6%

OF NORTHEAST
END-BUYERS WHO
USE PROMO PRODUCTS
ARE SATISFIED WITH
THE ROI THEY RECEIVE.

OF NORTHEAST END-

y, BUYERS WHO USE PROMO
SAY IT'S VERY IMPORTANT
TO THEIR COMPANIES’
MARKETING STRATEGY.

WHO DO NORTHEAST END-BUYERS

In 2024, ASI Research surveyed
promotional products

end-buyers in four regions
throughout the United States.
Here are the key findings for
end-buyers in the Northeast.

MOST IMPORTANT BENEFITS A DISTRIBUTOR
CAN PROVIDE TO NORTHEAST END-BUYERS
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87%

OF NORTHEAST END-BUYERS
WOULD RECOMMEND PROMO
PRODUCTS TO SIMILAR COMPANIES.

GOALS OF NORTHEAST END-BUYERS
WHEN GIVING OUT PROMO
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NORTHEAST
END-BUYERS
WHO PURCHASE
PROMOTIONAL
PRODUCTS SAY
THEY SPEND
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Calendars

REGION SURVEYED BY ASI.




