Dear ,

On behalf of the promotional products industry, I respectfully request that you reconsider the prohibition of complimentary items to healthcare practitioners in Vermont as presented in S 48. 
Promotional products are an advertising medium. They are tangible forms of advertising that keep the brand name in front of the recipient over time, reinforcing the advertising message with each use. When expressed in those terms, our products are no different from any other element in the marketing mix—except for the high message recall they deliver.

I urge the state of Vermont to set some de minimus level for promotional products, perhaps $25, that will not unduly influence a physician or other healthcare provider, but will still allow the use of reasonable advertising and communication tools in commerce.  

Promotional products are not gifts

Despite the clear advertising benefits of promotional products, their tangible nature and intrinsic value encourage some individuals to think of them as gifts. Often it is the focus on the word “gift” that prompts legislators and regulators to scrutinize our industry.

Logoed items of relatively modest value should not be perceived as gifts that would unduly influence professional behavior. Promotional products are not rebates, nor are they inducements to purchase products.
Promotional products are useful

Doctors and healthcare professionals have let us know that the pens, notepads, etc. provided by pharmaceutical companies, though they may seem like token gifts, are very useful within their practices, and that their decisions to prescribe medications aren’t influenced by a reminder about a drug’s brand name. Not only do doctors use these products throughout the day as part of their interaction with patients in delivering the highest quality care—they also save them money. Savings in any form allow them to distribute their resources more effectively and ultimately have a positive impact on patient care.

Promotional products help educate

Promotional products are an effective medium for educating doctors and patients on the types of drugs available for a specific virus, condition, disease, etc. and the benefits of those medications. 

The proposed legislation will put doctors and patients at a disadvantage. At a minimum, promotional products help make doctors more aware so that they can provide the best possible care to their patients.

Promotional products are a cost-effective form of advertising

Additionally, the medium is the most cost-effective method for smaller businesses to market their products and services. Prohibiting their use results in a hardship for these smaller businesses and limits their ability to reinforce personal relationships with their customers, clients and prospects. Now more than ever, it is more important to provide a personal connection.

Economic Impact Of Proposed Legislation
Finally, during this time of economic uncertainty, this legislation will cause profound financial harm to professionals who make their living in the promotional products industry. There are initial estimates that the revisions to the PhRMA code alone will impact our industry revenues by $1 billion in 2009. This bill, if passed in its current form, will undoubtedly increase that amount and result in the loss of jobs and businesses in the state.

Again, I ask that you reconsider the prohibition of complimentary items to healthcare practitioners in Vermont and welcome the opportunity to work with you to offer guidance on the effective and beneficial uses of promotional products in the healthcare field.

Sincerely,

