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END-BUYER RESEARCH

Midwest

ASI| Research surveyed promotional products end-buyers working in five top industries
and multiple demographics throughout the United States. Here are the key findings
for end-buyers in the Midwest.

Preferred Term Used by Midwest
End-Buyers

71%

of Midwest end-buyers
would have a more positive
products and apparel view of an advertiser if they
as effective mediums received brand name
for improving brand Swag Promo Merch Freebies promotional apparel
awareness. products from them.

of Midwest end-buyers
view promotional

Favorite Promo Items
Some of the best promotional products that Midwest end-buyers have ever received include:
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Wi-Fi Under Armour Solar Post-it YETI OGIO Portable
speaker polo battery notes cooler backpack charger
Why do Midwest end-buyers keep How do Midwest end-buyers view

promo items? artificial intelligence?

Attractiveness 53%

Positive

26%

Negative
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believe Al will
significantly affect their
day-to-day lives during
the next three years.

Midwest end-buyers have \
purchased promo products or
apparel from an e-commerce

site, more than end-buyers in +” More than other ™,

other regions. ~.__ regions  _- f e e e

Qo Environmentally friendly 68%




