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PPAI Quarter ly  Sa les  Barometer
A Market Snapshot Of Promotional Products Distributors For The First Quarter Of 2011

2011 seems to be the year of stabilization for 

distributors in the promotional product industry. A 

survey of PPAI distributor members revealed strong 

growth of 8.95 percent in the first quarter of 2011 

compared to the same quarter in 2010. The median 

increase was nine percent, with 50 percent showing 

growth more than the median and 50 percent less 

than that. This trend seems to be a continuation of 

growth, first seen in 2010, after a couple of tumultuous 

years. More important though, is the positive news that 

61.7 percent of distributors reported meeting their 

sales targets for the first quarter of 2011, which points 

to a strong start for the year. 

For some distributors, however, the phone is just not 

ringing. In the first quarter, 38.3 percent of distributors 

did not meet their sales targets. Reasons cited include 

budget cuts and changes 

in customers’ 

spending 

habits. 

However, most of these distributors seem to concur 

that things are indeed getting better. It’s just slower 

for some than for others. For the group that met 

their sales targets for the first quarter (more than 60 

percent of those surveyed), there is steady growth. 

What’s driving this steady growth? Distributors 

seem to be working harder and smarter to achieve 

these targets. Some report aggressive sales efforts, 

and others are working actively on developing new 

customers.  Some are just plain working harder to 

meet those targets. When comparing the first quarter 

of 2011 to that of 2010, 57 percent of distributors 

reported seeing an increase in number of units 

shipped. Fifty-seven percent also saw an increase 

in number of orders written, and 42 percent saw an 

increase in average order size. More important, 46 

percent of distributors also saw an increase in profits, 

and 28 percent an increase in cash flow. 

 

Looking at other markers it is another story. For more 

than half the distributors, advertising and marketing 

expenses have stayed the same. For six out of 10 

distributors, general and administration expenses 

stayed the same, and 67 percent of distributors 

report that there were no changes in the number of 

employees on their payroll. All of this points to the fact 

that distributors have indeed learned to work “lean” in 

tough times, and it is paying off.

What are their predictions for the next quarter? A 

whopping 67 percent predict an increase in sales 

for the next quarter. Distributors report that they are 
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seeing an influx of new business and are working 

leads already in the pipeline. They see an uptick in 

client spending and an increase in orders. Some even 

report being busier the second quarter than the first. 

All of this speaks to a promising second quarter.

In the long-term, there are a few things that keep 

distributors up at night. For approximately two-thirds 

of distributors, it is the economy and a decrease in 

client budgets that they worry about. For four out of 

10 distributors, it’s the increasing costs of shipping 

and handling, and for a quarter of distributors, it is the 

increase in overhead costs. 

The findings reported in this distributor sales barometer are a result 

of a survey of distributor PPAI members. Of the sample surveyed, 6.6 

percent (314 distributors) participated in our quarterly sales barometer 

survey and helped us take the pulse of the industry! Thank you for 

your participation, and keep an eye out for the second quarter survey 

sometime in July. For those who wish to participate in this important 

survey, please contact sarithak@ppai.org and you will be included in 

this effort to take a market snapshot of distributor business each quarter.
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When comparing the first quarter of 2011 to the first quarter of 2010, 
what kind of change did you see in the following?

 Decrease Stayed the same Increase 


