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No prophesising 
philosophy 

W hen it comes to nature conservation, climate change 

and sustainability, one could describe it as verbal 

open-mindedness meeting far-reaching behavioural 

inflexibility – even animal welfare can easily be in-

cluded. Why is that? A lack of willingness to sacrifice? 

An unwillingness to adopt a fresh mindset? The effort that it requires?

The money it costs? The fact that global warming actually feels good for many

people in developed countries? In the northern regions of Europe, T-shirts were 

previously not worn on summer evenings. Behavioural inflexibility has always 

had an array of reasons.

Hardly anyone disputes the fact that there is a climate change and that a good

part of it is caused by the action of humans. However, opinions differ widely as 

to how dramatic the situation is. After seriously studying the subject matter, 

those who cannot derive analytical knowledge from their studies will say they

are still confused, but on a higher level. What remains is to adopt the opinion 

of people familiar with the subject matter and to make their arguments one’s 

own. Many do, especially young people who have not often had bad experienc-

es with this kind of open-mindedness. The remainder stops and waits to see 

what happens. That is one simple explanation for this phenomenon.

As an entrepreneur, a promotional product consultant or supplier, one cannot

and should not indulge too long in such “philosophical” considerations. Because

it is quite clear that the majority of our customers, for whatever reason, will in-

creasingly expect more sustainable product quality from us. And all that mat-

ters is the customer, regardless of whether he is personally a nasty CO2 sinner.

He will demand cleanliness from us to ensure that he himself can remain clean 

to the outside. We as an industry must devote more attention to sustainability 

– for marketing-strategic reasons alone, although genuine reasons would be pre-

ferred. Our customers will not accept behavioural inflexibility because they are

perfectly aware that a proper shitstorm can do more damage than a promotion-

al product can do any good. PSI confronted its members with this topic at an 

early stage and vigorously campaigned for it. At the upcoming PSI, it will stand

above everything else – above theory and practice. It is unquestionably an ex-

istential issue for our companies.
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I look forward to meeting you.

Manfred Schlösser | Editor-in-Chief PSI Journal 

 Your opinion: schloesser@edit-line.de  
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PSI 2020: Exclusive offers PSI 2020: Exclusive offersPSI 2020: Exclusive offersPSI 2020 E l i ff
for PSI members for PSI membersfor PSI membersf PSI b 10 
The PSI tade show is the industry meeting place No. 1 in Europee S tade s ow s t e dust y eet g p ace No. u opeThe PSI tade show is the industry meeting place No 1 in Europeh S d h h d l
and the innovation centre of the promotional product industry. p p yand the innovation centre of the promotional product industryd h i i f h i l d i d
With a redesigned Members Only Lounge, an exclusive lectureg y gWith a redesigned Members Only Lounge an exclusive lectureWith d i d M b O l L l i l t
programme and numerous offers to promote business and netprogramme and numerous offers to promote business and netprogramme and numerous offers to promote business and net-
working, the PSI Network is celebrating its 60th anniversary from
7 to 9 January 2020 in Düsseldorf.

Climate neutrality:
The industry sets benchmarks 14
Reducing emissions as much as possible must come first in cor-
porate climate protection management. In addition, CO2 com-
pensation is a globally ef-ff
fective, workable contribu-
tion to demonstrate climateion to demonstrate climateion to demonstrate climate
responsibility. We asked responsibility. We askedresponsibility We asked
some PSI members insome PSI members inPSI b i --
volved about their efforts tovolved about their efforts tol d b t th i ff t t
achieve climate neutrality achieve climate neutralityachieve climate neutrality
and how they use their initiand how they use their initiand how they use their initi-
atives in a marketing-gatives in a marketingi i k i stratestrate-
gic manner.ggic manneri

GWW Trend 2019: Smart ideasGWW T d 2019 S t id
for the year-end businessfor the year end business 42

On 26 and 27 SeptempOn 26 and 27 SeptemO 26 d 27 S -
ber 2019, the annualber 2019 the annualb 2019 th l
connection between theconnection between theconnection between the
GWW Summer MeetGWW Summer MeetGWW Summer Meet-
ing and the Trend took gng and the Trend tookd h T d k
place at the RheinMainpplace at the RheinMainl t th Rh i M i
CongressCenter inCongressCenter inCongressCenter in
Wiesbaden – and thusWiesbaden  and thusWiesbaden and thus
the combination of thehe combination of theh bi i f h -
oretical knowledge and goretical knowledge andti l k l d d

trade show experience. In between at the evening get-together, rade show experience. In between at the evening get together,rade sho e perience In bet een at the e ening get together
guests shared their experiences in convivial discussions and en-
joyed culinary delights.

Filo: Technology 
in Italian Design 58
Filo Srl is an innovative start-up founded in 2014 in Rome. PerpFilo Srl is an innovative start up founded in 2014 in Rome PerFil S l i i i f d d i i R P -
haps it is the influence of one of the most beautiful art cities in the phaps it is the influence of one of the most beautiful art cities in theh it i th i fl f f th t b tif l t iti i th
world that inspired Filo to create a combination of design and world that inspired Filo to create a combination of design andorld that inspired Filo to create a combination of design and
technology that simplifiesechnology that simplifiesechnology that simplifies
daily life: the Filo Tag, a y g,daily life: the Filo Tag ad il lif h il
small customisable Bluesmall customisable Bluell t i bl Bl -
tooth tracker. ooth trackerth t k

CO TTON



They are made from rice, grain and apple 
pomace, based on a tropical root vegeta-
ble, as stroodles (pasta drinking straws 
made from wheat and water) and they are

all the rage in 2019: edible 
drinking straws. Even cof-
fee cups can be consumed 
with a healthy appetite after 
drinking caffeinated (or even 

ated) hot drinks – at least when 
made from grain and taste like a
uch as Cupffee from KW Open. 
ho do not want to consume
ng can, of course, also choose
ble and environmentally friendly
ves – such as drinking straws 
glass.

 Say goodbye to the plastic straw 

ng straw

GmbH & Co. KG

nn.de

Hygge. Lagom. Sisu. The 
Scandinavian lifestyle trends 
alternatingly focus on 
balance and cosiness, 
sometimes on stamina, 
fighting spirit and strength. 
“Shinrinyoku”, part of a 
healthy lifestyle in Japan and 
a health management-spon-
sored stress management 
method, relies on the 
inhalation of essential oils 
that trees release into the 
air. Shinrinyoku simply 
means “forest bathing” 
(waldbaden.org). In order 
not to get lost in the forest, 
either a faithful companion 
or a suitable tool is recom-
mended to find your own 
way.

 Never lose the direction 

Havana gift set

KASPER & RICHTER GmbH & Co. KG

www.kasper-richter.de

PSI Journal 11/2019 www.psi-network.de
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There are many stories surrounding the pencil – and they start with its own story. Was the forerun-
ner of the writing instrument known in its present form a reed, bamboo or papyrus shoot poured 
with liquid lead, a lead-alloy pencil or a pure lead pencil? Do the beginnings of lead pencils lie in 
England in the 16th century and go back to the so-called Cumberland graphite? And did the pencil 
actually begin its triumphal procession around the world under a false name? (br.de: “Der Bleistift 
im Wandel der Zeit“). In any event, the pencil is a timeless writing instrument that is now available 
in many different variations. We present some eye-catching and promotionally effective pencils: 
recycled from jeans, old banknotes or as a seed pencil for planting. More examples are available in 
the PSI ProductFinder.

 Green & Good 

 A pen that grows 

Sprout seed pencil 

KW Open promotio

trading GmbH

www.kwopen.com

PSI 49411

In the 1830s, an American had the idea of 
gluing the base of the pencil (graphite and

not lead ore) into square wooden sticks. Not
much has changed in this basic technique 

until today. A look back to the beginnings of 
pencil production was possible at the PSI stand

of STAEDTLER.

The centre of the international pencil industry is the Nuremberg region (Germa-
ny). The Nuremberg carpenter Friedrich Staedtler is the oldest documented pencil 

maker in the world (1662). Lothar von Faber laid down uniform lengths and 
hardness gradings for pencils in the 19th century and had them provided with the 

company name. The first brand pencil in the world was born (br.de: “Hochburg 
der weltweiten Bleistiftindustrie”).

PSI Journal 11/2019 www.psi-network.de
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WORKWEAR 
PRODUCT GUIDE

HOTLINE 07432 7016-800   WWW.DAIBER.DE



sustainable
Business

New and



powered by

psiproductfi nder.de

The following products were already 

in the PSI Novelty Box September. 

Did you miss this? 

Then have a look online: 

www.psinoveltybox.de

Folgende Produkte waren in der 

September Ausgabe der PSI Novelty Box. 

Haben Sie diese verpasst?

Dann schauen Sie doch online 

vorbei: www.psinoveltybox.de

Samenpapier-Karte Fichte

Artikel-Nr.: 21.31970.00

https://bit.ly/2ZmYbox

PSI Nr. 41016

Heri-Rigoni GmbH – 

emotion factory 

Franz

Artikel-Nr.: 2342

https://bit.ly/2lVUIua

PSI Nr. 47707

Mister Bags GmbH

Natürliches Mineralwasser 

mit oder ohne CO
2
, 0,33l 

Glas-Flasche mit 

individuellem Etikett

Artikel-Nr.: G00001

https://bit.ly/32eZLWo

PSI Nr. 43838 · Husumer 

Mineralbrunnen HMB GmbH

Werbekekse – PERNICs

Artikel-Nr.: 300

https://bit.ly/2luOilq

 PSI Nr. 43753

breAd. & edible 

labels s.r.o. 

Fuse fruit fusion bottle

Artikel-Nr.: Fuse 450 ml

https://bit.ly/2lALW4l

PSI Nr. 45767

Tacx Bottle Promotions

WebCam Cover, 

Cam Cap

Artikel-Nr.: 1

https://bit.ly/2MIBuUN

PSI Nr. 45200

Feeo Poland

Fair Towel – Kollektion „Cozy“

Artikel-Nr.: FT100W, 

FT100H, FT100D, 

FT100B, FT100G

 https://bit.ly/2lVUIua

PSI Nr. 42155

L-SHOP-TEAM GmbH

LogoFrucht Apfel rot

Artikel-Nr.: 11001

https://bit.ly/32841qx

PSI Nr. 45384

logofood GmbH

Schneider Schreibgeräte – 

Mini-Stifte zum 

Zusammenstecken

Artikel-Nr.: 942094 

Link-It 4er-Stiftebox

https://bit.ly/2lPV7hx

PSI Nr. 43416 · Schneider 

Schreibgeräte GmbH

Adventskalender-

Schokoladen tafel in der 

Dekordose

Artikel-Nr.: 7318

https://bit.ly/2lvHW5r

PSI Nr. 48639

VOGEL’S Süsse-Werbe-

Ideen GmbH & Co. KG  

SICHERHEITSGURT, Gürtel tasche 

mit 2 Reißverschlussfächern 

und Ausleseschutz 

für Chipkarten

Art.-Nr.: BLB20/GY (grau), 

BLB20/DB (blau)

https://bit.ly/2NBl7cj

PSI Nr. 46311

TROIKA GERMANY GmbH

Schokotäfelchen

„Herzlich Willkommen“

Artikel-Nr.: 41010

https://bit.ly/2HxQlgS

PSI Nr. 45384

Weinkellerei Höchst GmbH

Dear Distributors please save the date:
The next PSI Novelty Box will be available at the PSI 2020 

in the PSI Members Only Lounge in Hall 9 Stand G20.

Distributoren bitte vormerken:
Die nächste PSI Novelty Box erhalten Sie auf der PSI 2020 
in der PSI Members Only Lounge in Halle 9 Stand G20.



T he PSI has always been a marketplace and

industry platform in one – before the word

networking was even in vogue. The fact 

that its 58th edition is imminent and that 

it is still ground-breaking for trends, inno-

vations and professional promotional product business 

makes this trade show so modern even today. It evolved 

from the PSI network which celebrates its sixtieth anni-

versary next year and successfully brings together busi-

ness partners, imparts knowledge and provides services 

and offers that drive promotional product companies for-

From 7 to 9 January 2020, the visionaries and personalities of  the promo-
tional product industry will once again be attending the PSI in Düsseldorf. It
is the industry meeting place No. 1 in Europe and the innovation centre of
the promotional product industry. With a redesigned Members Only Lounge,
an exclusive lecture programme and numerous offers to promote business
and networking, the PSI Network is celebrating its 60th anniversary.

PSI network: Six decades of sustainable business

PSI 2020 with exclusive
membership offer

ward. This is sustainability in practice, steeped in tradition 

and at the same time trend-setting.

Overarching theme of sustainability

The network and trade show continue to evolve, they con-

sistently focus on the future and embrace the latest chal-

lenges. That is why a review of their long history is just 

one of the topics of the upcoming PSI. It picks up on trend 

topics such as sustainability, personalisation and merchan-

dising and enriches its product range with thematic paths
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and campaigns which embrace all trade shows. Around 

1,000 exhibitors are expected at the new world of adver-

tising and selling, presenting all forms of haptic, textile and 

visual communication to a specialist audience consisting 

of promotional product distributors, textile manufactur-

ers, advertising engineers, advertising agencies and mar-

keters. The PSI is the largest trade show with the largest

number of exhibitors within the new trade show network.

In January 2020, it will combine three thematically relat-

ed events under one roof for the second time. The over-

arching theme of sustainability links the trade shows with 

each other and manifests itself in the supporting programme,

on special areas and of course at the stands.

Numerous brands and industry giants

The promotional product industry boasts industry giants

such as MOB, XINDAO, Senator, Victorinox, Macma, 

Toppoint, JCK and Inspirion, just to name a few. Karl

Knauer, Stiefelmayer-Contento, b & a Vertrieb, R3D, i4 

and Acarta will be returning as exhibitors to the PSI. Nu-

merous new exhibitors such as Ritter Sport, Tramonti-

na, Maiback and the ZirbenFamilie have already con-

firmed their participation at the trade show. There are

also many brands including koziol, Samsonite, Schwan-STA-

BILO, Senator, STAEDTLER MARS, Victorinox, Sam-

sonite, Klio Eterna, BIC GRAPHIC, uma Schreibgeräte

and J.G. Niederegger. Ritter Sport will be participating at 

the PSI for the first time and thus representing the in-

creasing number of brand manufacturers who are dis-

covering the promotional product market. Not only will

the major suppliers be showing their new products, they 

will as well be demonstrating how far digitalisation has

already advanced in the industry and which sustainable 

products are enthusing the customer. All of the three 

trade shows are open exclusively, of course, to the PSI

members as well as to qualified trade visitors.

Platform for innovation and creativity

The PSI once again brings together many brands and big

names, but at the same time it is also a hotspot for all those 

who are looking for something creative and unusual: Start-

ups, inventors, niche providers and specialists are once 

again offering the entire spectrum of haptic advertising 

and have all sorts of surprises in store. Among other things,

it is this diversity of offerings that is the great attraction of 

the PSI and has shaped Europe’s leading industry plat-

form. This enormous innovativeness can also be quanti-

fied: About 500.000 promotional products in variations

are expected at the PSI 2020 – presented at the stands 

and on specially marked and exposed special areas. In

Hall 11, for example, inventors and newcomers will be

showing their latest ideas, and on the Product Presenta-

tions area, which stretches through the newcomer area 

like a boulevard, around 200 highlights from various ex-

hibitors will be on display. Inspiration and the joy of dis-

covery are guaranteed here.

Members Only Lounge: Exclusively for members

The concept of networking has shaped the PSI until to-

day and will be omnipresent at the PSI 2020. The rede-

signed Members Only Lounge in Hall 9 is an exclusive of-ff

fering for PSI members and a central contact point for 

questions on all PSI services and PSI membership. Here 

you can inform yourself about all offers of the PSI net-

work and the trade show and obtain individual advice from

the PSI team. In any event, the Members Only Lounge is

a welcoming place to relax and network. Here, PSI mem-

www.psi-network.de PSI Journal 11/2019
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bers can meet their customers in a pleasant atmosphere 

or take a little breather. Anyone who has used the free on-

line matchmaking tool in the run-up to the trade show will

find the ideal place to meet new business partners and es-

tablish cross-trade show contacts in the PSI-matchmak-

ing Lounge (also on the Members Only area). The exclu-

sive supporting programme with practice-oriented lectures 

on the subject of merchandising, sustainability and legal 

framework conditions in the promotional product market

will also be held in the Members Only Lounge and is well 

worth a visit.

Participation is encouraged

The Members Only Lounge offers even more: The PSI

story comes alive here in the anniversary year. Exciting 

presentation formats describe the period between then 

and today, showing how trends, products and industry

have changed over the decades. Exhibitors can actively 

shape this documentation by bringing along best-sellers 

and long-sellers that have been, or are, very successful

and that they are proud of. Perhaps contemporary wit-

nesses could tell stories about past trends and novelties?

Join in and get involved with your company and your prod-

ucts! Please contact Petra Lassahn (Petra.Lassahn@reed-

expo.de) and Viola Proietti (Viola.Proietti@reedexpo.de).

Participating is not only encouraged when looking back 

through history, but also when trying out the Product Find-

er. Europe’s largest promotional product database with 

127,349 products in 215,807 variations is only accessible

to PSI members. You can try out the new features of the

tool in the Members Only Lounge and discuss suggestions

for further development. Last but not least, the Members

Only Lounge will also be celebrating: Let yourself be sur-

prised and join in the celebrations!

PromoTex Expo: Make your brand wearable

PromoTex Expo, the international trade show for pro-

motional wear, sportswear and workwear, is moving clos-

er to the PSI in its second edition and will occupy a large 

part of Hall 12. Here, textile specialists, advertising en-

gineers, promotional product distributors, agencies, de-

signers and marketers can meet industry giants such as 

TeeJays, Lynka, Vossen, Matterhorn, Regatta and MASCOT

International A/S. But new faces such as stilfaser and 

IGUANA GROUP will also be showing their product high-

lights at the international trade show. L-Shop Team will 

be presenting two new brands at the PromoTex Expo:

bags2GO and miners mate. Under the slogan “Make your

brand wearable”, the trade show demonstrates how chic, 

versatile and promotionally effective promotional cloth-

ing can be. The Textile Campus in Hall 12 is the central

contact point for textile companies. Sustainability will be 

in the foreground here. Another hotspot is the catwalk 

where professional models show the latest collections 

of exhibitors in breath-tak-

ing shows. The fashion shows 

will take place four times a

day at 11.30 am, 1 pm, 3 pm,

4.30 pm. 

Knowledge transfer in 
Forum 13

A high-quality programme in 

which experts talk about best

cases and current trends and

focus topics of the industry

completes the offer of the 

PromoTex Expo. Expert ex-

perience and inspiration for

daily challenges are featured

in the lectures and practical

examples in Forum 13 in Hall 

13. Forum 13 also includes

the interface to the lecture pro-

PSI Journal 11/2019 www.psi-network.de
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gramme of the viscom. This is not just about sustainabil-

ity issues in the textile industry, but also about new solu-

tions in digital and textile printing as well as application

possibilities in the areas of advertising technology and il-

luminated advertising – topics that show practically em-

bracing all shows how brands can be presented profitably.

Textile finishing live: Make Your Shirt

The entire process of textile finishing can be experienced 

live at the PromoTex Expo. Under the motto “Textile 4.0”,

the special show “Make Your Shirt” focuses on mass cus-

tomisation. IT professionals and solution providers take 

visitors on the journey of a QR code through the purchas-

ing process of tomorrow. How the connection between

digital IT solutions and analogue finishing techniques works 

in practice is shown here. The process of digital finishing

of individual textiles will be demonstrated at three loca-

tions – from the customer order through to production as

well as logistics and shipping. Visitors to the trade show

can slip into the role of the customer themselves, com-

mission their own personal shirt and witness live how a 

unique item is created. Smake, the exclusive partner of 

this extraordinary demonstration, utilises the advantages 

of digitalisation to open the door to the future of textile

finishing. An enthralling sightseeing opportunity that PSI

distributors should not miss.

viscom 2020: Look, marvel, join in

Looking and marvelling are the essence of a visit to the 

trade show. But only experience and participation lead

into a new dimension. Ideas and innovations as well as 

the necessary techniques will be presented in an applica-

tion-oriented manner as part of the trade show trio of PSI,

PromoTex Expo and viscom. The main focus at the vis-

com will again be on active involvement of visitors and

live experience. Around 200 manufacturers and distribu-

tors from more than 40 countries will be offering viscom 

visitors the opportunity to try out their developments.

Themed routes will show visitors the way to the most ex-

citing locations. The viscom workshop will offer trade vis-

itors an exciting field of experimentation, from the fields 

of advertising technology, printing services, textile finish-

ing, illuminated advertising, me-

dia production, construction of 

trade show stands and shop fit-

tings as well as film coating. Not

only can new materials be test-

ed there, they can also be im-

mediately processed with the 

right machines. Signforum24 ad-

vertising technology profession-

als will be there to explain pro-

cedures and processes, answer 

questions, pass on their knowl-

edge which is also interesting 

for PSI visitors to discover new

business fields. <

www.psi-network.de PSI Journal 11/2019
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W e presented facts on the climate discus-

sion in the September issue and talked to

an expert who advises companies on the

development of individual sustainability 

solutions. Especially land use projects have

been shown to have considerable positive climate effects. 

Added to this is the development effect for the respective

regions, which goes far beyond the purely ecological ef-ff

fects. However, these are accounted for globally, meaning 

that every ton of CO2 that is bound by afforestation or 

sustainable land use can offset emissions elsewhere on 

our planet.

Companies can make a major difference

If, however, one looks at the massive, global, deliberately

induced or tolerated overexploitation of forests and eco-

systems that stuns the world (especially in Brazil), then 

Reducing emissions as much as 
possible must come first in corpo-
rate climate protection manage-
ment. In addition, CO2 compensa-
tion is a globally effective, wor-
kable contribution to climate 
change. We asked actively 
involved PSI members about what 
they have done to achieve climate 
neutrality and how they strategi-
cally use their initiatives from a 
marketing perspective.

CLIMATE NEUTRALITY IN PRACTICE

PSI Journal 11/2019 www.psi-network.de
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one must question the purpose of the entire climate de-

bate. Developing and implementing targeted measures to 

save what can still be saved – if this approach is not ac-

cepted by at least everyone who is in the boat, then right-mind-

ed people will be dangerously close to succumbing to 

resignation. The only way out of the crisis of meaning can

only be to act reasonably and intelligently and to contin-

ue or embark on a commitment to climate protection. The

more irrational some people are, the more important it is

for others to be rational. The fact that companies can make 

a difference here and that the industry is setting bench-

marks offers hope and a challenge at the same time. Here 

are just a few of the many companies that take climate 

protection and sustainability seriously. We want to encour-

age companies that do something similar, more or per-

haps less, to continue and to resist irrationality. Question 

the processes in your company and become creative in

order to reduce emissions and conserve resources. Make 

a start, wherever and however small. Anyone involved in

climate protection will find some interesting information

in the following paragraphs.

No recognised seal for climate neutrality

Climate-neutral management is a voluntary act and a qual-

ity certificate is not required. There is no universally rec-

ognised label for climate neutrality, for example to identi-

fy products, processes or services accordingly. However, 

most providers of compensation projects certify carbon

neutrality for their customers. They certify that the tech-

nical execution of the process is flawless to the best of 

their knowledge and belief. However, this is not an inde-

pendent validation. Nevertheless, several audit compa-

nies confirm climate neutrality for certain industries and 

products. TÜV, the German technical inspection agency, 

has a comprehensive offer, especially  >>

www.psi-network.de PSI Journal 11/2019
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As a family business with production sites in recre-

ational areas such as the Black Forest and the Harz

mountains, environmental responsibility is an inte-

gral part of our brand and corporate philosophy. It

also determines our daily actions. We started im-

plementing resource-efficient and environmental-

ly friendly processes in our production at an early 

stage, something that many people laughed at. In 

1998, we were the first and, for more than ten years, 

the only company in the writing instrument indus-

try to be certified according to the world’s most de-

manding environmental management system, the

EU Eco-Audit EMAS. So much has already been 

done in the past to reduce CO2 emissions. I would 

say that almost all reducible emissions within our

company have actually been eliminated.

Making climate protection tangible for customers

We went even one step further in 2010 when we calculat-

ed our corporate carbon footprint. This carbon footprint 

shows the volume of emissions generated by our compa-

ny’s activities, such as fuel consumption, heating, refriger-

ant leaks and electricity, as well as all external factors such 

as suppliers, business partners and customers, and thus 

also external transport, business travel, employee travel, 

raw materials/supplies/operating materials, external ser-

vices and disposal. This assessment serves to determine 

the impact of our company on the climate and to reduce 

it further in a continuous improvement process. At the 

time, it was also an opportunity for us to integrate climate 

protection through the PCF “into” the product, making it

more tangible for our customers. Through climate-neutral 

products, we can let the customer participate in our com-

mitment to the environment, or at least make the topic

visible to the customer.

Value-added chain systematically adapted

We had already prepared the data for calculating the CCP 

as we had done a lot of preparatory work during the many 

years of EMAS certification. The CCF showed that 75 per-

cent, the bulk of the emissions, comes from purchased 

raw materials and services. These should be minimised. 

In addition, environmental management has been inten-

sively extended to suppliers and the

entire value-added chain has been sys-

tematically adapted. Our partner of-ff

fers a large selection of certified and

monitored climate protection projects, 

so we can select suitable projects for 

compensation. During the first year, we 

supported a project in North Rhine-Westphalia in 

order to get an idea of the project. Our internation-

al customers, however, wanted an international pro-

ject, as many (unfortunately wrongly) believe that 

Germany is already very well positioned in terms 

of environmental protection. In the following years, 

we therefore selected international projects, for ex-

ample in the Kibale National Park in Uganda and

our current forest conservation project in Pará in

Brazil.

Unfortunately, partners still react cautiously

There are increasing numbers of consumers who 

prefer sustainable products. Many companies are 

actively committed to environmental protection and 

want to implement their climate protection strategy and 

‘green office’. We provide a building block with our sus-

tainable products and help improve their environmental 

footprint. Not only our climate-neutral products, but also

our recycling and bio-based products offer B2B the op-

portunity to actively participate in climate protection. Cor-

porate customers also have the option of purchasing our 

entire product range or placing individual orders in a car-

bon-neutral manner. Unfortunately, despite actively pro-

moting this option, our partners’ responses to this offer

remain subdued. The demand for corresponding prod-

ucts, on the other hand, is growing strongly and one can

sense a clear trend towards sustainability.

Commitment pays off

With the comprehensive environmental and climate pro-

tection measures that Schneider Schreibgeräte initiated

two decades ago, the company is a pioneer in the entire 

industry. This was honoured with two awards at the PSI

Sustainability Awards: Schneider won the Environmental 

Excellence category and was named overall winner in

2019 as Sustainable Company. The reasons stated by the

jury: “The Sustainable Company of the Year 2019 shows 

that, as a company, it combines the three pillars of sus-

tainability at the highest level and as a consequence dis-

tinguishes itself as a manufacturer of innovative green prod-

ucts.” 

“Environmental responsibility is an essential part of  
our brand and corporate philosophy.” 

Martina Schneider  Schneider Schreibgeräte
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>> with regard to industrial processes. In order to be on 

the safe side, companies should therefore choose experi-

enced providers with good references who offer profes-

sional advice and work meticulously. 

Rely on certified projects

Anyone who implements initiatives for climate protection

must be sure that the supported projects are legitimate, 

effective and professional. The players in the compensa-

tion business are committed to this. Recommended pro-

viders usually have only projects in their portfolio that are 

certified according to recognised standards. These include

the Gold Standard of the Gold Standard Foundation, a 

non-profit certification organisation registered in Switzer-

land and founded by the WWF in 2003. On a par and in-

ternationally more widespread is the Verified Carbon Stand-

ard (VCS) of the organisation Verra (verra.org). Verra also 

has the Climate, Community and Biodiversity Standard in

its portfolio, which primarily examines and certifies social 

and environmental issues. High-quality projects contrib-

ute to the avoidance of CO2 as well as to sustainable eco-

logical and social development

We have long been aware that quality and respon-

sibility for the environment are closely linked, which

is why the topic of climate protection was firmly

anchored at CD-LUX at an early stage. We see cli-

mate protection as an integral part of our corpo-

rate strategy and it is now indispensable to a man-

ufacturer of high-quality promotional products. That

is why our sweet Advent calendars as well as our 

entire product range have been CO2-neutral since 

May of this year.

Avoiding and reducing emissions

Despite all the measures taken, we inevitably gen-

erate CO2 through our business operations. Our

concept is to reduce and offset greenhouse gases. First of 

all, all possible emissions of our company are avoided and

reduced as far as possible. We achieve this through inter-

nal environmental protection measures, 

e.g. as part of the Bavarian Environ-

mental Pact which provides for a com-

prehensive optimisation package. This 

includes our own photovoltaic system

with a capacity that can supply around

55 households with solar power.

CO2 compensation

First, together with a partner, we recorded all CO2 

emissions that were produced and then we scruti-

nised our production chain: location, mobility, logis-

tics, raw materials, packaging and production. Based

on this data, our CO2 footprint (corporate carbon 

footprint) was compiled. On this basis, we have de-

veloped a climate protection concept that integrates 

all company processes. The CO2 compensation

takes place by supporting recognised climate pro-

tection projects. Overall, our customers respond

very positively to sustainability initiatives. You can

sense that the topic is currently on everyone’s lips. 

Of course, there are marketing aspects as well, which are

superficially intended to offer the customer a high-quali-

ty promotional product with a climate-friendly background.

“Quality is also an environmental matter.” 

Alexander Dirscherl  CD-LUX

>>

Companies should 

only invest in certified

projects because repu-

table climate protection

projects are evaluated

according to interna-

tional standards.

www.psi-network.de PSI Journal 11/2019

17



The issue of climate protection has accompanied

me for a long time, so it was only logical to extend

my personal commitment to KOLIBRI. There, the 

idea has been positively embraced and our employ-

ees are now enthusiastically involved in a variety

of ways. Our motto is: We are only guests on this 

earth and we want to be good guests.

CO2 compensation since 2013

In 2013, we compiled an up-to-date carbon foot-

print for our site for the first time, and then offset it 

with an award-winning afforestation project in Uganda.

Back then, out of genuine conviction, we retroactively cal-

culated the total CO2 emissions of our company and also

offset them. Since then, we have been offsetting our emis-

sions every year on the basis of our carbon footprint.

Sustainability put into practice

We also do a great deal to protect the environment: To 

begin with, there is our passion for electric cars which be-

gan with a pioneering project at the University of Karls-

ruhe in 2014. In the meantime, we have four electric cars, 

two hybrid vehicles and two in-house charging stations.

We also paid close attention to saving

energy when constructing our new com-

pany building and also implemented 

lots of little things such as compost 

heaps, recycling paper, double-sided

printing, filtered tap water and so forth. 

This year, we then recapitulated our 

milestones in a sustainability presentation, collect-

ed new ideas on reducing plastic in packaging and

formulated our vision of climate-neutral production

of promotional products. To be able to implement

all of this in a timely manner, we started a project 

for which we were able to inspire an environmen-

tal engineering student at Nürtingen University.

Sustainability initiatives create credibility

We received very positive feedback from our cus-

tomers for our in-house trade show in February

2019, which was dedicated entirely to sustainability. It

seems that the time has finally come when customers are

prepared to accept additional costs. Incidentally, we use

the topic on all marketing channels (mailings, trade shows, 

website, social media, presentations, etc.) and actively ad-

dress the topic with all our customers and interested par-

ties. Time and again, we find that it increasingly impacts

people and that for many companies it is important that 

their suppliers are familiar with it and implement their own

measures. Moreover, because we have been pursuing the 

issue for a long time, we enjoy a high level of credibility

and customers feel that KOLIBRI really does have a green

heart.

“We want to be a good guest on this earth.” 

Heiko Ziegler  Kolibri

E-mobility, in-house

power generation,

resource-efficient

production – PSI 

companies rely on a 

diverse mix of meas-

ures when making

their contribution to

climate protection.
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in the project environment. Some projects are also 

certified with regard to their products, such as FSC (wood)

or UTZ (cocoa). Anyone who relies on certified projects

can be sure that their investment is worthwhile – for the

climate and their own goals.

Transparency creates credibility

All information and data that substantiate a climate pro-

tection commitment must be collected correctly and ver-

ifiably. It is therefore in the companies’ own interest to cre-

ate a sound data and information base that can also be

used in corporate communications. For accounting pur-

The topic of sustainability has played a major role

in our company for a number of years. For exam-

ple, we have been using a woodchip heat and pow-

er plant for 15 years now to supply not only our 

premises but also some of the neighbouring com-

panies with heat from wood waste. In addition, we

have been using a combined heat and power plant

and a photovoltaic system for years to generate up 

to 80 percent of our power requirements. In this 

context, climate protection has become more and 

more important to us in recent years.

“Plant for the Planet”: A very special project

After manufacturing climate-neutral products since last

year, we came across the “Plant for the Planet” project. 

The children and youth organisation was founded in 2007 

by Felix Finkbeiner, a then nine-year-old boy from Tutz-

ing. What began as a school project became an organisa-

tion dedicated to counteracting global warming with large-

scale tree planting. In the period since the organisation 

came into existence, children and youngsters have man-

aged to plant nearly 15 billion trees in 193 countries. We 

have also been planting since the beginning of this year:

With our own product “Good Chocolate” and the cam-

paign “Stop talking. Start planting.” The initiative itself 

plants trees and motivates people to plant. At academies,

the children educate each other to become ambassadors 

for climate justice – more than 70,000 

children and young people from 67

countries are already participating. With 

the “Good Certificate” from Plant-for-

the-Planet, MAGNA sweets compen-

sates for greenhouse gases equivalent

to 250 t of CO2, additionally binds al-

ready emitted CO2 from the atmosphere through 

1,250 trees and enables the training and supervi-

sion of 35 ambassadors for climate justice. The cer-

tificate from Plant-for-the-Planet offers even more 

than climate neutrality: Trees are planted, children

are motivated to become involved and are men-

tored for years. The opportunity lies in initiating a 

positive chain reaction for the future of our planet.

Excellent product for a better future

The marketing of “Good Chocolate” is a matter that 

lies close to our hearts. Accordingly, our customers and

the industry have responded overwhelmingly positively to 

this extraordinary story and are thrilled to support this

project. Promotional products that not only put the com-

pany in a good light but also do something good are sure 

to strike the right chord. What is more, last year’s Good

Chocolate was ranked No. 1 in a blind tasting of 25 brand-

ed chocolates by Stiftung Warentest. Of course, we use 

these issues to enhance our public image, but this was nev-

er our primary intention. Climate protection has always

been important to us and will continue to be so in the fu-

ture. We must begin to take responsibility for this world

for ourselves and our descendants. The benefit of “Good

Chocolate” as a marketing tool played a secondary role

for us. More importantly, this high-quality product contrib-

utes to a better future for our children.

“Talking alone does not help – we have to act.”

Steffen Heinzinger  Magna sweets

poses (depending on the service provider) various stand-

ards are used, which specify relevant requirements as to

how climate neutrality can be achieved and documented. 

This is, for example, the internationally recognised GHG 

Protocol Standard, which ensures the validity and com-

parability of the accounting based on the fundamental

principles of relevance, completeness, consistency, trans-

parency and accuracy. The GHG Protocol is considered 

to be the most widely used standard for preparing green-

house gas accounting statements. Numerous other stand-

ards are based on it, including ISO 14064 and many gov-

ernment corporate standards. The international specifi-

cation PAS 2060 also defines standards. It is >>

>>
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considered the first valid set of rules for climate neu-

trality or CO2 neutrality. PAS 2060 was first published by 

the British Standards Institution (BSI) in 2010 and subse-

quently in a revised version in 2014, and is widely used by

climate change partners. These examples are intended to

show that statements by companies about their climate pro-

tection activities are generally based on solid foundations

and are therefore also verifiable. Those who are really se-

rious work together with professional partners who provide

expert support. Please remember, however: Pretending is 

just as meaningless as not doing anything. <<

The topic of sustainability has always been a mat-

ter of personal interest for me. There is no other

world for us than the one we live in. So, when I 

founded the company almost 25 years ago, I made 

the decision to exclusively offer carrier bags made

out of recyclable paper. Of course, everything else

was built upon this decision: Production sites with-

in Europe, certification for climate-neutral products,

a climate-neutral company and even our website is

climate-neutral. Not to forget FSC certification and 

much more.

The partner must also fit

It is not that easy to find the right partner or partners for

a comprehensive sustainability concept. As regards cli-

mate protection, we also intensively scrutinised providers 

and found a partner that is really com-

mitted to climate protection with very

specific projects both in Germany and

throughout the world. After all, envi-

ronmental protection is an internation-

al mission. The analysis, the compre-

hensive documentation of the CO2 vol-

ume which should be climate-neutral, and finally

the conscientious selection of the projects to be

funded were made in close collaboration.

Verifiable added value

We label all our products with the logo “Climate 

Neutral Product” together with an ID number with

which you can check our commitment at any time. 

This creates transparency and ensures that we are

not simply claiming to be green (greenwashing), but 

that we live and practice climate protection. We are 

experiencing very positive feedback on what is es-

sentially free added value for our customers. Especially in

marketing, our holistic involvement, as one of many build-

ing blocks, has led to a fantastic victory in the PSI Sus-

tainability Awards. We are really very proud of that.

“We are experiencing very positive feedback.” 

Volker Riedle  Bags by Riedle

>>

We would like to present new ideas, interesting 

initiatives and projects that benefit the climate and

the environment in the PSI Journal. Please contact me:

Ursula Geppert, geppert@edit-line.de

By no means exagger-

ate or cheat: When

it comes to being

committed to environ-

mental and climate

protection, it is enor-

mously important to

document all meas-

ures truthfully. Only

then are companies

credible.
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REDUCE 
REUSE
RECYCLE

* M o r e  i n f o r m a t i o n  o n
WWW.PFCONCEPT.COM
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For the purpose 
of achieving an advertising 

message with a strong 
and long-lasting impact,

the parameters of 
smart design and benefit 

are combined in an 
appetising product.
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Soft and austere lines combined with a great affection for details characterise 

the attractive Itsumo 18/10 stainless steel cutlery set from Alessi. Characteristic 

of this surface-polished set are the shaped profiles of each cutlery element that 

ensures they not only lie ergonomically in the hand, but are also tender on the

lips. The set includes eleven different types of cutlery, for the laid table and for

serving. The eleven cutlery types consist of a tablespoon, fork, knife, fruit fork,

fruit knife, dessert spoon, teaspoon, coffee spoon, salad servers, cake server and

butter knife. Also available is a 24-piece set of six tablespoons, forks, knives and 

coffee spoons, also made of 18/10 stainless steel. The additional five-piece set 

includes a tablespoon, a fork, a knife, a fruit fork and a teaspoon. It is recom-

mended to dry the dishwasher-safe cutlery after washing.

www.alessi.com

Advertising messages with individual slogans are available at Inspirion. The ce-

ramic cup Hot Message awaits the customer every morning with an individual

welcome. The writable mug offers space for notes, appointments and loving

greetings on the black surface. There are two pieces of chalk in white and pink 

in the gift box to write on the cup. Freshly written notes can be easily wiped off 

to make room for new messages.

spirion.eu

Pflanz-HölzerBackhäuschen
mit Backförmchen

Kerzenglas mit 
Bienenwachsgranulat

Vogelhäuschen

Nussknacker
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Cool basket
Multifunctionality is in vogue. The Kühlshopper Basket from Halfar® is a shopping basket and 

cooler bag in one. Thus, butter remains fresh and cool on the way from the supermarket to

home in summer as do drinks for the day trip. The attractive Basket shopper is available in red,

black and navy. On the front pocket there is room for a striking logo print – and inside for 

cutlery, napkins, money and keys. To keep everything transported cool, the shopper is provided 

with a special coating and completely closed with a zipped cover. The two handles with 

magnetic collar make it easy to carry the lightweight basket with aluminium frame. For a picnic

you simply detach them from each other, open the zip, fold in the cover material as a lining and

voila!

• Halfa

Tel +49 521 982

info@halfar.com 

www.halfar.com 

SI 44833

Clear brand profile
With DuoTone finishing by Mahlwerck Porzellan, it is 

now possible to colour not only a part of cups and

mugs, but all the way round. Combined with a deep

engraving, this results in great brand effects. The

all-round partial glaze of the cup convinces with clear

lines. The surface with a matte and glossy glaze in 

combination with an engraving on the dividing line is 

especially rich in contrasts. The variety of surfaces and 

finishes that Mahlwerck offers create spectacular

effects and professionally highlight brands. DuoTone is 

the ideal image carrier for a multicoloured corporate

identity. Anyone looking for eye-catching promotional 

cups with exciting surfaces will surely find something at 

Mahlwerck Porzellan.



www.psi-network.de PSI Journal 11/2019

No other type of red grape enjoys as much worldwide

renown as the Cabernet Sauvignon. With the French 

Cabernet Sauvignon from Römer Drinks, a classic and 

at the same time elegant wine with a personalised 

label can be given away from 60 bottles or served at

the next event. The taste of blackcurrants, beautifully 

integrated tannins and a strong dark colour make the 

wine unmistakable and the perfect accompaniment to 

meat dishes or chocolate. A socially inspiring gift that 

can be used to start a successful week together with 

colleagues. You can also enhance sauces with this 

selected drop. Römer Drinks is a member of the

Römer family and offers a wide assortment of 

promotional beverages ranging from natural mineral 

water to modern beverage cans and champagne

bottles as well as worldwide patented promotional tea 

and coffee.

www.roe
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Attractive underlay
The camarc® STEEL from Kaldenbach is not only a high-quality stainless 

steel coaster, it also serves as a bottle opener. It is therefore a practical utensil 

for people on the go and for all those who want to have a practical and at

the same time trendy, stylish accessory at the ready when visiting a pub, beer 

garden or bar. On the bottom there are transparent round rubber knobs that

prevent a loud noise when putting it down.

204
+49

o@k

www.kaldenbach.com

Sustainable drinking vessels
The innovative, recyclable and high-quality drinking bottles and porcelain

cups from L&S GmbH are useful, sustainable products that are available in

various designs, colours and filling capacities. The vessels convince with a 

pleasant drinking feeling and high level of robustness. The leak-proof bottles

are available with different closure options. The desired advertising message 

are clearly visible through different printing techniques in up to four colours 

on different places. All LFGB certificate requirements have been met.

9 • L

714
ds-gmbh.com 

www.lunds-gmbh.com

INTRODUCING INNOVATIVE AND 
SUSTAINABLE BRANDS!

TEXTILE CAMPUS

www.promotex-expo.com

BOOK YOUR 
TICKET

THE WORLD
OF ADVERTISING
AND SELLING

– advert –
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Polishing glasses, drying dishes, wiping work surfaces

clean: The tea towel from Igro belongs to the essen-

tials of any private or commercial kitchen. In addition,

a beautifully printed tea towel is a popular decorative 

accessory in the kitchen and dining room. Kitchen

towels made of natural fibres appeal through their

excellent absorbency and skin-friendly quality. As a 

natural product, the cotton towels are environmentally 

friendly, sustainable and biodegradable. Advertising

imprints are eye-catching thanks to the large print 

area. All-over or logo printing delivers clear, clean 

results. In addition, they are popular souvenir items,

especially for city marketing or merchandising.

www.igro.com

Ordered by 12 o‘clock, 
printed and shipped 

the same day!

primetime
wireless

ZOGI.BIZ

Wireless charging station 
Digital watch / alarm function

 Bluetooth 5.0 / AUX / SD
Superior sound quality
5 watts power output

Modern softtouch housing

ZOGI EUROPEZOGI Europe GmbH /  Gutenbergstraße 2 /  75210 Keltern
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Napkins with advertising print
Ulrich Ripkens is a specialist for napkins with advertising print, individualised napkins of 

all kinds by means of flexo-flat and roll printing as well as CMYK digital printing. When 

customising with flexo-flat printing, pre-made napkins with a printing surface in ¼ format

are printed in only one colour. In the case of flexo-roll printing, napkins are printed from 

the roll in one to four colours. Due to existing delivery contracts, longer delivery times are

usually required. Halftone prints are printed on a coarse grid of 18. Here, the maximum 

printing surface is 39 by 39 centimetres over the entire surface with or without a border. 

CMYK digital printing allows four-colour digital printing of 33/3 napkins in ¼ fold, all-over 

and borderless. In addition to cellulose table napkins with edge embossing, which can be

printed in one to four colours, the range of Ulrich Ripkens also includes high-quality 

air-laid napkins with a velvety feel that can be printed in various ways. A slight structure

embossing gives this napkin, which can be supplied in various formats, its textile-like

appearance and the character of a cotton cloth. The fine embossing ensures good 

printability and also allows intricate advertising prints. 

www.ulrichripkens.com

For fast food fans
The Pommes-Pieker, the French fries fork from Asia Pins Direct, is made of LFBG-

approved stainless steel and replaces the curry, French fries and finger-food disposable

fork in an extremely practical and smart way. The clever utensil can be freely designed

from 500 pieces. Every form of this eye-catcher is conceivable for use at events and 

receptions. The Pieker is light, robust and always ready to hand: just a practical compan-

ion for example on a keychain or in a bag. The desired advertising is applied by Asia Pins

Direct by using long-lasting laser engraving. The promotional product is delivered as

standard in a recycled paper envelope. It can also be ordered in your own leather case.
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camarc® SWING from Kaldenbach is truly eye-catching 

and makes traditional glasses seem old-fashioned.

Thanks to its convex base, the glass tilts in all directions

even when filled. No matter where the user wants 

to enjoy his drink: camarc® SWING brings variety to 

everyday life.

www.kaldenbach.com

Please contact us!

What is technically possible,

we make possible for you!

Discuss the possibilities with 

your sales consultant or meet 

us with your customer at 

the PSI 2020 – 12D20.

Tailor-made promotional umbrellas offer your 

customers almost limitless freedom of design

Customised special production is entirely 

tailor-made to suit the Corporate Identity

Creating an effective overall advertising package 

to characterise your clients perfectly

Find out more at fare.de/en/creations

Umbrella creations I Individual – Unique – Versatile

– advert –
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Q-Pack menu
With the Q-Pack menu from Vim Solution, up to 

four people can simultaneously study the menu 

while charging their mobile devices. Thanks to the 

large battery, which is optionally available in 6.000,

10.000 or 13.000 mAh, smartphones or tablets are 

recharged after the meal. At the same time, four 

mobile devices can be supplied with new energy 

simultaneously via a USB connection. The inlay 

can simply be pushed between the Plexiglas panes 

and thus be reused even when changes are made

to the menu. The product is available from just 

25 pieces. Supplied with a micro USB charging 

cable and a menu card holder made of Plexiglas,

the menu inlay is not included in the delivery.

55 • Vim Solution GmbH 

7661 90949-200

vertrieb@vim-solution.com 

www.trader.vim-solution.com

Hot and clippy
Carabine, the double-walled coffee mug from the 

extensive product range of Giving Europe, is made of 

stainless steel and is very practical: The stylish coffee

mug has a snap hook which enables it to be attached to 

a backpack or belt when on the go. The highlight of the 

drinking vessel, which has a capacity of 200 millilitres, 

is its carabiner handle which is available in silver, red

or black. The mug can be individualised by the supplier 

from northern Germany by using pad printing or

long-lasting laser engraving.

Givi
Tel +49 421 596597-0

kontakt@givingeurope.de 

www.givingeurope.de

Make your own shirt: Take your design 
and your creation home with you!

www.viscom-messe.de

BOOK YOUR
TICKET 

THE WORLD
OF ADVERTISING
AND SELLING

– advert –
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Art Culinaire 2020 is one of the new kitchen calendars 

from Ackermann Kunstverlag, completed in the 

impressive XXL format, which highlights exquisite 

ingredients, fresh fruits and culinary specialties in such 

a pleasing and artistic manner that the viewer’s mouth

is sure to start watering. The calligraphic quotations

of well-known chefs and gastrosophers turn every 

calendar page into a total work of art, a culinary 

statement of a pleasurable way of life. Like all Acker-

mann calendars, Art Culinaire is produced exclusively

in Germany and printed in a climate-neutral manner

on paper from sustainable forestry in cooperation

with NatureOffice. Advertising can be applied from 

50 pieces.

www.ackermann-kalender.de

www.ksw24.eu

    Sweet
Promotional
         Gifts

Turn-Around
Advent Calendar

RPP

5

For the sake

Carton and deep-drawn sections
100 % RECYCLABLE

of our environment!

A5 Cover 
Advent Calendar
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New surface structures
Könitzplus is offering new surface structures: With the ever-evolving, new finishing options,

cups from the Könitz Porzellan assortment become a unique haptic experience and leave a

lasting impression. With the help of the Carbon surface structure, the texture of fine carbon 

fibres can be noticeably reproduced on the cup. Thanks to this structure, the cup gets a sporty

look. The Concrete Look surface texture gives the visual impression that the cup is made of 

concrete. Due to the matte surface, it also feels like concrete. Wood is one of the oldest and

most popular materials. Why not use this structure for a cup? Thanks to the Natural Texture 

surface texture, this porcelain cup variation radiates warmth and cosiness.

PSI 44071 • Könitz Porzellan GmbH 

Tel +49 36732 3440

info@koenitz-group.com 

www.koenitz-group.com

G 

Tasty minis
Kalfany Süße Werbung serves the perfect coffee

supplement when serving in a café, waiting room or

at a customer meeting with the deliciously popular

Chocolate Mountain Cookie Minis from Griesson: 

an advertising message that is gratefully captured by

all five senses. The utz-origin shortbread biscuit 

with its milk chocolate and dark chocolate pieces is

the absolute hit in the retail trade and therefore a 

successful promotional product for the short sweet 

bbreaks in between. Kalfany Süße Werbung finishes

and packages the approx. 6.4 gramme mini biscuit

in a white flow pack with advertising in accordance

with IFS-certified manufacturing guidelines, 

creating an eye-catching advertising medium.
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The squirrel toiled hard until it found a stylish way to 

liberate nuts from their hard shell in an uncomplicated 

way: The N-m 452 set cracks them all. No nut is too

small, too big or too hard for the Nestler-matho®

chrome nutcracker. And the attractive product is an

eye-catcher on every table: positioned in the centre of 

the porcelain bowl on a holder made of bamboo, it is 

always within reach and in the public eye. And the N-m

452 set is also sustainable: The solid workmanship and

timeless design guarantee joy for many years. Sufficient 

space for discreet, individual advertising messages is 

available on the handles of the nutcracker or on the

bamboo holder.

PSI 41816 

Nestler-matho GmbH & Co. KG   

Tel +49 7221 21 54 0

info@nestler-matho.de 

www.nestler-matho.de
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Elegant table accessories
High-quality placemats of the Axopad® brand are available

in various designs and sizes from IMTC Manufacturing &

Trade. Almost any shape is feasible. Whether it is made 

of recycled leather, sturdy foil or with adhesive backing:

At IMTC, the customer can choose from many different 

materials. Glass coasters complete the assortment.

Axopad® is Made in Germany, phthalate-free, PAH-free 

and REACH compliant. All materials used for Axopad®

are subject to strict control and are certified by a German

Tel +49 8171 43390

imtc@imtc.de

www.axopad.de

Stay cool
Giving someone a fine drop is never out of fashion. All users 

will have lasting enjoyment with the gift bags from team-d 

mport-Export, which do not find their intended purpose until 

fter the handover. At first glance, the cool look of the bag is 

ppealing. If the keep cool bottle bag with integrated cooling gel 

s stored in the freezer, it then serves as a bottle cooler. With a 

ize of 26 x 9.5 x 9.5 centimetres, it is suitable for most commer-

ially available bottles and offers sufficient space for advertising 

rinting.

Newcomers

See tomorrow’s trends today –
at PSI!

www.psi-messe.com

THE WORLD
OF ADVERTISING
AND SELLING

BOOK

YOUR

TICKET 

– advert –
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The GU kitchen guides are part of the world‘s most

successful cookbook series and provide the ideal setting for 

product placement. A current title of the series is Lunch to

go which ties in well with the trend theme Meal Prep.

Whether it be vegetable sticks in a lunch box, yoghurt in a 

jar or chicken curry in a thermo mug: Product photos and 

advertising texts can be integrated on the recipe pages to 

optimally highlight the products and brands. The envelope

can be finished with a logo or newly designed according to 

customer requirements. Such a tasteful gift will leave a 

lasting impression. Good Life Books & Media is a GU 

distributor for the promotional product trade and develops

individual book and media products. On request, an

appropriate product proposal for the customer’s target group 

can be provided.

Good Life Books & Media GmbH 

Tel +49 89 96 032676

info@goodlifebooks.de 

https://goodlifebooks.de

www.ksw24.eu

    Sweet
Promotional
         Gifts

Classic Chocolate 
Advent Calendar

From
250 pieces

A5 Chocolate
Advent Calendar

           From
250 pieces

RPP

5

For the sake

Carton and deep-drawn sections
100 % RECYCLABLE

of our environment!
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Mannerly chocolate coating
With the chocolate fondue in a jar, Der Zuckerbäcker offers a hearty promotional gift for the

winter season – without making a mess at the table. The high-quality promotional jar is simply

placed into a warm water bath to liquefy the filling of fine dark chocolate. The chocolate fondue is 

enriched with a little milk or cream, also available as vegan, whereupon connoisseurs can dip in 

fruits, biscuits or marshmallows. Customers support cocoa farmers in West Africa with every bite

because the Belgian chocolate that is used is made entirely from sustainably cultivated cocoa. 

By individually printing the labels, the advertising message will be remembered for a long time.

Incidentally, after having tasted the creamy dark chocolate, the attractive jar is particularly suitable 

for storing spices and is thus fully in the upcycling trend. The delicacy is made in Germany and 

available from a purchase quantity of 50 pieces.

Timeless and individual
Recycling, upcycling and DIY are currently very 

trendy in terms of sustainability. You can help 

restore old and discarded tableware to new splen-

dour. With this book, the EMF publishing house

offers many creative ideas on how to breathe new 

life into dishes and porcelain. Your very own 

dining experience can be given a very individual 

touch. In addition, creative and appealing content

ensures positive communication of one’s own

brand. Companies have the opportunity to have a

tailor-made special edition made for them: With 

flexible page numbers, an integrated logo on the

cover, placement of one’s own products in the 

instructions, EMF leaves nothing to be desired in 

terms of design options.

tatjana.bleiler@emf verlag

www.emf-verlag.de

TOMORROW'S TRENDS:
COLLECTIONS AND COLOURS 
2020!

CATWALK

www.promotex-expo.com

BOOK YOUR 
TICKET

THE WORLD
OF ADVERTISING
AND SELLING

– advert –
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Leading drinkware manufacturer Listawood has launched a 

revolutionary new mug packaging system which eliminates

breakages of their ceramic drinkware collection in transit.

With breakages becoming more apparent via increasingly 

automated courier hubs, the promotional industry has to

apologise to clients more often and go through the time 

consuming (and costly) process of reparation. Listawood

state that they have engineered a solution to counter this

problem. Listawood claim that their MugSafe® packaging

has shown 100 % success in BETA testing over a 6 month 

period, right across Europe. “MugSafe® ensures that you offer 

your clients complete satisfaction; taking the risk out of 

your ceramic orders,” commented Becki White, Marketing 

Manager. “It has taken us a great deal of research and

development to produce MugSafe®. Our innovative new

packaging solution is unique to us and design registered,”

added White. What’s more, Listawood’s new MugSafe®

packaging is eco-friendly. Listawood recycle all of the

cardboard that comes into their production plant for use

within the MugSafe® packaging. Having a complete packing 

solution made from one material means that it’s much easier 

to recycle. Any new board used also contains a high recycled 

content and is FSC certified. “The feedback has been

tremendous,” said White. “MugSafe® clearly ticks all of the

boxes”. Listawoods UK based innovation centre includes a 

production plant packed full of state of the art technology

producing retail quality drinkware. Their collection includes 

many unique, innovative and patent protected lines. The 

supplier’s ethos is to create beautiful, unique gifts that will be

cherished for longer.

www.listawood.com

VIP
0-9100

STRAIGHT SI
0-9450 SI

Other models on request.

Please order your free example:
s.bachlmayr@uma-pen.com
Code PSI-1119

www.uma-pen.com

BRILLIANT PROSPECTS
Elegant, visually striking, high-caliber –

with our innovative surface enhancement processes,
we transform metal writing instruments into unforgettable,

gleaming promotional tools.
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Production now climate neutral

The writing instrument manufacturer uma from Fischerbach in the 

Black Forest is now producing climate neutral. “Climate change is

currently one of the biggest challenges. We want to take responsi-

bility and make a concrete contribution to climate protection. In co-

operation with ClimatePartner, we calculated the emissions of our

“Wooden Writing Instruments” and “Recycled Pet Pen” product se-

ries and then offset them with regional climate protection projects. 

Thus, the first uma climate-neutral writing instrument series are now 

available,” says Managing Director Alexander 

Ullmann. But that is not all: “We would not be 

uma if we only focused on one product. For this reason, we have

made the entire production in Fischerbach in the heart of the Black

Forest climate neutral. We are pleased to be able to make a positive 

contribution to the environment”, adds Ullmann.

www.uma-pen.com 

Breath of fresh air at Inspirion

Inspirion GmbH in Bremen welcomes six new employees: Since 1

September 2019, Paul Franke has been Inspirion’s Head of Marketad of Marketad of Market-

ing. Emil Sedivy moved from Reda to Inspirion to reinforce the disnforce the disf th di -

tribution in the Czech Republic. Karla Nepustilova also came from so came fromf

Reda and works as a field representative for southern Gersouthern Gersouthern Ger-

many and parts of Austria. The France department is now rtment is nowt t i

being supported by Sophie Seumou Chen. Jörg-Peter Helmers as a Helmers as aH l

sales director and Christian Hunke are returning to Inspirion to reinpirion to reinpirion to rein-

force sales in Germany from 1 October 2019 onwards. 

www.inspirion.eu • www.promotiontops.de
Jörg-Peter Helmers

Angel Zimmermann

uma has calculated the emissions of its “Wooden Writing Instruments” and

“Recycled Pet Pen” product series and offset them with regional climate

protection projects.

Inspirion

uma Schreibgeräte

New team support

assa te bu ge .de

Team expands

www.suesses-schenken.de

ASS Altenburger Der Zuckerbäcker
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A decade of successful Networking Days

At the end of August, the Belgian Association of Promotional Prod-

ucts (BAPP) celebrated the tenth edition of its annual Networking 

Day. The anniversary event took place in the festive atmosphere of 

the “San Marco Village” in the Belgian municipality of Schelle, which 

is modelled on the main square of Venice. According to the tenor of 

all participants, it was a thoroughly successful event. A total of 68 

exhibitors from all promotional product segments from Belgium, the

Netherlands, Germany, France, Italy and England – including five

first-time exhibitors – welcomed 197 visitors from 83 promotional 

product trading companies, consisting of BAPP member com-

panies and non-member companies with their innovations and 

product ideas for successful advertising campaigns. Ultimately, a 

smooth organisation featuring highlights such as a birthday cake, 

aperitif and gala dinner with live music ensured a great atmosphere

and completely satisfied participants. www.bapp.be 

Reorganisation of customer service

Reflects GmbH in Cologne is currently being restructured. The company ex-

plained that it wanted to better meet customers’ challenges over the next few

years, and therefore make changes to the organisation of customer care. Accord-

ing to customer surveys, the high-quality customer service is a decisive advan-

tage of Reflects. A good reason for the company to be even more fair-minded

towards individual customer requirements, and henceforth to introduce an or-

ganisation based on postal codes and countries. Frank Krüger,

Sales Manager of the long-standing Cologne-based company, 

said the new form of organisation offers significantly more flexibility in terms of 

customer-specific approach and product-specific expertise with regard to Re-

flects’ extensive product range: “Our customers have appreciated the high level

of consulting expertise of our employees for many years. Reflects is synonymous 

with reliability, honesty and predictability when working with our customers. Here 

we want to enhance our popularity even further in the future.”

www.reflects.de

Enough space for new, 

effective promotional

products and in-depth 

conversations at the 

San Marco Village.

The reorganised teams at Reflects 

are fit for the customers.

Reflects GmbH

Thoroughly positive interest and

high spirits prevailed at the stands

of the exhibitors.

BAPP
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Attractive offers on 40th anniversary

Arem Italia, a renowned supplier of individually refined clothing, caps and tex-

tiles, headquartered in S. Giovanni in Persiceto, Italy, is celebrating its 40th an-

niversary in 2019. During this time, the company has set standards when it

comes to promotional products, sportswear and workwear. In its anniversary 

year, Arem Italia is offering its customers a brand new service: ready-to-ship 

products in stock, available within 1 to 2 days, e.g. iron-on and sew-

on textile labels with flags from around the world, approx. 100,000 

pieces, as well as embroidered college numbers and letters for ironing or sew-

ing on clothing, hats, accessories and all textiles. Further information on this 

as well as the possibility to register as a promotional product distributor is

available at: www.aremitaliashop.com. According to Arem, interested parties 

will find embroidered patches, pennants, labels and much more at attractive 

prices with just one click. www.arem.it

Environmentally friendly 
paper products

The Dutch company IssueTissue®, a specialist in tissue boxes, 

napkins, pocket packs, toilet and medical rolls and much more, al-

ways has the environment in mind and is now producing all its 

products in FSC quality. FSC-certified cardboard and

paper are produced from trees of sustainably managed

forests. These forests are thus preserved over generations. Issue-

Tissue® napkins and toilet rolls are now FSC certified. Offers can

be requested at: info@issuetissue.com Detailed information is avail-

able at: www.issuetissue.com  

Delighted

recipients of 

the recognition

issued by the 

Italian national 

handicraft con-

federation CNA 

(from left to right):

Riccardo Gio-

vannini, Angelo 

Giovannini, Enza 

Braglia and Mon-

ica Giovannini, 

the owners and

representatives of 

Arem Italia.

Arem Italia

IssueTissue®
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Merchandise World smashes it again

Over 570 of the promotional merchandise industry’s top distributors attended Merchandise World at the MK Arena on the 11th Septem-

ber 2019. According to the organizers British Promotional Merchandise Association (BPMA) and Sourcing City, almost every major UK 

distributor company was there, alongside many other significant and professional distributors. The hall itself was buzzing and vibrant as 125

exhibitors created an excellent array of colourful and innovated stands to present their eco, new and top selling products. The exhibitors

were full of compliments on the quality and quantity of the professional visitors. ECO World and Branding World were featured areas in

the show and they proved a great success.  

About Merchandise World  
Merchandise World, so the organizers, is now clearly established as the UK’s leading promotional merchandise trade exhibition and the

place for the industry to come together in February and September each year. This industry leading event is a unique concept which com-

bines a traditional exhibition, a networking event and optional appointments, say the organizers and add: “Merchandise World is the per-

fect time for professional distributors to find new suppliers, reinforce relationships with existing suppliers, to see new products, to be re-

minded of top sellers, to discuss trading plans and to discover new opportunities.” All sales & administration teams, management and di-

rectors from professional distributor companies from across the UK & Ireland are invited. Invited visitors can choose to informally see the

latest and hottest products from the industry’s top suppliers in a traditional exhibition format or hold business review or planning meetings 

by appointment with exhibitors. There is no limit on the number of company personnel able to attend from any invited distributor compa-

ny, and they do not have to be mem-

bers of BPMA, Purple Club or Sourc-

ing City. The entire UK & Ireland pro-

motional merchandise market spend

is in excess of £1Billion, and Merchan-

dise World has tremendous support 

from the industry with over 1000 pro-

fessional distributors having attended 

previous individual events. The next

Merchandise World will take place on 

12th 13th February 2020 at Ricoh Are-

na, Coventry, UK. To enquire or ex-

hibit please call: 0844 504 5006 (In-

ternational calls: +44 1252 701034)

– or contact Liz, Ella or Katie on info@

merchandiseworld.co.uk.

www.merchandiseworld.co.uk

Merchandise World



T he GWW invited guests to its Summer 

Meeting on the eve of the Trend. The in-

formal meeting is a combination of edu-

cation, networking and get-together and 

again began with a diverse programme of 

lectures. The timing is designed in such a way that Trend

exhibitors can conveniently participate after setting up 

their stands. This year’s agenda: The future of Germany

as a business location, professional negotiating for SMEs,

social media and buying behaviour as well as the new 

Packaging Act in practice. Prior to this, CEO Frank Dan-

gmann explained the activities of the umbrella associa-

tion in the current year, which began with the visit to the 

PSI by Markus Herbrand (Member of the Bundestag) and 

Marco Schmitz (Member of the Landtag). The two parlia-

mentarians were provided information and pledged their 

support for the industry goals formulated by the GWW. 

The political work was continued throughout the year in 

numerous discussions with politicians at federal and state

On 26 and 27 September 2019, the annual connection between the GWW
Summer Meeting and the Trend took place at the RheinMain CongressCenter 
in Wiesbaden – and thus the combination of  theoretical knowledge and trade 
show experience. In between at the evening get-together, guests shared their 
experiences in convivial discussions and enjoyed culinary delights.

GWW Summer Meeting and Trend 2019

Smart ideas for the 
year-end business

level, representatives of the umbrella associations and the

Institute for Finance and Taxes (ifst). As a result, the GWW’s 

request for the introduction of an object-related/case-re-

lated exemption limit for company gift expenses was tak-

en into account in the “Key Issues Paper on the Bureau-

cracy Relief Act” issued by the Federal Ministry of Eco-

nomics (BMWI) in May. A position paper of the BGA was

sent to the relevant decision-makers in August. Among 

other things, it should also make clear how much bureau-

cratic effort is required to record promotional products

below 10 euros.

Addressing politicians from the region

The industry has thus managed to attract attention, as 

Frank Dangmann summarised. “We are starting to be per-

ceived on the political stage and it is important that we 

remain active there. For example, we can argue that our

industry generates significant revenues and jobs, and we 
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are able to substantiate this with studies. “With this in mind,

the chairman appealed to the members to engage region-

ally and have a personal conversation with ‘their’ parlia-

mentarians to explain to them the requirements of the in-

dustry. “We need staying power to make a difference in 

politics, but together we can achieve our goal.”

Clarity in the Packaging Act

The GWW also became active in the case of the new 

Packaging Act which came into force in January 2019 be-

cause it has been shown that the labelling requirements 

mentioned in the Act do not take into account the special 

features of the promotional product industry. The solu-

tions proposed by the GWW were handed over to the

ZSVR Foundation for consideration. The much anticipat-

ed answer was provided by Stephan Pult of the ZSVR 

Foundation in Wiesbaden, after he briefly summarised the 

key points of the Act and its objective: the solution pro-

posed by the GWW not to indicate the manufacturer of a 

product on the packaging with the company name and

contact details, but rather to make it identifiable by its reg-

istration number (in the LUCID packaging register) was

accepted by the ZSVR. Pult presented a list with five la-

belling options which contain not only the address of the

customer (e.g. Savings Bank) but also the registration num-

ber of the distributor (e.g. confectionery supplier). This en-

sures the anonymisation of the manufacturer/filler and

still satisfies the labelling obligation. Pult emphasised that 

the distributor must always be mentioned with his num-

ber because if the distributor appears on the label, then 

he is also liable for the product. An interesting suggestion 

was made by the speaker: Manufacturers should strive for 

an environmentally friendly optimisation of packaging be-

43
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cause only packaging that consists of easily separable and

recyclable components is sorted out by the waste sepa-

ration systems and leads to higher recycling rates. The

ZSVR can provide assistance here.

Number of visitors at previous 
year’s level

With the theoretical knowledge of the

previous day, it was time to discover 

the 33rd edition of the Trend on the

following day. Following last year’s suc-

cess, GWW again chose the Rhein-

Main CongressCenter (RMCC) in Wies-

baden as its venue in 2019. And for 

good reason. By choosing this venue 

in the Hessian state capital, the asso-

ciation by its own admission “com-

plied with the wish frequently expressed

by exhibitors and visitors in the TREND 

2018 survey to again hold the TREND 

at a central location in Germany.” Ac-

cording to the organiser, on 27 Sep-

tember 2019, 619 trade visitors came

to the RMCC to see the “best-sellers

of the year and smart ideas for the 

year-end business” presented by the 

156 exhibitors, to meet their supplier 

partners and experience the variety

of haptic promotional products. This

once again demonstrated that even 

in the digital age and with the con-

cept of successfully implementing ‘social shopping’ in the 

B2B sector, the promotional product serves a highly prom-

ising purpose.

Lively exchange of information

However, to be perceived as successful requires also to

attend with the appropriate products. Like Easy Orange 

for example. The Dutch company presented a selection 

of products made from sustainable materials which, ac-

cording to Managing Director Sami Jäppinen, “tell a sto-

ry”. And not just any story, but a sustainable success sto-

ry. As an example, the drinking bottles of the Retulp brand

were mentioned. “With every bottle sold, a thousand times 

more clean drinking water supplies in developing coun-

tries are provided,” assures the company. A similar prin-

ciple is followed by the Lunchbags that Easy Orange has

in its range. fischertechnik also presented its sustainable

approach. The long-established company based in the 

Black Forest presented one of the numerous inventions

and developments of company founder Artur Fischer: the 

handicraft material fischerTIP. fischerTIP consists of po-

tato starch, is coloured with food colouring and sticks as 

soon as it comes into contact with water. According to the

company, it is harmless, especially in children’s hands. 

Speaking of offspring. GreenEarth from the Netherlands 

presented a truly growing product with the “Baby Tree” 

concept. The small tree is supplied with a birth certificate

that can be personalised. A sustainable advertising idea – 

in every respect. The fact that the other exhibitors had

their own convincing ideas was also shown by the lively 

discussions that took place at the stands. <

Frank Dangmann

Stephan Pult
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 THINK OUTSIDE THE BOX! 
 FIND EVERY PRODUCT 
MADE OF GLASS AND 

 PORCELAIN IN THE 
 PRODUCT FINDER! 
 WWW.PSIPRODUCTFINDER.DE/TABLEWARE 

NEW!
SHARE INDIVIDUAL PRODUCT LISTS WITH YOUR CUSTOMERS!
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About 2.4 million 
years ago, man invented 

tools – and he still 
enjoys pottering about 
today. And if they are 
good-quality, attractive 

and effectively branded
helpers, he uses them 

for a lengthy time.
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Good unsaturated fatty acids, important minerals and also really delicious – 

snacking can also be healthy and especially at Christmas time, nuts are a good

alternative to pastries. Walnuts and the like can be stylishly cracked with the 

elegant nutcracker with leather strap from emotion factory. This is delivered in 

an inserted walnut and packed in a transparent case with an individually 

designed insert. The shapely helper is available as a comet, ice crystal or

Christmas tree – either with or without a nut – and can be personalised by using

laser engraving.

www.emotion-factory.de

Victorinox multi-tools from Switzerland are virtually a toolbox for the trouser

pocket – combined in a single tool. Quality and precision are guaranteed here. 

This is proven not only by numerous independent tests, but also by the experi-

ences of countless users. Six models of the “SwissTool” series and four of the 

“SwissTool Spirit” series can be customised. Practical and robust cases ensure

that the tools are always close at hand and that they can be kept well protected.

Upon request, cases with a rotating clamp are also available which allow the 

tool to be carried horizontally and vertically.

ESTABLISHED 1884 
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Communicative all-rounder
The N3WTOOL® tom has been designed by Richartz for 

everyday use and as a constant companion. The current 

addition to the N3WTOOL® family fits every keychain.

The patented combination of bottle opener and shopping 

cart token not only helps you to open bottles on the go, the

shopping cart can be unlocked with the handy shopping cart

token. Naturally it is sustainable through the use of stainless 

steel instead of a plastic chip. Nine other useful functions such

as screwdrivers, multi-tooth wrenches and bicycle spoke keys 

leave nothing to be desired for a functional companion. It

becomes highly communicative through customisable special 

packaging from 250 pieces.

PSI 4088

Tel +49 212 23231

info@richartz.com 

www.richartz.com

Accurate and original
The helmet brush from Frank Bürsten embodies the 

ideal promotional product in the field of security

products. The colourful, eye-catching promotional

product in the form of an original construction and 

safety helmet combines expediency with an original 

look by ensuring that clothing is kept clean thanks to a

clothes brush with synthetic bristles. By combining a

brush and a helmet, the user also associates positive

attributes with the advertising company, such as

(product) safety and reliability. The helmet brush 

measures 115 x 85 x 80 mm and is available in white,

black, yellow, orange, red and blue. Frank Bürsten 

offers a gift box for the helmet brush to perfectly 

round off the professional appearance. On request, the

helmet or the gift box can be enhanced with individual 

advertising messages or logos.

PSI 41853 • Frank Bürsten GmbH 

Tel +49 7673 888650

info@frank-brushes.de 

www.frank-brushes.de

Sourcing and

sustainability

127,000 products with 220,000 variants 
and lots of sustainable solutions

www.psi-messe.com

BOOK

YOUR

TICKET 

THE WORLD
OF ADVERTISING
AND SELLING

– advert –



GESCHENKIDEEN FÜR JEDEN ANLASS
Ergänzende Informationen und Anregungen erhalten Sie von der Kester Bolz Handelsvertretung, 

die für den bundesweiten Werbemittelvertrieb von ZWILLING zuständig ist.

Kester Bolz Handelsvertretung • Buntentorsteinweg 169 • 28201 Bremen 
Telefon: 0421/5 25 17 80 • Fax: 0421/5 25 17 93 • Email: info@kesterbolz.de

ww
w.
zw
illi
ng
.co
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Jump-start and mobile power
The Q-Pack Adam from Vim Solution impresses with its versatility. The powerful battery 

with 10,000 mAh supplies mobile devices with energy on the go, even over a longer period 

of time. In addition, the Adam is a valuable helper if a car breaks down. The integrated

flashlight provides sufficient light in the dark and with the help of the starter cable, Q-Pack

transforms into a starter kit for the car in just a few steps. It also has short-circuit 

protection and intelligent identification features. The article is available from 100 pieces.

mbH 

Tel +49 7661 909490

info@vim-solution.com 

www.trader.vim-solution.com

Well protected in the case
With the “Oskar” knife in a practical and protective case from Hermann Flörke, the 

company offers another special manufacturing option in the field of knives. Thanks to the 

storage option in this folding case, the knife is always protected against external influenc-

es and is easy to carry or store. The sharp and robust blade made of quality Solingen

steel ensures long-lasting durability. For tailor-made promotions, both the knife handle 

and the case can be produced in different colours and individually printed.

Flörke GmbH 

info@floerke.de 

www.floerke.de
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There are situations in everyday life, at work and 

outdoors that challenge us because the right tool is not

at hand. Living Bytes offers the multi-functional tool

from the premium brand GERBER®RR  for these moments. 

The tool is characterised by the highest quality,

innovation and durability. Fans around the world value

GERBER®RR knives and tools for their resilience. The 

VISE POCKET TOOL model has pliers, various blades, 

screwdrivers and much more. The highlight, however, is

the bottle opener with new innovative leverage and a 

practical key ring.

www.die-marketingvertretung.de

WWW.SEATOWEL.EUWWW.SEATOWEL.EU

WWW.HYPON.EU



52

PSI Journal 11/2019 www.psi-network.de

52

K
ni

ve
s 

an
d
 to

o
ls

A single function is not enough
If a zip is stuck on an adventure trip, a repair car is necessary or timber for a small campfire

has to be cut with a saw: The new “Wood” multitool from the product range of the company 

elasto is the perfect companion for all adventurers and tradesmen. Made of stainless steel with 

a beechwood handle, it convinces with a saw, ruler, pliers, Phillips screwdriver, slotted screw-

driver, nail file, can opener, bottle opener and knife with a locking mechanism. The “Wood” 

multitool can be finished in five colours by using pad printing as well as by CO2 laser engraving.

info@elasto.de 

www.elasto.de

Precise turns
The WORK HELPER tool set from Inspirion has it all.

The screwdriver makes heroic deeds possible in your own 

home and is equipped with ten different attachments. 

The Phillips and slotted attachments are held by a magnet

at the top and ensure precision work. Using an adapter, 

the four enclosed sockets can be connected to the handle. 

The handy case with Velcro and carabiner contains three 

more Allen keys to tighten screws.

The Werkstatt at viscom
www.viscom-messe.de

THE WORLD
OF ADVERTISING
AND SELLING

BOOK YOUR
TICKET 

– advert –
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The team at Gabriele Bühring creates custom-

made products for safe and gentle packaging for

knives and tools. Rolls or bags made of durable 

leather, synthetic leather or nylon are made to fit.

The design of size, shape and interior layout 

with pockets, elastic bands and much more is

completely tailor-made for the desired contents 

as far as is technically possible. The Jocke knife

roll made of thick, rollable leather is an example 

of a special custom-made product Made in

Germany.

www.buehring-shop.com
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PSI 44186 

team-d Import Export Warenvertriebs-GmbH 

Tel +49 7181 989600

psi@team-d.de

www.team-d.de

Ten functions on board
The new mini-tool from Troika is delivered fully equipped to the recipient.

Ten clever functions for everything that can be cut, twisted, filed, clamped or 

opened on the go. It does not look or feel at all miniature, but really grown up.

Robust workmanship in aluminium and stainless steel 420 as well as clever 

details such as an integrated spring for the pliers and a sturdy wire loop for 

attaching keys speaks for itself.

11 
Germany GmbH  

9 2662 95110

roika.de 

/info.troika.de

Never out of style
As team-d Import-Export knows, a decent penknife

will probably never go out of style. The popular lock-blade 

outdoor knife made of stainless steel with a fine wooden

handle is therefore also in demand. The blade is eight centimetres 

long, the closed knife eleven centimetres long. Each knife comes with

a polyester pouch with a belt loop in an individual box. Most customers

choose to print a logo on the wooden handle.

Classic bottle opener
One of the classics in the promotional product industry is the

No. 7104 bottle opener from HEPLA. Especially suitable for

low-cost advertising ideas, trade shows and other events, it has

been firmly established in the assortment for years. After the

bottle has been opened, it can be closed again by using the back 

of the opener. The bottle opener is “Made in Germany by 

HEPLA” and is therefore also available in large quantities at

short notice. Due to in-house production, special colours are

also possible on request.

PSI 4158

HEPLA-Kunststofftechnik GmbH & Co KG. 

Tel +49 5681 9966

info@hepla.de 

www.hepla.de
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The Scandinavian style is very trendy. Warm wood and 

clear shapes determine the design and find their way

into the kitchen. This is where the NORR knife series

from the premium brand FISKARS® from Living Bytes 

finds its “friendly” home. Hobby and professional cooks

are enthusiastic about the ergonomic design and the

handling of the knives. FISKARS® uses high-quality 

FSC-certified kebony wood for the handles. A dark 

hardwood that gives the knives a pleasant noble

character. Also available is a three-piece gift set with a

Santoku knife, vegetable knife and chef ’s knife.

www.die-marketingvertretung.de

 WWW.RECYCLEBAGS.EU

OUR MODELS

100% recycled PET bottles

gs with lowest environmental impact

Strong & handy

from stock in 10 days

Customised

THE BEST PROMOTIONAL GIFT IS A CLEANER 

WORLD.  HELP REDUCE PLASTIC WASTE AND 

GIVE USED BOTTLES A NEW LIFE!
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A pencil for every surface
Carpenter pencils from Reidinger are an essential tool 

when it comes to performing handicraft projects. Perfect 

for craftsmen and hobbyists is the special graphite with

which, for example, wet, porous or metallic surfaces can 

be labelled. It is also possible to add a colourful touch to

the toolbox. In keeping with the CI, the graphite giants 

can be designed with individual paint and printing inks.

Paint rings and protective caps make the carpenter 

pencils an individual promotional product.

PSI 42938  Re g

Tel +49 9732 91050

info@reidinger.de  

www.reidinger.de

Clean in the kitchen
ts KING® set in appealing knife 

ff has introduced a setn optics, Lehoff

r hygienically clean predestined fo

n. The five knives inng in the kitche

e KING protected, so agnetic box are
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Our network is celebrating its 60th
anniversary: Thank you!

www.psi-messe.com

THE WORLD
OF ADVERTISING
AND SELLING

BOOK

YOUR

TICKET 

– advert –



 DID WE TURN YOU ON? 
 DO NOT GET CUT BY THE 
 PRODUCT FINDER. 
 WWW.PSIPRODUCTFINDER.DE/TOOLS 

NEW!
SHARE INDIVIDUAL PRODUCT LISTS WITH YOUR CUSTOMERS!



I n 2015 Filo Tag was born, a small custom-

izable Bluetooth tracker that has conquered 

Italy and Europe with more than 300,000 

products sold to date. 

A story born on a rugby field 

The story of Filo is unusual: it was born as part of a 3-month

startup program (InnovAction Lab), whose first meeting

– focused on team building – took place during a rugby 

training: that’s how Lapo, Giorgio, Andrea and Stefania 

met. A mix of heterogeneous marketing, engineering and 

Founded in late 2014, Filo is an innovative startup based in the 
metropole of  Rome. It is perhaps because of  the influence of  one of  
the most beautiful cities of  art that Filo’s mission is to combine
design and technology to simplify everyday life.

Innovative startup based in Rome

Technology combined                
      with Italian design

design skills allowed the founders to create the first ver-

sion of the bluetooth tracker in just 5 months from the

founding of the company. To date, this path has led the 4 

founders to create Filo, a startup that has managed to at-

tract more than €1M of investment, which now has 20 

employees and has sold more than 300,000 products world-

wide in 15 countries. 

An obsessive attention to detail 

Filo’s success passes through a obsessive attention to de-

tail: nothing is left to chance thanks to the collaboration

Filo Tag, the customiz-

able bluetooth tracker 

that helps to find 

belongings through

an app.
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with an Italian top designer (Emanuele Pizzolorusso) whose

products, in 2017, have already won the coveted interna-

tional Compasso d’Oro award of ADI (Association for In-

dustrial Design). The entire quality process is managed in-

ternally and has passed through a careful selection of sup-

pliers, all Italian, in order to ensure a high standard of qual-

ity. Filo Tag, in fact, is a product made entirely in Italy:

packaging, plastics and electronics. 

From B2C to B2B perspective 

The first Filo product was created to offer an answer to a

question common to all people: where did I put my keys?

This is the starting point of Filo Tag, a small customizable 

bluetooth tracker that helps people find their objects with 

an app. 2015 saw the launch of the product on the Italian 

market with great enthusiasm from private consumers, but

2016 is the year of the turning point. From a small job or-

der spontaneously created by one of Filo’s advisors, a new

line of promotional-oriented business has been created

that has made Filo Tag one of the most in fashion tech 

products in the promotional market. Kaspersky, Google, 

PayPal, AirBnB, IBM, Cisco, Gucci, Accenture, Groupon

and more than 500 companies worldwide have chosen

Filo Tag for their corporate events, special occasions or 

corporate gifts. The reason for these goals lies in the prod-

uct: created to solve a real problem for people, Filo Tag 

has become a perfect tool for promotional marketing of 

brands. 

Looking for distributors to internationalise 

Filo’s growth has been very rapid and depends on its in-

ternationalisation strategies. Today, the company boasts 

a strong presence abroad, demonstrated by over 30% of 

its turnover coming from outside Italy. Like what has al-

ready been done in Italy, today Filo is looking for a Eu-

ropean distributors in the promotional world that can 

further promote a rapid process of internationalization.

The process has already begun and is demonstrated by 

the fact that the company participates, during the year, 

in many trade fairs in the promotional world, including 

PSI itself.

New products with an increasing focus on design 

The future of Filo expects great innovations in the short

term, in particular the development of new products. Filo

is currently launching on the market Tata, an anti-aban-

donment device for children in the car that helps parents 

to prevent cases of abandonment of the child in the car,

due to dissociative amnesia. Filo’s commitment is great,

as is the heart of its products, whose peculiarity is always

to be born to solve a real problem for people. <
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G eiger-Notes AG will be presenting a new 

order platform for sales partners at the

“Trend”. The new Bestseller PLUS Shop 

based on mypromo replaces the previous

standalone solution. The reasons for this

lie not only in the loyalty of the supplier to its eCommerce

subsidiary. “Ultimately, we probably shared the problem 

of many shop owners: Nobody really felt responsible for

updating the article data. The data in our merchandise 

management are not necessarily suitable for that and so 

maintaining the shop was always a tedious task”, explains

Marketing Manager Christian Born. “At the same time, 

however, we still want to offer our customers the option 

of ordering our top products online.” With mypromo, the 

tedious updating of article data is eliminated and nobody 

in the team has to worry anymore about creating and up-

dating a shop. “Instead, we receive a high-performance

order platform that automatically checks print data and 

enters orders directly into our ERP.”

Without annoying double updating of  article data for the manufacturer. Fast
and easy order placement including a print data check. These are the reasons
why Geiger-Notes has chosen to design its order platform for sales partners
based on the mypromo system in the future.

Fast and easy order placement 

New Bestseller PLUS
Shop with mypromo

Reduced workload for distributors

However, the main focus is on facilitating the work for the 

distributors: They place an order with just a few clicks. 

The data check not only checks the print data, but also 

optimises it if necessary and possible. The release PDF 

with all important status markings is directly available to 

the consultant online. And to ensure that he does not need 

to enter the order twice, he receives it from Geiger Notes

as a GWW/WEX file which he can easily import into his 

own system. The new shop includes all best-sellers of Gei-

ger-Notes and of course x.press articles with a delivery

time of three days. The prices are net inclusive prices, 

freight and packaging are also already included. The “PLUS” 

in the new Bestseller PLUS Shop stands for all these ad-

vantages. It is exclusively accessible for distribution part-

ners of Geiger-Notes from the partner cockpit at www.

geiger-notes.ag. 

Various uses

For mypromo, the Geiger-Notes shop

demonstrates the manifold application 

possibilities of the mypromo system. “Here

we do not use the tool as a high-selling

online shop, but as a highly automated

platform through which distribution part-

ners can quickly and easily pass on or-

ders to the supplier,” says Managing Di-

rector Heike Lübeck. “And of course, it’s

also a great way for all distributors to eas-

ily gain insight into the functionality and

capabilities of mypromo.” <
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Individualisierung Sonderanfertigungen Werbeartikel

BLICKEN SIE MIT UNSEREN ZEITSCHRIFTEN ÜBER DEN BRANCHENRAND

Werner Stark (Chefredaktion)

0611-36098-19

werner.stark@pbs-business.de

Torsten Wessel (Anzeigenleitung)

0611-36098-70

torsten.wessel@pbs-business.de

Bei Fragen stehen wir gerne zur Verfügung:

Besuchen Sie uns im Internet: 

www.pbs-business.de 

www.cebra.biz



The fifth edition of  the North Rhine-Westphalia Promotional Product 
Trade Show: For the ‘small’ anniversary on 5 September, the organisers,
S & P Werbeartikel GmbH, once again crossed over the Rhine where they 
managed to secure the Rheinterrassen, a prominent location in the heart
of  Düsseldorf, for their customer event.

North Rhine-Westphalia Promotional Product Trade Show

Strong volume
at the ‘small’ anniversary

The 60 exhibiting supplier partners found plenty of space for their 

presentations in the event hall of the Rheinterrassen.

The management trio of S & P Werbeartikel GmbH had plenty

to do during the trade show (from left to right): Carsten Lenz,

Daniel Thywissen, Christoph Sunderbrink.

An interview with Daniel Thywissen, managing director S & P Werbeartikel 

Mr. Thywissen: The fifth edition of  the NRW Promotion-

al Product Trade Show – a small anniversary. Which con-

clusion did you draw?

The fifth edition of the trade show was a resounding suc-

cess for us. Last year, we suffered a small setback. But the

loyalty of our suppliers has given us the strength to opti-

mise the concept and venue. This success would be un-

thinkable without our many loyal partners. We owe them 

a debt of gratitude for this wonderful response. Thousands

of inquiries are also substantive proof that we were right 

with our idea.

New trade show – new venue. How did that come

about?

We quickly identified the traffic problems around the old 

venue as a flaw in last year’s trade show. Although the hall

at the airport was great, it was very tedious for visitors to

get to the trade show. That cost us visitors. The Rheinter-

rassen in the centre of the city with 2,500 parking spaces

directly in front of the entrance and a wonderful view of 

the Rhine and the Düsseldorf skyline attracted about twice 

as many visitors compared to last year.
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F or the first time, the promotional product 

professionals from Meerbusch on the left

bank of the Rhine advertised their event 

in a large-scale campaign on Rheinbahn 

vehicles in the immediate vicinity of the 

city, in the direction of the exhibition grounds and stadi-

um of the state capital Düsseldorf. These and other invi-

tation measures fell on fertile ground: the 15-member S &

P team and 60 exhibiting supplier partners welcomed 356

visitors to the trade show. Such was the interest that visi-

tors were already waiting half an hour before the official 

start of the event on the approximately 2,500 m2 area of 

the Rheinterrassen – incidentally also the venue of the

German Television Awards.

Perfect organisation

All participants of the trade show benefited from the al-

most perfect organisation, thus ensuring that the focus ful-

ly benefited the diverse, sustainable qualities of the pre-

sented products. S & P Werbeartikel once again had a

sports cooperation partner at its side this year: Following

the ATP tennis tournament, the ice hockey professionals 

from DEG and the handball players of Rhein Vikings, this 

time the German Bundesliga football club Fortuna Düs-

seldorf was represented at its own stand. Another media 

partner was Rheinische Post. >>

This time, the ‘small’ anniver-

sary of the NRW Promotional 

Product Trade Show took 

place at the prominent 

venue of the Düsseldorf 

Rheinterrassen. 

Have you spotted any product trends for this year?

There was hardly a conversation at the trade show that

was not about product solutions related to sustainability.

Irrespective of the product area, the question of ecologi-

cal production, packaging or the ecological transport route

was omnipresent. For our part, we asked the exhibitors to

position this topic in the foreground of their trade show 

appearance. That was absolutely the right decision. It is 

nice to see how our industry respects the customer, how 

strongly we are already positioned with this trend topic.

How do you assess the current situation of  the promo-

tional product market?

The number of inquiries from our customers remains sta-

ble. We have also noticed a change in the quality of inquir-rr

ies and the quality awareness of customers. Accordingly,

our growth suggests that increasing sales can be expect-

ed at the end of the year.

What is the sentiment on the part of  industry cus-

tomers? 

We regard the sentiment on the part of industry custom-

ers as being quite positive. Certainly some customers have

become more cautious in view of all the international po-

litical risks. However, it seems to me that most of the stake-

holders are prepared for all eventualities such as Brexit. 

Persistently high consumer demand in the single market 

seems to reassure companies.

A lot has happened in the past year at S & P, also in

terms of  growth. Are there any concrete plans or ideas 

about how the ‘journey’ should continue?
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Professional trade show system

The trade show has grown from year to year and once 

again presented itself in a very professional manner. In the 

run-up to the event, as well as for the follow-up, the or-

ganisers once again used the Lead Forge trade show sys-

tem of the GWW, which had its own stand, to further and

more appropriately highlight the potential of the medium

of promotional products with the latest advertising impact 

study among the visitors. The North Rhine-Westphalia

Promotional Product Trade Show was also the appropri-

ate setting to honour Conni Schottenhammel for her 20-

year commitment to S & P. Also attending as the young-

est member of the team was Kristina Schwill who has been 

supporting S & P since the beginning of August.

Positive response all round 

Supplementing the presentation was first-class cater-

ing with food and refreshments. The response to the 

trade show and its ambience on the part of everyone

involved was exceptionally good. (See also interview.)

So it is no wonder then that S & P has already reserved

the Rheinterrassen for the next NRW Promotional Prod-

uct Trade Show on 3 September 2020. “Advance res-

ervations for the trade show are already being accept-

ed,” says Daniel Thywissen, one of the three managing 

directors at S & P. <

The development of the Porta Westfalica site under the

management of Christoph Sunderbrink is proceeding very

positively. Following the start-up phase, there has been a

big leap forward. The merger with Claudia Franke (H&P 

Werbe-Service) has also been successfully integrated into 

the S & P structures. That is why the order processing 

team has been joined by Kristina Schwill.

This form of collaboration, serving colleagues as service 

providers and to increase reliability, has proven to be an 

absolute added value for both sides. Especially for col-

leagues who so far have worked on their own or in mi-

cro-structures, the question is often, who should take over 

when one is no longer capable or is considering retiring. 

Here we have a proven successful concept which we want 

to continue and expand.

We were able to convince several major customers of 

long-term projects in recent weeks. We are delighted about 

that. This now has to be integrated into our day-to-day 

business.

S & P is therefore looking very positively into the future 

with all its challenges and opportunities. But we also re-

flect on the past with gratitude. Our colleague Conni Schot-

tenhammel has been working at S & P for 20 years now.

She was hired by company founder Josephine Sonntag. 

During almost 32 years of corporate history, times have 

not always been rosy. Conni Schottenhammel remained 

loyal to our company during the difficult moments. She

has been a pillar of strength for all colleagues during tur-

bulent times. We therefore considered it appropriate for 

us to celebrate her anniversary at the trade show with all 

exhibitors and to acknowledge this achievement.

In the run-up to the

event, as well as for the

follow-up, the organisers

once again used the Lead 

Forge trade show system 

of the GWW.

The medium of promotional products is not only the most effective form of advertising, it obviously also puts people in a good mood.
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A ccording to ZAW, the original data collect-

ed by the industry itself consists of me-

dia-based investments in advertising (26.8

billion euros), including net advertising rev-

enues of ascertainable advertising media 

and other forms of commercial communication (20.2 bil-

lion euros). ZAW also includes sponsoring, promotional 

products, search and illuminated advertising. Their value

remains high and actually increased by 2.3 percent to 20.2

billion euros. The promotional products industry also op-

erated at this level, experiencing growth of over two per-

cent. However, the largest increase of nine percent was 

attributed to search word marketing, writes ZAW in its of-ff

ficial communication. According to the German Associ-

ation of the Digital Economy (BVDW), total revenues of 

3.79 billion euros were generated here. On the other hand,

a slight decrease of 0.9 percent to 26.8 billion euros was

recorded in investments in advertising, which resulted from

a decline in net advertising revenues of ascertainable ad-

vertising media. And these account for around 60 percent 

of investments in advertising.

TV advertising at the fore

Although net media sales declined by 2.4 percent to 15,818.1 

million euros in 2018 (previous year: 16,212.1 million eu-

ros), the number of users and the advertising significance

of the twelve advertising media identified by ZAW (TV,

daily newspapers, trade journals, consumer magazines, 

weekly/Sunday newspapers, advertising supplements, 

newspaper supplements, directory media, online and mo-

bile, outdoor advertising, radio, cinema) remained high. 

Seven of these twelve advertising media belong to print.

In 2018, the remaining five included the most advertis-

ing-intensive medium, namely TV advertising – despite a

slightly negative figure of -1.2 per cent for the first time

since 2009 – as well as the weakest medium, namely cin-

ema. Here, net advertising revenues were down 18 per-

The advertising industry was once again able to benefit to a large extent
from the good economic situation. This was the conclusion drawn by the
Central Association of  the German Advertising Industry ZAW in its results for 
the year 2018. The total value of  commercial communication grew to 47
billion euros – also thanks to promotional products sales which increased to
3.58 billion euros.

ZAW published results for the year 2018 

Cautious optimism
cent to 78.5 million euros, behind those of newspaper sup-

plements. With a 29 percent market share, television re-

mains the most advertising-intensive medium in the ZAW 

statistics: TV advertising generated 4,537.1 million euros 

in the year under review, far ahead of second-placed dai-

ly newspapers which posted net advertising revenues of 

2,219.3 million euros. Third, sixth and eighth place were 

occupied by online and mobile advertising, outdoor ad-

vertising and radio advertising, each of which recorded a 

plus. Online and mobile advertising developed most strong-

ly in 2018: With a gain of 7.1 percent, digital advertising 

moved up to third place in the ZAW net statistics at 1,755.1 

million euros (previous year: 1,638.8 million euros). It is

particularly interesting to note that when looking at the

print segment, although the advertising media for the most

part recorded a decline in growth, they occupied positions 

2, 4 and 5 among the five most advertising-intensive me-

dia in ZAW net statistics with daily newspapers, advertis-

ing supplements and trade journals.

Important advertising policy decisions

All in all, the umbrella organisation of the German adver-

tising industry draws a positive conclusion for the adver-

tising year 2018. “Print advertising continues to generate 

a lot of revenue, as the approx. 7.5 billion euros net shows.

Excluding digital values, television generated a respecta-

ble 4.5 billion euros and digital advertising with online and 

mobile advertising as well as search about 5.5 billion eu-

ros. The data show how important advertising is and re-

mains the source of funding for our media diversity,” sum-

marises ZAW CEO Manfred Parteina. In the coming months,

ZAW expects important advertising policy decisions to

be made, as commented by the President of the German 

Advertising Association, Andreas F. Schubert: “In the im-

plementation of consumer legislation from Brussels, it is

important to avoid outdoing the competition. There is no 

reason to fulfil the wish list of activist NGOs, to strength-
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en the business models of resourceful process financiers 

and to create new bureaucratic structures of a veritable 

nature. Digital legislation – keyword: e-Privacy Regulation

– must end the ideological debates and find practical solu-

tions based on the desire for an appropriate balance of in-

terests. The current proposals mean ‘anti-Europe regula-

tion’ because it would bring all the competitive advantag-

es to the already dominant data and technology architec-

tures of the overseas platforms. It comes down to resist-

ing populist demands for further product-related advertis-

ing bans and restrictions. Advertising bans do not contrib-

ute to a sustainable health policy,” added Schubert.

Scepticism about Europe

In view of the current overall situation of the advertising

industry – taking into account the economy, politics and

society – the ZAW member associations are rather heter-

ogeneous: Twelve percent rate the current situation as

good, 38 percent as satisfactory, 29 percent as less than

satisfactory. Twelve percent of associations consider the

situation of the advertising industry to be bad. It is reas-

suring in this context that no association saw a threaten-

ing situation, but conversely nobody saw a very good one.

On a scale from 1 (threatening) to 8 (excellent), 4.5 shows

a noticeably worse value than 5.2 in the previous year.

The ZAW members showed much more scepticism to-

wards the idea of the European political union. More than

half (53 percent) sees this idea in danger. Only every fourth

member (24 percent) does not. 21 percent did not respond 

and three percent were undecided. The ZAW members 

were also under no illusion when asked: “Do you expect 

the European Union to strengthen the Single Market and 

the competitiveness of European companies in the com-

ing years, including through less or more balanced regu-

lation of commercial communications?” 24 percent an-

swered yes, while 59 percent answered no. And while 15 

percent were undecided, three percent chose not to re-

spond at all. <
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Comparison of other forms of commercial communication in 2017 and 2018

Catalogues/other 
advertising printings2

4.45 bn euros

Catalogues/other 
advertising printings2

4.64 bn euros

Sponsoring1

5 bn euros

Sponsoring1

5 bn euros

rounded figures

Sources:
1 Nielsen Sports Sponsor-Trend 2017, beide Zahlen
2 bvdm
3 Gesamtverband der Werbeartikel-Wirtschaft e.V.
4 Bundesverband Digitale Wirtschaft (BVDW)
5 Deutsche Post AG
6 Iwd

Promotional 
products3

3.58 bn euros

Promotional 
products3

3.50 bn euros

Search engine 
marketing4

3.79 bn euros

Search engine 
marketing4

3.48 bn euros

Direct mailings5

2.97 bn euros

Direct mailings5

3.12 bn euros

Illuminated advertising6

0.40 bn euros

2018 in total

20.19 
bn euros

2017 in total

19.74
bn euros
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Eco into the office
The new Office Rock office accessories from e+m Holzprodukte ensure orderliness in the
office. This series combines attractive, practical cups for pens, cups for smaller accessories
and a small bowl for staples into one set. The bowl has a coloured felt base. All parts are
made of local, finely sanded and untreated beech. Customisation can be done at any time
by printing or laser engraving. All parts are available individually and are manufactured 
entirely in Germany by e+m Holzprodukte.

[PSI 42200 • e+m Holzprodukte GmbH & Co. KG
Tel +49 9181 297575 • info@em-holzprodukte.de 
www.em-holzprodukte.de

The Art of Simplicity
A new gift set and ten special offers are among the exciting features of Goldstar’s new 
mini-catalogue 2019 – The Art of Simplicity. With the new Mix and Match gift set,
customers can combine two Bowie products, namely a ballpoint pen, touchpen or retractable
pencil, in any colour. Significant discounts on larger orders of several popular pens and ten
percent free quantity of the Crosby Three Amigos gift set are among the many tantalising 
special offers in the stylish 20-page catalogue. The Art of Simplicity is more than a reflection 
of the monochrome, minimalist look and designs presented, but rather the Goldstar business
approach: it is based on hassle-free, all-inclusive pricing and optimal customer service,
whereby selecting, designing and buying high-quality pens becomes a pleasant experience.

[PSI 45829 • Goldstar Europe 
Tel +353 42 9320331 • nadine.heinrich@goldstar-europe.com
www.goldstar-europe.com
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Recycled and lead-free 
With its DS Regeneration Pens, the Swiss company Prodir is elevating sustainability
to a whole new level: The writing instruments are manufactured not only from 100%
recycled plastic but are also equipped with a globally unique refill which has been 
proven to have a better environmental balance. The new “Floating Ball® Lead Free”
refill combines, for the very first time, a lead free stainless steel writing tip with ink that 
contains no substances classified by REACH as being of “very high concern” (SVHC). 
A true innovation for health and environment – without compromising on fine writing 
properties. The refill is available exclusively for the three Regeneration Pens DS3, DS5 
and DS8. Made of 100% recycled plastic, the Regeneration Pens can be ordered in 
the colours Blue, Black and Fango, and solely with a polished casing surface. Soft 
Touch is an option for all models. The recycled material is produced locally and not
imported from Asia, in order to also guarantee the sustainability of the supply chain. 
As the brown-beige trend colour Fango for the casing is derived from non-separated 
plastic waste, minor colour fluctuations are possible. Each DS Regeneration Pen is 
discreetly printed with the international recycling symbol.

[www.prodir.co

High-quality trekking umbrella
The birdiepal octagon from Euroschirm is extremely durable and ultralight, and
just as sturdy as the birdiepal outdoor, renowned as the sturdiest trekking umbrella
worldwide. But weighing only about 300 grammes it is much lighter. The umbrella 
owes its name to its newly developed eight-edged shaft made of fibreglass, which
withstands extreme forces. A novel, extremely thin and extremely durable polyamide
fabric with a Teflon® coating contributes to weight reduction. When opened, the 
umbrella boasts a comfortable diameter of just under one metre. Metal parts have 
been almost entirely omitted.

[www.euroschirm.com

Klio-Eterna Schreibgeräte GmbH & Co KG
Glashüttenweg 7
77709 Wolfach

Tel: +49 7834 973-0
Fax: +49 7834 973-137
E-Mail: klio@klio.com   www.klio.com

klio+

USB-PenTurnusNow available in 2 new 
softgrip colours
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Excellent gift
Klio-Eterna’s Turnus, the ballpoint pen with integrated USB stick which has received the reddot design award and 
the German Design Award, is now also available in two new softgrip colours, dark blue and light grey, in addition to 
softgrip black. The extraordinary model combines traditional ballpoint pen technology and innovative storage media. 
The latest COB storage technology, with 4 to 32 GB in the standard 2.0 standard or 16 to 32 GB storage capacity in 
the advanced 3.0 version in the removable cap, coupled with outstanding design, make the Turnus a unique, high-quality 
product. Available in 16 brilliant standard colours in opaque and transparent, the “Mix it, match it – modular system” 
provides freedom of design and flexibility. In addition to the well-known softtouch and softfrost surface finishes, the
innovative writing instrument impresses above all with the exclusive softgrip coating available from Klio-Eterna. With the 
Klio PMS service, the versatile writing instrument can be converted into special colours according to PMS, RAL or HKS 
standard from an order quantity of 5,000 pieces. The memory can be used with appropriate brand communication. 
Other arguments in favour of the versatile advertising medium are its perfect printing surfaces and numerous combina-
tions of colours, materials and surfaces.

[PSI 40823 • Klio-Eterna Schreibgeräte GmbH & Co. KG
Tel +49 7834 973-0 • klio@klio.com 
www.klio.com

Watertight
The waterproof DryBag from Loop Nation is the perfect 
companion for trips into wet areas. All seams are welded, thus 
making the DryBag completely waterproof. It comes with
cool screen printing, an extra-large print area and plenty of 
storage space. Conveniently lockable and with a casual 
shoulder strap, the transport helper is also an attractive 
product for the urban adventurer. Optionally it has a second 
shoulder strap and a waterproof pocket with zip. The DryBag
can be ordered from 100 pieces.

[PSI 49707 • Loop Nation
Tel +49 32 221096513 • info@loop-nation.com
www.loop-nation.com
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The bells never sound sweeter ...
Individual Christmas presents express true appreciation for a successful year full of 
orders, collaborative work and partnership with customers, employees and business 
associates. The Christmas specialists at CD-Lux delight customers with the new 
Lindt-Lindor gift with delicately melting Lindt pralines. The new Ferrero Rocher 
pralines in individual promotional packaging promise a glorious taste experience. 
Enjoying the new Ritter Sport winter creations, gingery biscuits and roasted almonds, 
will warm your heart. The new bars are all individually printable. Also available is the 
classic Santa Claus in all possible varieties, sizes and flavours as well as individual 
last-minute Advent calendars filled with the finest brand chocolate.

[www.cd-lux.de

A yen for give-aways
Even a promotional product in a give-away format can 
make the difference in a campaign if it touches the 
target group emotionally. mbw knows the ingredients 
for success: know-how, a sure instinct and a cleverly 
positioned and widely versatile range of tried and 
tested popular figures. With the mbw® brand world, 
you are spoiled for choice: Mr. Bert®, for example, is 
available as a key fob, magnet or ballpoint pen attach-
ment and ready to go with its many professional images. 
The proven and popular Schnabels® ducks are available 
in several variations, whether it be as a keyring or as a 
bath duck. The secret star is the fluorescent, noctilucent 
Schnabels® bath duck and the thermochromic squeaky 
duck. The latter changes its colour depending on the 
temperature and shows at a glance whether the bath 
water already has the correct temperature. The range 
is supplemented with the soft Schmoozies® of the 
MiniFeet® series in various designs, also available as 
reflex animals which combine the playful aspect of plush 
toys with the road safety of mbw® reflectors. 

[www.mbw.sh

promidata.com/de/logo-visualisierung/

Benutzen Sie das Promidata 
Logo Tool – Eine neue Technologie 
um Logos direkt auf allen Produkten 
zu visualisieren und zwar in jedem 
Shop, unabhängig vom Anbieter.

DRUCKPROOF
DIREKT 

VERFÜGBAR 

„Wow!
Ich kann selber mein Logo auf 
Tausenden von Produkten darstellen.“

Möchten Sie Ihren Kunden auch 
diesen Service bieten?
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Raja®, Stilolinea‘s iconic pen, has already convinced millions of companies. In fact, Raja® is preferred by
customers who want to promote their brand logos with a reliable, stylish pen. The perfect promotional pen 
is characterised by high originality and a high-quality design, but at the same time it must be so simple that it 
underlines the brand. Raja® combines these qualities and is available in twelve different designs that catch 
the customer’s eye! The latest edition, the Raja Met Satin, is one of the bestsellers in the advertising market, 
thanks to its silver details and extensive palette of ten metallic colours. For companies looking for more 
glamour, the Raja Met Satin offers the opportunity to present their brand in an elegant way without sacrificing 
a modern look. With its modern upbeat design, Raja® invigorates the tradition across all borders and brands.

[PSI 45328 • Stilolinea srl. 
Tel +39 011 2236350 • info@stilolinea.it
www.stilolinea.it

Less plastic – greater value
Making more from less: The Swiss company Prodir now offers its models QS01, QS20 and QS30 in a new 
“Stone” version. In this design, the shafts are made from a mineral-enriched material, thus reducing the plastic 
content by 60 percent. The minerals also make the writing instruments noticeably heavier. Standard accessories
such as elegant metal clips as well as selected coated shaft colours in metallic graphite, silver, copper, gold and
charcoal, red quartz, cobalt and white dolomite underline the high value perception. The colour-contrasting 
clip holder for the metal clip discreetly sets individual colour accents. The push button can be either elegant
metal or plastic. Like real stones, the new QS Stone is extremely durable. Designed to last down to the smallest 
detail, they will accompany people over many years. Used refills can be easily replaced. If you want to do more
for the environment, you can equip them with lead-free, low-emission Floating Ball® refills. These are available
exclusively from Prodir. And the timeless design also plays an important part in bringing sustainability and value 
to a common denominator
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Charm and elegance
Every shaft of the uma wood models among the writing
utensils is absolutely unique, as if created for advertising
messages that leave an impression. Whether it be the Calibra,
Beech or the Forest and Woody models available both as
ballpoint pens and retractable pencils, all the wood models
from uma boast natural charm and elegance. A metal tip,
metal clip or metal push button give the traditional wood
structure a striking contrast. Subtle and noble at the same
time. And all models have a shaft made of genuine German 
beech wood with PEFC certification, in which uma, as a 
responsible company, relies on completely CO2-neutral produc-
tion. With an advertising space that in the true sense of the
word is dedicated to nature. Incidentally, common to all wood 
models is the proven uma refills for long-lasting writing 
pleasure. Samples of the uma wood series are available 
now. Further innovative and high-quality uma ballpoint pen 
models can be found in the uma product configurator at 
www.uma-pen-konfigurator.com.

[www.uma-pen.com
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Explaining what figures mean in plain language – this is our specialty. Because you can trust exhibitions certified by us: 
How many visitors were there? What were their occupations? How many visitors made buying decisions? We supply the 
answers. Promptly. Clearly. Precisely. For around 300 exhibitions in Germany and worldwide.

For planners 
who leave nothing 
to chance.
Reliable exhibition data bears this brand:











PSI 2020 | Exclusive Lecture Forum
The Lecture Forum which will be integrated into the PSI Members Only 

Lounge is designed exclusively for PSI members. It offers a comprehensive 

range of further training with practice-oriented expert contributions. 

For the first time this year, each day of the trade show will be dedicated to one topic. The first day

of the trade show (Tuesday) will be under the motto “Merchandising and Special Markets” and will 

trace the history of a merchandising article from the idea to the finished 

product, how merchandising products differ from promotional products

and where opportunities are for distributors, finishers and, last not least, 

for their customers.

On Wednesday, the trade show will focus on promotional prod-

ucts, brands and dealing with the aspect of sustainability. One

of the key questions of this day will be: How can sustainability strengthen

the market position and corporate identity and give customers a real se-

cure feeling? 

The third day will revolve around the

promotional product and the con-

flicting interplay between laws

and perceived perception.

The PSI Members Only Lounge pro-

gramme will be supplemented by Fo-

rum 13 in Hall 13. Sustainability in

the textile industry, new solutions

in digital and textile printing and

application possibilities in the areas of 

advertising technology and illuminat-

ed advertising will be main topics here. 

PSI 2020 | Internationally connected
Hall 11 will bring together a wealth of international promotional product

expertise. Paul Ballantone, President of the world’s largest association, Promo-

tional Products Association International, and his colleagues will be available to 

provide advice and insights into the US market. The European associations 

and trade affiliations will also show that the pro-

motional product industry is strongly networked

across Europe and also globally. At the Interna-

tional Partners Area, promotional product manu-

facturers and distributors will meet, among others, AIM-

FAP, AVIRSU, BPMA, FYVAR, IAPP and SBPR, where 

they can find out about local regulations, trends and

developments. The Netherlands will again be represent-

ed with their stand at the already legendary PromZ pa-

vilion of Het Portaal. The latest Promotional Item Mar-

ket Europe study shows that a total of 15 billion eu-

ros was spent on promotional products in Eu-

rope in 2018 with 637 million euros being spent in

the Netherlands. This makes the country one of the top

10 in the European promotional product industry. 

2020

2020

PSI Journal 11/2019 www.psi-network.de

92



INNOVATIVE IDEEN FINDEN SIE IM

PROMOTION TOPS 2019
www.promotiontops.de

Verlieren Sie keine Zeit, bestellen Sie jetzt!  · Tel.: +49 421-5227-0  ·  sales.germany@inspirion.eu

Sicherheit ist wichtig!

Sicherheitsweste MINI-HERO (56-0399045)
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ndustries are mirror images of society. So it is no surprise that attempts g yndustries are mirror images of societyd i i i f i

are being made in the promotional product industry to convey someare being made in the promotional pare being made in the promotional p -

thing divisive into the community. Not always without success. Forthi g di isi e i to the co it N

some entrepreneurs it is significant that traditional business models, 

especially distribution models, no longer bring the usual success. Which 

is surprising because the industry has never generated such high turn-

over as today. Similar to society: We have never been so well off as 

we are today.

So let us not get carried away by those who would like us to share their

frame of mind. What did I recently hear? A particular distributor said

to another distributor that nobody goes to the PSI anymore. There

were 17,600 visitors in January this year – the largest promotional

product trade show in Europe, maybe even the world. This statistic 

alone shows the nonsense that is being spouted.

All the more I say today with pride: The PSI 2020 is the No. 1 indus-

try meeting place in Europe. It is the innovation centre of the promo-

tional product industry. In addition to introducing their new products, 

the major suppliers also show how far digitalisation has already ad-

vanced in the industry and which sustainable products enthuse the 

customer. Companies develop their products specifically for the PSI 

event – which other trade show can make such a claim?

Visionaries and personalities of the industry from all over the world

come to Düsseldorf. Paul Ballantone, President of the world’s largest 

association, and his colleagues are delighted to provide advice and in-

sights into the American market. The European associations and trade 

affiliations are all there. Over 500 managing directors, associations

and service providers are available for discussions. The focus is on the 

Members Only Lounge which is exclusively accessible to PSI mem-

bers. For three days it is the trade centre of the industry. Special shows 

on specific topics demonstrate how the trade can recover margins 

with innovations and sustainable products. The Sustainable League

allows the industry to show its comprehensive spectrum of sustaina-

ble concepts – for the first time on this scale in Düsseldorf.

I

Michael Freter
Publisher of PSI Journal
Managing Director PSI
michael.freter@psi-network.de

Hearsay and reality
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German trade fairs. Where the chemistry’s just right. 
And international contacts become concrete orders. Start now:

ACQUISITION
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Reliable qualitiesqReliable qualitiesReliable qualitiesi i i
The designation of origin “Made in Germany” did not always stand for reg gThe designation of origin Made in GTh d i i f i i “M d i G -

liability and quality: It was introduced in Great Britain at the end of they q yiability and quality: It was introduceb l d l d

19th century as protection against allegedly cheap and inferior imported y p g19th century as protection against al

goods. Of course, things look completely different today. According to ang , g pgoods Of course things look compl

international study from 2017, “Made in Germany” enjoys a high internay ,nternational study from 2017 Mad -

tional reputation and ranks first out of 52 countries in the Made-in-Counpional reputation and ranks first out -

try Index. Products from other EU countries also meet increasingly high yry Index Products from other EU c

quality standards. In addition to promotionally effective products of thisqua ty sta da ds. add t o to p oquality standards In addition to prom

origin, we will also be presenting new trendy and unusual products in the 

December issue.”

Please give some consideration to your product presenta-

tions for the January 2019 issue with the topic groups “New

trade show products” and “Innovative products” and send 

your product suggestions (image and text) no later than 

7 November 2019 to: 

Edit Line GmbH – Redaktion PSI Journal

E-mail: hoechemer@edit-line.de@E-mail: hoechemer@edit-line deE il h h @ di li d

TLN: 15 years of advertising poweryTLN: 15 yearsTLN: 15 yearsTLN 15

[Der Hauser]: Diverse, individual ,[Der Hauser]: Diverse, individu[Der Hauser]: Diverse individu[D H ] Di i di id
and sustainableand sustainableand sustainabled t i bl

Under the label [Der Hauser.], Hauser GmbH Under the label [Der Hauser.], Hauser GUnder the label [Der Hauser ] Hauser G

presents a wide range of promotional writing presents a wide range of promotional w

instruments for every application. The more

than 90-year-old traditional brand consistently

focuses on design and innovative technologies

as well as sustainable and future-oriented ma-

terials. Particularly this year, much has hap-

pened at Hauser in Nuremberg.

Sascha Thielen, Managing Director of TLN Trade Company, demands aSascha Thielen, Managing DirSascha Thielen Managing Dir

lot from himself and his company. His business results prove him right. ot from himself and his compot from himself and his comp

TLN Trade Company has been suc-

cessfully operating on the market for 

the past 15 years. Headquartered in 

Mainz-Hechtsheim, the company of-ff

fers a wide range of electronic and

custom-made promotional products. 
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