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The variety in organization sizes highlights the
diversity of respondents within the same
industry, with companies ranging from smaill
teams to larger enterprises.

UNDERSTANDING END BUYERS ® £

2025 CONSUMER STUDY

Insights intfo promotional products trends
from decision-makers across the retail industry,
featuring a comprehensive analysis of North American markets.

DEMOGRAPHICS
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Most decision-makers are in director and
managerial roles, indicating that strategic
and tactical decisions are heavily influenced
by mid- to upper-level management.

POPULAR PRODUCT CATEGORIES

Wearables/Apparel Cards
I 64%
Wearables/Fashion Accessories Automotive
| 51%
Drinkware Home/Kitchen
50%
Bags/Travel Packaging
] 48%  ——
Food & Beverage Health & Beauty
I 46%
Caps/Hats Personal
| 36%
Office Technology
[ ] 33%  —

Games & Toys

32% 23%
Awards

29% . 22%
Jewelry

28% 22%
Recreation

28% mm 22%
Event

27% . 21%

27%

24%



of retail end buyers’
annual budget for

o of retail end buyers’ o promotional produc’rs. is
o average per unit spend o more than $10,000, with
is more than $20. over a third (37%) of those

7% 6-10

$10,001-$25,000.

0%

of retail end buyers retail end buyers’ of recipients said they
indicated they would typical order size is have asked about
value strategic more than 500 units. the source or brand

recommendations. of promotional items.

PRIMARY METHOD FOR SOURCING PROMOTIONAL PRODUCTS

Social media (LinkedIn, Instagram, Facebook, etc.) Met through a local/regional event
] 5 16%
Online search (e.g. Google, Bing) Attended a webinar or virtual product showcase the vendor hosted
- 1] 70% 15%
Online marketplaces (e.g. Amazon, Etsy, Faire) Referred by a colleague, peer, or client

51% 15%
Saw an ad online or on a website Existing or legacy supplier I've used before
I 3o |- 1%
Industry-specific directories or platforms (e.g. PPAI, SAGE, ASI, ESP) Visited our office directly or dropped off materials
I 26 12%
Met at a tfradeshow or conference Through a chamber of commerce or regional business association
[ ] 23% N 12%
Recommendation from a marketing/print agency or consultant Through a national distributor group (e.g. Proforma, HALO, iPROMOTEu)
— 2% [l 7
Vendor contacted me via email or phone I work with a local promotional products company I've known for years

20% 7%
| received a sample or direct mail package Other
— 6% | 1%

KEY FACTORS IN SELECTING OR MAINTAINING A SUPPLIER/DISTRIBUTOR RELATIONSHIP

VI D) HYyYH»d

73% 65% 55% 40% 37% 37% 26% 15%

Reliability Price Product Responsiveness Creative  Sustainability Transparent Customization
Range Input Knowledge Pricing Flexibility




80%

of retail end buyers said
they would choose a
more sustainable
product over a
cheaper one.

55%

of retail end buyers said
sustainability is very
important when
choosing promotional
products.

TOP 3 PRODUCT TRAITS RETAIL END BUYERS
PRIORITIZE WHEN CHOOSING WITHIN BUDGET

Fast Shippi
Wide Range S SHIERINS
of Choices

Eco-Friendliness

6 USA-Made

Uniqueness or
Design Appeal

3 Affordability

High Perceived
Value
Custom
Packaging

73%

of retail end buyers said
they expect suppliers or
distributors to use
recycled or upcycled
materials.

50%

of retail end buyers are
willing to pay more for
USA-made/domestic
products.

TOP 3 INNOVATIONS THAT RETAIL END BUYERS
ARE MOST INTERESTED IN

Personalized
Product
Recommendations

Automated
Reordering

ROI Tracking
Dashboards

AR/VR
Product Demos Eco Scorecards

3D Printed
Custom ltems

KEY DRIVERS FOR INCREASING PROMOTIONAL PRODUCTS BUDGETS

J

59% 58%

47%

)

44°% 36%

More
Proof of ROI Budget-Friendly, Creative Streamlined Better Targeting
High-Impact Recommendations Ordering Options
ltems

Statistics are from the Promotional Products Association International (PPAI) 2025 Consumer Study, Produced by PPAI Research.



