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Learner ObjectivesLearner ObjectivesLearner Objectives

Key components of a successful promotional marketing 
campaign
Creating measurement with each program
Unlocking your collective creativity
Using packaging to enhance response rates
Think beyond the product
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Top 10 Things Clients wantTop 10 Things Clients wantTop 10 Things Clients want

1. Strong strategic thinker;
2. Understanding of the client’s business;
3. Experience in the client’s industry;
4. Excellent creative work;
5. Ability to think outside the box…melt the box!;
6.  Proven success with clients;
7.  Ability to measure R.O.I. & R.O.O.;
8.  Clear articulation of the agency’s vision;

9.  Resources to grow with the client;
10.  Ability to execute an integrated strategy.
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“ Strategic Partnerships “



Identify ObjectivesIdentify ObjectivesIdentify Objectives
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Identify the Specific 
Audience

Identify the Specific Identify the Specific 
AudienceAudience

Theme DevelopmentTheme DevelopmentTheme Development

Innovative DistributionInnovative DistributionInnovative Distribution

Distribution StrategyDistribution StrategyDistribution Strategy

Establish a Workable BudgetEstablish a Workable BudgetEstablish a Workable Budget

Build the MeasurementBuild the MeasurementBuild the Measurement



Building & 
Defining 

Measurement

Building & Building & 
Defining Defining 

MeasurementMeasurement

Establishing specific Establishing specific 
criteria for your criteria for your 
program will help program will help 
drive greater drive greater 
success in yoursuccess in your
measured measured 
marketing effortsmarketing efforts……

Criteria 1

Criteria 2

Criteria 3

Criteria 4

Criteria 5
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Broad Target Audience



PackagingPackagingPackaging
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About CreativityAbout CreativityAbout Creativity

Are You Creative?
Spawning the creative process, be a kid again.
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Brendan Mattingly PhotographyBrendan Mattingly Photography

Involve the Senses For Maximum ImpactInvolve the Senses For Maximum Impact



Company Self PromotionCompany Self Promotion



Brendan Mattingly PhotographyBrendan Mattingly Photography



The Aspen Hill ClubThe Aspen Hill Club
PPAI Pyramid AwardPPAI Pyramid Award

MeasurableMeasurable
promotional promotional 
campaignscampaigns
generate agenerate a
formidable R.O.O.formidable R.O.O.
exceeding clientsexceeding clients
expectationsexpectations……
Consider this,Consider this,
a 25% responsea 25% response
rate for this client!rate for this client!



Driving ResultsDriving ResultsDriving Results

Total costs divided by number of pieces sent = C.P.C. Cost per ContactCost per Contact
Total costs divided by total number of responses = C.P.R. Cost per C.P.R. Cost per 
ResponseResponse
Total costs divided by total number of objectives met = 

R.O.O. Return on Objectives (can be multiple)
Determine whether or not the program was successful

• Main reason for focused programs, measured results
• If successful you can do it again? 
• Was it cost effective, did you gain the anticipated results  
• You have the ability to “tweak” as you go
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KEY 11



• Unleash your creativity
• See how marketing with Promotional Products can be effective
• Look to create measurement with every opportunity
• Look beyond the product
• Have FUN

Summary
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Thank you for attending and participating in
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