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Marketing to Millennials
As adult millennials become a reigning force to reckon with, pro-

motional campaigns should factor their needs into the products 

chosen. According to a Monster.com report, a staggering 75% 

of the global workforce will be made up of millennials by 2025. 

(SOURCE: http://hiring.monster.com/hr/hr-best-practices/small-

business/hiring-process/gen-y-small-business.aspx).

Statistics released in June, 2015 by the U.S. Census Bureau, 

indicate for the first time, millennials rule by the numbers. Millen-

nials, or those born between 1982 and 2000, number about 83.1 

million, surpassing their approximately 75.4 million baby boomer 

counterparts.

In fact, millennials represent a more diverse consumer gen-

eration than ever before, and many of them are small-business 

owners, solopreneurs or heading fresh startup companies. The 

challenge for those promoting to this newest wave of business 

consumers means taking time to discover what promotional 

items resonate with them.

According to a Small Business Trends article report published 

in June, many small-business owners are missing out by not 

specifically targeting millennial consumers. In fact, the article says 

only 15% of small businesses across all industry segments market 

directly to millennials. 

Sommer, himself a millennial, says he believes his older cus-

tomers look to the younger generation for leads on promotional 

products and “want something hip. Younger clients want to be 

different, and they want to stand out,” he says.

Sommer’s client Train Heroic, a customized training program 

firm that works with coaches and athletes, came up with an 

unforgettable customized promotion aimed at men: Urinal splash 

guards. “We did 300 of these for $5 each,” he says.

women who don’t take much time 

to focus on themselves. They love 

branded journals,” she says. 

Quotes revolved around three 

themes: inspire, discover and 

restore. Though more costly to 

produce, the journals were popu-

lar because the “value index was 

high, and because the participants 

got to choose which themed jour-

nal they used,” Baker-King says.

Another effective promotion 

Baker-King used recently was 

branded pocket-purse mirrors for 

a quick makeup fix. “These mir-

rors were also used in an exercise 

at the workshop; promo items 

should always have a purpose your 

audience can relate to,” she says.

ENSURE REPEAT BUSINESS 
For small retail business owners, 

repeat customers are the bread 

and butter. To ensure they keep 

coming back, one florist says 

colorful monthly calendars are a 

staple in his promotional toolkit.

Steve Condon, owner/opera-

tor of Condon’s Flower Cart sticks 

with calendars customized with 

floral arrangements. The calendar 

serves as a lush visual cue to his 

customers to remember holidays, 

anniversaries, birthdays and spe-

cial occasions – and to order from 

him. “The calendars in people’s 

homes are a year-round reminder 

(of my services),” Condon says.

The shop’s name, address, 

phone number, website and 

prompt that Condon’s Flower Cart 

is a Teleflora affiliate, provides an 

easy way for customers to place 

orders. 

Through his calendars, Con-

don’s Flower Cart is front and cen-

ter in his customer’s homes, even 

when a fresh bouquet isn’t. 
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Experience the
Label Works Family
difference:

• Customer Service...
   we’re Minnesota Nice
   meets Label Know-How

• Free targeted samples &
   sales tools...yep, FREE!

• State of the art printing
   equipment with the most
   skilled operators in the
   industry

You don’t need to be a label expert,
because we are

Join Our Family

800.423.4396  |  labelworks.com
customercare@labelworks.com

asi/66040

COLLEGE STUDENTS AS 
CONSUMERS
When College Grove Apartments 

in Murfreesboro, TN, wanted to 

create more awareness of off-cam-

pus housing for Middle Tennessee 

State University students, two 

unique promotions fit the bill.

Valerie Hayman Sklar, presi-

dent of Corporate Specialties 

(asi/169040), worked with College 

Grove Apartments management to 

create a specialized glove to cheer 

on the university basketball team. 

The gloves created buzz about the 

off-campus housing alternative. 

The gloves, which had ping-

pong ball halves sewn into them, 

created a loud noise when clapped 

together. Like laughter, the odd 

clapping became contagious. A 

pair of gloves cost about $2.50, 

and 500 pairs were handed out at 

college basketball games, Hayman 

Sklar says. “They stood out,” she 

says of the amped-up gloves.

Hayman Sklar’s second College 

Grove Apartments promotion was 

a battery charger for smartphone 

or iPad devices. “They were having 

trouble getting students to tour the 

apartments,” she says. Students who 

committed and took an apartment 

tour received a battery charger on 

the spot, just for taking the tour. 

Encourage local small busi-

nesses in college towns to get in on 

the action with branded products 

that can be included in welcome 

kits and recruitment initiatives. If 

they want to escape cafeteria food 

every now and then, they will have 

to get their pizza somewhere!

MAKE IT MEMORABLE
Whether announcing new prod-

ucts or special offers, or outfitting 

promotions for annual meetings, 

Pamela Grossman, founder of In 

the Present (asi/388252), says 

innovation helps to craft the most 

memorable promotions. 

From sharks to ice cream cakes, 

two campaigns aimed at creating 

greater product awareness were 

effective and memorable.

For an annual conference for 

American Home Surfaces Group, 

a flooring company, Grossman 

used life-sized inflatable sharks 

suspended from the ballroom 

of an Atlanta hotel along with 

megaphone “beware the sharks” 

announcements. 

For a Carvel franchise, a 

cleverly crafted Carvel pop-up ice 

cream cake promotional card was 

used to promote the business. “We 

measure success when someone 

takes a picture of the promotion 

and then posts it on Facebook or 

tweets it,” Grossman says.

John Helder, of HALO 

Branded Solutions (asi/356000), 

says technology has changed the 

way many small businesses oper-

ate, which may also drive how new 

customer prospecting is achieved. 

One of his clients, an independent 

insurance agent, solved a pros-

pecting problem by going online. 

“The challenge has been getting 

people to come into the office to sit 

down for an appointment. That’s 

just not how many people – espe-

cially millennials – want to do 

business,” Helder says.

The insurance agent is cur-

rently using an online promo-

tional referral program to existing 

clients to stimulate leads for new 

business. “Existing customers are 

rewarded when they refer a client, 

using their own social media,” 

Helder says. Rewards for referrals 

range from cellphone chargers to 

stadium blankets, flashlights and 

Swiss army knives. _

Melinda Rizzo is a PA-based free-

lance writer.
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GOLF ITEMS
The chances of hitting two holes-in-one in a single game of golf? One in 

67 million. But when it comes to the great brandable golf products shown 

here, your clients will hit a hole-in-one with their audiences every time. 

BY ALEXANDRA STEEL

`

Case Study
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Everything needed for a sunny day on the 
golf course in one bag, including sunscreen, 
lip balm, insect repellent, lens cleaner and 
more. From Admints & Zagabor, asi/31516, 
856-931-7300. 

Print any brand logo on this customizable 
towel made of 35% cotton and 65% micro-
fiber polyester terry fabric. From Terry Town, 
asi/90913, 619-421-5354.

Golfers won’t ever have to worry about 
losing their marker on the green with this 
easy-to-spot Spider Divot Tool. From Infin-
ity Recognition, asi/62573, 916-967-0111. 

This microfiber golf towel is quick-drying – 
just the thing for de-moisturizing golf balls, 
clubs, hands or tees. From Innovation Line, 
asi/62660, 310-398-8116. 

This bottle opener magnet will win raves 
from golf lovers. From Nu Promo Interna-
tional, asi/74585, 513-782-0168.

Golfers will love this cotton twill cap, 
which contours to all head sizes thanks to 
its adjustable strap. From Outdoor Cap, 
asi/75420, 800-826-6047.

A pink ribbon-imprinted golf towel is the 
perfect item for golf events to raise money 
for the fight against breast cancer. From Pro 
Towels, asi/79750, 800-547-8783. 

This six-in-one gadget is a magnetic ball 
marker, divot fixer, bottle and tab opener, 
cigar holder and club rest. From Hat Trick, 
asi/80303, 207-797-0019.

The ideal gift for golf enthusiasts, this golf 
set comes with features necessary for any 
golf outing. From Victorinox Swiss Army 
Inc., asi/93755, 800-243-4066.

Made of ceramic with an enamel finish, 
the Timpini Bowl is a perfect award for 
any golfer. From Proactive Sports Inc., 
asi/79682, 503-263-8583. 

Puma polo comes in six colors and features 
UV protection and dryCELL properties that 
help wick sweat away. From Trimark Sports-
wear Group, asi/92122, 800-723-8383.

Golf ball-texturized folder holds two 4x6 
photos, one vertical and one horizontal. 
Has a custom gold emblem on the front. 
From Warwick Publishing Co., asi/95280, 
630-584-3871.

GOLF ITEMS
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