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Wake-up call? 

T he editorial in the March issue was entitled “Now the 

world has a problem”. Yes, and this problem is getting

bigger every day. Its name: Sars-CoV-2, the corona vi-

rus. In China, the numbers are certainly falling signifi-

cantly, but in Italy the number of cases of infection, in 

proportion to the population, is far higher than in China. Our EU partner

is being strangled by a tiny, invisible enemy. Vast regions of Bella Italia re-

semble a ghost country. At this time of the year there is normally a hive

of activity on the slopes of South Tyrol, but now there are at most real

snow hares and marmots. The country of good taste, fashion and great wines is Ger-

many’s fifth largest trading partner, and Germany is Italy’s most important trading

partner. We are similarly closely connected with our Romanesque sister France.

This virus is particularly dangerous for Italy because the country’s economy is

chronically ill. In this condition, it affects both country and people. The country with

the second highest debt in Europe not only needs our help in light of the refugee

crisis. The European family cannot watch when a member stumbles, even if it is not 

entirely absolved from blame. All European countries are economically interwoven. 

That is the way we have always wanted it – and it has benefited us all in Europe. A

crisis always reveals how strong a family is.

No matter how you feel about the measures that are currently being taken, we

will not be able to influence them. When we cannot influence the direction of the 

wind, we have to set the sails correctly. Perhaps the corona storm is the wake-up

call that the world needed. Yes, globalisation and the relocation of workbenches to

Asia worked well for many years, made many people rich and massively reduced

poverty. This development was always guided by the price. However, this strong fix-

ation on the price not only created supply uncertainty that lies ahead or is already 

being felt in many places due to the corona virus. In many areas, too, the price has

literally stifled creativity. With no shortage of players in our market, this has result-

ed in too much monotonous uniformity in product ranges – as I said, in some are-

as. Supply reliability and creativity can therefore benefit from the wake-up call.

In conversations with importers (PSI Business Newsletter), one hears not only 

in passing remarks that this wake-up call has also been heard. More and more com-

panies are searching around Eastern Europe and in countries close to the EU. Even 

before the corona virus emerged, since China has become more expensive and oth-

er Asians cannot really take its place, neither qualitatively nor quantitatively.

“There is nothing so bad that it is not good for something,” says an old proverb. 

Let us hope it is also true for the corona virus. And we hope for the people and the 

promotional product industry that the worst will soon be over and that there will 

not be too much damage.
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On this note

Manfred Schlösser | Editor-in-Chief PSI Journal 
 Your opinion: schloesser@edit-line.de  
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Our
Food Bag
Collection

All of the cotton is Fairtrade certifi ed and sourced from Fairtrade producers.
Visit www.info.fairtrade.net

CO TTON

The entire „Food Bag Collection“ from Mister Bags is

produced in a particularly ecological way under fair

working conditions. Their cotton consists of 100%

exclusively organically produced natural fi bres and 

meets the highest standards. This also includes the

LFGB certifi cate from TÜV Rheinland for absolute 

food safety.  

Extremely durable and reusable, each product of the 

Mister Bags „Food Bag Collection“ is particularly en-

vironmentally friendly and 100% recyclable.  

GOTS - certifi ed organic cotton

   Fairtrade - certifi ed

   OEKO-Tex - certifi ed

   LFGB tested (food safe) 

   Recycled PET mesh
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GOTS: A high-level standard gGOTS: A high-level standardGOTS: A high level standardGOTS A hi h l l d d 10

Sportswear, teamwear, workwear, corporate fashion and textile Sportswear, teamwear, workwear, corporate fashion and textileSportswear teamwear workwear corporate fashion and textile
accessories play a major role in the world of promotional textiles.accesso es p ay a ajo o e t e wo d o p o ot o a te t es.accessories play a major role in the world of promotional textilesl l h ld f l l
A special focus: sustainability. But how can sustainability really be p y y yA special focus: sustainability But how can sustainability really beA i l f i bili B h i bili ll b
evaluated? One point of criticism is the lack of international pevaluated? One point of criticism is the lack of international t d? O i t f iti i i th l k f i t ti
standards for this. One standard, however, is gaining more andstandards for this. One standard, however, is gaining more andstandards for this One standard however is gaining more and
more worldwide recognition: GOTS.

GWW: Annual meeting, spring 
Trend and Newsweek launch 38
In February, TREND, which had previously only been established
as an autumn event, had its premiere as a spring event on the fair-
ground of Messe Of-ff
fenbach am Main. The 
next day, the opening 
of NEWSWEEK, theof NEWSWEEK, theof NEWSWEEK the
GWW’s industry cusGWW s industry cusGWW s industry cus-
tomer trade show, fol,omer trade show fod h f --
lowed. Prior to this, owed Prior to thisd P i t thi
the association memhe association memhe association mem-
bers met for their anbers met for their anbers met for their an-
nual associationnual associationl i i
meeting. We report.g pmeeting We reportti W t

It is so greenIt i 42

Spring marks the beginning of numerous trade show events in the Spring marks the beginning of numerous trade show events in theSpring marks the beginning of numerous trade show events in the
promotional product industry. We were guests at two exemplary p p y g p ypromotional product industry We were guests at two exemplaryi l d i d W l

in-house trade shows of n-house trade shows ofh t d h f
well-known promotional well known promotionawell known promotiona
product distributors. Atproduct distributors. Atproduct distributors At
Plan Concept in Essen pPlan Concept in EssenPl C i E
and at K+M in Obertand at K+M in Oberd t K+M i Ob --
shausen, the colour greenshausen, the colour greenshausen the colour green
stood in the foreground: stood in the foreground: stood in the foreground:
sustainable product innopsustainable product innoi bl d i -
vations and marketinggvations and marketingti d k ti
concepts for a clean adconcepts for a clean adconcepts for a clean ad-
vertising future.

Sustainable products through and
through 60
Nothing is more permanent than change. This insight also applies
to companies in the industry which meet the constantly changing p y y g go companies in the industry which meet the constantly changingi i h i d hi h h l h i
requirements of the market qrequirements of the marketi t f th k t
with new strategies, concepts,with new strategies, conceptsith ne strategies concepts
ideas and goals in order to deas and goals in order todeas and goals in order to
guide the promotional product g p pguide the promotional productid h i l d
into a successful and sustainanto a successful and sustainat f l d t i -
ble future. In our current issue, ble future In our current issuebl f t I t i
we present three compellingwe present three compellingwe present three compelling
examples.e a p es.examplesl

www.misterbags.de

Adam
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Sissi
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Eva
N° 2334
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N° 234



 Self-experiment with book 
Individual special editions
Edition Michael Fischer GmbH
www.emf-verlag.de
PSI 49982

Dopamine fasting is the latest 
trend from Silicon Valley. 
Accordingly, mobile phones, 
laptops, and the like as well 
as meals and social contacts 
are taboo for a certain period 
of time. The idea behind it: to 
keep the dopamine level as 
low as possible in order to be 
able to perceive stimuli even 
more intensely after “fasting”. 
Dopamine fasting should 
make people more motivated, 
focus better and work more 
productively (gruendersze-
ne.de, „Reizüberflutung: 
Dopaminfasten ist der neu-
este Trend aus dem Silicon 
Valley). For positive feelings 
that are experienced more 
intensely after “fasting”, the 
promotional product industry 
offers very creative analogue 
solutions.

 Smart cup combinations 
Römer Lifestyle – Rominox GmbH

emer-lifestyle.de
PSI 43714

So far, the Scandinavians have set the tone in terms of lifestyle: the hygge, which stands for 
balance and comfort, came from Denmark. Sweden embraced the well-being of the commu-
nity with Lagom. Finland, on the other hand, adopted Sisu, which means to accept challeng-
es and transcend borders. The Dutch are much more relaxed. This is where “niksen” comes 
from, a trend that celebrates doing nothing. Relax, wait and see over a cup of tea. 

PSI Journal 4/2020 www.psi-network.de
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SPORTS
UNSERE ERSTE KOLLEKTION AUS RECYCELTEM POLYESTER

HOTLINE +49 7432 7016-800  |  WWW.DAIBER.DE
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Hardly any other 

industry produces 

as many trends as 

the catering trade. 

A trend that has 

persisted for some 

time is so-called 

food pairing in which 

different flavours 

should ideally

complement each 

other to create a 

new enjoyment 

experience. Optimal 

combinations of 

(or in the broadest 

sense also with) 

food can be found 

in the promotional 

product industry. 

 Diverse filling options 
Degradable eco paper can
JUNG since 1828 GmbH & Co. KG

j d

 Move with the times 

 Diverse source of protein.
tness b
er Gmb
enken.d

PSI 4844
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SWEETS, SNACKS & MORE www.jung-europe.de

Alles. Snacks.

E-ÖKO-006



nations
trailed Ger-

many in the 

“Nation Brands 

Index”. In the 

study on brand image carried out by Ipsos

in cooperation with the political consultant 

Anhalt, “Brand Germany” took first place, 

followed by France and Canada.

absatzwirtschaft.de

49 83%
of Americans who have received a promotional product from a 

company want to continue to do business with it. This emerged from 

the study “The Confidence to Evolve” by the American promotional 

product association PPAI.

727.4
billion US dollars is expected to be invested 

worldwide in advertising by 2022. This was 

forecast by Zenithmedia in December 2019. 

statista.com

93percent
of  the companies surveyed for the GWW Pro-

motional Product Monitor 2019 use writing 

instruments as promotional products. This 

means that these all-time favourites continue

to be the undisputed number 1 and even

achieved an increase of  7 percent last year.

3.613 billion
euros was the net turnover of  digital display advertising in Germany in 2019. This is indicated
by the figures of  the Online-Vermarkterkreis (OVK – Online Marketer Group) of  the Bundes-
verband Digitale Wirtschaft (BVDW – German Digital Industry Association). wuv.de

54 percent
of Germans are now listening to
podcasts. This is shown by a study by
Simon-Kucher & Partners. When it
comes to funding, advertising is the 
most popular form. horizont.net.

2025
is the year for which the deputy editor-in-chief  and 
online strategist of  the British business magazine 
“The Economist” predicts the end of  advertising on 
computers. brandeins.de

PSI Journal 4/2020 www.psi-network.de
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52456
RETUMBLER-GIBRALTAR

Weltmeere würden RETUMBLER empfehlen.

Eine Marke von REFLECTS®REFLECTS  GmbH  | Toyota-Allee 54 | 50858 Köln | Germany  |  T +49 2234 9900-0  |  info@refl ects.com  | refl ects.com

Im Schnitt verbraucht jeder Deutsche 

fast 200 Einweg-Plastikfl aschen pro Jahr 

Nur aus circa 25 % werden 

neue PET-Flaschen recycelt

Müllvermeidung schützt die Tier- und Pfl anzenwelt 

und verhindert die Entstehung von Mikroplastik



M ore and more textile companies are fol-

lowing the sustainability trend, for examp-

le by using appropriate materials. The

McKinsey study “Sustainability is the new

must-have” (Fashion’s new must-have: sus-

tainable sourcing of scale) has shown that the range of 

sustainable clothing is growing five-fold each year. Never-rr

theless, according to the study, the share of the overall 

market is still small: less than one percent of the products 

released in the first half of 2019 would have been labelled 

as “sustainable”. There were no international standards

for sustainability and clear definitions: According to the 

McKenzie press release published on the study on 17 

October 2019, this sometimes applied to ecological stan-

dards, sometimes to social aspects in the production. In

the press release, Karl-Hendrik Magnus, partner at McKinsey

Global Organic Textile Standard (GOTS)

& Company and an expert in the fashion industry, said: 

“There is still a long way to go to objective standards that 

are internationally binding. Only then will there be an even 

swifter development.“

The entire supply chain at a glance

Standards and certificates in particular are playing an in-

creasingly important role – to the extent that sustainabi-

lity becomes a sales argument or a new business model. 

The Global Organic Textile Standard (GOTS) is a label 

that is gaining in importance for more and more compa-

nies based in the textile industry. It is “the world’s leading

standard for processing textiles made from organically pro-

duced natural fibres”. GOTS defines the requirements for

the entire supply chain for both environmental and wor-

A high-level
standard

PSI Journal 4/2020 www.psi-network.de
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cessed with the least possible impact and minimal use of 

natural and synthetic chemicals.” The entire supply chain 

from the perspective of a GOTS certification begins with

the first processing step (for example, the ginning of cot-

ton) and ranges from processing companies such as spin-

ning mills and laundries, dyeing shops through to the fini-

shed collection and packaging. As a result, in addition to

the textile processing companies already mentioned, sewing

shops, wholesalers and retailers can also be certified. The

GOTS label can also be used for yarns, fabrics, clothing, 

home textiles and other products made from textile fib-

res. Organically produced raw materials refers to “organic

production based on agriculture that maintains and res-

tores soil fertility without the use of toxic, permanent pesti-

cides and fertilisers (controlled organic cultivation). In ad-

dition, organic production is based on appropriate animal

husbandry and excludes genetic changes (controlled or-

ganic animal husbandry). Only textile products that con-

ercent organically produced natural fib-

d according to GOTS. All chemical ad-

as dyes and additives, must meet cer-

ally relevant and toxicological criteria.

quirements also apply to the use of ac-

cessing plants must meet minimum so-

Increasing recognition worldwide

The GOTS sees its task as being to contribute to sustai-

nable development and to actively cooperate with all re-

levant stakeholders. It marks an unequivocal draft for the 

future, according to which “organic textiles become an es-

sential part of everyday life, improve people’s lives and

benefit the environment.” According to GOTS, textile pro-

cessing and manufacturing companies should be able to 

offer their ecologically produced products with a certifi-

cation that is recognised in all relevant markets. Ultimate-

ly, the GOTS label on the product is intended to provide

assurance to end consumers when making their purchase 

decision. GOTS puts it self-confidently: “The implemen-

tation of GOTS combines the desire of the textile indust-

ry for a global standard with the desire of the consumer 

for transparency. The increasing worldwide recognition 

www.psi-network.de PSI Journal 4/2020
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and acceptance of GOTS con-

firm that these wishes are being

fulfilled.“ In figures, the world-

wide recognition and acceptance

of GOTS reads as follows: So far 

(as of 2019) 7,765 companies 

have been GOTS certified, of 

which more than half (4,463) are

in the textile-producing strong-

holds of India (2,411), Bangla-

desh (1,194) and Turkey (858).

In Germany, which ranks fourth, 

there are 565. For all four nations 

– and not only limited to them – 

the following applies: this trend

is rising.

Profound quality assurance system

But why is a standard like GOTS currently experiencing 

this recognition and acceptance? In order to answer this 

question, it is necessary to take a closer look at GOTS its-

elf, which consists of four well-known member organisa-

tions: the three business associations International Asso-

ciation of the Natural Textile Industry (IVN) in Germany, 

the Organic Trade Association (OTA) in USA, and the Ja-

pan Organic Cotton Association ( JOCA) in Japan, as well 

as the non-profit foundation Soil Association (Great Bri-

tain). By their own account, these four organisations – 

together with other international stakeholder organisations 

and experts – bring their respective expertise in organic

agriculture (raw material production) and environmentally 

friendly and socially responsible textile processing to GOTS.

Before GOTS was developed, they each had their own

textile standards. This enabled them to contribute their 

know-how and experience to the joint GOTS project and 

to develop a corresponding quality assurance system. This 

system is based on on-site inspections and the certifica-

tion of the textile processing and commercial chain, which

in turn are carried out by specially accredited test institu-

tes based on the GOTS monitoring system. “This guaran-

tees comprehensive security for GOTS-certified textiles,” 

according to the official wording.

Systematic further development

GOTS-approved certifiers are exclusively selected experts

and independent certification bodies. They carry out re-

At a glance

What defines GOTS?
|GOTS-certified textiles consist of at least 70 

percent natural organic fibres
|Comprehensive environmental and social 

standards are observed
|A dual protection system through product

analysis and on-site inspection
|Transparent criteria for all production levels

as well as a GOTS positive list for chemicals
|Holistic approach for the entire supply chain
| Independent certification
|Public database with all certified companies

Sustainable materials

The foundation for how sustainable a textile product 

can ultimately be is already laid when selecting the 

resources. The Lead Innovation Blog (lead-innovation.

com) writes that, for example, “organically grown cot-

ton, wool from organic animal husbandry, indigenous 

natural fibres such as flax or hemp and fibres based on 

cellulose” are alternatives to conventional cotton. Even 

synthetic fibres offer sustainable options, for example 

when processing milk proteins. In general, the dis-

covery of  new or old types of  fibres currently plays a 

major role. These include nettle, soya, ginger or abaca 

(banana hemp). New “textiles” made from modified 

paper or cork also enrich the choice of  materials for re-

newable raw materials. In addition, new production and 

dyeing methods such as the dope dyeing process for 

synthetic fibres are being introduced. There is no need 

to dye the textiles here because the colour pigments 

are built into the filaments during the spinning pro-

cess, which in turn saves energy and, above all, water. 

Regardless of  whether it is recycled fibres, recyclable 

materials, the important topic of  biodegradability, the 

saving of  water, sustainable coatings or the use of  

natural fibres as functional fibres – there are currently 

a lot of  possibilities for innovative fabric solutions. 

The product innovations are correspondingly diverse. 

(www.planet-advertising.com, “Sustainability: the 

current mega trend for functional materials”, “Sustaina-

bility trends at PromoTex Expo 2020”). 

PSI Journal 4/2020 www.psi-network.de
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gular checks on all parties involved in the production of 

GOTS-certified textiles to ensure that all environmental 

and social requirements of GOTS are met. They apply the 

standard, the procedures and the tools of the GOTS pro-

gramme. The extensive knowledge gathered in this work 

is important in order to establish and develop a practical

system for the market. This makes a very decisive aspect 

clear: GOTS is not a static but rather a dynamic standard

which also and, in particular, involves the continuous and

systematic further development of better textile proces-

sing methods. As part of this continuous improvement, 

GOTS works with international stakeholders such as the

textile and clothing industry, chemical suppliers, organic

agriculture and environmental organisations, labour rights

groups and unions. The international approach plays a 

crucial role in this because: “In contrast to purely natio-

nal standards, it also helps to remove the hurdles for in-

ternational trade.” And that too can only be achieved to

the extent that the standard is credible. To ensure this cre-

dibility, GOTS uses a two-stage system. On the one hand

with the aid of the described certification procedures, on 

the other hand by protecting the label. “If there is evidence 

of misuse of the GOTS label or reference to a GOTS cer-

tification, we carry out investigations and impose sanc-

tions,” is the unequivocal announcement. This brings us

back to the clear goal for GOTS already defined at the be-

ginning, that textile processing and manufacturing com-

panies can offer their ecologically produced products with 

a certification that is recognised in all relevant markets 

and thus ultimately gives end consumers assurance when 

making their purchase decision. <

Proper Labelling: Subvision into two label-grades

www.psi-network.de PSI Journal 4/2020
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GOTS representative in DACH · Franziska Dormann · dormann@global-standard.org · www.global-standard.org

Additional information:

At www.global-standard.org, interested 

companies will find the complete licens-

ing and labelling guide. Frequently asked 

questions about company and product 

certification are also listed on this website, 

as are certification bodies that are ap-

proved worldwide, including the areas of  

application that they can certify. 

• Label-grade 1 ‘organic’: ≥ 95% certified organic

fibres, ≤ 5% non-organic natural or synthetic fibres

• Label-grade 2 ‘made with X% organic’: ≥ 70% cer-

tified organic fibres, ≤ 30% non-organic fibres, but

a maximum of 10% synthetic fibres (respective 25%

for socks, leggings and sportswear), as long as the

raw materials used are not from certified organic

origin, a sustainable forestry management program

or recycled.

• In addition there is the specification of the

certifier and ther licence number of the certified r
company. 

Only textiles produced and certified accord-
ing to the provisions of the standard can carry
the GOTS label. The standard provides for a
subdivision into two label-grades:

Label-grade 1:

Licence no 12345

Label-grade 2:

Licence no 12345

10_13_FOK_e.indd   13 13.03.20   12:33
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Whether it be for work 
or the diverse facets 
of leisure: Chic and 
trendy from tip to toe, 
the manufacturers and 
finishers of the industry 
supply truly attractive 
products for almost any 
situation in life.

16
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Strong organisational talent
The new Multi-Snap cable holder from Bühring is made of PU or fine cowhide 

nappa and catches the eye with its almost round shape. The Multi-Snap is a

multi-talent and can cover the camera on a notebook, tablet or smartphone if 

it is not being used to arrange cables. The product can also be produced in

individual shapes or sizes from numerous materials and colours and discreetly 

embossed inside or out. The delivery time is approximately five to six weeks 

after approval of the sample and logo, depending on the quantity, material and

colour. Gabriele Bühring’s long-standing Indian supplier partner is certified by

SGS in accordance with OHSAS 18001:2007. Multi Snap can also be produced

in Germany, which means a shorter delivery time. The products are packed 

loosely in a box.

Airy sun protection
Breezy, the 5-panel baseball cap from Inspirion, is available in four colours

and is something that nobody should be without in summer. Four segments 

are made of an air-permeable mesh so that the wearer stays cool even on hot

days. The cap can be flexibly adjusted thanks to the size-adjustable head 

closure. The reinforced front segment in white is ideal for an eye-catching 

advertising space for a customer logo.

Wählen Sie Ihre Favoriten 
aus mehr als 

500 SEMO-Plüschtieren!

Jährliche Neuheiten
Premium Edition
Sonderanfertigungen nach 

 Kundenwunsch
Veredelungen

TRIGON Deutschland GmbH
Kränkelsweg 28 · D - 41748 Viersen

Tel. 02162 - 53008-0 · Fax - 53008-20
E-mail: info@semo.de · www.semo.de

40 Jahre
Kompetenz
in Plüsch

Promotion!
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Contrasting colour accents
automatic umbrella with an intense colour effect for him and her. This quality product with a 

fibreglass shaft is entirely wind-resistant because its sturdy frame is made of fibreglass. The shaft,

the grip elements and the inside of the canopy are bright orange. All other elements come in 

matte black, thus ensuring that the orange tone comes into its own even more. The frame 

contains eight extra reinforced fibreglass ribs. The reliable automatic opening is triggered by a 

button integrated into the handle. The ergonomic handle is made of EVA hard foam and creates

a dry, non-slip feeling when wet. The high-quality polyester canopy is black on the outside,

PU-coated on the inside in bright orange and offers a UV protection factor of 50+. Last but not

least, the automatic umbrella has a modern and practical nylon protective cover for hanging

somewhere with a mesh insert for optimal ventilation. There is a brand label on the sleeve and

on the cover.

Black Forest cherry delight
As a company located on the edge of the Black Forest, it is a matter of 

course that Kalfany Süße Werbung cooperates with regional confectionery

partners and develops new sweet delicacies that inspire the promotional 

product market beyond regional borders. This led to a filled Black Forest 

cherry praline from the Schwarzwald Chocolade brand, without alcohol, but

with lots of Black Forest feeling. The packaging can be designed in a chic

design depending on the company. The filled milk chocolate pralines, with

at least 32 percent cocoa, are individually packaged in promotional flow 

packs and captivate customers with a soft melting taste of Black Forest 

cherry cake.

PSI 42706 

Kalfany Süße Werbung GmbH & Co

Tel +49 7643 801-0

info@ksw24.com 

www.ksw24.com

18
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NEU
FÜR NOCH 

LEICHTERES
AUFDREHEN

NEU

JETZT DREHT SICH 
DER EMSA BESTSELLER  
NOCH EINFACHER!

TRAVEL MUG

EasyTwist

emsa.com
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Better with the Blue Angel eco label 
The natural-coloured memo bags and pouches made from organic cotton are unique. Not only

because they are made from GOTS- and Fairtrade-certified organic cotton, but also because

they are the only ones worldwide that are allowed to bear the Blue Angel eco label. They thus 

meet particularly high ecological and social standards, and harm humans, the climate and the

environment as little as possible with pollutants – and that is much more than most compara-

ble products on the market can claim. Another advantage is that when cultivating organic

cotton, enormous amounts of water are saved: a bag made of conventional cotton requires 

around 2,200 litres of water to manufacture, the bag made of organic cotton almost 90 % less.

0 
n.de 

www.memo-promotion.de

Entirely sustainable
Advertising companies are investing in the future with Alta Seta’s OceanTowels. For the 

individually woven OceanTowels, the long-standing company from Lower Saxony preferably 

uses plastics that are collected in the oceans – for a better environment. For this reason, the 

specialists offer light, pleasantly soft and vegan OceanTowels made from recycled yarns.

Two percent of the profit from the sale of these recycled polyester towels goes to One Earth 

One Ocean e.V. The environmental protection organisation is financed exclusively through

donations.

Alta Seta GmbH & Co KG 

Tel +49 5031 70360

info@alta-seta.de 

www.alta-seta.de
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Antistatic wardrobe
The new ESD articles made of micropolyester from

Brecht Profashion have a particularly soft structure yet are

nevertheless extremely shape-retaining. ESD stands for 

electrostatic discharge. The special two-layer structure of 

the knitted fabric enables a mix of skin-friendly cotton on

the inside and durable, colour-intensive micropolyester

on the outside. Thanks to the polyester fibre, the colour 

remains brilliant even after many washes and the shirts

always look neat. New technologies enable the production 

of breathable ESD textiles made of micropolyester and

Coolmax® All Season: Thanks to the use of technologically

innovative fibres, the textiles are extremely comfortable to 

wear and comply with the applicable safety regulations. 

ESD protective clothing is certified according to DIN EN

61340-5-1.

www.brecht-profashion.de

www.psi-network.de PSI Journal 4/2020

» Weitere Facts finden Sie unter

www.fare.de/feed

waterSAVSAVE
Jeder Tropfen zzählt: Das neue

Bezuugsmaterial machht aus FARE®-Schirmen
wahre Umweltscchützer. #FAREfact

Senkun
 CO2-Ausst
mehr als 6

Verring
Klärschlam

um 9

Eby FARE®

fact



Fa
sh

io
n,

 w
o
rk

w
ea

r, 
ca

p
s,

 a
cc

es
so

ri
es

Recycling Circle
The upper material of the new Circle bag series with backpack, shopper and shoulder 

bag from Halfar® consists of rPET, i.e. fibres that are obtained from recycled PET

bottles. These practical transport helpers impress with their clear, tidy design. Urban 

and minimalist, the three bags come in mottled light grey, mottled blue-grey and mottled

black. The courier shape with a plug-style closure and a zipped main compartment is

characteristic of the Circle backpack. A padded pocket and an organiser provide plenty

of space. A side zipped front pocket and two side compartments stow smaller things, 

drinking bottles and more. Shoppers and shoulder bags also have practical compart-

ments on the outside. Its spacious zipped main compartments and handles or straps 

make everyday life more comfortable. The fact that the bags do not require PVC also 

contributes to the sustainability of the series.

666 • Halfar Syste

9 521 98244-0

halfar.com  

alfar.com

Fresh corporate workwear
The current set from J.S. Fashion, consisting of braces, socks 

and bow, optionally with a tie, appeals to the fashion-

conscious man or stylish employee. The range can be ordered

immediately from stock and is made exclusively from the best 

materials to ensure comfort, quality and fit. The set is certified 

according to the Oeko-Tex Standard 100 and is packed in a

gift box. On request, it can also be used as a give-away,

customized with the customer’s logo. Always ahead of the

times, the design and development department of J.S. Fashion 

also creates new models made from recycled polyester. Many 

of the items are also available individually and in many other 

colours.

mbH 

Tel +49 2871 241650

info@js-fashion-gmbh.de 

www.js-fashion-gmbh.de 
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 ICH SEH´ SCHWARZ... 
 ROT, GOLD! 
 QUALITÄTSWERBEMITTEL 
 AUS DEUTSCHLAND! 
 WWW.PSIPRODUCTFINDER.DE/DEUTSCH 

NEU!
TEILEN SIE 

INDIVIDUALISIERTE 

PRODUKTLISTEN

MIT IHREN KUNDEN!
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Colourful shirt worlds
The T-shirt collection from Stiefel with the cheerful title 

“The world is colourful ...” contains six motifs and is 

made of 180 grammes/square metre cotton in premium 

quality. The textile classics are comfortable, regular-cut

T-shirts with a classic short-sleeved cut and a round 

neck collar. They are available in black and in sizes 

XS to XXL. The shirts are available in three different 

versions. With a print of a glowing figure of the world,

whereby the individual continents of the earth are

shown in bright colours. Below in the middle is the 

white lettering “The world is colourful”. Developed for 

all fun-loving globetrotters and travel enthusiasts. Also

with imprinted colourful continents, arranged vertically,

with English names in white letters. Last but not least,

the T-Shirt model called Bavaria is intended for all those 

who associate with their homeland or have enjoyed a 

nice holiday in the Free State of Bavaria: printed with

white “BAVARIA” lettering, whereby the letter “A”

serves as the contour of the map representing the Free

State of Bavaria.

PSI 43567 • Stiefel Eurocart GmbH 

Tel +49 8456 924323

w.wirth@stiefel-online.de

www.stiefel-online.de

Attractive and cuddly
The attractive, soft and cuddly scarves from Filanti are

made of organic cotton and certified with the GOTS

environmental seal. Made in Italy, the pretty scarves can 

be created neutrally in different colours and sizes as well 

as with a woven logo, from a minimum quantity of 100 

pieces. The packaging is also made in Italy and consists of 

completely recycled Fedrigoni paper. Plastic sleeves are 

no longer used: the scarves arrive at the customer

wrapped in tissue paper. 

www.filanti.com
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Practical and safe
The ZNAP Slim Wallet from slimpuro combines the 

convenience of a classic wallet with a fully-fledged

note compartment and a removable coin compart-

ment with the advantages of a purely ultra-slim card 

case. It has been milled with the greatest care from

a piece of aluminium. High-quality and durable 

materials, such as genuine leather and cork fabric,

perfectly complement the case. The case is also 

RFID protected and thus prevents unwanted data

reading. The compact design with rounded edges 

allows easy placement in the front pocket. slimpuro 

is a young start-up specialising in innovative slim 

wallets and matching accessories. They creatively 

and tirelessly strive to continuously develop their

products and optimise them.

www.slimpuro.com

www.psi-network.de PSI Journal 4/2020
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All weather
Trendy, the multifunctional scarf from Inspirion, is a 

multifunctional accessory that nobody should be without 

at any time of the year. It offers protection from heat, 

cold and wind. No matter whether as a headband, scarf 

or braid, this trend article is available in eight different

colours, comes as a true unisex product and offers a 

prominent advertising space for a logo.

PSI 42907 • Inspirion GmbH 

Tel +49 421 52270

info@inspirion.eu • www.promotiontops.eu 

www.inspirion.eu

Permanent presence
Regardless of whether you are at work, 

climbing, driving a car or doing other

activities on the go indoors or outdoors, the

promotionally efficient hardhat key fobs

from Anda Present ensure a constantly 

present, eye-catching highlight on the 

waistband or keychain. The small, detailed

plastic hardhat miniatures are available in 

various colours and are ideal as brand 

ambassadors. Of course, not only on the 

construction site, but everywhere where 

there are people and customer contacts. 

UV LED printing ensures lasting customi-

sation in photo quality.

Textile finishing by laser
Merkel offers surface finishing by laser, the latest trend

in textile finishing that boasts the advantage of quick 

and uncomplicated implementation. This extremely 

modern type of textile finishing by engraving is a

permanent type of finishing that changes the structure 

of the fabric and cannot be washed out. The motif is 

engraved into the textiles with a laser beam.

export@an p

www.andapresent.com 
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Sporty made from recycled polyester
Every year Daiber adds numerous new products to its James & Nicholson and myrtle beach range.

The two brands offer one of the broadest ranges for fashionable corporate fashion and workwear.

Currently in focus: the new Solid Style workwear line and the innovative Sport Collection made from 

recycled polyester. The 2020 Sport Collection is characterised by the innovative use of recycled 

polyester and a modern look. Reduced in colour, such as titanium, black, white, bright-red, with 

plenty of space for individual finishing. The functional shirts are breathable, moisture-regulating and 

quick-drying, making them ideal for sports and leisure. By producing a sports T-shirt, for example, 

25 half-litre PET bottles are recycled. There is also a multifunctional long-sleeve version that is also

suitable as an undergarment. Shorts and running tights in different lengths as well as fashionable

jackets with a cut hood complete the casual sports outfit. In addition, new jackets, accessories and 

headwear complement the extensive range of the two brands.

42819 • Gustav Daiber GmbH 

+49 7432 7016-800

o@daiber.de 

w.daiber.de

Chic for the head
Chic caps are currently back in fashion. This trend is also part 

of the Macma assortment: the company from Franconia has 

hit the mark with its various, attractive cap models. The chic

headwear has a polyester net and a practical quick-release 

fastener. In addition, the products are available at short notice 

and are AZO-free dyed. An embroidery on the front of the cap 

is recommended as advertising.

I 40909 • Macma Werbeartikel oHG 

l +49 911 9818133

erkauf@macma.de 

ww.macma.de
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-Advert-

Fashion accessories
Promo-House, the Polish manufacturer of fashionable textile 

accessories for women and men, is presenting its new collection of 

customised ties, bow ties and ribbons with a chequered look for 

this season. With a wealth of experience in textile production and 

finishing, Promo-House guarantees the precise, tailor-made

implementation of textiles that can also be ordered in small 

quantities, regardless of whether it involves finishing with a logo or

a fashionable accessory in the colour of the CI of the customer. In

keeping with the latest trends, promotional textiles made from silk, 

wool, modal or a combination of different fabrics can be finished 

using either digital or screen printing.

www.krawaty.info

Cool caps
To this day, caps as a sign of nonchalance have become an

integral part of the wardrobe as headgear. The caps from

L&S are practical all-rounders that give every outfit individu-

ality. A cap always works. L&S offers a large, high-quality

range of caps made of polyester, nylon or cotton. The cool

accessories can be printed or embroidered in high quality

according to customer requirements. Other features such as 

mesh elements, snapback closures or rivet decorations can

also be selected. The advertising message is placed on the 

cap in a clearly visible manner. More information can be

found at www.lunds-gmbh.com.

www.psi-network.de PSI Journal 4/2020
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LED baseball caps
Lumitoys offers two new, unmistakable baseball caps that cleverly 

highlight individual advertising messages or logos. The Basecap

Screen has a wide LED display that can be programmed with various

texts, either on the cap itself or alternatively via an app. In addition to

the conventional character set with upper and lower case letters and 

numbers, various symbols are also available. The baseball cap model

called Multicolour scores with an individually manufactured logo 

which is illuminated over the entire surface by LEDs. Depending on

requirements, both single-colour and colour-changing LEDs can be

used. Both caps are adjustable in size. There are various LED and

material colours to choose from. Additional individual embroidery

is possible.

PSI 46095 • Lumitoys GmbH 

Tel +49 2331 3775450

info@lumitoys.de 

www.lumitoys.de

A fan full of ideas
The Spanish company Joseblay supplies fans

in almost any desired design. The handmade 

air fresheners are designed for the effective 

marketing of small and large companies. The

ideal advertising products for use at individual

customer events can be individually printed 

all-over in full colour from a quantity of 48

pieces. This turns Joseblay‘s attractive fans 

into promotionally effective eye-catchers 

during a theatre visit or at a major sporting or 

other event.

• Abanicos Jose Blay S.A. 

1 513097

lay.com 

ay.com
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Workwear with embroidery
Passion, reliability and aesthetics are values that have been given particular 

priority by the textile finishing company Klam Stickerei for more than 30 

years. Klam embroiders all kinds of textiles with logos, mission statements or

names, from a minimum quantity of only one unit. Short delivery times are

guaranteed due to direct finishing on site. In addition, the Swabians also

create designs for individual corporate collections and implement special

productions.

Majestic finish
LoopNation offers a wide range of caps from the classic six-panel cap

with 3D embroidery to the playfully unstructured canvas cap with all-over 

sublimation print. Individually designed with your own logo. Whether it be 

3D embroidery, an imitation leather patch with an embossed logo or web 

label in your own design, at LoopNation, the customer can design his cap 

entirely according to his own specifications from 100 pieces.
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Sophisticated and easy to wear
If you are looking for a light, all-round jacket that meets the highest demands, the Hazel

softshell jackets for women and Labrador softshell jackets for men, which are available

from Fifty Five, are ideal for you: In addition to breathability of 3,000g/m2 and waterproof-ff

ness of 8,000 millimetres, they are also entirely free of PFOA/PFOS. Useful details include

the three outer and two inner pockets, the removable, rollable and adjustable hood as

well as a hem and sleeve cuff adjustment. An advertising message can be attached to the 

jacket by print or embroidery, stock items are available from one piece. Custom produc-

tions are possible from 500 pieces per style or colour with logo. Women’s jackets in the 

colour combination violet-yellow and black stone are available in sizes 36 to 48, men’s 

models in black stone or light blue-dark blue in sizes S to 6XL.

Perfect head protection
You can be injured not only by falling or swinging

objects if you do not wear a protective helmet 

according to EN 397. You can even bump or graze

your head on protruding devices and machines. A 

bump cap according to EN 812 from Voss-Helme 

protects against that. Voss caps close the gap in the

range of helmets for those areas of application for

which legislation does not provide for a protective

helmet, but in which everyday work always shows

us the need. A fashionable baseball cap that 

provides safety, comfort and design is increasingly 

being worn on assembly lines as well as in the 

warehouse, in agriculture, by forklift drivers, crane

operators, train workers, welders, airport staff, in

slaughterhouses and in the leisure area.

PSI 48682 • Voll-Helme GmbH & Co. KG 

Tel +49 5139 959530

i fo@voll helme de
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REFLECTS takes over GOPROM

As recently announced, Bochum-based goprom Handelsgesellschaft mbH will

not cease its business operations, but will accept and process all new orders 

through REFLECTS GmbH. “A big plus for the customers”, says Tobias Got-

twald, managing director and owner of GOPROM Handelsgesellschaft mbH,

and Meinhard Mombauer, managing partner of REFLECTS GmbH, who are 

delighted that operations will contin-

ue. In order to enable an optimal tran-

sition for the customers, all previous

production partners are of course also

available. This means that the custom-

ary assortment will be retained for customers with the exception of cotton bagswith the exception of cotton bagswith the exception of cotton bagsh h f b

and hats which will be discontinued. In addition, customers now have the oppor-

tunity to access the extensive range of REFLECTS and its brands. The GOPROM

website will remain accessible. As the two companies emphasise, the offer “is of 

course reserved exclusively for promotional product distributors”.

REFLECTS boasts more than 30 years of experience in the product range of 

GOPROM. After all, the company which was founded in Cologne in 1988 has its 

roots in small, attachable advertising messages made of metal. A solid cornerstone

of the five core competencies of REFLECTS are individual concepts such 

as pins, lanyards, shopping trolley tokens, key fobs and reusable bags. As 

a specialist for lanyards, Mein Johann, shopping trolley tokens, key fobs, Digi-Clean-

er, pins and the like, GOPROM thus places its business into the capable hands of 

the experienced team at REFLECTS.

The Cologne-based company REFLECTS is a multi-specialist for haptic pro-

motional products. As a manufacturer and importer of promotional products, RE-

FLECTS has made messages tangible and companies visible since it was founded

in 1988. Its range includes well over 1,000 products from the fields of electronics, 

metal articles, drinkware, office accessories and watches. More than 100 employ-

ees at the site in the Rhine metropolis of Cologne and the partner REFLECTS Hong Kong use finishing techniques such as

laser engraving, pad printing, UV printing and doming to optimally present advertising messages.

Contact: www.goprom.de • www.reflects.com

Employees collect donations for 
children

Social commitment has long been part of everyday work-

ing life at Gustav Daiber GmbH. At the end of last year, 

the employees again eagerly donated under the motto 

“Doing good together”. The total amount of 1,000 euros

will benefit the Evangelic holiday forest home in Tailfin-

gen this time. Donations were recently handed over at the

Daiber headquarters. It is not yet certain 

whether balls, handicraft material or new

kitchen utensils will be purchased from the money. But 

one thing is certain: the schoolchildren will again enjoy 

the new utensils. www.daiber.de 

Delighted at handing over the cheque: Daiber Managing Director 

Kai Gminder hands over the symbolic cheque to the representa-

tive of the holiday forest home.

REFLECTS

Gustav Daiber
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Festival of inspiration

On 9 and 10 September 2020, the “Marketing Festival” will take place at the EXPO XXI Exhibition and Trade Centre 

in Warsaw. According to the organiser OOH magazine in Katowice, Poland, the largest Polish event in the second half 

of the year is a “unique combination of trade show, training, presentations and conferences”. Last year, 5,600 visitors 

met 270 exhibitors. They include promotional product suppliers, printers and event organisers. The festival is aimed at

a select group of visitors. People who are not from the advertising industry are expressly denied access. The organis-

er attaches great importance to the quality of the contacts and less to the quantity. Two conferences will be taking

place during the trade show: “Marketing Mix” and “Event Mix”. The “Marketing Mix” conference is aimed at represent-

atives from advertising agencies and marketing departments. The focus this year is on business relations (www.mar-

ketingmix.com.pl). The “Event Mix” conference is dedicated to the efficiency of event marketing, current trends and

sought-after suppliers for the industry (www.eventmix.com.pl). In addition to the conferences, “Super Gift” competi-

tions will again be held to determine the best promotional products and “POS STARS” this year. In the case of the lat-

ter, the best displays are chosen. Practical examples are shown. www.festiwalmarketingu.pl.

Jon Birrell steps down as BPMA CEO

The BPMA has announced that Jon Birrell has decided to step down as CEO of 

the BPMA in April this year, with a desire to return to commercial life. His knowl-

edge, input and passion for the promotional merchandise industry has been a great 

asset to the BPMA during his tenure. This move comes in the midst of significant

progressive work being undertaken by the BPMA centred around sustainability 

and end-user research linking both with industry standards. 

The BPMA has recruited Carey Trevill as Interim CEO for the coming year 

to manage these critical projects and with a strong marketing and industry 

body background, utilising her skills and experience to oversee this period of change. 

Carey has been a long-time supporter of the BPMA through her previous roles

which include leading a marketing trade association. Jon Birrell will be working 

closely with Carey Trevill during the transition until his departure in April. 

BPMA Chair Angela Wagstaff said “Jon has taken the organisation through a

tricky economic period of change for our Members and we wish him well on the 

next step on his journey. The Board welcomes Carey to the role and feels our Mem-

bers will benefit from her expertise during the changing business climate as we de-

liver significant resource to help the industry grow”. www.bpma.co.uk Jon Birrell 

BPMA

FestiwalMarketingu.pl
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Supplier of promotional signs and displays 

Showdown Displays Europe, producer and supplier of signage, display and promotional products, is intro-

ducing themselves to the promotional products industry. They are ranging from exhibition related prodtion related prodtion related prod-

ucts, as counters, textile walls and POS items like digital Totem textile banners, to outdoor signs like A-boards, gigns like A-boardsi lik A b d

chalkboards, beach flags and much more. In short: all the products for visual communication and promopation and promoi d --

tions. Showdown Displays is able to provide their customers with the right products to make it all possible. make it all possiblemake it all possible

From reliable lightweight mobile systems with beautiful full color prints, to moving images on digital disg gges on digital disdi it l di -

play systems. Showdown Displays can offer a wide range of Illuminated displays, flags, textile walls, coun,extile walls counil ll --

ters and digital displays. All which is needed for promotional advertisement and communication. With their ication. With theirication With their

own manufactural facility they are also able to provide customized solutions. 

Showdown Displays Europe is the result of a promising and enforcing formation of two well-established o well-establishedll t bli h d

companies within the Display and Signage and POS Industry: Jansen Display (1995) and Promic Display d Promic Displayd Promic Displayd l

Systems (2005).  With a combined total

of almost 40 years of experience, the com-

pany is ready to provide their 

customers with the knowledge 

and expertise to take 3D ad-

vertisement to the next stage. As of May

this year, Jansen Display & Promic Dis-

play Systems will serve their customers

under the new name Showdown Displays

Europe. But right now, all Showdown prod-

uct are available to order. Showdown Dis-

plays Europe is ready to take any orders 

or requests. Just turn to: 

orders@showdowndisplays.eu –

www.showdowndisplays.eu/PSI

B2B partner of Rituals expanding 
in France

As from 2004 Trendfactory and Rituals work closely to-

gether. Trendfactory is the exclusive B2B partner of Ritu-

als, the fastest growing cosmetics brand in Europe. Trend-

factory has now become a household name in the corpo-

rate gift market in Benelux, Germany, Austria and Swit-

zerland. From 2020, the B2B partnership with Rituals has

been expanded to France. Rituals allows you to find hap-

piness in the smallest of things. Inspired by the wisdom 

and ancient traditions of Asian cultures, Rituals created

an extensive collection of luxurious yet afforda-

ble products for home and body: “We hope to en-

rich your life using unique signature fragrances that are 

carefully designed and composed by the world’s finest per-

fumers.” info@trendfactory.fr – www.trendfactory.fr

Showdown Displays Europe

Trendfactory
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A fresh start in France

BrandCharger has appointed John Del Rosario as an agent for France. 

Del Rosario has experience in representing and building global brands

such as Rubik’s cube promo and Plastoria and his team will lead the

distributor sales in France that BrandCharger was lacking. Del Rosa-

rio will be responsible for the management and development of ex-

isting and new accounts and regional relationships for BrandCharg-

er. “We are very happy to have John Del Rosario aboard for France 

a market that is known as a top 3 European country for sales turno-

ver” said Ethan Ung, Vice President of BrandCharger Limited. “This 

was a logical next step after establishing our subsidiary 

office in Rotterdam, The Netherlands mid 2019 and fur-

ther European expansion beyond Northern Europe in 2020. Given 

John’s track record in the industry, and with someone right on top of 

the French market, we are very exciting about this.” 

BrandCharger, a renowned player in the corporate gifts Industry.

By winning 19 Industry awards and being nominated many times 

around the world in just 8 years BrandCharger has proven to be a se-

rious player. Apart from the Netherlands BrandCharger has offices in 

Hong Kong, China, and The United States of America. 

www.brandcharger.com

From left: Mike Stas (Sales Director Europe), John Del Rosario 

(Sales Agent France Brandcharger), Fleur Vernet (Sales Assistant

France) , Ethan Ung (Vice President Brandcharger).

BrandCharger

Exclusive Gifts represents LAMY in the B2B market

The Hamburg-based company Exclusive Gifts B2B GmbH, which specialises in the dis-

tribution of foreign brands for resellers, will in future exclusively represent the Heidelberg ribution of forribution of for

premium brand LAMY. Managing Director Marco Kröhn comments: “With the more inppremium brandi b d -

tensive cooperation in the future, we would like to work with LAMY to further developpensive cooperi

the service quality for our customers in the promotional product trade. In addition to he service quhe service qu

Germany and Switzerland, we will now also demonstrate our expertise and knowledgeyGermany andG d

in Denmark, France and Italy. In order to be able to serve the new markets, we expand,n Denmark FD k F -

ed our team accordingly at the start of the year. ”In addition to interesting new productsed our team aced our team ac

in the writing instrument 

range, such as the LAMY

AL-Star black EMR for

digital writing as well as 

on paper, this year sees 

the introduction of 

LAMY’s first own note-

book series called LAMY paper. “We are expecting an ex-

citing year in 2020 and are looking forward to the new

challenges together with LAMY”, says Marco Kröhn. 

Contact:

Official LAMY B2B Distribution DE, CH, DK, FR, IT

Exclusive Gifts B2B GmbH, www.exclusive-gifts.com, 

LAMY@exclusive-gifts.com, Tel. +49 40 228679400 

The new B2B team of Exclusice Gifts (from left): Dana Giebeke, Denny

Wong, Homa Bösch, Lucas Kalauch, Victoria Gutsmiedl, Marco Kröhn.

Exclusive Gifts B2B



G WW members met in centrally located 

Offenbach for the annual general meeting 

the day before the spring Trend and the

start of the Newsweek. To begin with, CEO

Frank Dangmann welcomed the partici-

pants and, supported by Managing Director Ralf Samuel,

summarised the activities of the umbrella organisation in

the current year. A look at the number of members re-

vealed 67 new members and 20 departing members. With 

an increase of almost 50 companies, the GWW sees an

endorsement of its previous strategy of recruiting mem-

bers which is to be continued. This includes, for example,

the distribution of a brochure that clearly illustrates the

benefits of membership.

Industry sales grew again

In order to continuously provide the industry with rele-

vant arguments for the use of promotional products, the 

Promotional Product Monitor is reissued every year. The

In mid-February, the German promotional product association (GWW) invited 
participants to its annual general meeting in Offenbach. During the meeting, 
the board informed the members about the association’s work in the past 
year, the trade shows and the current projects. There was nothing surprising 
about the election of  the board which merely resulted in a single change of  
position.

GWW Annual Review

Out and about for the
promotional product

results once again show that promotional products are

becoming increasingly important in the digital age. Sales 

of promotional products rose slightly to 3.65 billion eu-

ros in the year under review. This puts haptic advertis-

ing behind television advertising in second place among 

the advertising media surveyed. Overall, the use of pro-

motional products in companies remains almost con-

stant compared to the previous year. The topic of sus-

tainability is now not only reflected in the product rang-

es of suppliers, it also plays a role for around two thirds 

of users when buying promotional products. For three 

quarters of the companies, additional costs of 10 per-

cent are acceptable. If one takes into account the long 

service life and the low wastage of promotional prod-

ucts, this alone makes them sustainable and therefore

particularly effective. The Advertising Impact Study pro-

vides detailed information on this, the results of which

have already been incorporated into a brochure that GWW

members can use for their acquisition. The image and 

awareness campaign also takes up key messages from
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the Impact Study to provide information about the ef-ff

fectiveness of haptic advertising.

Efforts to relieve the burden of bureaucracy

An important field of activity of the GWW is political work 

in which multipliers and decision-makers are specifically 

addressed. The key word under which the GWW’s most

important requirements can be subsumed is bureaucracy

relief. Disproportionate bureaucratic effort, such as that 

which arises as a result of the recipient’s obligation to keep

record as well as flat-rate taxation, hinders the advertis-

ing activities of medium-sized companies and ultimately 

comes at the expense of the industry. During a large num-

ber of talks, including with central associations, various

committees and members of parliament, the requirements

for simplified record-keeping and the introduction of an 

object-related exemption limit were formulated. The re-

sults of the study were once again helpful in adequately 

outlining the relevance for the industry and underpinning

suggestions. The requirements had been taken into ac-

count in the “position paper on the bureaucracy relief law” 

of the Federal Ministry of Economics (BMWI), but unfor-

tunately this had no further consequences. However, the

path chosen is to be continued. The industry managed to 

draw attention to itself, said Frank Dangmann, who once

again asked members to establish contacts at the region-

al level with those responsible and to campaign for the

concerns of the industry.

Advantageous agreements

The GWW has been successful in terms of the Packaging 

Act: Here, the ZSVR has accepted the suggestion that the

person placing a product on the market shall only be iden-

tified using his registration number (in the LUCID pack-

aging register). In addition, an agreement was reached 

with the ZPÜ to regulate the copyright remuneration ob-

ligation: GWW members can join the agreement of the 

entire association and thus benefit from a 20 percent dis-

count on the remuneration fees.

Swift election of board 

The chairman emphasised that the econom-

ic report which was presented next underlines 

the solid financial basis of the association. Fol-

lowing the subsequent explanation of the budget 

for the coming year and the discharge of the

board and management, the decision was tak-

en under the direction of lawyer Kai Koschor-

reck to elect the new board. With the excep-

tion of Sven Weiss, who was no longer a can-

didate, the previous board stood for election 

and was confirmed as expected. Frank Jansen

replaced Sven Weiß to fill the vacant post of 

Section Spokesman for “Brands”. The new 

board now comprises: Frank Dangmann (Chair-rr

man of the Board), Ronald Eckert (Section 

Spokesman for Consultants), Jürgen Geiger

(Section Spokesman for Suppliers), Frank Jansen 

(Section Spokesman for Brands) and Martin

Heinemann (Section Spokesman for Business

Partners).

New GWW data standard presented

On behalf of the Digitalisation Working Group, 

Daniel Jeschonowski presented the GWW-de-

fined standard for the automated exchange of 

movement data. The standard completely cov-

ers the classic content of offers and orders and 

is intended to speed up business processes 

and make them more efficient. The format, 

which is reported to be fairly simple, should

be easy to understand for companies (not just 

IT experts) and, depending on the system land-

scape, be ready to run in one or two man weeks. 

Almost 50 suppliers can already deliver the 

*gww format. A list of these companies, fur-

ther information and the complete definition 

can be found on the GWW website in the mem-

bers area.

GWW Academy in planning

In the further course of the meeting, Ronald Eckert ex-

plained the planned industry-specific further training of-ff

fer of the GWW. The “GWW Academy” is aimed at all

market participants in the promotional product industry. 

Due to the modular structure, the offerings can be tailored 

very individually to the target group. <

The new board: Ronald Eckert, Martin 

Heinemann, Frank Dangmann, Frank Jansen

and Jürgen Geiger (from left).

Frank Dangmann,

Ronald Eckert,

Daniel Jeschonowski

(from above).
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T he organiser’s first spring TREND of the 

German promotional product association

(GWW) aroused great expectations. In the 

run-up, GWW had expected a record at-

tendance at the trade show for the pro-

motional product trade due to a high level of inquiries. In

addition to an increase in exhibitors, a further increase in 

visitor numbers was expected. By moving from the previ-

ous location, the RheinMain CongressCenter in Wiesbaden,

to the fairground in Offenbach am Main, the hosts had 

now gained additional exhibition space. Ultimately, how-

ever, the anticipated peak values of the past autumn TREND 

could not be achieved. The GWW registered a total of 

523 trade visitors (619 in the previous year) from the pro-

motional product distributor and consultant scene, who 

On 13 February, the TREND, which was previously only established as an
autumn event, had its premiere as a spring event on the fairground of  Messe 
Offenbach/Main. The next day, the NEWSWEEK, the GWW industry customer 
trade show, was launched.

Spring TREND and NEWSWEEK launch 

Kick-off  in graffiti look

obtained information from 150 exhibitors (156 previous-

ly) about their collections and new products.

Exhibition location with “patina”

This decline may have been due to the date chosen around 

a month after the PSI, the leading European trade show, 

and/or the ‘new’ event location as the fairgrounds of Messe 

Offenbach no longer appear to be up-to-date in terms of 

appearance and technology. However, this did not detract 

from the interest of the visitors and the motivation of the 

exhibitors. According to the organiser, the participants of 

TREND “almost only gave top marks”. However, the or-

ganisers also admitted the deficits in terms of ambience: 

“The only downside was that the aging Offenbach fair-

The venue for the 

spring Trend was

the fairground of 

Messe Offenbach/

Main.
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ground, compared to the location of 

the autumn TREND, revealed sever-

al shortcomings in addition to a cer-

tain lack of clarity. Eye-catchers in a

graffiti look and various street food 

locations that consciously took up the 

‘style’ but were able to make up for 

it”, says GWW.

NEWSWEEK kick-off

The starting signal for this year’s GWW

NEWSWEEK was given on the fol-

lowing day. Marketers from the Rhine/

Main region who had been invited by 

local promotional product specialists

were able to get an up-to-date over-

view of the new products and trends 

in representational advertising. This 

time, too, the visitors were catered for 

at numerous catering locations – and,

with Valentine’s Day in mind, were 

farewelled with a bouquet of flowers. 

“Even though the 504 visitors count-

ed represented a decrease compared to the previous event

in Offenbach – 557 industry customers seized the oppor-

tunity in 2019 – the expectations of everyone involved 

were almost entirely met. In some cases, agencies received

lucrative orders on the day of the event – one of the many 

advantages of this trade show concept which has been 

tried and tested over many years,” comments GWW Man-

aging Director Ralf Samuel. On 3 March, the exhibitors 

will be travelling to the Dortmund event which is already 

fully booked. “Distributors and consultants who want to

utilise NEWSWEEK for themselves and their customers

have the opportunity to do so in the cities of Berlin, Bielefeld, 

Hamburg, Munich, Nuremberg and Stuttgart from 12 to 

28 May,” he adds, pointing out the other stages of the tour

plan, details of which can be found on the GWW website.

Registrations for this mobile pro-

motional product roadshow are

also possible on the website. <

-

plier representative, in his element.

Advertising with brands is effective – 

especially with sweet ones. 

As was the case with the accessories specialists from Alta Seta, 

the Trend also focused on many ecologically compatible articles.

Promotional prod-

ucts whose special

taste will surely be 

remembered: Deli-

cacies from the

Brennerei Betz dis-

tillery.
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THE topic of  the present day was also the focus of  the 
traditional annual promotional product trade show of  Plan 
Concept GmbH: The Essen-based creative agency with its two
managing directors Christoph Ruhrmann and Stephan 
Speckbruck also demonstrated responsibility towards the 
environment by placing sustainability at the centre of  their 
promotionally effective presentation.

Plan Concept promotional product trade show 

The colour
green dominates 
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Advice on effective 

advertising con-

cepts from a rather 

unusual perspec-

tive.

Even “young” com-

panies rely on the 

power of the promo-

tional product.



I t was the 14th edition of the Plan Concept 

promotional product trade show which

took place at the Colosseum Theater Es-

sen in February. The fact that it was to be

a successful show again was due to the 

professional preparation of the experienced Essen pro-

motional product ensemble. The main theme of the event

with 50 well-known stakeholders from the Plan Concept

supplier group was the global topic of the present day: Cli-

mate change and the associated responsibility towards fu-

ture generations. Hence the motto formulated in line with 

the musical hit from Frederic Loewe’s “My Fair Lady”: 

“Sustainability – it is so green”. In line with this slogan, the 

exhibitors from all areas of representational advertising

put ecologically accentuated articles in the foreground of 

their collections.
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tional product trade show of  Plan Concept.

How would you rate it?

The outcome was absolutely positive! We have 

only received praise from both our custom-

ers and the exhibitors! Well organised, good

support from the exhibitors and from the PC 

team. More inquiries than in the years before.

The Colosseum Theater has been a reliable 

location for your trade show in recent years.

What will it look like in the future?

The Colosseum will no longer be available

to us in 2021. The event operator “Stage” has

sold the theatre. We have already contacted 

several venues. In addition to the location, 

the atmosphere is a very important aspect.

This time the product focus is clearly on

sustainable promotional products. Do you

think this trend will continue?

Yes! We believe that it is actually more than

just a trend! Sustainable promotional prod-

ucts are in increasing demand. It is a social 

concern. Sustainability is becoming the stand-

ard. We also see opportunities here. The cus-

tomer must be trained and informed. We had 

two lectures on this topic at our trade show 

and our customers were interested and grate-

ful for the valuable information.

How do you assess the current situation of  

the overall promotional product market? Are 

developments recognisable?

Excellent! Of course, we have to offer addi-

tional added value in addition to the promo-

tional products. We are well positioned here

with our company divisions. As already men-

tioned, customers are increasingly relying 

on sustainable and socially responsible prod-

ucts. And this ‘trend’ will soon become the 

standard.

What is the sentiment like on the part of

industry customers?

We have consistently received positive vibes 

from our customers at our trade show. The

high number of inquiries proves this. Of course,

the customer side is also being optimised and 

sometimes costs are also being saved, but 

overall we anticipate a stable sales market 

with an upward trend.

Now what about your company? Do you

have specific plans or ideas with Plan Con-

cept that you would like to implement this 

year (or in the future)?

I can give you some keywords: stability with

growth, optimisation of our processes, con-

solidation, digitalisation.

Mr. Speckbruck, thank you for this interview.

Interview with Stephan Speckbruck

Once again the ideal “venue” for the Plan Concept promotional product trade show was 

the imposing Colosseum Theater in the heart of Essen, a former Krupp factory hall with 

cathedral-like dimensions.

>>



Inspirational moments

Already in the morning the great response from the “au-

dience” confirmed that the “directors” – managing direc-

tors Christoph Ruhrmann, Stephan Speckbruck and Ulf 

Paschwitz – had their finger on the pulse of the times with 

their green clothed team: Taking responsibility for the en-

vironment and thus the livelihoods of the next generations

through sustainable and socially responsible action. A to-

tal of 358 visitors from numerous companies from a wide 

range of industries were welcomed in the imposing facto-

ry hall of the former Krupp city, which had been convert-

ed into a theatre and event location – even more than in 

the previous year. Once again, the exhibits of the partici-

pating supplier partners created inspiring moments for the 

advertising and marketing projects of the Plan Concept 

guests in this historic atmosphere. The hall with its cathe-

dral-like dimensions, once the production site for locomo-

tive frames and crankshafts for ships, had once again be-

come a melting pot for new products for promotional prod-

ucts for one day, now with an ecological accent.

Ecology as a success factor

In keeping with this, there were two vivid and at the same

time impressive lectures on the theme of the trade show:

First of all, three children of the school initiative “Plant-

for-the-Planet” campaigned for their initiative and their

projects. Founded in 2007 by 9-year-old Felix Finkbeiner, 

Plant-for-the-Planet is now a global movement of 88,000

ambassadors – children and youth from 74 countries – 

with one major goal: to motivate mankind to plant 1,000

billion trees to combat the climate crisis. In the afternoon,

Manfred Janek from the company kw open then spoke 

about “opportunities, possibilities and challenges of a sus-

tainable promotional product industry”. In his lecture, he 

showed usable ways of how promotional products and

ecology fit together, and how ecology can even become 

a success factor for promotional products. He also gave

examples of “eco swindle” products.

Long stay

The pleasant “green” atmosphere of this trade show day

was one of the reasons for the long stay of the visitors, 

some of whom had also appeared in larger company groups, 

to explore and test the new products. They could always 

count on the in-depth advice provided by the competent

Plan Concept team and their well-prepared exhibitors who 

were able to give their customers a lot of impulses with 

their advertising ideas. Excellent catering on the gallery

with a view of the hall tastefully rounded off the success-

ful presentation. <
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Despite a large construction site nearby, 
the K+M in-house trade show in 
Obertshausen was a success for the
organiser and the 67 participating exhibi-
tors: A good 300 customers found their
way into the showroom of  the Rhein-Main 
promotional product centre to learn
about the trends and innovations of  the 
new season.

Successful K+M in-house trade show 2020 

Sustainability concept is 
well received by customers

The K+M team and the 

exhibitors introduced the 

visitors to the major topic

of sustainability, which has 

been the focal point of the 

trade show for the third 

year now.
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T he in-house trade show of K+M Werbe-

mittel GmbH in Obertshausen has not only 

been a well-attended event for many years,

it has become indispensable for market-

ing decision-makers from nearby and far

afield. Despite the almost constant high number of exhib-

itors – this year there were 67 – the trade show is clearly 

structured and can be managed in one day without any 

stress. If you also take into account the communicative,

relaxed atmosphere and exquisite catering, it is not sur-

prising that 304 customers also used the trade show on

this February day to inform themselves about the latest 

haptic advertising trends. As usual, they were carefully and

competently looked after by the approximately 20-strong 

K+M sales team. Some ideas were born during the tours, 

and even concrete details were discussed during the day.

Managing Director Roland Liederbach called it a produc-

tive “working trade show” attended by motivated suppli-

ers and inquisitive customers.

Sustainability remains the main theme 
in the third year 

Together with the K+M team, exhibitors introduced the 

visitors to the major topic of sustainability, which has been

the focal point of the trade show for the third year now. In

the meantime there has also been a growing awareness

that companies must and can make their contribution to

environmental and climate protection through responsi-

ble action and business. It was impressive to see how sup-

pliers are adapting more and more to the topic of sustain-

ability with their range and showing customers courses of 

action beyond the norm. The professional consultants at 

K+M ensure that everything fits in the end. “Sustainabil-

ity is the mega trend. At the same time, we feel a clear 

tendency on the part of our customers to digitalise and 

automate our business processes. Even though this en-

deavour also covers sustainable aspects, closer digital net-

working of business processes also increases the poten-

tial for reducing costs and increases the efficiency of col-

laboration,” says Liederbach.

Raising customers’ awareness 
of sustainable concepts

The topic of sustainability was reflected in many trade

show conversations and discussions – as we were also 

able to observe at the PSI. Managing Director Stéphane

Hennig explains that it is not a question of giving a par-

ticular promotional product a “green shell”, but rather of 

intensively examining the concept of sustainability and

developing a coherent, sustainable overall concept. “We 

try to convey this in each of our consultations and it is 

nice to see that more and more customers are interested 

in it and follow our recommendations.” Social and eco-

logical aspects in production and transport are just as im-

portant to him as avoiding packaging and a long service 

life of products, which in turn requires a certain level of 

quality. However, promotional products can only have a

long-term impact if they achieve the classic advertising

goals such as attracting attention and enhancing commu-

nication and are perfectly integrated into the overall ad-

vertising concept, emphasises Hennig. 

K+M is setting a good example

Companies that sell sustainable products and advise cus-

tomers with this in mind are expected to align their own

actions accordingly. K+M, for example, has been making 

it easier for trade show visitors to travel by train by offer-

ing a shuttle service for many years, now also using elec-

tric vehicles. The offer is being used more and more of-ff

ten and was particularly welcome this year: Despite the

large construction site near the company, the guests trav-

elled to the trade show in a pleasant, environmentally friend-

ly way.

Thanks to supplier partners

The trade show traditionally includes the “supplier evening” 

during which the supplier partners once again explain their

innovations to the K+M sales team. Reflects, Dom and 

Orcas were honoured as “Supplier of the Year” for excel-

lent cooperation and innovative products. The evening 

also provided many good conversations, at dinner as well 

as at the table football tournament that followed. “We are 

happy and proud to have so many motivated and reliable 

suppliers as partners and we are looking forward to the

trade show and our joint projects”, says Roland Lieder-

bach. <
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Even in the age of 
smartphones and tablets, 
calendars remain an 
integral part of the world 
of promotional products. 
And “concealment is 
a promise”, says the artist 
Christo – and thus also 
describes the purpose of 
beautiful packaging of 
beautiful things.
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Fantastic landscapes
The Ackermann calendar “Fantastic Landscapes 2021” shows extraordinary 

and fascinating landscape photos from five continents. It offers a journey 

to the most impressive pristine places on earth. The expressive photographs 

and special lighting moods testify to the magnificence and diversity of our

earth. Like all Ackermann calendars, it is produced exclusively in Germany

and, in cooperation with NatureOffice, is printed climate-neutrally on paper 

from sustainable forestry. Advertising impressions are possible from 

50 pieces.

www.ackermann-kalender.de

Super Mini is rich in content 
The sturdy Super Mini promotional display boxes from Kalfany Süße Werbung 

with their integrated folding chute are a convincing appearance on any recep-

tion or sales counter. They are ideal in a travel agency, at trade shows, in hotels, 

in the outer office or as small consolations in the waiting room of the doctor.

Depending on your preference or desired advertising message, they can be filled 

with a variety of sweet promotional delicacies and reused several times. While

your company or practice logo always remains visible to all public traffic.

Tel +49 7643 8010

www.kalfany-suesse-werbung.de

made for emotiontt
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Full of novelties
Sustainable, individual and of premium quality: This is how the sweet advertising ideas

from CD-LUX are presented. The company presents its new year-round catalogue in 

an unobtrusive, personable and suitable manner for every budget. It is jam-packed with 

exclusive new products, innovative product ideas and products for every target group.

For all products manufactured by CD-LUX, there is a CO2 offset that remains free of 

charge for the customer. Individual premium chocolate, promotional fruit gums, new 

products on the topic of “Healthy & Fit”, sustainable advertising ideas and fresh summer

products are awaiting explorers.

Postponing without problems
lor® annual planner from Staedtler is an extremely flexible 

nt that handles the organisation in the office for 14 months at

ewritable wall calendar in DIN A1 format has a residue-free,

 surface made of hard PVC and thus enables flexible 

Always catching the eye are a logo and advertising message

plied on an impressive surface of 60 x 4 cm using digital

scope of delivery includes a whiteboard pen and a self-

holder.

PSI 41108 1108

STAEDTLER MARS GmbH & Co. KG 

Tel +49 911 9365514

info@staedtler-promotional.de 

www.staedtler-promotional.de
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Kontaktdaten
memo AG
Am Biotop 6 · 97259 Greußenheim
Tel. +49 9369 905-410 · info@memo-promotion.de
www.memo-promotion.de

Kostenlose
Muster

anfordern

Viele verschiedene
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A Glass Full of Sun
Multiflower offers a very special spring greeting for 

nature lovers. The company presents its Glass Full of 

Sun and brings a touch of sunshine into the home

with this advertising message. There is a logo on the

standard motif on the glass with the soil tablet and 

the seed of the dwarf sunflower. An individual design 

of the label is possible from a purchase quantity of 

250 pieces.

H 

Tel +49 6226 927980

info@multiflower.de 

www.multiflower.de

Handy and stylish
Stamps are not just for serious letters or official forms. This is

proven by the new Woodies stamps in the box and Woodies 

stamp pads from Heri Rigoni in the Black Forest. They give the 

classic wooden stamp product a fresh image. As the name

suggests, Woodies and Mini Woodies are made of FSC-certified 

beech wood and give the product a natural look. The colour-

coordinated grey rubber plates of the stamp are made of natural

rubber and underline the noble character. Customer-specific 

stamp motifs can be implemented individually.

Tel +49 7725

armin.rigoni@heri.de • www.heri.de 

www.emotion-factory.de

Always catching the eye
The Mousepad with Calendar from 12M is a practical calendar 

version that always catches the eye. The top foil cover 

protects notes and is folded up for labelling. Usually the calendar

has twelve sheets (one sheet per month), but other versions 

or completely individual calendars can also be ordered. 

The standard calendar is available in English, Italian, French and

German and can be freely modified.

Tel +48 77 4413500

agnieszka@12m.eu 

www.12m.eu
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Incentive for every day
Planning is fun with the Lediberg calendar collection. Creative cover

materials, clear typographies and the right advertising messages make 

these daily companions unique. “With excellent branding solutions, the 

calendars are an expression of a very personal style,” promises the

manufacturer. Lediberg’s planners stand for successful advertising in a

coordinated communication process. The combination of functionality, 

lifestyle and advertising impact make the books the perfect ambassador.

www.lediberg.de

Zero waste packaging as an option
To minimise the environmental impact of packaging, Arpe Barcelona offers 

its customers a new sustainable option for the packaging of all promotional

products. Zero waste and eco-design refers to a packaging system in which 

all materials are used according to sustainable criteria, so that no product

waste or unnecessary packaging arises. Arpe Barcelona proposes minimis-

ing disposable containers and plastics by adding a useful extra, thus 

avoiding additional packaging.

www.arpebarcelona.com
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Advertising message under the microscope
A particularly useful mailing companion in standard letter format is the magnifying glass 

card from Lupenmaxx. The magnifying glass card in DIN long format offers a lot of space

for advertising messages on two sides. Thanks to the integrated magnifying glass, you

also have a very practical helper that allows everyone to decipher even the smallest of 

fonts. Package inserts for medicines, timetables and much more are hardly readable with the

naked eye these days. The card can also be scaled and then also serves as a ruler.

814 • Lupenmaxx GmbH 

49 7661 9099880

lupenmaxx.de 

upenmaxx.de

Something fancy for sparkling drinks
If an advertising bottle with sparkling content is not quite the “complete present”,

you can choose from various individual packaging at Römer Drinks: from the

classic decorative wave for 0.75 litre bottles to modern black tube packaging. 

The decorative waves are available in different colours with the appropriate filling 

material. With a matte black round sleeve, on the other hand, even small piccolo 

bottles are given a suitable presentable character. The round sleeves can also be

finished with an individual label from 120 pieces.

PSI 50967 

Römer Drinks

Tel +49 654

info@roeme

www.roemer
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Wine boxes with a surprise effect
Upcycling is the key word with which Römer presents its wine boxes with a surprise effect.

Rackpacks® are high-quality, sustainably produced, convertible wine packaging which remains 

usable after the wine bottle has been removed. This turns the wine boxes into a practical desk 

organiser, a tray or a champagne cooler. Rackpacks® are available from Römer Drinks without

content and ready-packed as gift sets with content from Römer Präsente. Of course, non-

alcoholic versions can also be packed. An advertising message can be attached by engraving

or hot-branded.

Creative covers for fine wines
The “Chirping House” gift box from team-d Import-Export

is exceptional, environmentally friendly and offers a 

double benefit. First of all, it is a gift box for a fine wine,

suitable for 0.75 litre bottles. Then it becomes a new home 

for birds looking for a home. The “Back to nature” series 

delivers real cork from Portugal combined with cotton. 

First of all, the case serves as a chic packaging for small

bottles and then houses pens or utensils. The “keep cool”

bottle bag with integrated cooling gel eventually becomes 

a bottle cooler.

info@team-d.de 

www.team-d.de
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Geldbörse und Kreditkartenetui in Einem!

> vollwertiges Geldscheinfach
> schnelle Kartenauswahl
> entfernbares Münzfach

> RFID Schutz

Designed in Germany.
Made in Europe.

www.slimpuro.com
info@slimpuro.com

ZNAP - DAS SLIM WALLET

Individuell
personalisierbar

-Advert-
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A truck full of goodies
With this new means of transport, your advertising 

is guaranteed to get to the customer in the fast lane:

The freely printable, large 3D truck from Jung is

made from cardboard that is FSC-certified and

entirely climate-neutral. Various sweet and savoury

filling variations from popular brands such as

mentos, Ritter SPORT, Miniatures Mix, Nic Nac’s

and Lorenz are available. This original commercial 

vehicle, individually designed with creative advertis-

ing messages, is an absolute eye-catcher, which is

fun at first glance and remains a highlight even after 

unloading.

PSI 41545 

JUNG since 1828 GmbH & Co KG 

Tel +49 7042 9070

k lj@jung europe de

Ecological measure of time
As a manufacturer of individual promotional calendars

in various designs, Wilken Verlag naturally also pays

attention to the ecological footprint. All calendars are 

produced using a sustainable printing process and rely

on FSC-certified paper, plant dyes and green electricity.

The portfolio includes monthly calendars, desk calen-

dars, book and pocket calendars, annual planners and

calendars with wire-o binding. The practical promotion-

al product can also be produced in a wide variety of 

finishes.

769 
für Prävention Wilken 

49 5951 9381

wilken-verlag.de 

wilken-verlag.de
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Notebook with WOW effect
The classic notebook is often only used to record

important information, deadlines and thoughts. However, 

Javro’s colourful notebooks have another important 

function. Here the book becomes a visual communication 

element. Thanks to its high quality and almost 50,000

personalisation options, any desired WOW effect can be 

achieved. The assortment ranges from the type and

colour of the cover to various colours for the rubber

bands and straps as well as the desired branding method. 

An online notebook configurator offers an initial over-

view.

www.psi-network.de PSI Journal 4/2020

Jetzt digital, den Oster-Flyer 2020
anfordern unter info@multiflower.de 

Daimlerstraße 17  •  D-74909 Meckesheim
www.multiflower.de • info@multiflower.de
Fon +49 (0) 6226 - 92 79 8 - 0 • Fax +49 (0) 6226 - 92 79 8 - 10

Promotion Ideen für Wachstum
MULTIFLOWER

Frohe Ostern
���������	
����

Joyeuses Pâques
Happy Easter

Frohe Ostern

py

Frohe

2
0
2
0

MailingverstärkerTreueprämie

VerkaufsförderungSympathiewerbung

ProdukteinführungPromotion Aktion

Osterfest 2020

1614 
Ein kleiner Ostergruß

1613
Süßes Ostersäckchen

1013-3
 Natur-Eierfarben

1338
wachsender

Hase

Frohe Ostern
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Plan better with freedom
The Bullet Journal from Edition Michael Fischer with a logo print and many pages in 

the trendy hand lettering and watercolour look is a perfect weekly planner. It leaves a 

lot of space for notes, appointments and projects. Practical to-do and shopping lists are

supplemented by motivating quotes and sayings. The supplier adapts the creative

companion to the wishes of the customers. They can also find out about the full-service 

offer for this product or other highlights such as sustainability or offers for the European

Football Championship.

ael Fisc

Tel +49 89 21231

tatjana.bleiler@em

www.emf-verlag.d

PSI 45753 • ANDA Present Ltd

Tel +36 1 210 0758

export@andapresent.com 

www.andapresent.com

A calendar for many years
The perpetual Rolbus calendar is a practical and stylish accessory for the 

desk. It is part of the ANDA Present Group’s GO GREEN collection and is

made entirely from bamboo. The calendar consists of four cubes that can be 

placed in a holder to display the current date in the format month – day 

– name of the day. The holder has a large surface that can be printed or

engraved with the com

ordering the calendar w

present.
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Calendar for two worlds
The VYNN® wireless charging calendar from Vim 

Solution connects the analogue with the digital

world. A wireless charger is located below the

classic calendar overview with three months. This 

means that any wireless charging device can be 

charged. The base plate is available in black or white

as standard, and the calendar plates are available 

in black, blue, red or white. This results in eight

different possible combinations. Special colouring

is possible from 500 pieces.

www.trader.vim-solution.com

www.psi-network.de PSI Journal 4/2020

Heri-Rigoni GmbH 
emotion-factory

Phone +49 7725 93 93 - 0
info@emotion-factory.com

Cat treat pack

Cat treatsCat treats

Cat treat reserve

Cat treat in organza

Cat grass

Baking-shapes box



L ike father, like son” is a well-known say-

ing which from a developmental psycho-

logical point of view means that sons learn

their social behaviour from their fathers. 

The same applies to daughters and moth-

ers from a scientific point of view. Mary Reimer and her

daughter Heidi Reimer-Epp prove that together they can

also be very creative. The two women originally wanted 

to “merely” produce special paper from plants and botan-

ical habitats in their home landscape around Winnipeg in 

Canada. Today, their company Botanical PaperWorks

produces over 2,000 different items of top quality seed

Botanical PaperWorks is an example of  how adventures in papermaking can 
make a company successful with sustainable aspirations. The protagonists
from the very beginning: Mary Reimer and Heidi Reimer-Epp. What is
particularly noteworthy about these two women is the fact that they are
mother and daughter.

Canadian seed paper for special messages

Thoroughly 
sustainable

paper, which are continuously being developed. “We are

the largest producer of seed paper and we work with nu-

merous other companies including world-famous brands,” 

says Heidi Reimer-Epp with pride and adds: “Botanical

PaperWorks is headquartered in Canada, but we supply 

customers in 35 countries worldwide, quickly and con-

scientiously. And our customers really appreciate that.”

Successful willingness to experiment

But first things first. In 1997 the two women launched 

Botanical PaperWorks. Their first products included hand-

Today, Botanical

PaperWorks pro-

duces over 2,000

different items of 

seed paper.
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made flower papers, wedding invitations and keepsakes. 

“While we were writing our first book entitled ‘300 paper-

making recipes’, we experimented with different plant com-

ponents, including corn and leaves. During this time, we

came up with the idea of incor-

porating seeds into paper,” says 

Heidi Reimer-Epp as she rem-

inisces the beginnings. “We did

some trials, planted the paper, 

and flowers actually grew out

of it. It was really exciting.” In

fact, it was so exciting that over

the next three years she and her 

mother developed processes to

produce such paper in large 

quantities. That turned out to 

be a somewhat difficult task. 

“We wanted sturdy yet flat sheets

of paper that could be printed 

with high resolution. At the same 

time, the seeds should have a 

high germination capacity, all

in the largest possible quanti-

ties, in order to be able to meet 

our customers’ requirements,”

say mother and daughter about

the quality requirements. And 

they succeeded. Shortly there-

after, Botanical PaperWorks launched its first series of 

wedding invitations and keepsakes based on the new seed

paper. The success was so overwhelming that they quick-

ly expanded their repertoire, including various promotion-

al products and “Memorial products” that were created

to commemorate the deceased.

Part of a recycling economy

Consequently, Botanical PaperWorks changed its name

to a seed paper company that today describes itself as 

the global leader in manufacturing and product design 

in this area – both in terms of consumer goods and 

packaging as well as promotional products. However 

different the products may be, Botanical PaperWorks 

has developed a clear, consistent concept. Heidi Reimer-Epp

explains the secret of Reimer’s

development as follows: “We al-

ways offer special, environmen-

tally friendly paper that is made

from post-consumer and post-

industrial waste and is incorpo-

rated into the corresponding seed. 

When the products are planted, 

they grow into herbs, flowers and 

vegetables and in turn do not 

leave any waste”. Botanical

PaperWorks products are part of 

a recycling economy. They are 

made from wastepaper that would

otherwise have ended up in the 

landfill. To this day, Heidi Reimer-

Epp affirms that the company 

has avoided the disposal of several hundred tons of 

wastepaper in this way. Moreover, “Whenever some-

one chooses a product made from seed paper, they pro-

tect the environment from a single-use or non-recycled

plastic item. All in all, this leads to around a million ob-

jects a year that are not fed into the waste stream. We 

are really very proud of that.”    

Attractive and environmentally friendly

Botanical PaperWorks continues to pursue the same 

successful strategy twenty years after it was founded:

to offer customers an environmentally friendly, sustain-

able (promotional) product as an alternative to other

products. A suitable, cost-effective option that is also

good for the environment. The two founders have had 

high aspirations right from the outset because they want 

every customer’s decision to buy a Botanical Paper-

Works product to help “avoid wastepaper, minimise >>

More than 20 years

ago, Heidi Reimer-

Epp launched 

Botanical Paper-

Works together 

with her mother.  
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the ecological footprint of the manufacturing process,

and promote plantings that are important for the eco-

system.” Accordingly, the corporate philosophy contin-

ues to be to help organisations and companies to cel-

ebrate events and to promote initiatives and to be able 

to use products that are both attractive and environ-

mentally friendly and that are good for the planet and

their customers’ business.

Environmental efforts

Botanical PaperWorks is a thoroughly sustainable com-

pany. When it comes to the environment, several meas-

ures have been undertaken. In 2018, for example, “Leave

the earth a better place” was chosen as the company-

wide theme. In the course of the year, 103 suggestions 

were collected on how this claim could be implement-

ed in everyday life. 38 ideas have already been imple-

mented, seven are in an ongoing process, 39 are in the 

planning phase. “All in all,” says Heidi Reimer-Epp on

the impact on her company, “we have reduced our own

waste production by recycling more, reusing more and 

reducing our consumption of items that would normal-

ly end up as waste.” The company has also been certi-

fied under the Canadian “Climate Smart” programme

and is continually working towards reducing its carbon

footprint.

Interest in Europe

Botanical PaperWorks also sees its clear commitment to

sustainable action as a benefit for promotional product

distributors and consultants. “Customers are increasingly 

asking their distributors and consultants about environ-

mentally friendly promotional products. Botanical Paper-

Works offers 375 catalogue products and unlimited cus-

tomised items. Therefore distributors will always find the

right product for their customers with whom they can pro-

mote their business, communicate their commitment to 

sustainability and do something good for the environment,”

reports the company boss, confidently adding: “We can 

say this with conviction because we develop, design and 

produce all the articles ourselves. This gives us the oppor-rr

tunity to individualise all the products down to the small-

est detail – regardless of the colour of the paper, the type 

of seeds or the format. We deliver all of this quickly and

inexpensively. That makes us an attractive partner.” Heidi

Reimer-Epp would also like her company to serve the 

European promotional product market. “Europe is very 

progressive when it comes to environmentally friendly pro-

motional products. For this reason, we would like to develop

business relations with European companies that share

our values.” This is one of the reasons why Botanical

PaperWorks exhibited at the PSI for the second time this 

year. 

Multiple awards

Heidi Reimer-Epp not only founded 

Botanical PaperWorks with her moth-

er. She is passionate about Botanical

PaperWorks and is rightly proud of what 

she has achieved so far. This also in-

cludes numerous awards that her com-

pany has won in the past. Botanical 

PaperWorks has received the “Innova-

tion in Print” award in recognition of its 

innovative processes for printing seed

paper, and has already received the PPPC 

(Promotional Product Professionals of 

Canada) “Best in Green” award three 

times, a prize awarded to sustainable 

and environmentally friendly promotional product com-

panies. This honour in particular means a lot to the entire

company because “we are very committed to increasing 

the positive impact of Botanical PaperWorks on the envi-

ronment.” However, Botanical PaperWorks is not only com-

mitted to ecological issues. The company also takes its so-

cial responsibility in society very seriously and offers im-

migrants a safe and attractive job, especially for those who 

have limited English language skills. “We warmly welcome 

new Canadians to our ranks,” emphasises Heidi Reimer-Epp. 

She also sees Botanical PaperWorks as a career spring-

board for her employees. “Some of our team members

have been working for us for many years. Others gain ex-

perience with us by furthering their education, refining their

skills and finding other long-term employment,” says Heidi 

Reimer-Epp who is delighted at being “able to play this role 

within society.” After all, everyone can contribute in their 

own way. And it is precisely this collective energy that helps

Botanical PaperWorks achieve something extraordinary.

The company has a clear mission: to spread beauty in a 

sustainable manner. In every sense. <

Prospering busi-

ness: When the 

products are 

planted, they grow

into herbs, flowers

and vegetables.
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M any companies focus on products made 

from renewable raw materials. However, 

the extraction and processing of the ma-

terial is often not environmentally friend-

ly. Some results seem to be more green-

washing than real sustainability. Not so with the family-

owned company Bags by Riedle in Langenbrettach. Since 

the launch of the promotional bag made from grass pa-

per, the paper bag specialist has already received two awards

for the exceptional model from the RIEDLE Nature prod-

uct range, including the PSI Sustainability Award in the

“Sustainable Product” category.

Grass from biotopes

But what exactly are the special features of grass paper 

and why is sustainability so real here? Grass is the fastest 

renewable resource that can be used for a paper bag. From 

This bag is a special kind of  advertising carrier. Not only in the double sense 
of  the word, but also an exemplary representative of  a time when it is
important to secure the future of  a planet worth living in: the multisensory 
grass paper bag from the paper bag professional Bags by Riedle.

Promotional bags made from grass paper – more than just a trend

Advertising that 
grows and thrives

the time of mowing to the completion of the product, the 

grass is almost ready for harvest again. Availability is nev-

ertheless limited as the grass clippings mainly come from 

otherwise unused compensation areas which, as biotopes, 

may only be mowed two to three times a year. This ben-

efits agriculture. The use of compensation areas enables 

additional sources of income and thus supports jobs in ru-

ral areas. Together with flowers and herbs, the grass of 

these bags grows on wild meadows, free of pesticides and

fertilisers. The meadows are in the native biosphere area

of the Swabian Alb. Late mowing promotes biodiversity

and thus protects the bee. In addition, the grass has al-

ready grown so high at this point that it can no longer be 

used for animal feed. In order to ensure that the grass pa-

per can be used as a material for a bag and withstand the

usual load when filled, the grass pulp is mixed with ap-

prox. 60% wood pulp or wastepaper. Nevertheless, the fig-

ures for the manufacturing process with respect to the

ecological balance are impressive: 97% energy savings; 

75% less CO2 emissions in raw material production; 99% 

water saving; 100% absence of process chemicals. Long 

transport routes are of course taboo here. Whilst an aver-

age distance of 4,000 km has to be covered for produc-

tion, the grass pulp from Baden-Württemberg only needs

a few 100 kilometres.

Uniquely multi-sensory

Not only does the unique structure of the grass paper cre-

ate a haptic and visual highlight, the typical smell of grass 

remains for a while. It is therefore not surprising that the 

paper bag specialist and managing director of the com-

pany Volker Riedle paired these properties with his strict

quality requirements. This grass-green advertising medi-

um is not only one that has a lasting effect, but also an ex-

pression of corporate social responsibility. <

Anything but

greenwashing: 

RIEDLE Nature

made from grass 

paper. ©BAGS BY 

RIEDLE
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I f you visit the website of CREARTIV GmbH 

to search for ideas, products and solutions 

for a successful marketing of your com-

pany, the first thing that stands out is the 

slogans “We are passionate about what 

we do” and “We do things differently” – sentences which 

succinctly underline the philosophy of the Essen-based

company. Since 1999, this “genuine passion for creative

promotional products” convincingly continues. And this

conviction, which is already anchored in the name of the 

An “enormous appetite for inspiring promotional products” is the
driving force behind the promotional product specialist CREARTIV. For 
more than 20 years, the professionals from Essen have been practicing
the art of  successful advertising. Reason enough to shed light on
these two remarkable decades.

Serving the promotional product industry for over 20 years 

The art of  successful
advertising
company, constantly succeeds in finding “unique, surpris-

ing and creative promotional products with that certain

something” for advertising customers, including appropri-

ate concepts. From the initial contact to purchasing the

promotional products right up to punctual delivery, the

CREARTIV team always accompanies its customers with

know-how, experience and forward-thinking expertise.

Comprehensive service

“Quality and first-class advice are more important than

ever”, says company founder and Managing Director Thor-rr

sten N.A. Haumann. “We advise individually, fairly and 

honestly, directly at the customer’s premises, and always 

flexibly and in an uncomplicated manner,” emphasises

Haumann, who together with his team handles all facets 

of a modern promotional product distributor, from con-

ception to procurement and finishing, shipping, storage 

and packaging to customer loyalty schemes as well as oth-

er extras and individual services such as the production

of short runs, special productions and the manufacture of 

special promotional products.

Continuously growing 

Together with three other partners, the company found-

er established CREARTIV in February 1999 as a part-

nership constituted under civil law. On 29 February 2000, 

it was converted into a limited company which Thorsten

N.A. Haumann has been running as the sole managing 

director since 2004. The company started in a 15 sqm

apartment office which by 2001 had already grown to 

110 sqm. The office space grew with increasing success

and today CREARTIV operates with a nine-member team 

The foundation 

for success was 

laid at the very

outset with a large-

scale project that

included individ-

ual shipments to 

200,000 recipients.
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in its own company building on 300 square metres plus 

external storage areas, as well as another employee in 

an office in Hesse.

Off to a flying start

The foundation for success was laid at the very outset with 

a large-scale project that included individual shipments to 

200,000 recipients in Germany, Austria, Switzerland and 

the Netherlands. According to Thorsten N.A. Haumann,

it was “a crash course in discipline, organisation, negotia-

tion, logistics, purchasing, materials management and team

spirit”. But it was worth it because eventually the first 7-fig-

ure amount was paid into the company account. “Our first

year also witnessed the most unusual order to date: A po-

lar bear coat for a luxury hotel. Here, too, we gained a lot 

of experience because until then we did not know that a

tag hidden on the coat revealed everything, from the an-

imal’s habitat to the buyer,” says Haumann.

Gaining experience

In 2001, CREARTIV joined the PSI network. At this time,

the company made further giant leaps towards a success-

ful future. “We were commissioned by one of the world’s 

largest chocolate producers to perfectly position one of 

its brands at the POS. It involved a tasting campaign, set-

ting up and dismantling a display, stocking, maintenance, 

etc. What 3 men were capable of doing in the first step lit-

erally exploded within a few days and CREARTIV grew 

to 97 permanent full-time employees. We were so suc-

cessful with our campaign that the customer wanted to 

increase the order volume even further. However, the pre-

vious area of responsibility, North Rhine-Westphalia, had 

to be extended to the whole of Germany. In light of our

capacity, this was a difficult decision for us. From an eco-

nomic point of view, it was more than a vein of gold. But

I was sure that I could not maintain the quality of our ser-

vice for the whole of Germany, especially since as a young 

entrepreneur I did not want to be dependent on a single 

customer at the beginning. Therefore, I declined to extend 

the contract,” recalls Haumann, who during this phase was 

only at home to sleep and shower. But as it turned out just

half a year later, the decision was “spot on” because the 

agency which eventually dared to take on the task “was 

unable to repeat the quality or the successes of CREART-TT

IV and was eventually down and out after it had been left 

out on a limb,” said Haumann.

Focus on partnership values

In recent years, the company has strengthened its posi-

tion in the area of marketing consulting, conception and 

idea development. “The development and further ex-

pansion into partnerships with reliable business partners 

is always a challenge. Many manufacturers and suppli-

ers lose sight of the service and the reliability and unfor-

tunately focus elsewhere. The awareness that at the end 

of the day we earn our money from satisfied industry

customers often falls into oblivion”, explains the manag-

ing director based on negative experience. “Since the

outset, the focus of our work has clearly been on an 

open-minded, partner-like and fair cooperation with our

customers. When selecting our suppliers, we place great-

er emphasis on proven and not just ‘verbal’ service. Re-

liability, honesty and mutual trust are qualities that we

and our partners value. And we have been working to-

gether with a number of suppliers since the very begin-

ning, and one thing applies to all of us: A promise is a 

promise,” emphasises Haumann, adding:” If some of our 

suppliers had not relied on this maxim in the past few 

years, several projects would not have run so smoothly

or would not have even materialised. This circumstance

also fills us with pride as we have never betrayed this 

trust. “And the fact  that this trust is also shared by our 

customers was proven by a true highlight of our anniver-

sary year: a gift from CREARTIV was handed over to 

Pope Francis and, as it were, received “higher blessings”.

Continuing to develop to the benefit 
of the customer

Thorsten N.A. Haumann sees the future path of CREART-TT

IV GmbH in the further intensification of a passionately

service-oriented service provider in terms of promotion-

al products. “The positive feedback from our customers

encourages us to continue our development in this regard,” 

emphasizes Haumann – thus allowing many companies 

to benefit from “the art of successful advertising”. <

CREARTIV founder 

and CEO Thorsten N.A.

Haumann in the show-

room of his company.
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Now colour comes into play
The Stabilo Palette gel pen brings colour into play. In a cool two-component look, the 
rollerball convinces with a click mechanism and an inspiring colour selection. The upper part 
offers space for advertising messages and the barrel shows the ink level through a viewing
window. The colour palette of the pen ranges from the popular standard colours blue, green 
and red to the fresh trend colours orange, pink, light blue and grey. The shaft offers special
writing comfort thanks to the extra-large, non-slip, soft-grip zone.

[PSI 43287 • Schwan-Stabilo Promotion Products GmbH & Co. KG
Tel +49 911 5673455 • service@stabilo-promotion.com 
www.stabilo-promotion.com

Significantly less plastic
The new QS40 Air from the Swiss writing instrument manufacturer Prodir offers an equally 
visible and tangible increase in sustainability: its shape floats, it is as light as a feather 
and it breathes. Its designer, Christoph Schnug from Studio C Milano, has dissolved part of 
the surface of the housing of the new QS40 into air thanks to its fine, rhythmic perforation 
structure: As a result, the QS40 uses up to 60 percent less plastic than other models. In
addition, 30 percent of the plastic used comes from recycled in-house waste. There is hardly 
any room for improvement. Prodir offers the new QS40 Air in an elegant matte or velvety soft 
touch surface. Customers can also choose from the full range of versatile personalisation
options in the QS range.

[PSI 43417 • Prodir 
sales@prodir.ch
www.prodir.com
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Ready for kick-off
Personalised footballs manufactured by ballprint are the
ideal gift for the upcoming top event, the 2020 European 
Football Championship. The matches will be played for the
first time in twelve different European countries. The company 
from northern Germany offers a wide range of products: from
promotional to top-match footballs and mini footballs in many
different versions. Further information is available on request.

[www.ballprint.de

Advertise with wood
Wood is one of the most environmentally friendly raw 
materials in the world. This has long been recognised at 
Reidinger which has been producing pencils “Made in Europe” 
for over 35 years. Pencils are not only a long-lasting natural 
product to give away, they also convey a company‘s ecologit -
cal orientation. Printed with an individual, desired motif, the 
advertising message reaches the target group in a “natural” 
way. The individual promotional pencil can easily be designed 
by using the configurator.

[www.reidinger.de

M&M’S®

Peanuts

M&M’S®

Crispy

www.ksw24.eu

Made in Germany

Sweet
Promotion
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New colours
Prodir has now introduced two new colours for its regeneration pens: red and green.
These bright colours, the main colours of many well-known company logos, are the
result of careful and continuous sorting of the plastic waste generated during the
normal Prodir manufacturing process. That means no additional transport routes and no
additional admixture of colours. This makes them the natural choice of companies that
want to communicate that they are committed to more sustainability. The regeneration 
pens are available in five colours: red, green, black, blue and fango for the models DS3,
DS5 and DS8.  

[PSI 43417 • Prodir 
sales@prodir.ch
www.prodir.com

Guaranteed rustproof
Wera tools have always been of the highest quality. Now they have put the icing 
on the cake: stainless steel! This not only looks great, it also prevents rust in
a particularly safe way. The two screwdrivers included in the set are also vacuum-
hardened, which ensures that the material is particularly strong. Two particularly
common Phillips profiles offer a wide range of applications. The “Kraftform” handle
is modelled on the human hand, thus ensuring that using it not only leads to good 
results but is also fun. Wera offers individualisation with a customer logo from 250
pieces.

[PSI 48078 • Wera Werkzeuge GmbH
Tel +49 202 4045198 • waurich@wera.de
www.wera.de



71

www.psi-network.de PSI Journal 4/2020

No chance for foreign objects
With its new bottle caps, Mank Designed Paper Products ensures a
hygiene PLUS with dual benefits in the catering industry. The paper covers 
for beverage bottles and cans are experiencing unrivalled attention in the
hospitality industry not only because of the current hygiene discussion. 
Due to special punching, the cap also stands the test during transport and 
wind in the outdoor area and effectively blocks out everything that has no 
place in the drink. On request, an additional star punching can also
accommodate a straw. The bottle caps can be individually printed to 
become a popular advertising medium.

[PSI 43707 • Mank GmbH • DESIGNED PAPER PRODUCTS 
Tel +49 2689 94150 • info@mank.de 
www.mank.de • www.sovieshop.de

e, natural and creative
materials, creative design – these are just a few outstanding argu-
of the planting sticks from emotion factory, which are now available
of sizes, designs and packaging. The creative minds behind this 

ce again paid attention to the fact that sustainability is not only on the 
t above all also in it. The sticks consist of European woods that are

The sleeve, which can be printed as desired, is also completely “green” 
d with a recycling-friendly, transparent sticker. Only German and 
are offered, on request also in organic quality. A substrate tablet as
uded.

[PSI 41016 • emotion factory - Heri-Rigoni GmbH 
Tel +49 7725 93930 • info@emotion-factory.com 
www.emotion-factory.com

The Power of Sweets
Magna sweets is fully committed to the brilliant power of superheroes for 
2020. The Power of Sweets is demonstrated, among other things, by the 
Magna Man developed especially for Magna, which also adorns the current 
cover of the “Candy Book 2020” catalogue. Irresistible sweets are com-
bined with unforgettable messages to create customer loyalty. You can choose 
between sweetened and dried pineapple pieces in individually printed 
promotional sachets. The sugar-reduced fruit gums (30 percent less sugar) 
are also delicious. The sweets can be used with the sustainable packaging 
solutions from Magna sweets. Sustainable promotional products that are also 
delicious for the environment.

[PSI 41617 • Magna sweets GmbH
Tel +49 8146 99660 • info@magna-sweets.de 
www.magna-sweets.de
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Recycled bear
The whole world rightly speaks of the fact that one should act with greater awareness and
mindfulness. At mbw®, they do not just talk about it, words are followed by deeds! If you not 
only want to make a long-lasting good impression, but also want to advertise in a way that 
conserves resources, you should not miss out on this new product: a PET bottle for cuddling
and smooching, made from material that is derived entirely from recycled plastic 
bottles. The new recycled bears can therefore be recycled time and time again. The bear‘s 
eyes and nose are also embroidered, so no plastic parts are used. mbw® thus makes a
valuable contribution to recycling and advertising with a sustainable impact.

[PSI 42020 • mbw Ver triebsges. mbH
Tel +49 4606 94020 • info@mbw.sh 
www.mbw.sh

Valuable contribution
In order to contribute to the creation of a recycling economy in which plastics are reused, 
Stilolinea invests in sustainable products. As a result, the use of new plastics is significantly 
reduced, which has been successfully achieved with the 
instrument collection made entirely from soft drink b
transparency and reliability of these “r-PET products”, th
with a certificate of origin of this type of plastic. The in-
in Italy, is fully controlled throughout the manufacturing c
documented. Choosing an r-PET ballpoint pen, such as t
savings compared to a ballpoint pen made from new PET
properties during the recycling process and can therefor
produce valuable products. As a result, the S45 r-PET is 
ballpoint pen, which makes it particularly environmentally

[PSI 45328 • Stilolinea Srl
Tel +39 011 2236350 • info@stilolinea.it 
www.stilolinea.it
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Elegant appearance
Zeno, the multi-talent from Klio-Eterna, presents itself as modern, noble 
and elegant. In addition to a stylishly curved clip and large advertising
spaces, this high-quality ballpoint pen particularly impresses with its
strikingly designed push button as well as unusual shape that flows
from a round barrel into an elliptical upper section. The combination of
high-quality plastic components paired with an optionally selectable shiny
metal tip and clip give this expressive writing instrument a particularly noble character. The
four components make the Zeno a true master of metamorphosis that can be reconfigured 
and put together again and again. Another highlight of the Zeno product range is the
attractive and extensive finishing and printing options. The Zeno bio is made from PLA 
plastic based on vegetable raw materials.

[PSI 40823 • Klio-Eterna Schreibgeräte GmbH & Co KG
Tel +49 7834 9730 • klio@klio.com 
www.klio.com

Well organised
The days of big, jingling keychains are numbered! At least that is what the
experts at the company Einkaufswagenlöser believe and offer the new 
Key-Organizer.eu. Now you have a real space miracle in your hand! Modern 
minimalism ensures orderliness in every handbag and trouser or jacket
pocket. Whether it be elegant, casual or in striking colours, there is always
the right design for the desired outfit. Genuine leather encloses the keys and
thus ensures a long service life and optimal protection. In addition, the 
customer can receive the 365-day free finder service from Code24.de. The 
product can be personalised by stamping a company logo on the front and 
printing on the gift box. As an extra treat, the supplier includes a shopping 
trolley token with the

[PSI 49467 • Einkaufsw
Tel +49 36705 65000
www.einkaufswagenlö
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The epidemic, part 2
he epidemic has now become a scary, paralysing pandemp yhe epidemic has now become a scaryh id i h b -

ic. It has reached Europe and is hitting us all hard. Tradec. It has reached Europe and is hittic It has reached Europe and is hitti

shows and events have been cancelled or postponed, travsho s a d e e ts ha e bee ca celle -

el is severely restricted. Meetings are also being cancelled

and offices closed, the stock exchanges have collapsed.

Employees are working from home. Me, too, right now. It 

is a haunting situation. I am sure none of us has ever seen 

anything like it. Technology is now playing a new role and 

enabling communication via the Internet in a new form:

Meetings are taking place online, video conferences are 

now one of the most important communication tools, as 

are telephone calls and emails.

The supply chains in our industry are partially interrupt-

ed or only functioning to a limited extent. In our sourcing

services, we see a significant increase in specific inquiries

for products that are manufactured in Europe. We have al-

ready communicated industry voices on the current situ-

ation via our newsletter. Intensive communication with

each other and along the supply chain is now imperative. 

Be sure to use our sourcing hotline for inquiries and to be

able to better inform your customers. The quickly pro-

duced landing pages in the PSI Product Finder are also a 

central element in communication from supplier to dis-

tributor or from distributor to customer. This functionali-

ty is very easy to use.

I wish of all of us a revival in business again. Most impor-

tantly, however, stay healthy.

T

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

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:
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Advertise with “healthy and fit”d e t se tAdvertise with hAdvertise with “h
There are three thematic groups at the centre of the product segments ing pThere are three thematic groups at t

our May issue. In addition to the ever-young classics in the areas of “officeyour May issue In addition to the eve

supplies and writing instruments” and quality products “Made in Germapp gsupplies and writing instruments an -

ny/Europe”, we present new and innovative haptic highlights from they p , pny/Europe we present new and inn

“health, sport and fitness” segment – three terms that amount to the same , p ghealth sport and fitness segment

thing: the well-known “mens sana in corpore sano”, an insight of the ang: t e we ow e s sa ahing: the well known mens sana in -

cient Romans that has endured to this day. Regular physical activity is part 

of the wellbeing of body and mind, but also a healthy, balanced diet. Peo-

ple who actively keep fit are considered healthier and, statistically speak-

ing, have a longer life expectancy. Advertising is most effective in such a

vibrant environment.

Please give some consideration to the product presentations of 
the June 2020 issue with the topic groups “Wellness, cosmet-
ics and beauty” as well as “Beverages, drinkware and tabley g , -
ware” and send your product suggestions (image and text) by y p gg ( gware and send your product suggestions (image and te” d d d i (i d
no later thanno later thanl h 17 April 2020 to:to:
Edit Line GmbH – Redaktion PSI JournalEdit Line GmbH – Redaktion PSI Journaldi i G b d k i S l
e-mail: hoechemer@edit-line.de@e-mail: hoechemer@edit-line de@

A quarter of a century that unitesqua te o a ceA quarter of a ce
In 2020, Company 4 Marketing Services n 2

GmbH (C4) will be celebrating its 25th Gmb

anniversary. This is a quarter of a centuanni -

ry of “services for marketing and salesyry o

promotion” with a focus on the entire pprom

supply chain for representational marppsupp -

keting materials. Since being founded, etketin

C4 has always placed an emphasis on a C4 hC4 h

sustainable and mutually beneficial relasustsust -

tionship with its customers, service proion -

viders and partners. 

Interview withnterview withnterview witht i ith
Paul BellantonePaul BellantoneP l B ll t

Paul Bellantone is President and CEO of PPAI. As a repre-

sentative of the American promotional product industry, 

he visited the PSI at the beginning of the year and spoke

to us about the differences between the North American

and the European market, as well as future trends and the

benefits of membership in industry networks such as the

PSI or PPAI.



Noch ganz dicht?
z.B. 10.000 Standbodenbeutel,

250 ml, schon ab 0,47 €/St.**

+49 (0) 711 / 995 982 - 20 info@ wir-machen-druck.de   www.wir - machen - druck.de

 **Standbodenbeutel, 250ml (13 x 22 x 7 cm), mit individueller Bodenfalte, 

Zipper und Euroloch, 120 g/m2 hochwertiger weißer Kunststoff verbund, 

4-farbig bedruckt, inkl. Versandkosten, inkl. Mehrwertsteuer.

Preisänderungen und Irrtümer vorbehalten.

Und wie! Unsere individuellen Standbodenbeutel schützen Ihre Produkte 

zuverlässig und halten sie dicht verschlossen lange frisch. Mit Verpackungen, 

Drucksachen, Werbeartikeln und mehr in fast fünf Millionen Druckvariationen 

ist bei WIRmachenDRUCK mehr für Sie drin. Unsere Garantie: absolute Tief-

preise, schnelle Lieferung und immer Top-Qualität Made in Germany!

*als Preisdifferenz in Form

 eines Rabattgutscheins  auf 

Ihren nächsten Einkauf






