PPAl THE MODERN CONSUMER IN THE DRIVER'S SEAT
The BT Consumer Study Summary

Brands have always relied on advertising vehicles to communicate with their target audiences. This
traditional advertising model is built to ultimately direct the consumer path to purchase back toward

the brand. In order to measure success, brands rely on performance metrics to evaluate the strength

m of the selected advertising channel. The PPAI Consumer Study employed five key performance metrics

Of to evaluate the role of promotional products as an advertising channel. These metrics were designed

o to capture quantifiable results throughout the consumer path to purchase. The result: promotional

Promotlonal REACTION products are built to leverage the greatest reach, drive recall and fiercely resonate to engage
Pmducts the best reaction among consumers, relative to any other advertising channel.

Methodology and detailed findings can be reviewed in the full report at: ppai.org/members/research.
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