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Learning Objectives
• Marketing

* Defined
* Types of Marketing
* The 4 P’s of Marketing 

• Advertising
* Defined

* Keys to Effectiveness
* Advertising Media

• Branding
* Defined

* Brand Personality

• Promotional Products
* Role in the Marketing Mix
* Strengths
* Markets



Marketing Defined

Marketing is 

the activity, set of institutions, and processes 

for 

creating, communicating, delivering, and exchanging offerings 

that have value for 

customers, clients, partners, and society at large.

American Marketing Association



Strategic Marketing

• Marketing based on a focused 
overarching objective, such as

–Leader or Challenger

–Differentiation in product, 
service level

–Price positioning

–Efficiency, innovation



Niche Marketing

• An industry (healthcare, financial)

• An activity, hobby, interest (golf, travel, poker, 
basketball, running)

• A segment such as safety, sales promotion, 
wellness, engagement, recruiting, executive 
gifts.

• A product category (awards, apparel, writing 
instruments, premiums/incentives)

• A buyer group – admins, procurement, C-
level, age, gender.



Guerrilla Marketing

relies on imagination 

rather than a big        

marketing budget.



Viral Marketing

• spreads like a virus 

• passed on from consumer to 
consumer and market to market. 



Word of Mouth

• Most trusted

• Implied endorsement

• Promotional products facilitate 
word of mouth conversations 
and endorsements.



The 4 P’s of Marketing



The 4 P’s of Marketing

Note: Some ways promotional products become 

a part of the Product “P” Container Premiums

Special Packs

Limited or 

commemorative 

packaging

Product 
(or service or offering) 



4 P’s of Marketing 

• Price

• (position)

• List Price, discounts,

• financing, leasing options,

• allowances.  

• Value-Add vs. Discount becomes

a strategic incentive promotion decision.



4 P’s of Marketing 

• PLACE

• (Distribution)

• Retail, Internet, Home Party

• The rise of “Experience” Marketing, of 
taking promotions to the audience, of 
moving the “place” of the 4-P’s to where 
the brand can be acted upon, interacted 
with and totally engaged!



4 P’s of Marketing

• Promotion

• How the target groups are 
informed about the brand.  This 
includes advertising, selling, sales 
promotion, public relations and all 
the tools of the modern marketer.  

• Awareness – Image – Story –
Reason to Act - Engagement



People:  the 5th P



Purpose 



Advertising Defined

• ad·ver·tis·ing

• 1: the action of calling something to the attention of the public 
especially by paid announcements (Merriam Webster)

• Description or presentation of a product, idea, or organization, in 
order to induce individuals to buy, support, or approve it. (Investor 
Words)



Advertising Effectiveness

• Frequency

• Reach

• Targeted

• Cost Per Thousand Impressions



The 3 R’s of Retention of 
Advertising Messages

Relevance:  The message must relate to the lifestyle, needs, values or 
aspirations of the target audience.

Repetition:  The audience must be exposed to the message multiple 
times for the recipient to retain it.

Reward:  The message must promise to create pleasure or reduce pain, 
save money or increase income or in some way reward the recipient.



Cost Per Impression 
(CPI or CPM)

• Cost per Impression (CPI) or Cost 
Per Thousand Impressions (CPM)

• Advertising media is generally 
priced by the cost per thousand 
impressions, for example:

• A Web site that has a CPM rate of 
$25 and guarantees advertisers 
600,000 impressions will charge 
$15,000 ($25 x 600) for those 
advertisers' ad banner.



Elements of a Successful Advertising Campaign

• Unique Selling Proposition

• Emotional Selling Proposition

• Organizational Selling 
Proposition

• “Sell the sizzle, not the steak”



Elements of a Successful Advertising Campaign

• Consistent message

• Consistent personality

• Consistent colors

• Consistent fonts and styles

• Consistent language

• Authenticity





What is the difference between Marketing 
and Advertising?
• The best way to distinguish between 

advertising and marketing is to think 
of marketing as a pie, inside that pie 
you have slices of 

• advertising, 

• market research, media planning, 

• public relations, product pricing, 
distribution, 

• customer support, sales strategy, 
and community involvement.



Brand 
Defined

A brand is the set of expectations, memories, stories and 
relationships that, taken together, account for a 
consumer’s decision to choose one product or service 
over another.

If the consumer (whether it’s a business, a buyer, a voter 
or a donor) doesn’t pay a premium, make a selection or 
spread the word, then no brand value exists for that 
consumer.

A brand's value is merely the sum total of how much 
extra people will pay, or how often they choose, the 
expectations, memories, stories and relationships of 
one brand over the alternatives.

Seth Godin



Components of a Brand Personality

picture
shape

name

language

icon

color

sound

behavior

service

tradition

ritualnavigation



W h a t  i s  a  
p r o m o t i o n a l  
p r o d u c t ?
D E F I N I T I O N S

I T E M S  U S E D  T O  P R O M O T E  A  P R O D U C T ,  S E R V I C E  O R  C O M P A N Y  P R O G R A M ,  
I N C L U D I N G A D V E R T I S I N G S P E C I A L T I E S , P R E M I U M S ,  I N C E N T I V E S , B U S I N E S S
G I F T S , A W A R D S , P R I Z E S , C O M M E M O R A T I V E S A N D  O T H E R  I M P R I N T E D  O R  D E C O R A T E D  
I T E M S .



T h e  S e n s o r y  
M e d i a

• H I G H  TO U C H  C O U N T E R P O I N T  
I N  A  H I G H  T E C H  W O R L D

• TA N G I B L E  P R O D U C T  W I T H  A  
M E S S A G E

• E N G A G E S  S M E L L ,  TA S T E ,  
S I G H T,  S O U N D  A N D  TO U C H

• N O  O T H E R  M E D I A  C A N  D O  
T H AT.



T h e  M e d i u m  
T h a t  Re m a i n s  
t o  B e  S e e n .

4 7 %   K E E P  P R O M OT I O N A L  
P R O D U C T S  F O R  M O R E  T H A N  
A  Y E A R !



O t h e r  m e d i a  I n t e r r u p t s .
P r o m o t i o n a l  P r o d u c t s  
E n g a g e

• 5 3 %  U S E  P R O M O T I O N A L  
P R O D U C T S  O N C E  A  W E E K  O R  
M O R E .

• T H E  R E C E I P T  A N D  U S A G E  O F  
P R O M O T I O N A L  P R O D U C T S  I S  T H E  
B E G I N N I N G  O F  A  R E L AT I O N S H I P.



A d v e r t i s i n g  a t  t h e  
P o i n t  o f  D e c i s i o n

• T H E  O R I G I N A L  M O B I L E  M E D I A  
- 2 4 %  WA L K  A R O U N D  W I T H  A  
P R O M OT I O N A L  P R O D U C T.

• H O M E ,  S W E E T  H O M E .  5 4 %  
H AV E  A  P R O M OT I O N A L  
P R O D U C T  I N  T H E  H O M E .

• D E S K TO P  A D V E R T I S I N G .

• O N  T H E  R O A D  A G A I N .



T h e  m e d i u m  o f  
R O I

• W H AT  W I L L  Y O U  D O  F O R  A  
U S E F U L  A D ?

• 8 2 . 5 %  W I L L  TA K E  A  S U R V E Y

• 7 0 . 6 %  W I L L  V I S I T  A  
T R A D E S H O W  B O O T H

• 4 1 . 9 %  W I L L  E N G A G E  W I T H  
S O C I A L  M E D I A

• 3 3 . 2 %  W I L L  M A K E  A  P U R C H A S E



C r e a t i n g  
P o s i t i v e  
E m o t i o n s

• 5 9 %  H A D  A  M O R E  F A V O R A B L E  I M P R E S S I O N  O F  T H E  A D V E R T I S E R  
A F T E R  R E C E I V I N G  A  P R O M O T I O N A L  P R O D U C T.

• A  U N I Q U E  A B I L I T Y  T O  B U I L D  R E L A T I O N S H I P S

• N A M E  A N Y  O T H E R  M E D I U M  F O R  W H I C H  P E O P L E  S A Y,  “ T H A N K  
Y O U ”



M e m o r i e s

• 8 8 %  O F  P E O P L E  C A N  R E C A L L  
T H E  C O M PA N Y  A N D  B R A N D  O N  
T H E I R  P R O M O T I O N A L  P R O D U C T.

• 8 7 %  O F  P E O P L E  L I K E  
R E C E I V I N G  P R O M O T I O N A L  
P R O D U C T S .

• M O S T  P E O P L E  AV O I D  O T H E R  
M E D I A  A N D  F I N D  I T  A N N O Y I N G .



O n  T a r g e t

• L I F E S T Y L E

• A F F I L I AT I O N S

• E M O T I O N S

• VA L U E S

• D E M O G R A P H I C S

• PA S S I O N S



T h e  L aw  o f  
Re c i p ro c i t y



E a s y  t o  D i s t r i b u t e
E a s y  t o  m e a s u r e  
i m p a c t .

• D I R E C T  M A I L

• T R A D E  S H O W S

• I N - S T O R E

• E X P E R I E N T I A L

• E V E N T  M A R K E T I N G

• P E R S O N - T O - P E R S O N



Coordinating Promotional 
Products with Other Media:  
Online
• Offer promotional products as a gift for 

• Opting in for newsletter

• Taking a survey

• Visiting a website

• Online sweepstakes

• Deliver online promo codes



Areas Within An 
Organization

• Human Resources/Recruitment

• Corporate Training

• Production/Safety

• Public Relations

• Communications

• Marketing, Brand Management

• Sales Promotion

• Executive / Board of Directors

• Wellness



ARMPIT

• Awards

• Recognition

• Motivation

• Promotion

• Incentives

• Training



Thank You!
Presented by

Paul A Kiewiet MAS+
Executive Director – Micihigan Promotional Professionals Association (MiPPA)
Industry Speaker, Writer, Consultant
PPAI Hall of Fame

paul@brandkiwi.com

269-806-4489

mailto:paul@brandkiwi.com

