
 
March 2, 2015 
 
The Oklahoman Editorial Board     cc:  Kelly Dyer Fry, Editor and VP of News 
c/o Christopher P. Reen 
President and Publisher 
The Oklahoman 
9000 Broadway Ext 
Oklahoma City, Oklahoma 73114-3708 
 
RE: Article – “In attacking Oklahoma state budget hole, every little bit of savings helps” | NewsOK.com 
 
Dear Mr. Reen and Oklahoman Editorial Board: 
 
Businesses, organizations and state and local governments are making tough decisions about where to invest resources, and 
the promotional products industry appreciates the difficult choices that must be made. Despite budget strains, the government 
and its agencies must market their programs. We maintain that when an organization needs to cut marketing dollars, the 
decision should be based on the effectiveness of the marketing media in consideration.  
 
On behalf of the Promotional Products Association International (PPAI), I write to ask that you take into account the benefits of 
promotional products advertising for government agencies and Oklahomans. 
 
The promotional products industry plays an important role in the Oklahoma economy—collectively more than 350 Oklahoma 
promotional products businesses provide nearly 2,500 small business-based jobs (93 percent) and more than $200 million 
annually. While promotional products play an important role in making the general public and targeted audiences aware of 
important initiatives, and are essential elements in successful marketing programs, all too often the industry comes under 
scrutiny when budgets are tight and cuts must be made. 
 
In order for government agencies to be effective, they must first keep the lines of communications open to the citizens they 
serve. One of the most important things to remember in the success of any government service program is what the benefits are 
and how to gain access them. Promotional products are an integral part of this process and ensure the information is always 
close at hand.  
 
Promotional products are proven to be one of the most effective media available to advertisers. Because promotional products 
are tangible, useful and highly targeted to the audience they reach, 58 percent of consumers retain them for one to more than 
four years, and 88 percent recall the advertiser/message, delivering the highest rate of reach, recall and return on investment in 
the advertising industry.  
 
Promotional products and the messages they carry help state, county and local governments to keep their citizens informed and 
well prepared by providing essential public service information in a timely and reliable manner through the best communications 
medium possible – promotional products. And that makes good sense.  
 
On a winter day, imprinted blankets distributed to the homeless transform into a message of hope, caring and community. A key 
chain with a whistle handed out to students at a self-defense class becomes an empowering tool. A t-shirt given to children at a 
summer outdoor program is a memorable, functional keepsake. When the shirt is decorated with the phone number to call if the 
child is found lost, the imprinted shirt becomes a prudent safety precaution.  
 
An imprinted blanket, a functional key-chain, a promotional t-shirt—they’re community. They’re life-saving. They’re undeniably 
effective.  
 
I am happy to talk with you about the effectiveness of promotional products and the vibrant business community we represent. I 
can be reached at (972) 258-3050 or by email at PaulB@ppai.org. 
 
Sincerely, 
 

 
 
Paul Bellantone, CAE 
President and CEO 
Promotional Products Association International 

 

http://www.ppai.org/inside-ppai/research/research-summaries
mailto:PaulB@ppai.org


 
 
About PPAI  
Founded in 1903, the Promotional Products Association International (PPAI) is the world’s largest and oldest not-for-profit 
association serving more than 10,800 corporate members of the $20+ billion promotional products industry which is comprised of 
more than 33,800 businesses and a workforce of nearly 500,000 professionals. PPAI represents the industry in Washington, 
D.C., and advocates on its behalf. PPAI operates the industry’s largest trade show, (The PPAI Expo is held each January); 
leading promotional products safety and compliance program, more than 50-year-old professional development and certification 
program; and publisher of industry trade journals and periodicals. The multi-billion-dollar industry includes wearables, writing 
instruments, calendars, drinkware and many other items, usually imprinted with a company’s name, logo or message. For more 
information, visit PPAI.org and find us on Twitter @PPAI_HQ, Facebook, YouTube and Pinterest. 
 

  

 

http://www.ppai.org/
http://www.ppai.org/about
http://www.ppai.org/inside-ppai/ppai-law/
http://expo.ppai.org/
http://www.ppai.org/inside-ppai/product-safety/
http://www.ppai.org/education/
http://www.ppai.org/publications/
http://www.ppai.org/inside-ppai/research/Documents/2012%20SalesVolume%20Sheet%20(2).pdf
http://www.ppai.org/
https://twitter.com/PPAI_HQ
https://www.facebook.com/PPAI.HQ
https://www.youtube.com/user/PPAIHeadquarters/videos
http://www.pinterest.com/ppaihq/


 
 

The Proven Power of Promotional Products | ROI 

I Love New York!  

New York Gov. Mario Cuomo said tourism promotion in the state has languished in recent years, and 
he thinks spending money on TV ads as well as social media and other promotions will more 
aggressively boost what is the state’s number three industry. 

“It’s all about jobs, jobs, jobs,” Cuomo said. “And tourism is big business for the State of New York. 
Period.” 

Wednesday, May 30, 2012 
By Karen DeWitt : NYS Public Radio/WXXI 
 
Restart the heartbeat of I LOVE NEW YORK 
 
The Legacy 
 
It was 1977, New York State was in a deep economic slump and New York City was crime-ridden and 
bankrupt. In desperation, the state turned to Madison Avenue with a budget of only $400,000 to see 
what they could do to make terrified tourists reconsider. The response they got was likely not what 
they were looking for, but indeed fundamental to the resulting campaign: “With that amount…we can 
do some research.” 
 
The state decided to take a chance and spend their entire budget on consumer research. Armed with 
the results, they went to the legislature and convinced them to invest $4 million, at the time an 
astounding sum, with the promise of bringing in $8 million in revenue for the state. The resulting 
advertising was a star-studded extravaganza. Entire casts of Broadway shows and A-list celebrities 
like Frank Sinatra and Liza Minnelli declared their love of New York in TV commercials the public 
couldn’t get enough of. 
 
Steve Karmen wrote a song that made hearts soar. Hot-shot designer Milton Glaser created a soon-
to-be-famous logo. 
 
And in that year alone, the I LOVE NEW YORK campaign brought in $28 million in revenue for the 
state. 
 
 
The Takeaway, Investment $4,000,000 Revenue Generated in first year alone $28,000,000! 
  

 

http://www.wnyc.org/people/karen-dewitt/


 
 

 D.A.R.E. Campaign 

“D.A.R.E. has prevented the loss of more young lives than all the jails in America. Through an 
outstanding curriculum, unparalleled delivery system, and the positive relationships that are created 
in the classroom, young people are empowered to make good decisions that affect not only their 
lives but also the lives of all who know them,” Ken Furlong, Sheriff, Carson City Nevada. “D.A.R.E.’s 
leadership is critical to children across the country,” Karen Tandy, Former D.E.A. Administrator. 
 
“The police officer is the one person, first as a D.A.R.E. officer, then as a School Resource Officer 
(SRO) — who a child will know throughout their years in grade school, middle school, high school and 
even college.” Officer Larry Curtis, TORRINGTON Wyoming Police Department 
  
 
 

 Don’t Text and Drive Campaign 
(Watch Video) 
 
In April, MDX teamed up with Ronin Advertising Group to produce a short film entitled “The Last 
Word.” The video shows the after-effect on one family. 
 
One component of the campaign was the use of t-shirts with QR codes. When scanned with 
a smartphone, the code launches the video/website. In all, 10,000 t-shirts were distributed at key 
events, including the Miami-Dade College graduation, as a gift to all new graduates in a bag labeled 
“this bag will save your life.” 
 
The students received the shirt and gift bag after they signed a pledge to not text and drive, with a 
branded mini Sharpie key chain that they were also able to keep as a reminder. “We created the 
shirts because we wanted the students to watch the film and pass it on to their family and friends, 
but knew that the venue where we would have the most access to them was not necessarily the best 
one for them to interact with the film,” says Karen Ableman, president of Ronin Advertising Group. 
 
To date, there have been more than 960,000 views of the film on YouTube. There has also been 
extensive media coverage of the campaign, as well as a highly active Facebook page. 

 

http://www.dare.com/home/documents/0310DARE_AnnualReport_11WEB_000.pdf
http://www.dare.com/home/documents/0310DARE_AnnualReport_11WEB_000.pdf
http://www.dare.com/home/documents/0310DARE_AnnualReport_11WEB_000.pdf
http://www.dare.com/home/documents/0310DARE_AnnualReport_11WEB_000.pdf
http://textthelastword.com/intro.php
http://youtu.be/0DH1JGlYOL0
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