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Take a moment to daydream of past outdoor pursuits or future 

adventures still to come. By staying home and safe as a country 

we will all be able to enjoy the freedom of the outdoors once again 

very soon. 

Our team has been working diligently to elevate service levels and 

share information in new ways. We are here for you so please let us 

know how we can assist you during these times.

I hope you and your loved ones are staying safe. Thank you for 

your continued support. 

Blake Annable

CEO, Stortmech

CHECK OUR COVID-19 UPDATES PAGE FOR THE LATEST NEWS AND UPDATES
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USES:
• Retail displays
• Appliances
• Binders
• Boats
• Car hubcaps
• Computer cases

• Recreational vehicles
• Signage
• Giftware
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• Tools and many 
   more applications...

SERVICES PROVIDED:
• Crystal clear doming
• Window graphics
• Process colour printing
• Die cut vinyl labels

• Standard vinyl
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INTRODUCTION

To our readers,

All of us at marketingedge 

magazine trust you are 

staying safe and keeping well 

during this challenging time.

Like so many of our colleagues 

and clients, we have felt sidelined 

and helpless to effect change in a 

manner that would restore what 

we once knew.

As homebound spectators, we 

have found courage and hope in 

the actions of our national and 

international communities.

We dedicate this issue to the 

frontline workers who work 

tirelessly to keep our friends and 

families safe, sheltered and fed.

We dedicate this issue to the 

volunteers, stepping up in a time 

of need to organize and deliver 

resources wherever they are most 

needed.
We dedicate this issue to every 

employee at home, working or 

waiting.
We dedicate this issue to every 

business owner forced to make 

undesirable decisions. 

 

We dedicate this issue to every 

leader providing direction and 

composure in the face of mystery. 

While comparisons to past 

tragedies abound, we believe 

that this shared experience called 

COVID-19 is all-new. This 

villain shows no recognition of 

industries or borders; no respect 

for government negotiation or 

treaties; and no remorse for any 

demographic of human beings.

We are united worldwide by a 

common threat and an uncertain 

future that we will face together.

We’re calling this issue “The 

Heart of COVID-19.” 

While the shadow cast by the 

virus looms large, the acts of 

kindness and caring in every 

community continue to shine 

bright as beacons for your focus. 

We aim to share that light.

Let the rest of this issue provide 

you with inspiration. May you 

find new courage, creativity and 

hope in the examples of others 

and the opportunities ahead.

Sincerely,

The MEM Team

UNIQUE TECHNOLOGY

MAX PROTECTION 

LONG LASTING 
LOW DAILY COST 

UP TO 50 WASHES

ANTIBACTERIAL NANO COPPER
ACTIVATED CARBON FILTER 

94,6% FILTRATION EFFICIENCY

MASQUE DE PROTECTION

PROTECTION MASK 
5 PLY PM2.5 ACTIVATED CARBON FILTER
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1 BLACK MASK + 3 FILTERS 
1 MASQUE NOIR + 3 FILTRES 
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PROTECT yourself
PROTECT each other
UNITED we stand
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In January, my biggest concern 
was the pending NHL playoffs. 
The moves to be made at the trade 

deadline and the average annual value 
(AAV) impact on salary caps were of 
more interest to me on the radio than 
other more worldly affairs.

Since all sports were shelved with 
undetermined restart dates, my news 
view widened and my hero reverence 
tendencies have moved my swooning 
gaze from athletic performers to 
essential workers.

Can we please do more for these 
outstanding citizens of humanity?

There have been many appreciation 
campaigns online and in other media 
expressing sincere gratitude for the 

brave efforts of people who set their 
own health concerns aside in favour of 
providing services that helped the rest 
of us continue to live more comfortably. 
What if this appreciation wave 
continued forward and the business 
community shifted some of their 

investment from sports and 
entertainment?

Now I share these ideas 
while being a little tongue 
in cheek. I’m well aware of 
industry guidelines 
and ethics that may 
prevent some 
concepts from 
being an immediate 
reality but stick with me. 

What if you could sign nurses 
to a sponsorship deal? Imagine 
the influencer campaign including 
corporate branded scrubs and an 
Instagram profile with patient selfies, 
care hacks and scrub fashion? Maybe 
this opportunity could help offset 
government costs, the way outside 
endorsement deals help add value to 
player contracts outside a salary cap…

What if you could get a shoe 
deal for the postal workers? As a 
profession with a history of walking 
through communities across the 
country, you could produce a 
commercial with the Proclaimers 
singing “I would walk 500 miles…” 
and promote the comfort and 
orthotic benefit of a shoe brand. 

Nationwide brand 

The Next Big 
Endorsement
 LET’S ELEVATE THE FRONTLINE 

   
 

by Joshua Paxton

I’m ready to buy season tickets to my local grocer if it will 
help them sign cashier No. 2 to a long-term deal…



HEROS
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ambassadors travelling door to door, 
daily…

What if you could sponsor the 
fingernails on the hands of cashiers? 
You could apply the calculation for 
brand impressions, considering 

number of patrons served per 
shift and each nail as a potential 
impression. Similar to the decorative 
makeup of performance vehicles in 
motorsport, each person in service 
has marketing value at their fingertips, 
with flexible pricing per-fingernail 
or a bundle price for one or two full 
hands…

These ideas are a few degrees off 
realistic, but the sale of innovative 
marketing impressions continues 
to be a revenue stream for many 
entertainment companies and 
sport franchises. Is there a place 
for applying similar sponsorship 
opportunities to provide support for 
frontline workers?

What if you supported a local 
restaurant by sponsoring their 
napkins? By offering to co-brand with 
your local eatery you can achieve 
a couple different goals. You bring 
down their overhead by providing 
them with a product they would have 
needed to purchase. You provide them 

with a little added revenue by paying 
a premium for the opportunity to 
advertise to their customers. You get 
a story to share in social media that 
promotes your brand association. You 
achieve brand recognition with each 
of their hungry clients, associating 
your brand message with the feeling 
and comfort of a great meal… 

What if you took the budget you 
would have spent on a conference and 
reinvest that effort into a community 
recognition campaign? Since the 
goal of an event is to connect with 
potential customers, why not partner 
with a local delivery service to provide 
an added-value gift with purchase for 
everyone staying at home, or send 
a gift to all the nurses, grocers or 
first responders in your community. 
You could provide a sample of your 
product, a discount for your service, 
a home comfort item or branded 
personal protective equipment (PPE) 
like hand sanitizer... 

What if you marked this experience 
as a triumph of heroes, and created 
branded jackets or shirts to share with 
members of frontline services? You 
could develop the effort as a brand 
ambassador program, expressing your 
thanks through unique comfort gifts 
that promote the term “hero” and 
decorate community members with a 
keepsake that will mark this moment 
in history…

As marketers we work in a world 
of communication and creativity. 
We can develop new ways to support 
those in service of our community 
and show appreciation, individually or 
corporately.

Please don’t forget what’s been 
done, and the personal dangers and 
sacrifices faced daily by frontline 
workers.

When the ballparks and arenas 
finally reopen, remember the brave 
women and men that suffered long 
days to make it possible. They’ll still be 
on the frontlines while we’re watching 
games from the sidelines.  

   
 

mem



mem



FOULARD BANDEAU HAUTE EN TUBE MASQUE DIADÈME CAPUCHON BANDANA MOTARD ÉTOFFE POIGNET CALOTTE POUR CHEVEUX
SCARF HEADBAND TUBE TOP MASK DIADEM HOOD BANDANA BIKER FOULARD WRIST BAND BEANIE SCRUNCHIE



A Race to Supply
and Educate
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John Corrigan reports, 
“As most of the industry’s 

traditionally strong markets have 
dried up during the pandemic, 
distributors are turning to frontline 
workers, those in industries such as 
healthcare, emergency services, food 
processing/services, delivery drivers, 
law enforcement, postal workers, 
sanitation and more.”

According to engagement statistics 
tracked by ASI, measuring the 
keyword searches input in the ESP 
product database that acts as a look-
up tool for hundreds of distributor 
websites in the United States and 

Canada, the former top categories of 
pens, water bottles and tote bags all 
dropped by at least 25 per cent, while 
searches for sanitizer soared to the top 
of the list. Also moving into the top 
20 searched products were face mask, 
thermometer and N95 mask. 

Traditionally, Canadian distributors 
have cautioned buyers about seeking 
PPE products from outside Canada. 
Such medical products promoting 
a health and/or safety benefit – like 
sanitizer – are regulated by Health 
Canada under the FDA (Food and 
Drugs Act). In Canada, disinfectants 
are classified as non-prescription 

drugs. Hand sanitizers are classified 
as natural health products (NHPs) or 
non-prescription drugs, depending 
on the ingredients. Class I personal 
protective equipment (such as masks 
and gowns) and swabs are regulated as 
medical devices in Canada. 

While the department of Health 
Canada and Canadian Food 
Inspection Agency (CFIA) have signed 
an agreement with the United States 
Food & Drug Administration (FDA) to 
equally recognize food safety systems 
as comparable, there are still approvals 
required for these products to be sold 
legally in Canada. One requirement 
is bilingual (English and French) 
packaging and information. Typically, 
products from the United States do 
not include French translations and 
do not meet approval for distribution 
in Canada. However, in light of 
the pandemic the regulations have 

PLEASE PASS THE PPE…

Beginning in the month of March, the largest volume 
of promotional product web searches were for PPE 

– personal protective equipment – according to the 
Advertising Specialty Institute (ASI). 

by Joshua Paxton
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temporarily been softened.
As of March 18, Health Canada 

is allowing certain products to be 
sold in Canada under an interim 
measure, including: products that 
are already authorized for sale in 
Canada but are not fully compliant 
with Health Canada requirements 
(e.g., English-only labelling, 
different packaging from what was 
authorized); and products that are 
not authorized for sale in Canada, 
but are authorized or registered 
in other jurisdictions with similar 
regulatory frameworks and quality 
assurances. 

The welcome change in 
regulation has opened the door for 
the promotions industry to more 
easily provide B2B sale of protective 
equipment.

With a nation – and world 
– seeking assistance in the 
procurement and distribution 
of PPE, you might ask why an 
industry typically focused on 
drinkware, bags and writing tools 
can gain access to supplies. One 
answer is more regulations.

An industry insider shared that 
his experience has shown that it 
is faster for a corporation to make 
a purchase and donate product to 
frontline workers and community 
members, compared to traditional 
supply chain efforts. Larger 
institutions may have a harder time 
accessing alterative supply chains 
due to buying practices that include 
preferred vendors, vendor approvals 
and minimum bid comparisons. 
More flexible, privately owned 
companies can act faster. That is 
why, he said, it is of greater benefit 
for a company to donate product 
than money.

Ron De Moor, president of 
DML Creation, has been part of 
daily conversations for weeks, 
meeting virtually with sales teams 
across North America to provide 
education on the fast-growing 
PPE sector. Managing distribution 
from their facilities in Saint-
Jerome, Que., he explained one of 
the common questions from the 

marketplace.
“The product pricing is high 

due to expensive air shipping. 
[Specific to sanitizer] We have 
25,000 5-litre jugs of gel which 
we are mechanically pouring 
into the smaller 30-millilitre and 
60-millilitre bottles. The bottle 
pricing, due to increased demand, 
is now also extremely high. 
Once bottled, we are shipping 
product orders out via air. We are 
working to communicate with our 
distribution partners that we are 
not price gouging. We are all in this 
effort together and doing what we 
can to help our community, local 
and abroad; but the market sets 
the pricing and right now, these 
bottles and shipping costs are very 
expensive.”

Cost measures are not the only 
challenge suppliers are sharing. 
Merrick Falkenstein, chief revenue 
officer for St Regis Group, explained 
the risk of managing overseas 
shipments during the pandemic.

“We have fantastic relationships 
with our overseas factories, and 
we have PPE products to share. 
When we go to market, we are 
making a commitment to our client 
to provide them product at the 
price we quote. Our concern is the 
unknown, from the point the order 
is prepared until the order reaches 
its delivery point. Once an order 
is prepared for shipment my mind 
races with what-ifs. What if the 
product is stopped during export? 
What if there is trouble with the 
transportation? What if the product 
is seized or redirected on import? 
We take our responsibility to the 
buyers very seriously, and it makes 
for a lot of sleepless nights.”

Long has the promotional 
products industry been called an 
industry of “solution specialists.” It 
is no surprise that within this group 
are leaders refocusing their supply 
and sales network to support the 
humanitarian effort of protecting 
communities, by sourcing and 
distributing the supplies that will 
help win this battle. mem

TOP 5 TIPS 
FOR PROMOTION 
PLANNING

1  Communal 
engagements are out

Put sharing on the shelf and focus 
on an individual experience. Direct 
mail offers could make a fast 
comeback but will be doing battle 
with an increase in digital rewards.

2 #WFH  
What are you doing to support 

your customers who are working 
from home? You’re late to the party 
but there’s still time. Find a way to 
make the experience of a resident 
professional more appealing. You 
could send them toilet paper.

3  Personal safety 
education and 
outfitting

Hand soap, sanitizer, face masks, 
gloves, shoe covers… How does your 
customer experience and engage 
with your product or service? 
How will you keep them safe and 
comfortable? Let them know!

4     Get planning and 
order early

You may already be aware, but 
there are quite a few disruptions in 
normal production schedules. Give 
yourself more time for deliveries 
because you may not be able to get 
something last minute.

5       Recognize your 
heroes

In your community or abroad, 
create a way to offer unique thanks 
to frontline workers or raise support 
for those put out of work.  

PPE



www.stregisgrp.com

as low as $1.19
• Antimicrobial pens are treated with a special additive 

that protects against harmful bacteria, fungus, and 
mold sticking to the pen.

• Helps protect you by inhibiting the spread and 
growth of microbes.

• Neutralizes over 99% of active bacteria

• Antimicrobial inhibitors manufactured by world-
renowned Sanitized®, making products safe  
since 1935.

Say Goodbye to 
Harmful Germs
The Prima Pen Neutralizes 
Over 99% Of Active Bacteria

P2369
Prima Antimicrobial Pen

What does Antimicrobial mean?
Antimicrobial is a general term referring to a series of active substances which work effectively and durably against harmful 
microbes such as bacteria, fungi, algae, yeast etc.
 
How Does It Work?
The Prima Antimicrobial Pen is manufactured with Sanitized® Silver embedded right into the composition of the pen. The 
special additive never rubs off and remains effective for the life of the pen.
 
Sanitized® Silver additive works by destabilizing the microbes outer cell membrane by cutting off air and food intake to the 
cell. With the inability for the cells to divide and reproduce, the harmful bacterial deteriorates and can no longer spread.
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INSTAGRAM

s t a p le s p r
o m o c a   

• • •

@staplespromoca Self-care is 

something that is frequently 

overlooked, but it has incredible 

impact on morale. Inspire 

wellness by offering your team 

ideas for mental and physical 

stimulation while they’re at 

home. Live meditation or yoga 

classes via video broadcast over 

their lunchbreaks are a great way 

of encouraging your team to 

practice self-care and continue to 

collaborate with their colleagues 

beyond business-related tasks.

The Heart of Humankind
RECAP

While fears and frustrations of COVID-19 have 
darkened our moods and spirits, a great light of 

hope and compassion continues to light the way for 
the future. The dedication of frontline workers and 
volunteers to serve their communities is nothing 
short of inspiring. We wanted to share with you 
some of our favourite inspirational stories found 
on our Instagram feed.
Do you have a story to share? Tag us  
@Marketingedge_Staff

The team at Staples 
promoted a shared 

experience meditation 
or yoga class live stream 
as a lunch break way to 

practice self-care.

bicgraphic The CDC is recommending wearing cloth 
face coverings in public settings. 
There's no reason we can't make 
these masks our own. The BIC 
Mark-ItTM Permanent Markers 
are a great way to give your face 
covering a little more character.

Bic Graphic is finding the 
fun in personalized PPE, 

showing how you can 
employ your inner-artist 

to give a mask a little 
more character.

    b ic g r a p h ic   

• • •
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thekarltopia Just got home from another volunteer driver shift with Community Support Connections - Meals on Wheels. Did you know that they provide both hot meals and frozen meal options? I didn't know that either before I started volunteering. There are many people in our community that need this service. For more info and if you want to donate, please visit:  communitysupportconnections.org

t h e k a r lt o p ia  
• • •

facilisgroup Facilisgroup was able 

to provide over 1,600 meals to 

those who have been affected the 

most, thanks to Numana's efforts 

packaging and distributing meals 

to communities in need. Thank 

you Numana for all of the work 

you do! #FacilisCares

jaylinepromo Jay-Line is proud 

to partner with Niagara College 

Research & Innovation  

@niagaracollege @ncinnovation 

to produce face shields for 

thousands of health care 

professionals!

Modeling a new look, our 
friend Karl from PE98 is 
still delivering great food 

to meetings, but instead of 
visiting boardrooms he’s 

going door to door.

The team at Facilis 
Group put together 

over 1,600 meals 
to help support 

the hunger in their 
community.

INSTAGRAM

f a c i l i s g r o u p  
• • •

j a y l in e p r
o m o  

• • •

The team at Jay-Line 

found synergy with a 

local class of innovative 

students and educators 

and their team-up is 

producing PPE - personal 

protective equipment 

- for thousands of 

frontline workers.  

technosportcanada There are 
heroes among us. In these 
moments, the Technosport family 
extends its deepest admiration 
and appreciation for the frontline 
workers helping to keep us 
healthy and safe.  THANK YOU!

The team at 
Technosport Canada 

stays united even 
apart, sharing their 

team spirit and 
sincere thanks for 

all frontline workers 
across Canada.

t e c h n o s p o r t c a n a d a

 
• • •
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UNSUNG HEROS

When news of factory shutdowns 
in China reached my inbox, I 

immediately started contacting supplier 
partners in our industry for insight into 
their positions. Some admitted openly 
that a lengthy delay following the annual 
Chinese New Year shutdown could 
cripple their business, but most were 
confident in their supply chain. Many of 
our Canadian and American partners 
had enough landed inventory in North 
America to manage regular operations 
for three to six months without new 
arrivals, while others shared they 
had moved production to alternative 
locations in the past couple years and 
were unaffected. I love working with 
professional buyers.

In the industry of promotional 
products we have seen an influx of 
direct overseas sourcing, particularly 
in the past 20 years, where corporate 
buyers step around the traditional 

distributor-supplier network in favour 
of factory-direct order processing. This 
decision is not always well informed, 
and the effort to realize cost savings is 
not always achieved.

Online ordering systems have applied 
market research to develop portals that 
provide prospective buyers with a sense 
of comfort and confidence so rich that 
they will collectively commit millions of 
dollars to purchasing commodities from 
a faceless submit button. Unfortunately, 
in times of challenge and crisis that 
same faceless entity is all you have to 
rely on for answers.

The COVID-19 pandemic was not a 
foreseeable business interruption prior 
to December 2019, in my opinion. 
For that reason, I sympathize with the 
many companies left in the lurch when 
they discovered that their direct orders 
would not be leaving China on time. In 
many cases, deposits were lost. If the 
product was intended for resale, the 
buyer was likely cancelling or moving 

on. If the product was intended for an 
event date, the event would likely be 
missed. 

Yet despite being cast out of the value 
equation in the original order, local 
suppliers in North America stepped up 
to assist companies with lost overseas 
orders, many extending shifts and 
working weekends to meet demand.

Ed Ahad, Faro Products’ national sales 
and marketing manager stated, “Due to 
the virus and the subsequent disruption 
and delays of orders coming out of 
China, it has created the conversion 
of many import orders to domestic 
manufacturing with less than normal 
lead times. These rush orders must be 
produced in record times to meet the 
original deadlines… In particular, we 
have seen an uptick in our domestically 
produced lapel pins due to Chinese 
manufacturers’ inability to produce in 
time for many of our customers.”

Local suppliers also reported a 
rededication by customers to Canadian- 

HOMEFRONT HEROES, 
SAVING YOUR ORDERS

by Steve Whigham
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(or U.S.) made products.
Cam Schiedel, owner of Logoworks 

Inc. noticed an increase in orders 
since the novel coronavirus emerged. 
“Orders for our grill paddles and 
wooden products have certainly 
increased. We buy all our wood from 
different Canadian sources, including 
our authentic grill paddle which is 
made from 100 per cent Canadian 
cedar. Similarly, all our raw materials 
for our jewelry, including gold and 
other precious metals, are all sourced 
from Canadian suppliers. Most of 

our products are truly 100 per 
cent Canadian and handcrafted in 
London, Ont. With the coronavirus 
cutting off supply from China and 
other foreign countries, many of 
our clients are scrambling to find 
domestic sources that either have 
stock or that can make them on 
demand. We have the ability to do 
both.” Schiedel expects the trend to 
continue into the summer months 
and potentially even the fall. 

The traditional supply chain 
model of promotional products 
starts with manufacturers selling 
to suppliers, who then warehouse 
product in North America and utilize 
distributors to reach end-user clients. 
This value chain typically insulates 
end-user clients from interruptions 
because the quoted inventory 
is already landed and awaiting 
distribution. Distributor businesses 
are similarly insulated from unknown 

costs because of their buying 
agreements with suppliers. 

Even in cases where 
suppliers are sourcing 
custom orders from 
overseas on behalf 

of their buyers, they 
are accepting the risk 

of product quality and 
delivery, providing buyers an 

opportunity to approve and accept 

orders. When links of the supply 
chain are bypassed, the liability 
exposure is increased exponentially.

It is an understandable risk-versus-
reward equation, but the COVID-19 
fallout harshly reminded us that the 
potential for financial loss is very real.

As we celebrate all the frontline 
service workers who fight to provide 
us with comforts and care, I want 
to take a moment to recognize all 
those frontline personnel from the 
promotional products industry. 

In the early months of this 
challenging time it was through 
the dedication and commitment of 
our local service partners that lost 
overseas assets were replaced with 
local creations. 

In the more recent months, the 
tireless efforts of suppliers and their 
teams have successfully procured and 
delivered PPE (personal protection 
equipment) products to communities 
around North America.

In the months to come, all the 
corporate teams will continue to work 
on action and education plans to 
address hygiene, sanitation and safety 
to help restore the exciting events and 
promotions we previously took for 
granted.

There is savings in buying direct, 
but there is greater value in working 
together. mem

In the early months 
of this challenging 
time it was through 
the dedication and 
commitment of our 
local service partners 
that lost overseas 
assets were replaced 
with local creations. 
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www.canadasportswear.com

Canada,

Proudly Canadian, serving Canadians

We are here for you

Do all you can to protect yourself & each other
Stay Strong, Stay Healthy, Stay Safe

CUSTOM FACE MASK

DETAILS
• High quality machine washable fabric • Adjustable elastic ear straps

• Flexible wire frame over the nose for secure fit • Individually polybagged

 SOLID COLOURor 

AVAILABLE IN BOTH : 
    ADULT   9.5” x  Height: 6”         YOUTH   7.75” x  Height: 5”
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YELLOW BRICK ROAD

These two 
approaches are the 

most likely roads that 
businesses will follow 
in a return-to-work 
scenario as restrictions 
are eased to some 

extent. Let’s face it, everything has 
more or less come to a screeching halt 
since the government imposed stay-
at-home orders. As you emerge from 
that darkness into the light, what will 
you focus on when faced with a shell-
shocked buying public? Will you crawl, 
walk or run down that yellow brick 
road, or will you gingerly measure each 
step down the long and winding road?

During my career as an account 
director with an agency, and then as a 
vice-president of sales and marketing 
for a few companies, I have come to 
know that there are usually two things 

you may count on with a spend in a 
marketing budget. First, if your top 
and bottom lines are challenged, you 
may hold the spend to throw down 
against the bottom line. Second, if you 
are performing above expectations, 
you may hold the spend to throw down 
against a burgeoning bottom line. 

Heed the advice of Henry Ford: 
“The man who stops advertising to 
save money, is like the man who stops 
the clock to save time.” As the world 
crawls out of their den and back into 
the light of day, how will you capture 
their attention again? How quickly will 
you have them turn wide-eyed toward 
you and your message?

That First Step
Walking a straight line down any given 
path is never easy, and the proof was in 
your earliest years of life. With tenacity 
and effort, you managed to crawl, walk 

and even run much to the delight of 
onlookers. You got their attention once, 
you can do it again. You MUST! That 
first step now is an important one, as 
you stand at the crossroads of the two 
paths. Will you be apprehensive? Will 
you be bold? Will you stand in a sea of 
many others, or will you stand out and 
be found? It’s not as easy as it sounds, I 
know, but somebody must lead the way 
and it might as well be you. 

It is a rebirth of business for most, 
with everyone screaming to be heard 
and thrashing about to be found. We 
face challenges now in the health of 
our business, in our personal finances, 
and especially with our physical and 
mental well-being. Experts will tell you 
that it helps to face each new day, week 
and month with structure and a plan. 
If nothing else, the present gives you 
an opportunity to reflect on your past, 
deal with the present, and plan for 
your future.

Follow the Yellow Brick Road
by Alex Jovetic, 

PPPC Board of Directors, Chair

PPPC
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Diversify
All of us have been told through 
the years that a solid financial plan 
for retirement is one in which you 
diversify your investments to lower 
risk and improve overall retention 
and growth of your portfolio. That 
same philosophy and discipline is 
applicable to the world of advertising 
and promotion. Depending on the 
size and scope of your business, you 
may have done things in the past that 
were either bold and progressive, 
comfortable and predictable, or maybe 
downright mind-blowing. The truth 
is, any single repeated experience or 
act is merely one experience or act 
repeated over and over. 

This is truly the opportunity 
to analyze past successes and or 
opportunities to see if they could 
have been done better. I believe we 
should always ask ourselves, “Am I 
satisfied with the results, and did I 
leave anything on the table?” If the 
answer to the second question is 
always no, then perhaps you are not 
always being honest with yourself. 
Like the approach to your retirement 
investments, diversify your spend 
across different marketing initiatives 
and ensure you are using everything 
at your disposal. Get the best possible 
ROI (though it’s not always easy to 
measure). If you can have longer 
retention of your brand or message 
amongst an audience repeatedly, you’ll 
achieve an ever lowering cost per 
impression. This is the most powerful 
and economical way to impact your 
ROI positively.

Consider 
Promotional Products
A diverse portfolio spend in 
marketing should always have 
promotional products as a core 
consideration. Take a look in your 
closets, cupboards and on your desks. 
What will you discover in outerwear, 
apparel, drinkware, desk accessories 
and writing instruments? In 1982, the 
historically significant Canada Act 
was consummated and signed with a 
promotional product engraved desk 
set to commemorate the occasion 
between then Prime Minister Pierre 
Trudeau and Queen Elizabeth II. The 
retention value of your messaging 
is far longer than with any other 
medium, and often that brand or 
message is shared with others through 
the use of the product and the original 
recipient. This means of marketing 

is cost-effective and provides that 
ever lowering cost per impression. 
When life begins anew, there will be 
trade shows, conferences, staff and 
customer appreciation rewards and 
event marketing worthy of a wise 
choice and investment. 

The choice of marketing vehicle 
needs to be given very serious 
consideration. Think about the goal, 
venue and disposition, demographic 
of recipients, how long you wish 
a recipient to interact with the 
giveaway, and the takeaway message. 
Seek the assistance of a qualified 
professional who can help you find 
the right solution and not merely stuff 
to spend money on from a budget. 
For all of us, there is a premium on 
our time. Rely on and engage your 
promotional product consultant for 
the best road to success.

Follow the yellow brick road!
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This ultra-lightweight reusable produce bag is 
a quintessential and practical promotional item 
that addresses some of today’s concerns and 
demands about responsible consumption. With 
single use plastic products being steadily phased 
out of the common experience, these bags can 
help everyone make a difference by reducing the 
excessive volume of plastic making its way to 
landfills and waterways.  

Say goodbye to single use plastic sandwich 
bags with this reusable and fully customizable 
item. The food safe lining and zipper closure will 
keep your sandwich, bagel, veggies- and many 
other delicious munchables- fresh, safe, and 
secure. You can even store make-up, medicine, 
or travel items in them. Also available in a 
convenient snack size.

IN THE BAG
YOUR NEXT PROMO IS

REUSABLE PRODUCE BAGS

REUSABLE SANDWICH BAGS

Domestically manufactured promotional products are proudly produced daily in our cutting edge Montreal facility.
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By now, most of us have reverted 
to a much simpler and undoubtedly 
calmer existence; more akin to how 
things used to be, before smartphones, 
internet and multitasking. I’ve heard it 
said more than once since we were told 
to stay home, “This week has been the 
longest year of my life.” 

But really, isn’t that what we all want 
– a longer life?

Despite the cliché, “everything 
happens for a reason” feels like a 
suitable mantra for this pandemic. I 
really feel that this is a massive wake 
up call to everyone on Earth. Wake 

up. Get off your current track. Figure 
out what is important to you and your 
family and then, figure out what you 
have learned during this downtime and 
what you will do differently moving 
forward.

Most importantly, figure out how 
you will apply this new knowledge and 
protect yourself and your family from 
reverting back to what you were and 
hadn’t even realized you had become. 
Consider this to be a clean slate.

So, there you are, back at your desk; 
the one at that mystical location other 
than your home. The one that you 

previously considered the command 
centre for all you have achieved 
professionally thus far. You find 
yourself wondering how to reinsert 
yourself back into the system. But the 
system is changed. Your client’s needs 
have changed. Their clients’ needs have 
changed. So many financial situations 
and business practices have changed 
since you last sat here with confidence 
in the world around you.

Stop. Look at what makes sense now. 
Ask yourself, what is still relevant?

Take a deep breath and look around. 
I like to call it the view from 10,000 
feet.

It’s amazing what you will see and 
realize when you see the whole picture 
at once. Connect with people and peers 
and simply ask them straight up: What 
makes sense now?  

Are You Going Back, 
or Going Forward?

In the Immortal words of Baz Luhrmann: 
“The long-term benefits of sunscreen have been proved by 

scientists, whereas the rest of my advice has no basis more 
reliable than my own meandering experience...”

by Cam Schiedel



Empower them to feel comfortable 
telling you their ideas. After all, 
everyone will have different insights 
as to what they have learned from this 
shared experience, and what they feel 
people will respond to. 

Gather as much information as 
possible and listen. I cannot stress that 
enough. Only after you have absorbed 
as much knowledge as you can handle 
can you move forward.

Now, start to formulate your plan. 
Look at your supply chain. Look 

at who has been there for you in 
challenging times. Weigh the value 
of extra efforts – like working on the 
weekend to meet a deadline – against 
best-price offers. Whose contributions 
added value to your business, and who 
else simply provided a commodity. 

Put together a list of your value-
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add partners. These providers are 
your rock. With these partners you 
can form the foundation of the next 
generation of your business. These are 
the people and companies that you 
know will not let you down, and give 
you comfort to walk away from your 
email with confidence. 

Now look at your client list. How 
many one-hit wonders? Why? Was 
it an experience issue? How many of 
your clients have taken the time to 
thank you for a job well done, or a 
bacon saved? Think about how many 
times you have poured your heart and 
soul into a one-of-a-kind awesome 
proposal, only to get no thanks, and no 
order. 

Think about those clients who you 
can just call and chat with. Which 
ones are you excited to contact, not 
caring about the possibility of a new 
order, just because of a genuine human 
connection. If a client doesn’t respect 
you and your time, then they should 
not be a client. If you have previously 
felt that anything that swims by is a 
good potential client then you’ve likely 
experienced frustration and anxiety. 
Avoid falling back into a “take what 
you can get” mentality and focus your 
value on those that appreciate it. 

You can be more productive with a 
focused effort on a shorter client roster. 
With confidence in your customer and 

in your support partners, you can start 
back into the system with new vision. 

Start by offering pro-active value. 
When you know a buying history, 
consider new alternatives or solutions. 
Before contacting a past client, take five 
minutes to research their industry and 
their company post COVID-19 to get 
a handle on the effects the pandemic 
may have had on their business, their 
community and their clients. 

As you speculate on next orders, 
consider the added values of your 
supplier partners. Now is a great time 
to offer Canadian-made solutions 
that neutralize an overseas concern. 
Consider providing decorated samples, 
virtual or otherwise, to reengage 
creative thinking and excitement. Or 
you could introduce new technologies 
to support virtual connections and 
e-sales.

So there it is, my instructions on how 
to draw your blueprint on the clean 
slate in front of you.

Embrace this pandemic experience 
and the lessons learned from 
your change of pace. Apply new 
understanding of your values and set 
new best practices in how you will 
grow your business.

It’s time to go back to doing what you 
do, but in a way that represents the 
person that you want to be in this new 
world. mem   



As the pandemic began shutting 
down the global economy, 

OMNIFY - a Markham, ON based, 
architectural and retail lighting 
company saw an opportunity to switch 
gears, launching a second business to 
supply Canada’s frontline workers with 
personal protective equipment (PPE).

OMNIFY CEO Will Andrew, 
whose previous promotional product 
company, ELEVATE, was the largest 
licensee for the Vancouver 2010 
Olympic Games, credits his time 
within the promotional products 
industry, for his team’s rapid response 
and recent success in designing and 
manufacturing OnGuard face shields 
and counter shields. 

“As we embark into a new world of 
protective environments, we will need 
to embrace how these elements can 
and will be branded so that the spaces 
enhance brands versus detract from 
them,” says Andrew.   

“The power of the promotional 
products distribution network is 

actually quite amazing. Our previous 
experience within this industry made 
us aware of the impact we could have 
if we leveraged that reach. It truly can 
reach markets and people that are on 
the frontlines seeking protection so 
they can re-open,” says Rocky Dundas, 
VP Sales Omnify.

Since March 2020, OMNIFY has 
added to its OnGuard product line, 
designing and manufacturing Health 
Canada approved PPE, including face 
shields and counter shields, for the City 
of Toronto, several national retailers 
in the country, as well as dozens of 
hospitals, long term care facilities and 
shelters. 

“One of the critical elements to our 
success is our deep supply chain, which 
has allowed us to meet the demand. 
We are currently in-stock and have 
extensive manufacturing capabilities to 
ramp up to meet the demand. We are 
currently running over 20,000 units a 

day and hundreds of custom counter 
shields,” Andrew said. 

Any distributor who is wondering if 
there is a market for them, just needs 
to ask their top customers. They will 
quickly find a need and we are here to 
help them fill that need, with or 
without a logo. Remember every 
business with a customer facing desk 
or environment is required to have a 
protective shield. Your customer’s 
frontline will thank you! mem
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PROTECTION

How a few industry veterans 
are helping battle Covid-19 
Former Polyconcept /Trimark team leverages industry know-how 
to protect frontline workers and get Canadians back to work

by Bill Horst
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Stay Safe Getting 
Back to Work

 Low Cost Protection   Available Branding   Easy to Use

More products available at www.onguardnow.ca

#WeStandOnGuard

Available in three sizes

Made in Canada

Perfect for:

Health Care Centres • Long Term Care Homes 
• Small Retail Stores • Frontline Workers • 

Office Reception

And Many More...







www.canadasportswear.com

Canada,

Proudly Canadian, serving Canadians

We are here for you

Do all you can to 
protect yourself 
& each other

TogetherTogether

Stay Strong, 
Stay Healthy, 
Stay Safe

We are one


