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P R O M O T I O N A L  P R O D U C T S  A S S O C I A T I O N  I N T E R N A T I O N A L

Q. How far are you willing to go for a promotional product? (n=3,000)

Winning and retaining consumers today requires a mix of 
personalization, relevance, exclusivity and engagement across 
all channels to invite, innovate and inspire a collaborative 
relationship. And consumers have come to expect promotional 
products to leverage just that. In fact, nearly all consumers 
(99%) are willing to go out of their way for promotional 
products, 90 percent who say they already have.

Entering sweepstakes, contests or raffles and winning a promotional product from drawings have been popular for many; 
59 percent say they would do it again if given the chance. While not as many have participated in research forums, whether 
completing online surveys or taking part in a focus group, an overwhelming majority (90%) say they’d be willing to in 
exchange for promo. Alongside the willingness to proactively communicate feedback, many consumers are open to taking 
their relationships to new heights. Not only are consumers willing to upgrade their existing accounts, but seven in 10 say 
they’d spend more on products or services if given a promotional product. Thanks to the increasing ease of online shopping 
and home delivery, a smaller margin of consumers (21%) have traveled more than 50 miles for a promotional product and 
yet 58 percent of consumers between the ages of 18 and 38 say they would be willing to go the extra mile. 

Nearly 10  10 
are willing to go out of their way 

for promotional products

9 out of 10 say they already have

Depth Of Engagement: Already Do Willing Not WIlling

90%  of consumers are willing to offer insights for a promotional product  
              participate in focus groups, complete online surveys, etc. 52% 38% 10%

89%  of consumers are willing to show up for a promotional product  
              go to a specified location at an event already planning to attend (e.g. trade shows, conferences, workshops, etc.) 50% 39% 11%

89%  of consumers are willing to take chances for a promotional product  
              enter drawings (e.g. contests, sweepstakes, raffles, etc.) 59% 30% 11%

88% of consumers are willing to stay loyal for a promotional product 
              sign up for loyalty programs, rewards programs, etc. 58% 30% 12%

85%  of consumers are willing to self-promote for a promotional product 
              participate in referral programs (e.g. share referral code, invite friends or family to sign up, etc.) 56% 29% 15%

83%  of consumers are willing to get social for a promotional product 
              like Facebook page, follow on Instagram or Twitter, etc. 51% 32% 17%

83%  of consumers are willing to connect for a promotional product 
              provide personal details (e.g. sign up for mailing lists, subscribe to email newsletter, etc.) 54% 29% 17%

82%  of consumers are willing to give feedback for a promotional product 
              write product or service reviews online, rate experiences, etc. 43% 39% 18%

81%  of consumers are willing to rearrange schedules for a promotional product 
              show up early to an event they were already attending 42% 39% 19%

71%  of consumers are willing to make a purchase for a promotional product 
              make an unplanned purchase 39% 32% 29%

71% of consumers are willing to make a call for a promotional product 
              call in local or toll-free numbers 37% 34% 29%

71%  of consumers are willing to attend events for a promotional product 
              attend events they were not already attending 29% 42% 29%

69%  of consumers are willing to spend more for a promotional product  
              add-on to a planned purchase 35% 34% 31%

65%  of consumers are willing to upgrade for a promotional product  
              renew existing memberships, add-on service plans, etc. 29% 36% 35%

51%  of consumers are willing to wait in line for a promotional product  
              wait in line for 1+ hours 26% 26% 49%

46%  of consumers are willing to travel far for a promotional product  
              travel over 50 miles 21% 25% 54%
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