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END-BUYER RESEARCH

Generations

ASI| Research surveyed promotional products end-buyers of varying generations
throughout the United States. Here are the key findings.

What do different generations call promo?
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How important is it that the promo you receive is ...

Environmentally friendly

Made in the USA

GenZ 74% Gen Z 58%
Millennials Millennials Millennials 65%
Gen X 66% Gen X Gen X 72%
Boomers 77% Boomers Boomers
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What are your primary reasons for keeping a promo product?
Utility Quality Attractiveness Point of Reference
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Percentage of end-buyers who
would have a MORE POSITIVE
view of an advertiser after receiving
brand-name promotional apparel

Millennials 78%

Gen X 70%

Boomers 67%

Percentage of end-buyers who
view promo as an EFFECTIVE
advertising medium for improving
brand awareness

Percentage of end-buyers who
have purchased promo from an
E-COMMERCE site

Gen Z 90% Gen Z 64%
Millennials 93% Millennials 79%
Gen X 91% cen x [ =0
Boomers _ 94% Boomers 71%



