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Sections of the Ad Impressions Study

Findings based on data collected over a 12-month period from Q4 2021 through Q4 2022.
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/ PROMO PRODUCTS ARE U.S.

«~ CONSUMERS’ FAVORITE FORM
-= OF ADVERTISING!

RANK OF ADVERTISING PREFERENCE

1. Promotional Products

= 20 2. Radio 3. Newspaper
‘m\ 5. Magazine 6. Mobile
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7. Internet
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Men and women have their differences, but they can agree on this:

Promo Products are everyone's favorite form of advertising!

IMEN  RaNK OF ADVERTISING PREFERENCE WOMEN

= 2. Radio advertising 2. Radio advertising

; I 3. Newspaper advertising 3. Newspaper advertising
@4. Magazine advertising 4. Television advertising
5. Mobile advertising 5. Magazine advertising
j 6. Television advertising 6. Mobile advertising

g 7. Internet advertising 7. Internet advertising
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RANK OF ADVERTISING PREFERENCE

1. PROMOTIONAL PRODUCTS

== 2. Radio advertising

= lo
|m| 4. Magazine advertising
5. Mobile advertising

j 6. Television advertising

I 3. Newspaper advertising

Q 7. Internet advertising @
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WOMEN

RANK OF ADVERTISING PREFERENCE
\ 1. PROMOTIONAL PRODUCTS

2. Radio advertising

3. Newspaper advertising

4. Television advertising

5. Magazine advertising

6. Mobile advertising

7. Internet advertising @
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Whether you're young or just young at heart, it’s unanimous:
Promo is 's favorite form of advertising!

RANK OF ADVERTISING PREFERENCE

18-24 25-34 35-44 45-54 55-64 65+
< 1. PROMOTIONAL PRODUCTS ——

 BEIEN R EOES
=gl oy
sj=lnl ek ialele ol
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Consumers who are between
18-24 prefer Promo Products
over all other forms of advertising!

RANK OF ADVERTISING PREFERENCE

1. PROMOTIONAL PRODUCTS

2. Mobile advertising
3. Radio advertising
4. Newspaper advertising

EI:I 5. Magazine advertising

dﬁ 6. Television advertising

7. Internet advertising @
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Consumers who are between
25-34 prefer Promo Products
over all other forms of advertising!

RANK OF ADVERTISING PREFERENCE

1. PROMOTIONAL PRODUCTS

2. Radio advertising

= 0

3. Television advertising

(KA

4. Internet advertising

5. Mobile advertising

6. Magazine advertising

EPm]

7. Newspaper advertising
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Consumers who are between
prefer
over all other forms of advertising!

RANK OF ADVERTISING PREFERENCE

Radio advertising
Newspaper advertising
Internet advertising
Magazine advertising
Mobile advertising

Television advertising
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Consumers who are between
45-54 prefer Promo Products
over all other forms of advertising!

RANK OF ADVERTISING PREFERENCE

f 1. PROMOTIONAL PRODUCTS

2. Radio advertising

3. Newspaper advertising

4. Television advertising

5. Mobile advertising

6. Magazine advertising

7. Internet advertising
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Consumers who are between

55-64 prefer Promo Products

over all other forms of advertising!

RANK OF ADVERTISING PREFERENCE

2. Radio advertising
3. Newspaper advertising
iﬁ 4. Television advertising

I:l:l 5. Magazine advertising

6. Mobile advertising

El 7. Internet advertising @
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Consumers who are
prefer over
all other forms of advertising!

RANK OF ADVERTISING PREFERENCE

Radio advertising
Newspaper advertising
Magazine advertising
Mobile advertising
Internet advertising

Television advertising
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Consumers

in the East,
West, South
and Midwest
all prefer

Products
over all other
forms of

advertising!
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Consumers in the Midwest prefer Promo Products
over all other forms of advertising!

RANK OF ADVERTISING PREFERENCE

1. PROMOTIONAL
PRODUCTS DAKOTA
2. Radio advertising S(]um
3. Newspaper advertising D A K UTA
4. Magazine advertising N[ B” ﬂ S I{ 4 @%@

5. Mobile advertising

6. Internet advertising

7. Television advertising
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Consumers in the Northeast prefer Promo
Products over all other forms of advertising!

RANK OF ADVERTISING PREFERENCE

1. PROMOTIONAL PRODUCTS
2. Radio advertising

3. Newspaper advertising

4. Magazine advertising

5. Television advertising

6. Internet advertising

7. Mobile advertising

DB
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Consumers in the South prefer Promo Products
over all other forms of advertising!

RANK OF ADVERTISING PREFERENCE

1. PROMOTIONAL PRODUCTS

2. Radio advertising

3. Newspaper advertising

4. Television advertising

5. Internet advertising

6. Mobile advertising

7. Magazine advertising
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Consumers in the West prefer
Promo Products over all other
forms of advertising!

RANK OF ADVERTISING PREFERENCE

1. PROMOTIONAL PRODUCTS

2. Radio advertising

3. Newspaper advertising
4. Mobile advertising

" || 5.Magazine advertising
iﬁ 6. Television advertising

|:| 7. Internet advertising
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54,/

of consumers
would feel more
favorable about
the advertiser who
gave them a promo

product if it was
Made inthe USA ©
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Over half of men

and women would

feel more favorable

about the advertiser

who gave them a
promo product

that was Made in
theUSA
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More than half
of women would

feel more favorable

about the advertiser
who gave them a

96% ety
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2 More than half
ﬁ/ of men would
/% feel more favorable

é‘ about the advertiser

852% ) | tommetens
7// / was Made in the USA
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MADE IN THE USA |

Fourin10
consumers

ages 18-24
would feel more
favorable about
the advertiser if
the promo
product was
Made in the USA

©2023 ASI Ad Impressions Study

\\J

41%

N



MADE IN THE USA |

More than a third
of consumers ages
25-34 would feel
more favorable
about the advertiser
if the promo
product was

Made in the USA
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MADE IN THE USA |

Nearly half

of consumers
ages J10-44
would feel more
favorable about
the advertiser if
the promo
product was
Made in the USA
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Half of consumers
ages 45-54

would feel more
favorable about
the advertiser if
the promo
product was
Made in the USA
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Six in 10 consumers
ages 55-64

would feel more
favorable about
the advertiser

if the promo

u /
6 o

Made in the USA /7/////
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MADE IN THE USA |

Two-thirds .

of consumers Z //
ages 65+ would

feel more — /%//
favorable about /

t:lehadvertiser 67% /
if the promo P / /
R //////////
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NORTH
55% Ei
SUUTH

of consumers in the 1] Kgm
Midwest would feel
more favorable about N[B ﬂS[m

the advertiser if the %
promo product was

Made in the USA
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MADE IN THE USA
52%

of consumers in the
Northeast would feel
more favorable about
the advertiser if the
promo product was
Made in the USA
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5 o ‘@@ o
of consumers in the OKLAHOMA hg\A(SA

South would feel

BAMA
more favorable %
about the advertiser %
if the promo product ’%7
was Made in the USA
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of consumers in the West
would feel more favorable
about the advertiser if

the promo product was
Made in the USA
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Environmentally
Friendly
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ENVIRONMENTALLY FRIENDLY

of consumers would feel v
L oS

more favorable about the
advertiser who gave them

a promo product if it was ) L J
Environmentally Friendly | 2
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ENVIRONMENTALLY FRIENDLY

Nearly half

of women and men
would feel more
favorable about
the advertiser
who gave

them a promo
product thatis
Environmentally
Friendly
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ENVIRONMENTALLY FRIENDLY

Half of women / //

would feel more

favorable about %

the advertiser who

gave them a promo 4 o/

product if it was

Environmentally .
,//

Fri ly
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ENVIRONMENTALLY FRIENDLY

would feel more ‘
favorable about

the advertiser who
gave them a promo 4
product if it was

Fri lv
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ENVIRONMENTALLY FRIENDLY
Nearly half

of consumers

would feel more ‘ 7 %

ages 18-24
%

favorable about
the advertiser

if the promo
product was
Environmentally
Friendly
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ENVIRONMENTALLY FRIENDLY

E«g}_::i%consumers ///

would feel more

favorable about
the advertiser
o 3 g
product was
Environmentally
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ENVIRONMENTALLY FRIENDLY

Four in 10 consumers v
ages 35-44 2 2,

wditearers %/ 7Q)

the advertiser
if the promo 4 oo
product was

Environmentally

\\\\\\\

[
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ENVIRONMENTALLY FRIENDLY

Nearly half

of consumers

ages 45-54

would feel more

favorable about

the advertiser

if the promo
product was

Environmentally

Fri ly
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ENVIRONMENTALLY FRIENDLY

Half of consumers
7%
N
4 %

ages 55-64
would feel more
favorable about
the advertiser if
the promo
product was
Environmentally

©2023 ASI Ad Impressions Study




ENVIRONMENTALLY FRIENDLY

Half of consumers
ages 65+

would feel more
favorable about
the advertiser if
the promo
product was
Environmentally
Friendly
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7
50% HA “

of consumers in the

Midwest would feel
©

moreMabout

the advertiser if a
rom duct was
Environmentally
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ENVIRONMENTALLY FRIENDLY

38% <‘7al

of consumers in the A_

Northeast would feel more '
favorable about

the advertiser if a

rom ct was
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ENVIRONMENTALLY FRIENDLY

o ~2 o
49% _ v
L

A@@y -
of consumers in the DKL /Afo/; 4
‘South would feel more % é\m I\ %,

¥y

favorable about the
\
d 3 \

advertiser if a

promo pi gggct was

E - -
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ENVIRONMENTALLY FRIENDLY .

o
%

of consumers in the West
would feel more favorable about

the advertiser if a promo product

was i |

45% 2\
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1%

of consumers

would keep and
wear mo

outerwear for
2 years or longer!
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63%

of consumers would

keep and u o
drinkware for1year
or longer!
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62%

of consumers would
keep and us o
calendar for1year
or longer!
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54%

of consumers would

keep and use apromo
umbrella for 2 years
or longer!
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2%

of consumers would
keep and wear a
promo polo for 1 year
or longer!
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91%

of consumers would

keep and use a promo
W nk for 2 yvears

orlonger!
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47%

of consumers would

keep and wear a promo
T-shirt for 2 vears or
longer!
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9% (\/

of consumers

would keep and wear
romo performance

apparel for1vear
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98% 1 )

of consumers
would keep and
use pr k




43%

of consumers would

keep and use a
promo bag for
2 years or longer!
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56%

of consumers

would keep and
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44%

of consumers would

keep and use apromo
USB drive for 2 years
or longer!
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of consumers

would keep and use
a promo writing
Ainstrument

for MOFM
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36%

of consumers would
keep and use a

T
O~
promo health item
for 1 vear or longer!
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Polo Shirts =
2,106 {Q\
=

Calendars
Power 673
Banks
Headwear 870

Writing
Instruments

2,436

Outerwear/Fleece
DSk s 7,856
2,314 NUMBER OF IMPRESSIONS
Promo ucts
- rack up thousands rshirs
upon thousands 5,053

of imgressions'

& Health
' USB Drives Perfo;":nce Bags ‘ Products ‘mb"e“as

851 2,336 1 940 1,760
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Drinkware

3,162




Vi

) 5

impressions y
) over their lifetime! /) ©




Drinkware generates

7

9

impressions '

- - ]
over its lifetime!
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Umbrellas generate

impressions

cctons (LED
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Health Products generate

impressions
over their lifetime!



Performance Wear generates

P36

impressions
over its lifetime!
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Headwear generates

impressions
v over its lifetime! /\, ©
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f impressions
over their lifetime!




Bags generate

4l U
Lﬂp impressions 0 9, ©

O
m over their lifetime! ©




Outerwear/fleece generates

impressions

- - -
U over its lifetime!
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Polo shirts generate
]

E , R
|

impressions

over their lifetime! ©




T-shirts generate

20

impressions

over their lifetime! ©



USB Drives generate

C
=

over their lifetime! ©




Calendars generate

DL impressions

DDD | | | | -
over their lifetime! ©



Desk Accessories generate

ol

:‘E / impressions %
1:' over their lifetime!

— ©
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Cost Per
Impression
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A metal pen that costs
S1 will have a cost per
impression of less than

1/10

‘
)
\}
\
Lﬂ% g
- \\
N,
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An insulated travel mug
that costs S10 will have

a cost per impression of
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A travel umbrella that

costs 510 will have a
cost per impression of
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A travel health and

safetv kit that costs
S5 will have a cost

per impression of
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A moisture-wicking
performance polo that
costs 520 will have a

cost per impression

of less than
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A baseball cap that costs

S8 will have a cost per
impression of less than
of acent! &

©2023 ASI Ad Impressions Study



A power bank that

costs S2 will have a

cost per impression
of just under
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A nonwoven tote bag
that costs 52 will have a

cost per impression of

©2023 ASI Ad Impressions Study




A half-zip fleece that costs
S30 will have a cost per
impression of less than

I 2 PPt
-
.
.
’
’
’
1
1
1
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A cotton polo that

costs 515 will have a

cost per impression
of just under

.
’
’
’
’
1
1
1
]
]
\
y
Y
N,
N
s,
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A super-soft T-shirt
that costs S10 will have a
cost per i cost per impression of
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A1GB i
that costs S5 will have a

cost per impression near

I 2 PPt
-
.
.
’
’
’
1
1
1
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A 12-month wall

calendar that costs
S10 will have a cost

per impression of

-
.
.
.
,
,
" el
1
1
1
‘
'
\
\
\
Y
\
\
N
e,
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A desk accessory that
costs S10 will have a

cost per impression
of less than

1/2

of a cent!
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Impact
on Business
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Promo Products influence behavior and the likelihood
of consumers to do business with the advertiser.

PERCENTAGE OF CONSUMERS MORE LIKELY TO DO BUSINESS WITH THE ADVERTISER THAT GAVE THEM THE PROMO PRODUCT
50

41% 41% 409
40 o%

30% 30% 299

30 26% 26%
20
10
0
QA & S & & & O & & S & <, & Q*
¥ & F ¢ &S §7

g Ny A
Q Q<8‘ L < ] () © @
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37%

of consumers who
receive a T-shirt

are more likely to

do business with
the advertiser who
gave it to them!
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36%

of consumers who IA\
receive an Umbrella

are more likely to

do business with

the adverglsgg g k
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= 31%

of consumers who

receive a USB Drive are
more likely to do business
with the gduemsm

ave i I
('S
0As) ©

©20.



30%

of consumers who receive

a Writing Instrument are

more likely to do business

with the advertiser who
ave it to them!
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40%

of consumers who

receive a Power Bank
are more likely to

do business with

the advertiser who

|}
~ gave it to them!
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6%

of consumers who
receive a Bag are

more likely to do business
with the advertiser who

ave it to them!
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29%

of consumers who

receive a Calendar
are more likely to
Mwnth
the advertiser who
gave it to them!
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24%

of consumers who receive

a Desk Accessory

are more likely to ‘ ‘l,
do business with

the advertiser who
gave it to them!
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0%

of consumers who

receive Drinkware
are more likely to

.dg_husmwnth
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20%

of consumers who

receive Headwear
are more likely to

do business with
the advertiser who
|

ave |
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26%

of consumers who
receive a Health
Mare more
-~ likel SS
( | ) with the advertiser
who gave it to them!

©2023 ASI Ad Impressions Study %SEQRg! @




41%

of consumers who
receive Outerwear

are more likely to do
business with the
advertiser who gave
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41% ©

of consumers who ’)

receive_el:f_om%f
Wear are more likely
to do business with

the adverti who
ave it hem!
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29%

of consumers who

receive a Polo Shirt

are more likely to do
business with the

advertiser who gave
itt !
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Most Influential
Products
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5 M[]ST \oj OUTERWEAR ..——.=
INHUEN"M 9 PERFORMANCE WEAR
PROMO

PRODUCTS
AM"NG 3 POLO SHIRTS @

MEN

UMBRELLAS %m
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a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG

2

4

OUTERWEAR A J~7

HEALTH & SAFETY

3 PERFORMANCE WEAR @

A
Bags | > ° ]
[-X-X-1
o
DRINKWARE

©



a MOST
INFLUENTIAL
PROMO
PRODUCTS
AMONG

CONSUMERS
18-24




a MOST
INFLUENTIAL
PROMO
PRODUCTS
AMONG

CONSUMERS

0

2 OUTERWEAR  AT=R
AR

5
3 WRITING INSTRUMENTS
p

4 BAGS &
[-X-X-1
5 HEALTH & SAFETY

©



a MOST
INFLUENTIAL
PROMO
PRODUCTS
AMONG

CONSUMERS




a MOST
INFLUENTIAL
PROMO
PRODUCTS
AMONG

CONSUMERS

45-24

YEARS OLD




a MOST
INFLUENTIAL
PROMO
PRODUCTS
AMONG

CONSUMERS

9a-64

YEARS OLD

OUTERWEAR A T-R
- A
J =.‘ ‘-=

2

4

UMBRELLAS

3 DRINKWARE

PERFORMANCE WEAR

WRITING INSTRUMENTS

Y

&

L4

] P

&

©



a MOST
INFLUENTIAL
PROMO
PRODUCTS
AMONG

CONSUMERS

82
o OUTERWEAR A -7

2

4

PERFORMANCE WEAR

3 UMBRELLAS

HEALTH & SAFETY

POLO SHIRTS ﬁ

am

©



a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF

ALABAMA




a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF

ALASKA




a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF




2 MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF

\0) HEALTH & SAFETY
€)  MOBILE PONER BANKS

4

3

OUTERWEAR - SR
- |

CAPS/HEADWEAR @
T-SHIRTS

©



a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF

CALIFORNIA




a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF

Q, &

()
o BMS
2

]
4
5 / HEALTH & SAFETY @




a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF

2

HEALTH & SAFETY

\
|

4  DESKACCESSORIES
N\

‘ %
WRITING INSTRUMENTS
5

3 DRINKWARE

/@
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a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF

LN
g o g3
\

*,
3 DESKACCESSIRES °</ | 4

4 HEALTH & SAFETY

5 / UMBRELLAS %ﬁ

©



a MOST
INFLUENTIAL
PROMO
PRODUCTS
AMONG

RESIDENTS OF

0 OUTERWEAR A ToA
i HER
E-X-X-1

4 PERFORMANCE WEAR

5 ‘ HEALTH & SAFETY

©



a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF

1)

5

52
OUTERWEAR A _~A

=
2 DRINKWARE

3 PERFORMANCE WEAR @

()
4 Bags | > °J
[-X-X-]
N
WRITING INSTRUMENTS
P

©



a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF

1)

9

-V
OUTERWEAR A ~A

2 HEALTH & SAFETY

3 UMBRELLAS %m

PERFORMANCE WEAR

©



b MOST 0 MOBILE POWER BANKS
INFLUENTIAL o S (I
PRON : :

RODUCTS AN 1
OUTERWEAR%
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: 4

‘ ()
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A2
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a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF




a MOST
INFLUENTIAL
PROMO

PRODUCTS
AMONG
RESIDENTS OF

o
/ POLO SHIRTS @




a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF




a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
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a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF
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OUTERWEAR A J~h

2 SHIRT

>
3 DESKACCESSIRES °</ 4

4 PERFORMANCE WEAR

HEALTH & SAFETY
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PROMO
PRODUCTS

AMONG
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OUTERWEAR A J~n
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a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF

oi T-SHIRTS
2 WRITING INSTRUMENTS
\

4 CALENDARS

5 /PERFURMANCEWEAR

3 UMBRELLAS @
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a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF

o WRITING msmumaur
9 USB DRIVES &

ﬁ 3 MOBILE POWER BANKS
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a MOST
INFLUENTIAL
PROMO
PRODUCTS

AMONG
RESIDENTS OF

MICHIGAN

an
5 / USB DRIVES & @
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INFLUENTIAL
PROMO
PRODUCTS

o OUTERWEAR A T=p

AMONG
RESIDENTS OF




a MOST
INFLUENTIAL
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