidery, printing or a web label are
the recommended finishing options for this rucksack. The company
Nihao GmbH focuses on the production of custom-made bags and sells
them exclusively to the promotional product industry. Nihao makes a
specially made offer for each project inquiry. There are no minimum order
quantities or additional fees for special colours or tools. The offers are all

SKI BIKE SAIL

inclusive.
46356 * Nihao GmbH e Tel + 49 711 6336541
stuttgart@nihao-bags.com e www.nihao-bags.com

INSULATING AND BREATHABLE

he Danish company Clipper Corporate Wear has T-shirts and long johns made
= _out of sport wool for sale; they feature an insulating and breathable material with
100 per cent extra fine merino wool on the side that touches the skin and the outer
side is made out of polyester. This design results in several benefits which turn the
sport wool into a one-of-a-kind material for underwear. It creates a dry and cool
micro climate between the skin and the clothing, and is very effective in transporting
perspiration towards the outside — without touching the skin. Other benefits include
its natural heat regulation, fast drying time and natural odour protection. Clipper
Corporate Wear also has sport wool polo shirts for sale in a variety of colours, and
custom designs are available for 100 units per model/colour.
46153 © ClipperA/S ¢ Tel +45 9626 3200
ccw@clipper.dk e www.clippercorporatewear.dk
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A COSY SOURCE OF WARMTH

his is an advertising contact which gives off warmth and
_® ensures you feel comfortable so no one needs to freeze
anymore in the cold months of the year. The mini hot water
bottle with the casual “turtle neck cover” will melt the ice, even
for business contacts! The hot-water bottle can be personalis-
ed for a minimum order of only 150 units; the warm message
is placed on the attached card.
45997 ® emotion factory GmbH ¢ Tel +49 7042 81550
info@emotion-factory.com e www.emotion-factory.com
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AT A GLANCE

K aspar & Richter GmbH is selling a very effective option for
X ® monitoring a person’s training and activity level for
anyone who wants to do something good for their fitness: the
fitness watch called Fitty Watch BLE 4.0. This smart watch,
with all of its technical sophistications, is very easy to operate
and features a very bright OLED display. Among other things,
it indicates the following information: number of steps taken,
sleeping activities, calorie consumption, distance tracker,
training time, time of day, and targets, including percentages.
The Fitty Watch has a 30 day memory and an interface with all
commercially available smartphones.

40043 © Kasper & Richter GmbH & Co. KG ¢ Tel +49 9131 506550

info@kasper-richter.de e www.kasper-richter.de

A LOVELY KEY RING

B ithring now features felt key rings in its product range, ':.-."J 3 |

B such as the ice crystal version called “FensterSchon”. Tt is S— ' bt —
necessary to have the right tools for individual forms. The — .

product can be packaged individually or come with several key g ' F i

rings as a set in a polybag. The natural felt material comes in e - A

several upbeat, and at the same time, unobtrusive colours. The

e d
product is manufactured on a project-by-project basis. Either f - h,‘ -
r - . 2™, “

screen transfer printing or embroidery is recommended for - .
placing advertising on wool felt. The delivery time is approxi- (oY A e
mately 4 to 6 weeks after approval of the sample and logo, and — —
will depend upon the quantity ordered and availability of the il A

colour. - F il

o
40807 * Gabriele Biihring ® Tel +49 4154 79540-0 j- et _/‘Q\_t
—

Vertrieb@Buehring-Shop.com e www.buehring-shop.com

WELL-GROOMED ON THE GO

F or a perfectly secure feeling and great body care while you
8 are on the go, there are now the classic SaniStick and the
hand lotion Pocket lotion Hand for sale, which can also come
as a set inside a 4 colour folding box. The soothing and
gt i et === protective hand l.otion, which comes in a practical pl.lmp
dispenser, contains hyaluron and shea butter, and will pamper
your hands with the nutrients and moisture they need. Both
body care sticks feature a label that can have an advertising
message placed on it in up to four colours.
46131 KHKGmbH © Tel +49 2219854730

[orh i

sales@lipcare.de e www.lipcare.de
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he Keter Alma cool box from the company “tepro” is a
= stylish accessory with a trendy style — and is, in the true
sense of the word, “cool”. After all, your heart is outdoors in
the summertime. The practical bag with a built-in ice block
pack is the perfect companion for visiting a pool, the beach,
or for a picnic. Beverages are kept cold and food items for
barbequing are kept fresh and in a completely hygienic
condition. The double-walled cool box ensures long-lasting
cooling and offers you plenty of space for all your things with
its holding capacity of 9 litres. The Alma cool box has a very
practical retractable carrying handle. What is more, its fresh
turquoise colour turns it into a real eye-catcher. With this cool
box, you will be ready for summer.

48755 © tepro Garten GmbH ¢ Tel +49 6074 89310
info@tepro-gmbh.de e www.tepro-gartenwelt.de
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A MUST FOR OUTDOOR ACTIVITIES

rpe ultra-compact microfiber towels are very soft, light,
¥ 8 resistant, absorbent and fast-drying. Take it with you
anywhere you go, to travel with, to go to a picnic, to the pool,
beach or other activities. It is visual and functional. You can
personalize your towels with any design by digital printing,
silk screening or hot stamping. It is fashionable. You can add
extras and accessories such as customized label, elastic band
to hang the towel, or stickers with different sizes. This is a way
to gain customer loyalty by providing quality and transmitting
what you want in an original way.
48309 © Arpe Barcelona *Tel +34 937 937 677
info@arpe.es e www.arpebarcelona.com

AN ALL-ROUNDER FOR OUTDOORS

he practical and foldable pocket mirror compass “Travel
_® Companion” is perfect for any outdoor and camping
holiday. It comes with a detachable magnifying glass and ruler
in cm/inch and is perfectly equipped for off-road chart work.
Moreover, it includes a built-in LED light so that you can get
your bearings in the dark. Kasper & Richter is selling a
high-quality compass with a fluid capsule, which adjusts itself
to radical changes in warm and cold areas, and prevents air
bubbles from forming. This ensures that you can get an exact
reading and that the compass rose works correctly. This
compass can be attached to a rucksack or waistband with the
practical strap. It has a space measuring 54 x 27 mm for
advertising purposes.
40043 ® Kasper & Richter GmbH & Co. KG ¢ Tel +49 9131 50655-0
info@kasper-richter.de e www.kasper-richter.de

STALKING PREY

F or thirty years, the Lunch Box from Troika has simply been
2 anintegral part of a hearty lunch. This is because it holds

a lot and, thanks to its clip lock, can be opened and closed in
a jiffy. Adepts also use it for tools, change, screws, sewing
utensils and the like. The box measures 179 x 116 x 55
millimetres, weighs 161 grams and is made of aluminium. The
motif “Stalking prey” provided the name for it. Advertising is
applied by means of printing and/or engraving on the lid or the
side; the engraving is free of charge on orders of 100 or more.
46311 * Troika Germany GmbH e Tel +49 2662 95110

d.roether@troika.de e www.troika.org
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KEEP A CLEAR VIEW

w ith the winter car covers from Pruner Werbemittel, car

windshields won’t require time-consuming scratching
anymore. These covers guarantee that you can drive safely
because your front window-shield will be free of snow and ice.
The cover can be put on a car really easily thanks to the new
mounting solution: the two rubber bands on the side only have
to be pulled over the exterior rear view mirrors and it’s ready.
This means you don’t have to be bothered with clamping the
cover in the car doors anymore. What is more, it can even be
used in the summer as a heat protector. The large surface of
the cover also makes a lot of design options available and it is
sure to put any advertising message in the limelight.

42634 Pruner Werbemittel e Tel +49 7644 1063

info@pruner-werbemittel e www.pruner-werbemittel.de
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SELTMANN GROUP

ARTISTIC INCENTIVES

As of recently, the group of members of the PSI network has
been enriched by one of the major long-established German
companies with an international reputation: Porzellanfab-
riken Christian Seltmann GmbH. For the industry it has a high-
ly sophisticated, diversified assortment of ornate and classy

incentives available.

F ounded in 1910, “Porzellanfabriken
¥ Christian Seltmann” (Seltmann Wei-
den) has developed over the course of time
into a significant group of companies
through the acquisition of “Kéniglich pri-
vilegierte Porzellanfabrik Tettau” (Koniglich
Tettau) and with the four specialized por-
celain factories incorporated in 1990 and
an art department. To this day it is still a
family-run enterprise.

Fine porcelain for the domestic, hotel and
institutional catering sectors is manufac-
tured in five factories with around 1,000
employees. An additional specialization
is the production of particularly valuable
figurines and gifts/incentives. Also be-
longing to the group is Quarzsandwerke
Weillenbrunn, which is known in the in-
dustry worldwide as a raw-material sup-
plier for porcelain and ceramics.

¥ .H‘H-._
Also done by hand: painting the models with
decorative patterns.

MORE THAN 250 YEARS
OF EXPERIENCE
Through Porzellanfabrik Koniglich Tet-
tau (the oldest porcelain factory in Ba-
varia), Seltmann Group has more than
200 years of experience in porcelain pro-
duction. The famous natural scientist Al-
exander von Humboldt campaigned for
the founding of the factory. It was found-
ed in 1794 through a privilege granted
by the Prussian king Frederick William
II. An even older tradition of porcelain
craftsmanship (of more than 250 years)
is to be found in the location of Thuring-
ia’s oldest still operating porcelain facto-
ry in Rudolstadt/Volkstedt. The “Aelteste
Volkstedter Porzellanmanufaktur” (old-
est Volkstedt porcelain factory) was ex-
panded into a “Glaserne Porzellan-Man-
ufaktur” (glassy porcelain factory) in 2007
and four factories with an art department
were brought together “under one roof”
in the location of Volkstedt. Now the Ael-
teste Volkstedter Porzellanmanufaktur,
the UnterweilBbacher Werkstatten fiir Por-



www.psi-network.de PSI Journal 6/2015

Skilled hands individually shape fine details before the porcelainis
fired.

One specialization at Seltmann is the production of particularly valuable
figurines and incentives. Here you can see a hand painter at work.

o

The production of porcelain parts from the serial range is carried out us-

ing the latest industrial robots.

zellankunst, Porzellanmanufaktur Scheibe-
Alsbach and Porzellanmanufactur Plaue
— with the Schwarzburger Werkstitten
fiir Porzellankunst art department — are
all in one location.
BROAD PRODUCTION EXPERTISE
As one of just a few globally operating por-
celain manufacturers, Seltmann Group has
exceptionally broad production expertise:
from high-tech manufacturing (such as with
the latest industrial robots) in one of Eu-
rope’s most modern porcelain factories (lo-
cated in Erbendorf) through to pure crafts-
manship in the small factories (located in
Rudolstadt, Thuringia). Besides the con-
stantly growing divisions of the hotel and
catering industry, institutional/communal
catering and incentives, in the sector of
household porcelain Seltmann Group pri-
marily appeals to families, who generally
attach great importance to a diversified as-
sortment with the long-term possibility of
subsequent purchases.
TOP INTERNATIONAL STANDARDS

In all product segments, the porcelain of

the Seltmann group of companies meets
the highest international standards when
it comes to design, functionality, durabili-
ty and exclusivity. It is the high quality stand-
ard of precisely these product character-
istics that can only be maintained in Ger-
many as an industrial location.
ENVIRONMENTAL QUALITY SEAL

At Seltmann Weiden, production accord-
ing to the strictest environmental criteria
and health guidelines has always been of
paramount importance. So as to credibly
and sustainably communicate this environ-
mental thinking of the entire Seltmann
Group, Seltmann has developed an envi-
ronmental quality seal for the sector of por-
celain production. This environmental qual-
ity seal, whose standards have been “lived
out” by Seltmann Weiden for a long time,
essentially focuses on the criteria of tech-
nology, the environment and health. “In-

» o«

spected in Germany”, “tested in Germa-

ny”, “designed in Germany”, “made in Ger-
many”, “Germany as an industrial loca-

tion” and even “production locations ex-

clusively in Germany” —these are the new,
differentiated standards that customers
scrutinize and behind which, of course,
there are also important jobs with highly
qualified staff. Seltmann meets all these
requirements since the production loca-
tions of the entire Seltmann Group are lo-
cated exclusively in Germany. <

Porzellanfabriken Christian Seltmann GmbH
Chr.-Seltmann-Strafie 59-67

D-92637 Weiden

Contact: Norbert Lehner

Tel. +49 961204-141

Fax +49 961204-116
n.lehner@seltmann.com
www.seltmann.com
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10 YEARS OF ENTRADA

WITH FOOT MATS ON
THE ROAD TO SUCCESS

Advertising mats and high-quality entrance floorcoverings
are the core competencies of Entrada Textile GmbH, a compa-
ny from Braunschweig, Germany. This year the floorcovering
specialists can look back at their first successful decade of

doing business.

A s a consultant for laundry services for
& 8 the health care industry, the founder
Stefan Heuer ventured into self-employ-
ment in March 2005 and founded the com-
pany Entrada. During the early days of his
business, he soon discovered that many
customers were looking for an alternative
to renting mats. Stefan Heuer explains,
“Many laundry services offered this ser-
vice, which unfortunately often involved
renting out bumpy and battered mats that

left distinguished entrances looking rath-
er drab. There was only one obvious al-
ternative for these customers that made
sense: for them to buy high-quality dirt
collecting mats — ideally with their own
special design. Hence, the idea was born
and starting in 2010 “Entrada mats” be-
came an independent business segment.”
MASTERING THE CHALLENGE
“With the slogan, ‘Entrada — your brand
gaining ground’, it was clear from the very

Always an eye-catcher: The specialists of the
Entrada team offer attractive solutions for
high-quality, effective advertising mats for
different sectors.

beginning that our products were not just
about functioning as dirt collectors, but
were also intended to be appealing and
valuable solutions. The corporate design
of our customers should also be noticed
and reinforced on ‘shabby’ floors.” This is
how Stefan Heuer describes his main in-
tention with his new business area. Heu-
er adds, “The idea of establishing our own
brand in a market that is already divided
up among strong competitors is a big chal-
lenge. It only works with people who are
prepared to support the venture through
freedom, good ideas and a strong commit-
ment. And the Entrada team has done just
that.”

ATTRACTIVE ANNIVERSARY OFFERS
The company’s success story began in a
small office with two employees and sev-
en products. The high demand for top-qual-
ity products with an individual, custom-
made design led to the expansion of the
team to currently eight employees. The
company’s product range has since grown
to 50 products, which leave no customer
wishes unfulfilled. Entrada’s specialisation
in entrance floorcoverings ranges from
high-quality functional dirt collectors and
logo mats to advertising and promotional
mats, which are used at points of sale in
large numbers. The product line also in-
cludes protective floorcoverings made out
of aluminium profile mattings, which are
placed in ground recesses in front of large
shopping centres. As a heavy duty mat, the
“Extrem” matting module even meets the
needs of industrial users who are looking
for solutions for their delivery areas and
for solutions which can be driven on by
forty tonners. Entrada is celebrating its 10th
anniversary with many special and attrac-
tive anniversary offers. More information
is available at: www.entrada-matten.de <
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Mark Busche explains a detail of the production sequence to the Japanese guests.

20 YEARS OF B&D MERCHANDISING GMBH

INTO THE FUTURE
WITH “SMAKE”

After four years of development, the new e-shop system
“Smake”, implemented by B&D Merchandising last year, has
proved a true success. With it the two founders and IT-savvy
makers of the company, Mark Busche and Thomas Drees, are
surfing the crest of the times and offering their business part-
ners atool that makes designing and ordering superbly finis-
hed textiles child’s play—and does so from an order quantity

of one piece.

S ince the implementation of the e-com-
&F merce shop concept with the memo-
rable name of “Smake” one year ago, the
creative minds from B&D Merchandising,
who constantly have innovative solutions
in mind, have already convinced numer-

ous renowned customers with the new sys-
tem. Success has naturally not come all
by itself and lies in the corporate DNA of
the two B&D designers Mark Busche and
Thomas Drees, who started with the B&D
Group 20 years ago under the guiding mot-

to, “Custom lifestyle for all!” In the course
of these two decades, they have moved
the Castrop-Rauxel-based company for-
ward, always with the claim of integrating
ultra-modern technical standards at eve-
ry stage.
HEALTHY GROWTH

Their active approach has been courageous,
relaxed, easy-going, with an instinct for
current trends from the start, when, in 1995,
they were still importing and customising
sport textiles and surf clothing from South
Africa for the still underdeveloped German
market of the time. As their experience
grew their sophistication did also, and so
the two soon decided to produce their func-
tional textiles according to their own qual-
ity standard. They consistently expanded
their competences and production lines in
the subsequent years: thus, the current
range, in addition to the textile collection,
now also comprises various promotional
products, giveaways and premium prod-
ucts which are finished in-house using ul-
tra-modern embroidering, printing and la-
ser machines. The B§D team meanwhile
comprises more than 30 employees, 6 of
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- Custom work at the digital printer.

Digital control mechanisms at every production step minimise errors and guarantee high quality

and swift logistical processes through to dispatch: The customer orders and the goods are sent off,

finished as desired, on the same day.

them in the correspondingly weighted IT
area alone. Deliveries are currently made
to more than 35 countries.

EVERYTHING UNDER ONE ROOF
Growth into an experienced, customisa-
tion-focused full-service provider finally re-
quired a move into a new company build-
ing, designed according to the company’s
own specific needs, where the new high-
rack warehouse generated even more flex-
ibility thanks to ultra-innovative B&D lo-
gistics software. Including the offices, show-
rooms, production and the in-house pho-
to studio, in the new building everything
is therefore now located under one roof.

“SMAKE” MARKETING INSTRUMENT
An almost logical consequence was the cre-
ation of “Smake” which, according to B&D,
is an “e-commerce solution that is unique
throughout Europe” and which - devel-
oped by the in-house IT department - con-
nects and thereby standardises and enor-
mously facilitates the entire production pro-
cess. “Smake” now makes it possible for
the customer to create and distribute cus-
tomised merchandising products via their
own shop, regardless of order volume. This

logistically ingenious system also antici-
pates the transformation of technical con-
ditions in the production area, where fu-
ture demand or customer requirements will
be met through taking account of altered
purchaser behaviour via Internet — on-de-
mand via e-shop systems. To this end “Smake”
offers a process-optimised solution that
saves time and costs and, linked with the
customer’s goods management system, de-
livers a finished production range that com-
bines high quality claims with sustainabil-
ity. “With this we deliver to the customer
a complete, easy-to-use tool which the cus-
tomer controls at all times and from which
both sides can only benefit,” says Mark
Busche.
INTERNATIONAL INTEREST

Industry 4.0 — the German government’s
new high-tech strategy — is already being
implemented by “Smake” in Castrop-Raux-
el. Interest is accordingly great — interna-
tionally as well. Just recently a manage-
ment team from Japanese embroidery ma-
chine manufacturer Tajima and its German
supplier Mountek visited the company in
Castrop-Rauxel in order to get an on-loca-

tion picture of the way “Smake” works with
its linked automated production process.
The stages, from the digital generation of
a finished (textile) product via Internet,
through incoming orders and thus direct-
ly triggered manufacture through to dis-
patch, were concretely explained and dem-
onstrated on the basis of illustrative exam-
ples on a site tour. Here it became clear
how swiftly, precisely and uncomplicated-
ly customised merchandising works “on
demand” via e-commerce — and does so
from one piece. It became equally evident,
at the same time, how much dedication
the B&D team shows along the way. Ac-
tions are always taken with the customer
in mind, intelligently, effectively and with
high demands on quality, outcome and ser-
vice, in order to highlight brands and prod-
ucts as effectively as possible. This is clear-
ly expressed in the following interview, in
which Mark Busche and Thomas Drees ex-
plain the advantages of “Smake” in their
own words.
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Company founders and managers Thomas Drees and Mark Busche (left to right) continuously work

with their team on the further optimisation of the new e-shop system “Smake”.

AN INTERVIEW WITH MARK BUSCHE

AND THOMAS DREES

You are known for innovative new approach-
es in the field of (textile) finishing. What is
the background history of “Smake”?

Mark Busche: It all started with the idea
of embroidery 2.0 or rethinking embroi-
dery. Breaking down processes and then
optimising them so that a piece is ‘sexy’,
that is attractive, at a lucrative price, espe-
cially for buyers in the B2B area. The orig-
inal version was called “Stickxpress” and
after some rethinking and doing (“make”)
the term “s(tickkmake” was born. And as
we have also contributed to the implemen-
tation of digital printing, the term “s(hirt)
make” originated. As restricting ourselves
to a product by name no longer fits in our
company which has been fully turned in-
side out, the term “smake” was born. The
“s” stands for s(hop)make, s(elfimake,
s(olution)make, s(tyle)ymake and s(pace)
make.

Thomas Drees: By “space”, we mean that
we provide our customers with a solution
that creates more space in terms of net-
working, transparency, tied-up capital, con-
stant availability, virtual collections at no
cost and individuality with controlled lim-

itation. However, it should also be a bit
more and reflect what drives us. That's why
we write “smake” in lower case letters and
have thus created an international verb.
So, “let’s smake it together” or “smake it
with love”. Try it, it almost always fits!
(smiles)

How was the new system implemented?

Mark Busche: The biggest challenge came
from our own employees. Arousing their
curiosity, throwing ingrained ways of think-
ing and acting overboard and creating en-
thusiasm as well as something new togeth-
er. Nothing should be the same as before,
although it is well known that “everything
was better before” —but that is our slogan:
“We smake it with love” because we have
only managed to be successful through our
team’s tireless efforts, cooperation, soli-
darity and passion for the product. Today,
everybody is proud of our “smake” and
everyone benefits from it and sees it as an
extreme relief. Step by step and occasion-
ally one step back! One has to have the in-
nate willingness and the opportunity (thanks
to the local banks — Sparkasse and Volks-

bank), and sometimes throwing half a year
of development into the bin and then start-
ing all over again with the knowledge gained.
Thomas Drees: After four years of devel-
opment with an in-house team consisting
of IT developers, mechanical engineering/
electrical engineering developers, a pro-
ject team and management, a product man-
ager and photographer, we now have a
system that is unique in its diversity. This
is confirmed by delegations from our ma-
chine suppliers in Japan, Italy, Israel, Can-
ada and the USA.

Mark Busche: Ultimately it will never be
finished, and therefore there will be con-
stant developments or occasional bug fix-
es, similar to the updates on our smart-
phone.

Thomas Drees: IT is anything but a simple
device that was developed only once. IT
lives and is dynamic, it is always evolving
and every new idea embraces all areas of
development. This is both a blessing and
a curse, whereby in our opinion the bless-
ing prevails. We smake IT!

What are - in as few words as possible - the
strengths of “Smake”’?

Mark Busche: Living Industry 4.0 (see Wiki-
pedia) — according to the high-tech strat-
egy of the German government, the future
of global networking and the industrial lo-
cation Germany. Smake is a production that
is directly connected to the Internet - con-
nected to the ERP or Intranet of the com-
panies and thus to the user who now has
the opportunity to initiate resource-saving
production ‘on demand’.

What previous experience has been gained
with this novel e-commerce shop concept?
Thomas Drees: 100 per cent of the con-
tracts are concluded if marketing, purchas-
ing and IT harmonize in the respective com-
pany, throw the old mindset overboard and
thus think innovatively and comprehensive-
ly. Rethinking and thinking afresh — and
no longer stockpiling and then hoping that
the right design with the correct product
with the correctly selected size code in the
right colour and quantity is available.
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Mark Busche: Provided we do not meet lit-
tle “Jil Sanders” and “Karl Lagerfelds” in
companies, who want to do their own thing,
we always manage to create new, unique
products from our sustainable standard
products with the help of innovative minds.

And customer feedback?

Thomas Drees: Once implemented and in-
ternally communicated, customers can sit
back and relax.

What specific benefit do partners in the pro-
motional product industry have with
“Smake”?

Mark Busche: The promotional products
industry can very easily be “textile”! No
more stress with elaborate sample col-
lections because they are virtualized by
simply clicking the mouse. For full-ser-
vice agencies, no more inventory and tied-
up capital. No surpluses, constant deliv-
ery capability, customer loyalty tool with
a huge range of individual products. Re-
producibility, campaign shops for trade
shows, budgeting, voucher systems, shop-
ping cart splitting, [-frame and much more
Thomas Drees: Promotional product dis-
tributors have no benefit if they try to

Textile models take shape in the in-house

photo studio.

£l
-

press the old system into the new system.
This does not work and you have to have
the courage to say this to the customer.
He will thank the distributor! That’s the
smake smile ...

A look into the future: What further (techni-
cal) developments can be expected? Is there
further scope for possible optimisations?
Mark Busche: We grow with our clients’
ideas! It’s great fun to develop new things.
And our intellectual drawers are full of ide-
as and visions! We will open up the sys-
tem and make it even more textile in the
future — by integrating laser and strass —

and also implement the classic promotion-
al product starting at just one piece.

Thomas Drees: Realistically, smaller em-
broidery and printing which satisfy qual-
ity requirements developed by us can be
added to the system. We smake quality! <

CONTACT:

B&D Merchandising GmbH
Erinstraie 28

D-44575 Castrop-Rauxel
Tel. +49 2305 94788-0
www.bd-group.de
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CAROLE HUBSCHER

LIFE FOR A WORLD
FULL OF COLOURS

In Switzerland, Caran d’Ache has been synonymous with
graphite and coloured pencils since time immemorial. The
name has long since become a premium brand for fine writing
instruments. This year, the company that was founded as “La
Fabrique Genevoise de crayons” in 1915 celebrates its 100th
anniversary. Carole Hiibscher, the fourth generation, has
been at the helm of the traditional company for the past three
years—and has big plans.

Ithough Carole Hiibscher has been
& ® managing Caran d’Ache for only a few
years, she already knows her major objec-
tive: “Pass on a healthy company to the
next generation.” Just as she had taken it
over from her father. There is no doubt
that the 48-year-old will succeed in doing
that. Carole Hibscher lives for Caran
d’Ache. “I was completely taken in by the
company the moment I first joined it,” says
the mother of three children when describ-
ing her passion. Although she did not de-
velop her enthusiasm from the cradle, she
has certainly had it from her earliest child-
hood. “As an infant I took the plunge into
the colourful soup, so to speak.” Never-
theless, it was in no way predestined. Her
father, Jacques Hiibscher, 30 years long
head of Caran d’Ache, never pressured her
to follow in his footsteps. First of all, she
graduated from the school of hotel man-
agement in Geneva and then underwent
a management programme at Harvard.
Carole Huibscher earned her first spurs at
the US distributor of Caran d’Ache in New
York. As it is not in her nature to take on
a job that is presented to her on a silver
platter, she sought a professional challenge
far from the colourful world of pencils.
That is why she switched to another Swiss
global brand: Swatch. She quickly took
over the international marketing for the
Calvin Klein brand and, looking back, ad-
mitted: “I learned much of what I know
now about marketing at Swatch.”

STORIES AS A MARKETING TOOL

In terms of marketing, Carole Hiibscher
takes quite a different approach than her
father. According to his daughter, Jacques
Hiibscher embodied the virtues of under-
statement and discretion almost to perfec-
tion — and incidentally he gave only one
interview during his 30-year presidency —
whereas his daughter wants to give a face
to the company. As a marketing expert,
she knows that it is no longer enough to
produce high-quality products. It is equal-
ly important to tell stories. And in this re-
gard Caran d’Ache can look back at a col-
ourful spectrum in every sense of the word.
“Pablo Picasso and many other artists have
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drawn and painted with our products. In
Geneva, Reagan and Gorbachev signed and
sealed the end of the Cold War with a foun-
tain pen from Caran d’Ache. Our products
were even on board spacecraft in space,”
reports Carole Hiibscher proudly on a com-
pany that is unique in many ways.
ENTIRELY “SWISS MADE”
IS THE HIGHEST PRECEPT

Ever since its beginnings 100 years ago as
"Fabrique Genevoise de crayon” special-
izing in the manufacture of graphite and
coloured pencils, Caran d’Ache has been
the only manufactory for writing and draw-
ing instruments in Switzerland - and thus
something like the Swiss national suppli-
er. From the outset, the motto has been:
100 per cent “Swiss Made”. And much em-
phasis is also placed on this philosophy in
the fourth generation. The entire produc-
tion, which now includes 90 different pro-
fessions with 280 employees, is located in
Geneva. “This allows us to flexibly respond
to customer needs,” says Carole Hiibscher
citing a decisive advantage over the com-
petition which has often outsourced busi-
ness to South America or Asia. The only
exception is cedar wood from California
which is the most appropriate wood for
pencils to be sharpened. Another argument
for producing locally is the fact that the
production of graphite and colour pencils
is highly complex. Thus Carole Hiibscher

dispels a commonly held misconception.
“People think a pencil is something sim-
ple, but in reality it is a science.” It is no
wonder then that Caran d’Ache has two
research and development departments.
Even a writing instrument must be rein-
vented. A clear indication of this is a whole
series of inventions and innovations that
runs like a red thread through the compa-
ny’s history. Since the first graphite pen-
cils were launched on the market in 1915,
products have continuously been added,
some of which have attained worldwide
exclusivity. These include the patented Fix-
pencil from 1929, a mechanical pencil with
a locking mechanism, and two years later
the watercolour pencil “Prismalo”. Caran
d’Ache also holds a patented wax pastel
“Neocolor” launched on the market in 1952.
The “Ecridor”, the first pen, followed in
1953.In 1970, the company presented the
first pen nib called “Madison”. With “Caelo-
graph”, a limited edition fountain pen en-
tered the market in 2012 — with constella-
tions and an individually adjustable month
and day display that allows reading the
sky. The newest addition to the Caran d’Ache
family is the “888 Infinite”, optional as ball-
point pen with its Swissride cartridge or
as mechanical pencil with eraser and in-
tegrated reserve of 0.7 millimetre diame-
ter leads. With the new writing utensil the
name says it all because it offers colours

as means of exploring infinite possibilities.
In addition, the hexagonal shape of 888
Infinite gives free rein to a person’s imag-
ination — colourfully provocative or elegant-
ly understated, with an individual motif or
a personal message a lot of creations can
come up to a set. With these opportuni-
ties, Caran d’Ache offers the industry a po-
tential promotional product, that can get
designed truly unique. 888 Infinite is an-
other example that the Suisse company
banks consistently on the combination of
emotions, quality, writing comfort and de-
sign — and remains true to its values.
A WHOLE SEA OF COLOURS

In the past decade, the company has great-
ly expanded its range, and not only of writ-
ing instruments, but also artists’ colours.
Caran d’Ache has more than 500 colour
recipes, including such well-known names
such as imperial purple, royal blue, flam-
ing coral pink and cherry red. But only 120
are used —those for the largest colour pen-
cil pack containing precisely 120 different
pencils. As different as the colour shades
may be, the quality remains uniform. All
pencils are made from certified cedar wood,
with leads that do not break. The fact that
this quality comes at a price is actually an
advantage in the long term — especially for
the customer. “We do not cut corners when
it comes to the production; we give each
customer a lifetime guarantee and a truly
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KAPAHAALL

NAMED AFTER
A CARTOONIST

Although Caran d’Ache is celebrating its 100th anniversary
this year, the company’s present name only dates back to
1924. Until then, the first Swiss pencil factory operated
under the name “Fabrique Genevoise de Crayons”. When
the former stockbroker Arnold Schweitzer took over the
company in 1924, he gave it the name “Caran d’Ache”.
Caran d’Ache was a reminiscence of the Russian-French
cartoonist Emmanuel Poiré, whose works were revered by
Arnold Schweitzer. Emmanuel Poiré used the pseudonym
Caran d’Ache, a transliteration of the Russian word
“karandasch”, which roughly means pencil — and for this
reason alone had a close relationship with the company.
The Hiibscher family came on board when Arnold
Schweitzer was reinforced by the financier Henri Hiibscher
and the accountant Joseph Reiser. Together with the
Christin family, the descendants of both families are still
the principal shareholders. Today the company is headed
by Carole Hiibscher, representing the fourth generation.
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timeless product. Every colour and every pencil remains
in the range forever, and always in the same quality,”
promises Carole Hiibscher who would love to have a tal-
ent for drawing. “Take our red, for example. This will still
be the same in the future as it was a hundred years ago.
And we even have proof of this. The son of Pablo Picas-
so told me that our red is still exactly the same as that
with which his father had once painted.”
ENVIRONMENTAL AWARENESS FROM THE OUTSET
Caran d’Ache’s understanding of quality also includes the
prudent use of resources. Nothing is discarded. The wood
shavings from the pencil production are used for heat-
ing. Sustainable development and the same corporate
culture enjoy a very high priority at Caran d’Ache. All
pencils have FSC or PEFC certification, thus guarantee-
ing that the wood used originates from sustainable for-
estry. That is important because Caran d’Ache produces
enough pencils each day to form a road from Geneva to
Rome. The company did pioneering work in environmen-
tal protection by developing a water-based paint for pen-
cils and was thus able to drastically reduce the use of sol-
vents. Carole Hiibscher considers writing to be the greatest in-
vention of mankind and is firmly convinced that these investments
are worthwhile. She is certain that despite the digital revolution,
people will continue to write by hand in the future. Everyone pre-
fers to always have a pencil at hand for quick notes. And when it
comes to the functionality of a pencil, Caran d’Ache has even more
to offer. The company not only sees itself as a brand. It sees itself
more as a daily companion, as a source of emotion. Thus, a spe-
cial pen or fountain pen also gains special symbolic significance,
similar to a watch or cufflinks. Caran d’Ache produces lasting val-
ues. The Swiss company thinks in terms of generations. That was
the case in the past hundred years and will not change over the
next hundred years. Longevity and continued existence are im-
portant values in every respect. Or, to put it in the company’s own
language: “Welcome to our unique universe.” <
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INNOVATIVE PROMOTIONAL PRODUCTS

MORE THAN A FOLDING RULE

R eidinger has provided the folding rule with a practical

H 8 additional function that noticeably facilitates the work of
tradesmen and handymen: The “Magneter” has a magnet
incorporated into the top element that helps to recover
dropped screws, nails and other metal objects. Whether they
have to be picked up from hard-to-reach places, such as
behind a heater, or simply from the ground, or when you are
standing on a ladder - the folding rule with magnet serves as
an effective extended arm. In addition, the patented product
has demonstrated its practical suitability as a measuring tool
and not least as a promotional product. Custom printed, the
clever tool serves as an extraordinary helper which is sure to
be used and create a lasting impression.

42938 ¢ Reidinger GmbH ¢ Tel +49 9732 9105-0

info@reidinger.de e www.reidinger.de

REVOLUTIONARY TECHNOLOGY

lobal Innovations, a specialist in custom designs and patent products, is the exclusive distributor of the
¥ worldwide patented new development in nanotechnology: the so-called “PolyTaksys”. Developed by
the University of Miinster, the product looks like a sticker and consists of several superimposed layers. The
bottom foil can be designed in any way. By activating the upper film, it opens in a predefined period of time
and activates the message attached to the bottom film. “PolyTaksys” can be used for all information which
is covered and is to be released after a certain time, such as a lottery processor, a discount window or a
product announcement. An example: The prize does not appear immediately after the purchase when
detaching a film, but with a time delay e. g. three days. Therefore the customer will be animated to make a
return visit. In a second phase, PolyTaksys is used as an “open monitor”. This is activated automatically
when opening the product (e.g. milk) and indicates how long the product has already been open.
46626 * Global Innovations Germany GmbH & Co. KG * Tel +49 6502 9308617
info@globalinnovations.de e www.globalinnovations.de

PnlyTaEéys ist der
Gewinnspielprozessor
der Zukunft.
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A NEW GENERATION

F inally S BELLA! is ready to reveal itself. It is the first twist Stilolinea pen, designed
2 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 customi-
zation 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 e www.stilolinea.it

-Anzeige-

e iNdividuelle NMotive

e ganz=zflachig bedruckt
® brillamnte Details

® Digitaldruck

o ANuflage ab 200 Stuck

500 Stick
zu je 9,90 EUR

zzgl. MwSt.

Motivschirme - jetzt auf www.panocity.de - lhr Wunschmotiv
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DISCOVER THE POWER OF FRAGRANCES

he Post-it Notes Aroma Pads are a truly sensual advertising medium. By simply

in die cut format.

_® rubbing the Post-itsticky note, the chosen fragrance is released, leaving a lasting
impression, and thus enhances the advertising message considerably. Customers
can choose from a variety of fragrances available for countless positive associations:
for example, the aroma of coffee for the morning newspaper and all good breakfast
ingredients; lemon fragrance for freshness, cleanliness, summer and a delicious
sorbet; the scent of natural wood for sustainable construction and interior decora-
tion; apple cinnamon scent for all cosy winter and Christmas promotions. Even
individual fragrances are possible: Michael Schiffer Promotion offers advice regard-
ing implementation. Of course, the new Post-it Notes Aroma Pads are also available

49018 © Michael Schiffer Promotion GmbH ¢ Tel +49 2843 1692115

b_serra@michaelschiffer.com e www.promotion.michaelschiffer.com

3D PUZZLE IN CUSTOM DESIGN

G reen — personal — specialised: are the three current
¥ megatrends in the promotional product sector and
precisely these trends can be found at Umbum: “Eco-friendly,
personal and individual” creating a deep and authentic brand
loyalty. The Umbum brand specialises in the production of
individual 3D puzzle models for objects and promotional
products for every individual choice. In addition to new
developments, an individual production of objects in custom
design is offered. Existing objects (vehicles, buildings, etc.)
can be adjusted to the desired design. The 3D puzzle models
are made from top quality carton with double-sided relief
printing. Neither scissors nor glue are required for the
assembly.

49501 © Dieser GmbH & Co. KG ¢ Tel +49 40 64225960

pawel.kogan@umbum.de e www.umbum.de

Z

reddol award 2014
WiRREr

THIS BOOMERANG IS A GOOD CATCH

he Boomerang is an innovative iPad accessory where all
= _good things come in threes. According to Invented4, it is
the first product on the world market that combines the case,
stand and holder. As a result, it provides iPad users with a
plethora of uses. Boomerang received a Red Dot Award in
2014 and is manufactured in the EU. This guarantees excellent
quality and short delivery times. For more information, visit:
www.xvida.com/
49482 ° Inventedy © Tel +386 40 436480
grega@inventedfor.com e www.inventedfor.com
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SMALL BOX WITH A BIG SOUND

he Bluetooth loudspeaker Heju Dice (art. No. 4891) from KMS Kafitz is only
= 45 x 45 x 40 millimetres in size and made of plastic. As light as a feather at just
46 grams and not much bigger than a salt shaker, the little sound box is available
in blue, red, white, black, green and yellow. If the many available colours are not
enough, the box can also be branded with your own logo. It is delivered to the

customer packed in a black cardboard box.
48108 * KMS Kafitz Medienservice GmbH ¢ Tel +49 2234 9908-0
rk@kms.eu e www.kms.eu

AVAILABLE AS QUICKAS AFLASH

T en quality Wera screwing tools on a tiny surface for easy
= storage in a drawer, in the tool box or in your pocket - that
describes the Kraftform Kompakt 10 from Wera: With cross
head, cross recessed head (Phillips and Pozidriv), TORX bits
and the proven Wera handle in Kraftform design; with hard
grip areas for high working speed and soft grip areas for a firm
grip. Thanks to Rapidaptor technology, lightning-fast bit-feed-
ing and bit-removal via the handle are possible. The tools are
arranged very clearly in a robust and practical bit-check.
Customized logo print is available from just 100 pieces and,
upon customer request, high-quality gift packaging is also
possible.

48078 * Wera Werk eTel +49 202 4045144

matuschek@wera.de e www.wera.de

-Anzeige-

VNOTEY
Der
Decken-
spezialist

LINOTEX

Picknickdecken in groBer
Varianten- und Farbauswahl!

Hochwertige Veredelungen méglich:

TRANSFERDRUCK - DIGIPATCH - STICKEREI

Besuchen Sie auch unseren Webshop!
www.linotex-shop.com

-

LINOTEX GmbH
89555 Steinheim

Telefon+49(0)7329.92 07-0
E-Mail info@linotex.com
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AN ENTIRE HALF-YEAR

E ckenfelder, the calendar specialist, is extending its successful “Junior” series to
2= include two new models with 5 and 6 months. For those who not only want to
have a clear view of the immediate future. The advantages: a better scheduling
overview — and even more advertising space. Thus the logo or advertising message of
the customer is optimally presented, 365 days a year! Both calendars, when folded,
each fit into in a DIN B4 envelope and postage can be saved when sent as a Maxi
letter. Of course, like all the calendars from Eckenfelder, the two new models are
produced environmentally friendly and printed on FSC-certified paper.

41430 * Eckenfelder GmbH & Co. KG * Tel +49 36920 841-0

m.brieske@eckenfelder.de e www.eckenfelder.de

THE CHOSEN ONE WITH PROMOTIONAL VALUE

I n the film Matrix, Trinity is the chosen one who can answer all questions. At uma,
2 customers can find not just one chosen one, but a whole array of them. One thing
is clear, however, the Trinity from uma changes the reality of the promotional
ballpoint pen. With its innovative triangular barrel, the writing instrument not only
lies comfortably in your hand, but also provides an additional, third advertising space
which optimally enhances promotional messages. The Trinity is covered in a shiny
or transparent plastic case and in a GUM version that impresses with a rubberized
soft-touch barrel and transparent shiny clip. The pin therefore promises not only a
great feel but also places emphasis on elegance. That is why the heavy, polished
chrome metal tip comes standard, as does the proven uma-Tech refill which guaran-
tees writing enjoyment at an altitude of more than 4000 metres.

41848  UMA Schreibgerdte Ullmann GmbH e Tel +49 7832 7070

info@uma-pen.com e www.uma-pen.com
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MARKING AND NOTING DOWN

E urostyle supplies the optimal products for marking and
2= noting down. A new item is the car accident notebook with
case from the Germany series which contains a pencil and an
accident checklist. Here you can immediately read all about
what to do in case of an accident. The notebook from the
Germany series, which is enclosed in a high-quality leather
book jacket, is an ideal companion for meetings and appoint-
ments. Both products are available in many colours. With the
Germany series, the leather colour and seam can be customis-
ed according to specification and manufactured in limited
editions. In addition, many Eurostyle series offer classic
writing and ring binders for notes and documents. There is
also a wide selection of iPad cases. As desired, they are
available with and without a pad or a zipper, in A4 and in A5

format. Whether in leather, polyester or leather-like material, g : —

Eurostyle also offers the suitable item for every need. The - . ..,!' !-nﬁ'-na'ga-"—

collection also contains Tablet PC writing cases with variable "“ﬂl—-—a | 33 34 15 i T
fasteners for different tablet sizes. Eurostyle personalises oy 95 25 26 2T 78 28 30 ¥ 18

actual models and designs series according to individual i3 [Vt T L

requests.

41857 * Eurostyle Emil Kreher ¢ Tel +49 921 789520
info@eurostyle.eu e www.eurostyle.eu

Ihr pfiffiger Werbebotschatfter,
der garantiert »Anhang« findet!

www.reidinger.de
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THE WISHING TABLE

he stickipop is an eye-catching product at any event, trade
_® show or company celebration. In the private sector, the
table coverings are a must-have because the large advertising
space can be printed not only with individual theme motifs
(country style or Oktoberfest), but also with board games. The
advantages of the table coverings: simple to attach, removable,
weatherproof, UV protected and easy to clean. The stickipop
table coverings are a German brand. They are printed expertly
and professionally. All desired sizes are available.
48291 ¢ JH Innovations GmbH e Tel +49 621 74814-66

info@jh-innovations.de e www.jh-innovations.de

A FRESH LOOK FOR COOL DRINKS

low becomes a must-have for all design-oriented connoisseurs as freshness
2 _attains a new form thanks to the hand-blown glass in clear silhouette. In addition
to its beautiful exterior, the inner qualities of Flow are particularly impressive. It
serves cold drinks to perfection and also guarantees up to four hours of refreshing
drinking pleasure. Its secret: a practical cooling element is simply inserted into the
stainless steel base. Even without the cooling station, Flow serves as an elegant
carafe for fine red wines. A summer highlight is the Flow Friends cooling carafe
which also keeps drinks cool for up to four hours thanks to the clever cooling
element. When pouring, the one-litre carafe serves all drinks drip-free. The Flow Slim
series with its particularly slim cooling base fits perfectly into most refrigerator
doors.
42692  EMSA GmbH ¢ Tel +49 2572 13222
info@emsa.de e www.emsa.com
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TOP PRODUCT TOPICS IN PSI JOURNAL

In the August issue SUSTAINABILITY will be featured big —
be part of it with your products!

ainable and Certified Goods” 7
‘Autumn/Christmas”

deadline: 26.6.2015 =
line for ads: 7.8.2015

“Health, Cosmetics, Wellness”
and “Custom-made products”
Copy deadline: 17.8.2015
Deadline for ads: 4.9.2015

“(Mobile) Communication and Lifestyle”
and “Tools, Hobbies, Car”

Copy deadline: 18.9.2015
Deadline for ads: 9.10.2015

“Gift sets, Packaging” and
“Finishing and Technology”
Copy deadline: 16.10.2015
Deadline for ads: 6.11.2015

Product Guide
Design, preiums,
Jewellery,
Porcelain, glass,
tableware

Merger ofGerman
assodiations
More power forthe
industry

Trendbagz
Trendy promotional bags

Please don’t hesitate to contact the PSI Cross-Media Sales Team at any time for assistance. ) P s '
Phone +49 211 90191-114/-150, Fax +49 211 90191-180, e-Mail publishing@psi-network.de
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BRIEF MESSAGE, LOW PRICES, BIG

EVERY MONTH+++EXCLUSIVE IN THE PSI

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

CLASSIFIEDS MARKET+++NOW NEW
ISSUE+++

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

TEXTILIEN / TEXTILES SCHREIBGERATE / WRITING UTENSILS

Werbung auf Schritt und Tritt - Made in Germany

ABER

textiltdest

ab 100 Paar
individuelle Business-Socken
exklusiv gestrickt

kreative Ideen
aussagekraftige Entwiirfe
e professnonelle Umsetzung

"E%: “"“\a—-.:-—-*
'#T{ﬁytnnnsanr

PSINo. 49549

hfo@aber-demgn d

www.aber-design.de

ALL YOU NEED IS CLIQUE®

PSI No. 44367

Filey Fiwve GHO
Unterm Wasuer 1T
SF250 Hatphen
Tel, QXri|-3os%an
Haar, doegEtie plven ru
i wiryr Py

PSINo. 49354 www.fiftyfive.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

+ OVEIDEC Dardal Py
£ SIRC

iIPROCECT

THE HIGH PROMOTIONAL QUALITY DEDICATED TO:

= Chemical tests laboratories

= Clinical tests, diagnosis
therapy and research laboratories

= Hospitals, rehab centres or nursing
homes, dental surgeries, veterinar
clinics and radiological laboratories

= wellness centres

= pharmaceutical companies
= chemical companies

= food industries

o, §
% il =

PSI No. 45328 www.stilolinea.it

SPORTARTIKEL / SPORTS GOODS

PURE EMOTIONEN
 VERMITTELN -

MIfMARKEN-SPORTARTIKEI.N VON
ISPORT

elerent

stilolinea

www.stilolinea.it

MADE IN ITALY

SPORT BOCKMANN GMBH .
DINKLAGER STRASSE 15 | 49451 HOLDORE *
HOTLINE: 0,54 94/9888-0

VW SPORT-BOECKMANN.DE

AN

www.sport-boeckmann.com

REISEGEPACK / LUGGAGE

PSI No. 44120

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
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KUNSTSTOFF-ERZEUGNISSE /

INJECTION MOUDED PLASTIC PRODUCTS

Made
in

Germany
www.promowolsch.de
info@promowolsch.de

e

PSINo. 44724

www.promowolsch.de

WERBE-CD‘s /| PROMOTIONAL CD‘s

SIE SUCHE
DIE PASSENDE

" WERBEIDEE ?
L7d W yicere ideen Setiah wicht

o nur gut aus, sondern
haben auch den richtigen

Ton... " 309, PSI Rabatt

www.hermann-media.de

www.hermann-media.de

SCHLUSSELANHANGER UND CHIPHALTER /
KEY FOBS AND TROLLEY COINS

PSINo. 49335

Microfasertuch & Displayreiniger

Abziehen

Pins & mehr GmbH & Co. KG
Lechstrafe 10.8 « 86415 Mering / Germany

Fon: +49-8233-79312-0
info@pinsundmehr.de « www.pinsundmehr.de

PSINo. 46925 www.pinsundmehr.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

BUROBEDARF / OFFICE SUPPLIES

N LAINAS

o

PSINo. 47361 www.lainasproducts.com

KALENDER / CALENDARS

Wir veredeln die Marke Ihrer Kunden.

B Duftlack

B UV-Lack

M Strukturlack

M Relieflack

M Sonderfarbe

M Prigung

B Nachleuchtlack
B Folienkaschierung

www.terminic.eu

PSINo. 41308 www.terminic.eu

‘ 1873
«gro

arti kalender & promotion service

DIE KALENDERWELT

Bildkalender | Organisationskalender
Terminkalender | Notizblcher

OCHEN
W
JAHR2016

Arti Kalender & Promotion Service GmbH LENDER

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

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 / WERKZEUG, TECHNIK & ELEKTRONIK /
ADVERTISING AND PROMOTION MATS TOOLS, TECHNIQUE & ELECTRONICS

A= MOBILE
€& MUST-HAVES

= A

w.pfconclglgpt.com

Ca R 2l | J it
www.promotions-mats.eu  PSINo. 40972 www.pfconcept.com

SUSSWAREN / SWEETS HIGH-TECH ZUBEHOR / HIGH-TECH ACCESSORIES

e e, ]
:-"-""" e g - Schokoladenmiinzen

_'||i—'|"""-

...ob in Farbe oder schwarz-weif8 mit FuBmatten mit
fotorealistischem Druck von Kleen-Tex sind Sie immer im Spiel!
www.promotion-mats.eu * promotion@kleen-tex.eu

PS No.43358

:  _als Standard
m | Euro-Artikel
oder als

~__ -Spezialanfertigung
fiir die Werbung

D

~_  Stereo Holland Gebick GmbH & Co.

- www.stereo-holland-gebaeck.de Dela e et m\o; info@apd-gmbh.de | www.asiapinsdirect.de
5 = L%
PSINo. 45341 www.stereo-holland-gebaeck.de  PSINo-45428 www.asiapinsdirect.de

FEUERZEUGE / LIGHTER TASCHEN / BAGS

sofort Katalog anfordern

LIGHTER

IN PROGRESS

Promotion 2015

E Platiner

www.kp-plattner.at

PSI No.
PSI No. 41565 www.kp-plattner.at SINo. 48336 www.trendbagz.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
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BAUMWOLLTASCHEN / COTTON BAGS

WANDKARTEN / WALL MAPS

Tel.: 09571-9479047
Fax:09571-9479048
verkauf@fischer-impaort.de
www.stutz-fischer-gmbh.de
Alte Coburger Str. 13 - 96215 Lichtenfels

‘ordern Sie hitte den
Hauptkatalog an!

STIEFEL

KREATIVE WERBETRAGER A LA CARTE

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 a e
85101 Lenting - Tel.: +49(0)8456 924300 o SEU LD
E-Mail: info@stiefel-online.de - www.stiefel-online.de

PSINo. 42320 www.fischer.import.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

SPIELWAREN / TOYS

BRIXIES

BUILDO LOVE

Kleine Steine
ganz grof3!
Bei Sonderanfertigungen:

PSI No. 46903

UVIBUM

customised 3D puzzles

www.spm-marketing.de

lhr Wunschobijekt |
als individuelles |

3D-Puzzle

www.umbum.de

www.umbum.de

PSI No. 49501

PSI No. 43567 www.stiefel-online.de

SONDERANFERTIGUNGEN / CUSTOM MADE ARTICLES

PSI No. 49291 www.laserpix.de

GETRANKE / DRINKS

SANDERS
IMAGETOOLS. con

Getréanke, Wellness & Hygiene g

Bio TeaStick

Zahlreiche Streuartikel
und Prasente rund um
den Bio TeaStick erhaltlich.

(Bi0)

DE-OKO-039

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

PSI No. 46551 www.imagetools.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
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SICHERHEITSMESSER / SAFETY CUTTERS WELLNESS & KOSMETIK / WELLNESS & COSMETICS

/Interzeit
IStWellnesszeit

LY -

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

Sachet individuell bedruckbar.
Wir beraten Sie gerne!

Qualitétsprodukt aus dem Hause

Coolike-Regnery GmbH Besuchen Sie uns auf der

LilienthalstraBe 2-4 - D-64625 Bensheim » PSI 2015 - Halle 9, Stand E31
eMail: vw@coolike.de - www.coolike.de 2
PSINo. 41421 www.coolike.de

PSI No. 40111 www.martor.de

SCHENMESSER / POCKET KNIFE STELLENANGEBOTE / JOB OFFERS

< ‘(’?(0(//}(10(’@ your complete promowear supplier

Die New Wave GmbH ist die deutsche Tochter der New Wave Group AB,
ein bérsennotiertes Unternehmen aus Schweden. Wir vertreten exklusiv
fur Deutschland die Marken Clique, Printer, James Harvest, DAD, Projob
und Craft. Unser vielseitiges Angebot an Textilien ist im Werbemittelmarkt
bestens eingefiihrt. Zur Betreuung und Ausbau unseres Kundennetzes
maochten wir unser Team verstéarken und suchen deshalb zwei

AuRendienstmitarbeiter/in

fir das Gebiet Hessen/Rheinland-Pfalz
und Nordrhein-Westfalen.

lhre Aufgabe
Betreuung und Ausbau des bestehenden Kundennetzes
Ansprechpartner unserer Kunden

- 2 Vorstellung unseres Produktangebotes

0 Umsetzung unserer Markenstrategie und MarketingmafRnahmen

Ihr Profil
Kaufménnische Ausbildung
0 Erfahrung im Werbemittelmarkt oder B2B Business
0 Selbststandige und strukturierte Arbeitsweise
0 Teamfahigkeit

VEREDELUNG & WERBEANBRINGUNG / e T e ooy ¢ erolosathingioer
FINISHING & PROMOTIONAL LABELLING

PSI No. 41275 www.cjherbertz.de

Wenn Sie unsere Zukunft mitgestalten wollen, freuen wir uns auf lhre
Bewerbungsunterlagen per Post oder Email an:
angelika.holzmueller@newwave-germany.de

New Wave GmbH, z.Hd. Frau Holzmdiller, Geigelsteinstr. 10, 83080 Oberaudorf

PORZELLAN - GLAS - DRUCK

-1
i’- 1 Die Aufgabe interessiert Sie, aber es ist nicht Ihr Gebiet?

¥ o Bewerben Sie sich trotzdem! Wir werden unseren Aussendienst im gesamten
Bundesgebiet erweitern.
Weuauel FT i
Bcueuel CRAFT:

----- aAp I

- e- aaaaa SWEDISH WORKWEAR

KOSSINGER

Al lbengeseisehaf

DER WERBEARTIKEL-SPEZIALIST

PSI'No. 42087 www.koessingerag.de
-

- o,

.y !
L

Exklusiv erhdltlich bei:

NecwIawe.

info a.at
Tel.: +43(0)53 600
www.newwave-austria.at

N

Ihr Partner fur Textildruck

Textil-Siebdruck bis 14 Farben - Digitaler Textildirektdruck L
Transferdruck - Alle géngigen Textil-Promo-Marken - Umlabeln * SIE haben , verkéuferisches® Feuer?
gangig o SIE ,, brennen” darauf mit lhren Kunden zu kommunizieren?

P0|lIV2fDaCkllﬂ2 : lngistik—Dienstleistungen - Pick & Pack o SIE , (iberzeugen” mit lhrer , Art“,- personlich und am Telefon?
Lagerhaltung - absolut piinktliche Lieferung

PSINo. 44367 www.newwave-germany.de

————

Dann ist,,Das“ vielleicht Ihre neue berufliche Herausforderung!

:| o ':
.te)fti.ldruck-.europa.de KOSSINGER AG * FruehaufstraRe 21 * 84069 Schierling SteEn.s:i:mg
GrenzstraBe 13- 06112 Halle/Saale  Email. info@textildruck-europa.de - Telefon 03 43/7 70 20 30 FSTNo 27087 www koessinger.de

PSI No. 48870 www.textildruck-europa.de
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Vertriebsprofi {m/w)

> PSI

Warmest Congratulations from PSI on their Marriage:

Wir suchen zum néchstmoglichen Termin ein Verkaufstalent (mAw) fir un
Niederlassung in Monheim am Rhein. Als Spezialist in Elektroniscl
Werbeartikel suchen wir einen Mitarbeiter / in im B-to-B Bereich, der /
durch Kommunikationsstarke, Freundlichkeit und nicht zuletzt kompeten
Auftreten Uberzeugt. Wichtig ist uns, dass Sie mit Leidenschaft verkaufen u
dadurch unsere gemeinsamen Ziele starken. Im Gegenzug bieten wir ein
offenen Umgang miteinander, freundliche Kollegen und eine angemessen v . v
Bezahlung, die sich auch durch Ihre Leistungen gestaltet Our Ms Spaker has now changed her name to Heidbiichel!
Ihre Aufgaben

Bei uns haben Sie die Gelegenheit, sich nach dem Prinzip One-Face-to-the-
Customer von der kompetenten Beratung Uber die Angebotserstellung bis hin
zur Fakturierung als Vertriebsexperte zu beweisen. Das Erreichen der
Umsatzziele spornt Sie nur noch weiter an. Sie haben keine Scheu
selbstandig zu arbeiten, aus Interessenten langfristige Geschéftspartner zu
machen und bauen mit viel Engagement und Freude einen eigenen
Kundenkreis aus.

lhr Profil

« abgeschlossene Ausbildung, kaufménnische Richtung wére von Vorteil
« Erfahrung als Telefonverkéufer, idealerweise im Bereich Werbeartike!
» Erfahrung im Kontakt mit Geschéaftskunden

« gepflegte Ausdrucksformen

« strukturierte und abschlusscrientierte Arbeitsweise

« hohe Selbstmotivation und Eigenverantwortung

« gute PC-Kenntnisse

Sagt lhnen die Stellenausschreibung zu? Dann senden Sie bitte |hre
Bewerbungsunterlagen mit Angabe der Gehaltsvorstellung und zeitlichel
Verflgbarkeit an die angegebene E-Mail Adresse oder Postanschrift. Wi
freuen uns auf Siel

Ansprechperson

E.T. Technologies { Deutschland) GmbH

Herr Daniel Pitschke ‘
Rheinpromenade 8

40783 Monheim am Rhein §
D.Pitschke@et-tecs.de

PSI'No. 47128

www.et-tecs.de

INSERENTEN-VERZEICHNIS / LIST OF ADVERTISERS

Max Heidbiichel and Anja Spaker took their vows in the Big
Apple on 15 May 2015.

We - the entire PSI team and editors at the PSI Journal - are
delighted for the newlyweds and wish them health, happi-

———aee T S SRRle i e ness and all the very best for their future together!
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41275 C. Jul. Herbertz GmbH 082
48316 CHOCOLISSIMO - by MM Brown Deutschland GmbH o019
49501 DIESER GmbH & Co. KG 081
47128 E.T. Technologies Deutschland GmbH 083
41430 Eckenfelder GmbH & Co KG 045
49354 Fifty Five OHG 053, 078
42320 Fischer-Import GmbH 081
41615 Geiger-Notes AG uUs
42819 Gustav Daiber GmbH 0174021 KLEINANZEIGENPREISE / CLASSIFIEDS PRICES
45918 Herzog Products GmbH U2
PSI Partner Institute of Professionals in Specialty Advertising 087 Format GroBe (Bx H) s/w Preis 4¢ Preis
41545 JUNG BONBONFABRIK GmbH & Co KG Ug .
48639 Kaiserstuhl Chocolaterie GmbH & Co. KG o015 1/4 Seite 90 X127 mm 7995 999,~
42706 Kalfany SiiBe Werbung GmbH & Co. KG 023, Altartitel 1/8 Seite 90 X 61 mm 255~ 319,~
43358 KLEEN-TEX INDUSTRIES GMBH 080
42087 Kossinger KG 082, 083 1/16 Seite 90 X 28 mm 199,— 249,—
47361 Lainas Products S.A. 079 .
44455 LINOTEX GmbH 073 1/32 Seite 42 X28 mm 99,— 125,—
4617 MAGNA sweets GmbH 025 Rubrik Stellenangebote / Rubric Job Offers
45974 Multiflower GmbH 057
44367 New Wave GmbH 007 1/4 Se|te 90 X127 mm 205,
49562 pano.city Marketing GmbH 071
40972 PF Concept International BV 039 I N FO :
692 Pins & mehr GmbH & Co. KG o
28242 Prinopa GmbH o;? Anhand der PSI Nr. finden Sie alle Produkte des
42332 prodir S.A. 001, 009 Lieferanten im PSI Product Finder:
PSI Promotional Product Service Institute 002 + 003, 061, www.psiproductfinder.de
069, 077, 083
45582 PSL Europe BV 047
42938 REIDINGER GmbH 075
43416 Schneider Schreibgerdte GmbH 004 + 005
45328 Stilolinea Srl 078
48336 TRENDBAGZ GmbH 080
46311 TROIKA Germany GmbH 049
41848 uma Schreibgerate Ullmann GmbH 055
47555 Vim Solution GmbH 043
Beilagen / Inserts (*Teilauflage / Part circulation)
43952 PSI - Reed Exhibitions Deutschland GmbH *

83



PSI Journal 06/2015 www.psi-network.de

Wir freuen uns iiber folgende neue Mitglieder im PSI Netzwerk /
We are looking forward to welcoming the following new members

to the PSI network

PSI1 Hindler / Distributor

PSI No. 16618 FABU-Print GmbH & Co. KG
Meinbergstrafie 69
CEra 44269 Dortmund, GERMANY
fﬂbu |'J ri 'T! Tel.: +49-(0)23154529 39
il Fax: +49-(0)231206 9019
- E-Mail: info@fabuprint.de
Web: www.fabuprint.de

FABU-Print - Your reliable partner for textile printing and promotional items.
Whether sports, promotional or workwear —We are the professional partner for
agencies and dealers. | Screen Printing | Screen Printing Transfers | Flex Printing |
Flocking | DTG | Sublimation | Contract Printing

PSI No. 16610 Marigold Signature Nigerian Limited
Plot 403 George Crescent,
Wempco road, Ogba
CITY - LAGOS, NIGERIA

Tel.: +234-802-3393437
E-Mail: d.marigoldsignature@gmail.com

Marigold Signature Nigeria Limited was established 1st February 2005. It was born
out of a quest to provide cutting-edge event management services and qualitative
corporate brand gifts that amplify the ethos of various organizations and brands out
there in the market.

PSI No.16608 Merchandise.nl
Raambrug1A
5531AG BLADEL, THE NETHERLANDS
i .*. -

h’- L.u!. '+~| - Tel.: +31-497-555320
Fax: +31-497-556557
E-Mail: info@merchandise.nl
Web: www.merchandise.nl

Merchandise.nl started out in 2003 and has its roots in the music industry, as a sup-
plier for artists and festivals. Over the years we attracted more regular B2B clients
for whom we are a steady partner with broad options in both products and design.
See our sites: http://sites.merchandise.nl

PSI Lieferanten / Supplier

PSI No. 49554 Beuth IT Service - Laserstern.de
Schlegelsberger Str. 39

87746 Erkheim, GERMANY

Tel.: +49-(0)8336 8004352

Fax: +49-(0)8336 8004352
E-Mail: info@beuth.biz

Web: www.laserstern.de

As a service provider in the area of laser engravings, we have been able to find great
acceptance even despite our short time being active in this field (2011). We can sup-
port with our detailed technical knowledge and help with all questions regarding
laser engravings.

PSI No. 49501 DIESER GmbH & Co. KG
Humboldtstr. 57
20083 Hamburg, GERMANY
UVIEUM Tel.: +49-(0)40-64225960
Fax: +49-(0)40-64225961
E-Mail: pawel.kogan@umbum.de
Web: www.umbum.de

UMBUM is specialised in producing customised 3D puzzle models from high-quality
cardboard of objects of your choice. We work with e.g. soccer clubs, banks, auto-
motive manufacturer, shipping companies etc. for who we produced stadium, head-
quarter, car, ship and building.

Green, personal and specialised!

PSI No. 49553 OCTOGONE GmbH
Danziger Str. 5
79395 Neuenburg, GERMANY
Tel.: +49-(0)76318058-90
Fax: +49-(0)763180589-99
E-Mail: info@octogone.de
Web: www.octogone.de

Since 25 years Octogone has been a reliable player on the promotional
products market. We are not only producing Mousemats, deskpads,
promotional mugs etc. in our factory in Germany but also import a large
variety of USB-Sticks, powerbanks, smartphone equipment and more via
our China buying office. We also serve the market in France with our own
branch in France.
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WorkshUp

-

Seminar

PLANNING TRADE
SHOW SUCCESS

hat constitutes state-of-the-art exhi-
bition planning? Which trends are
coming out on top in the area of stand con-
struction? How can exhibitors better mon-
itor their success? Seminars organised and
conducted by Seminar-Allianz are all about
providing answers to precisely these and
other questions. Seminar-Allianz was set
up in 2008 as the very first alliance of Ger-
man-speaking exhibition companies, their

objective being to offer their exhibitors a

comprehensive range of further-training

products. They have meanwhile grown into

a network of 13 exhibition companies and

organisers. The seminars on offer in their

2015 programme cover five subject are-

as:

- “Professional exhibition planning” (pro-
fessional coordination of participating in
exhibitions from the planning stage right
through to follow-up.

- “Marketing strategies geared towards
online visitors” (Applying online market-
ing to participation in exhibitions, which
individual activities represent an effec-
tive source of support for achieving ex-
hibition objectives, multi-component ap-
proaches to the invitation process)

- “Monitoring exhibition success” (trans-
parently identifying meaningful exhibi-
tion data through strategic exhibition-
planning and consistent definition of the
objectives pursued and getting the most

._l'

e

out of budgets by applying a systematic
approach to cost control)

- “Crash course: Stand construction and
design” (extensive knowledge and infor-
mation on stand design, choice of colours
and materials, many highly useful tips on
design and cost certainty)

- “The perfect exhibition discussion”
(Guidelines for success that pave the way
to establishing contacts and attracting
new customers, training in successful
methods of assessing requirements and
getting the message across in presenta-
tions of exhibition highlights).

Detailed information on the entire semi-

nar programme and registration possibil-

ities can be found at www. psi-messe.com/
seminare. <

FROM 1 JUNE ON: BUY
YOUR TICKET ONLINE
FOR THE PSI 2016

AND SAVE THE
EARLYBIRD DISCOUNT
UNTIL 30.9.

(57 Euro plus 1 ticket, free of charge).
Visit www.psi-messe.de/ticket

COMPETENCE AREA
NEW AT PSI 2016

ts status as the leading trade show for
3 Europe’s promotional product industry
is just as much an incentive as it is a com-
mitment for the organizer PSI. This is also
why the ongoing focus of the trade show
has been on developing itself further and
introducing new stimuli. One such novel
stimulus is the PSI Institute-Competence
Area, a spacious, dedicated zone which
will be available to exhibitors for the very
first time at PSI 2016. This new dedicat-
ed zone will provide the winners of the
PSI Sustainability Award 2015 with a fa-
cility for introducing themselves and their
areas of expertise. A further feature will
be an Information Forum offering presen-
tations and papers each day on an admis-
sion-free basis. As admission to the Infor-
mation Forum will not require registration
in advance, it will also represent an ideal
opportunity for visitors who decide spon-
taneously to drop by for a while and join
the audience. This is really what the Com-
petence Area is all about: it provides both
exhibitors and visitors with the opportu-
nity to extend and consolidate their knowl-
edge. In addition, it is also intended to
have a variety of service partners such as
the PSI Design Forum, the German Pat-
ent and Trademark Office as well as the
Customs and Excise Authority represent-
ed within the dedicated zone. The Com-
petence Area is also the place to be for an-
yone who wants to learn everything there
is to know about plagiarising and the rel-
evant “Plagiarius” Awards. There will also
be a PSI stand there, where visitors can
pick up information relating to Supplier
Finder, certifications, Product Finder 2.0,
sourcing services and the PSI Web shop.
And: PSI old hand Charlie Taublieb will be
in attendance presenting sustainable fin-
ishing techniques for use in the textile in-
dustry. Information on the new dedicated
zone may be obtained from Alexander Kahl,
phone: +49 211 90191-230 or e-mail:
Alexander.Kahl@reedexpo.de. <
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THE POWER OF AN INDUSTRY

magine the promotional product indus-
2 try mounting a major attack on the ad-
vertising budgets of companies. The tac-
tic: troops in all countries form to bom-
bard advertising companies with argu-
ments and drive back other advertising
media with analyses of advertising effec-
tiveness. With significant budget gains,
the industry captures a leading position
in the marketing mix.

That is a vision for the future, even if
it does sound a bit exaggerated. The scene
emerged following the overwhelming par-
ticipation of distributors and suppliers in
the 2nd edition of the PSI industry barom-
eter. With more than 1,000 participants,
the barometer is the largest of its kind. It

is a representative cross section of the Eu-
ropean market. Industry information that
contributes to one’s own understanding
of the market serves as a strong basis to
push sales. Coupled with the knowledge
that promotional products have a long-term
positive impact on image and brand de-
velopment and are among the most cost-
effective marketing tools, current market
data is an unbeatable weapon in the bat-
tle for the marketing budget.

Facts, scientific studies and good ar-
guments for the trade have been devel-
oped by the associations and the PSI. When
using these argument weapons, however,
something still seems to be lacking. Espe-
cially smaller companies, which account

»Current market datais an
unbeatable weapon in the battle
forthe marketing budget«

for over 70 per cent of trading companies,
obviously have a lot of catching up to do
or have a need for training. Training, which
is absolutely necessary in the struggle for
companies’ budgets.

This is absolutely necessary because
we now find ourselves in an environment
which is teeming with compliance and le-
gal mines. The arguments of the industry
must also be used here to ensure that cus-
tomers feel safe. Among the arguments
that should be mentioned with this topic
are the enormous investments by suppli-
ers in a clean and sustainable supply chain.
This also creates security and trust in pro-
motional products.

All these investments in research,
sustainability and image have to pay off
and they will pay off. You can count on
our support.

Best regards,
Lk
(LA

Michael Fréier

Publisher of PSI Journal
Managing Director PSI
michael.freter@psi-network.de
www.psi-awards.de
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ADVERTISING ON THE GO

he history of our species teaches us that in particular the urge for mobility has pro-
_® moted our development. Today’s world is densely covered by transport networks of
all kinds, in which for various reasons people are constantly on the move, either profes-
sionally or privately, with certain intentions or just for pleasure. In the title theme of the
July issue, we focus on useful companions on trips, including “bags and luggage.” The
second thematic section revolves around promotionally effective “toys and plush items”.
Please give some consideration to the product theme of the August/September issue with
the title subjects “Sustainable and certified products” and “Autumn, Christmas” and send
your product presentations (image and text) by no later than 26 June 2015 to: Edit Line
GmbH, PSl Journal Editorial Department, e-mail hoechemer@edit-line.de. <

BALLPOINT PENS AS A LIFE TASK

I n 1972, Piero Chicco founded the company Stilolinea and from this time on produced
= ballpoint pens. When analysing the market, he came across a little known but prom-
ising market niche: the promotional ballpoint pen “Made in Italy”. From the outset, Pie-
ro Chicco devoted his attention to eye-catching, innovative and versatile products. This
was the beginning of a continuing success story that we will take a closer look at in the
next issue. <

INNOVATIVE PRODUCTS IN LUCERNE

I n May Lucerne was once again the venue of the PSF Forum, the promotional prod-
X uct trade show of Promoswiss, the association of the Swiss promotional product in-
dustry. Major European manufacturers and suppliers traditionally meet here together
with Swiss promotional product distributors. For the first time, the PSF Forum 15 was
held at the ice sports centre in Lucerne, where the exhibitors enjoyed a larger stand area
than in Schweizerhof in previous years. We were there on location to report for you. <
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HYBRID-TIMER® 0™

4+ Notizen -+ Kalender -+ Mehr - mit dezenter Pragung oder farbenfrohem 4CGDruck

HYBRID-TIMER'

<+ Natizen 4 Kalender 4 Mehr

Die neue Kombination aus
Business-Notizbuch* und Terminkalender

3 Kalendarien, 3 Formate, unzahlige Gestaltungsmaoglichkeiten.
Immer in der Qualitat ,Made in Germany” *mit unsichtbarer Mikroperforation.
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Tradition
opens doors!
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Lindt advent calendar

Tower advent calendar XS advent calendar d System advent calendar

Gubor

On display for 24 days.

Our-advent calendar range 2015 provides:a world:of innovations ::::: calendars with:Lindt chocolate that will-also tempt the most
justwaiting to be discovered, opening the doorto some fantastic::::discerningtarget-groups. More information onthe range, as

giftideas for your customers. For example with four new:advent - ‘well as catalogues-and samples-at www.jung-europe.de!

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






