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END-BUYER RESEARCH

Women

ASI| Research surveyed promotional products end-buyers working in five top industries
throughout the United States. Here are the key findings for female end-buyers.
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female end-buyers would
have a more positive view
of an advertiser if they
received brand name
promotional apparel
from them.

Favorite Promo Items
Some of the best promotional products that female end-buyers have ever received include:
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Lunch tote Lip balm Wristlet Hoodie and Desktop Winter jacket Travel mug
sweatpants set Zen garden

Why do female end-buyers keep
promo items?

Attractiveness

How do female end-buyers view
artificial intelligence?
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