
 

Making the Most of Merchandise
Merchandise, a lso known as promotional products, can be used to bui ld top-of-mind 
prof i le and to inf luence the recipient ’s percept ion of the organisat ion, for example as a 
provider of qual ity services, dynamic,  innovat ive, accessible, etc. 

When planning your organisat ion’s promotional products, think ahead to ensure that 
your merchandise offers maximum impact,  f i ts  within the organisat ion’s object ives and 
budget, and is avai lable when i t is  needed. 

Before any merchandise is  produced, a thorough just i f icat ion should be developed, and 
merchandise should be selected according to the fo l lowing considerat ions: 

•  Who is the recipient of the promotional product? 

•  Where/how wi l l  the merchandise be used? 

•  Where/how wi l l  people receive the merchandise? 

•  What is the object ive of distr ibut ing the merchandise? 

•  What is an appropriate pr ice bracket for the merchandise? 

Merchandise which makes an impact typical ly has some or al l  of these features: 

•  Novel or unique; 

•  High-qual ity; 

•  Appropriate to the c ircumstances in which i t  is distr ibuted; 

•  Encourages repet i t ive and long-term use; 

•  Encourages circulat ion amongst col leagues or family; and 

•  Encourages contact with the organisat ion. 

The fol lowing l ist  wi l l  ass ist  you in est imat ing the organisat ion’s merchandise 
requirements for the year: 

•  Ident i fy the events and circumstances where the organisat ion would l ike to offer 
merchandise, eg golf day, performances and concerts, seminars,  proposals etc; 

•  Agree appropriate merchandise items;  

•  Estimate the quantit ies needed; and  

•  Audit the current range of merchandise, and est imate addit ional merchandise 
i tems needed. 
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Merchandise Checklist 

Event/C i rcumstance:       Date:   

1 .   Rec ip ient:  

  VIP 

  Execut ive/Manager/Senior Personnel  

  Other 

2.   Category of  use:  

  Bus iness 

  Sport ing 

  Persona l  

3 .   C i rcumstance of  de l ivery:  

  Event ,  _______________ 

  Meet ing 

  Posta l  

4 .   Object ive:  

  Ra ise prof i le  

  Inf luence percept ions of  f i rm 

  Encourage contact  

5.   Cost:  

  H igh un it  cost (>$50 per  un i t )  

  Medium unit  cost  ($16 - $49 per un i t )  

  Low un i t  cost  ($4 -  $15 per  un i t)  

  G iveaway (<$3 per  un it )  

Merchandise ideas:  

 

 

 


