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Presentation structure



Scope & mission & overview

• Main task: to develop the market model of promotional products in 2022 and 2023

• Data and structure out of the research 2018 (psi member survey + small buyers research)

• But with elementary changes in the methods to get the following benefits:

• specific information of product segments for each country possible

• Much more validation and closer markets for each of the countries

• Get a view on the areas that couldn’t be captured with the PSI survey

• Direct import out of asia or direct procurement from manufacturers

• Chosen option and approach (decided in 2019):

• 2,000 interviews in total with exclusively INDUSTRY BUYERS 

• With 200 Interviews each in  country UK, GER, FRA, ITA, ESP, NEL, POL, BEL, AUT, SW

• Evaluated according to countries, size classes and industries

• Validation of deployments with PSI member survey in 2023 (still active)

The market model will be based on interviews with INDUSTRY BUYERS in Europe Top 10



Base:

2,176 Interviews with 
industry buyers

Countries 
surveyed

Spendings by industry buyers on promotional products 2023

13,262  Mio. € 
Increase compared to 2022

8 %

Top 3 products

Clothing & textiles Electronics & 
multimedia

School & office 
supplies



Market data & extrapolation How to compute…?

Secondary data 
(e.g. Eurostat, other information and surveys)

Survey of PSI Members

Survey of industry buyers

top down

bottom up

Validation of deployment
Market data

23,930,000
companies in 
Europe Top 10

of



The survey and sample ‒ Industry buyers only!

14%

10%

17%

28%

31% 0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

? »How many employees does your 
company have?«

23%

10%

52%

15%

Industry

Retail

Service

Non Profit

? » What sector can your 
company be allocated to?«

Representative approach and allocation
Disproportional approach to get 
reliable number of interviews in each 
segment

Questions: 
How many employees does your company have?
What sector can your company be allocated to?

2,176 Interviews in total



Distribution of countries

10,5%

10,2%

9,6%

9,7%

9,5%

10,0%

10,0%

10,6%

9,8%

10,1%

Germany

United Kingdom

France

 Spain

 Italy

 Netherlands

 Poland

 Austria

Belgium

 Sweden

? » From where are you participating?«
2,176 Interviews in total

Questions: 
From where are you participating?



Deployment of Spendings

96,47

81,20

87,13

100,00

111,86

116,61

125,81
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81,8

91,0

100,0

108,1
110,6

111,5
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PSI-Member Europe Top 10

Europe Top 10

Question: 
Please try to indicate the development of your spending for promotional 
products, taking 2022 as the starting point, for the past and future years. 
Has your company spent more or less in recent years?

2022 = 100 Index points

-15.6% 11.3% 9.8% 8.1% 2.4% 0.8%
-15.8% 7.3% 14.8% 11.9% 4.2% 7.9%PSI growth%

survey growth%



Deployment of Spendings
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Question: 
Please try to indicate the development of your spending for promotional 
products, taking 2022 as the starting point, for the past and future years. 
Has your company spent more or less in recent years?



Spendings in countries in Million Euro

3.689

1.494
1.744

1.166
1.392

672
889

368 389 468

4.003

1.653
1.937

1.278
1.466

750
918

376 426 475

0

1.000

2.000

3.000

4.000

Germany UK France Spain Italy Netherlands Poland Austria Belgium Sweden

2022 2023

Europe Top 10

• Values from the view of industry buyers
• Could dismatch with „normal“ view of market value  
• Because there are captured more purchase channels



12,271 Total

Europe Top 10 – 2022

5,025 
 1,164 
 1,116 

 2,641 
 2,326 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

13,282 Total

Europe Top 10 – 2023

5,356 
 1,225 
 1,219 

 2,893 
 2,589 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

Spendings by Industry Buyers in Million Euro

Europe Top 10



0% 1% 2% 3% 4% 5% 6% 7% 8% 9% 10% 11% 12% 13% 14% 15% 16% 17% 18%

Clothing & textiles

Drugstore, body care & health

Electronics & multimedia

Garden & outdoor

Household

Home improvement products

Lifestyle & accessories

Food & beverage

School & office supplies

Games & toys

Sports, leisure & events

Bags, luggage & travel

2022

2023

Product segments: Allocation of spendings %

Europe Top 10

Question: 
What percentage of your spending for Promotional products in the past   
year was allocated to the following product segments?
What percentage of your spending for promotional products in 2023 will be 
allocated to the following product segments?



Product segments: Spendings in million Euro

1.924

719

1.868

458

782

789

971

945

1.936
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511
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1.086
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606

870
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Europe Top 10



Purchase Channel: Allocation in %

11,9% 12,1%

18,3%

11,1%

15,3%

10,4%

7,9% 8,2%

4,9%

12,6%

11,1%

17,5%

11,4%

15,6%

10,5%

8,3% 8,4%

4,6%

0%

5%

10%

15%

20%

25%

Direct import
from Asia

Importers (not
Europe/America)

Directly from
producers

(Europe/America)

eCommerce
platforms

Wholesalers /
distributors

Retailers / retail
stores

Advertising
agencies

Full-service
agencies /
printshops

Other

2022 2023

Europe Top 10

Strongest segment 
Directly from producers

Question: 
Please assign a percentage figure to your spending for promotional 
products in 2022 and 2023 according to the purchase channel. The sum of 
spending is to be 100%.



Purchase Channel: Spendings in Million Euro
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Other
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Relevance of sustainability

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Company certificates (manufacturers, importers,
distributors)

Company sustainability concept and strategy

CSR reporting (corporate social responsibility)

Product certificates

Sustainable production and assembly

Sustainable materials and supply chains

very important important both part less important unimportant

sustainable certificates 
considered relevant by 

about a quarter of 
respondents.

almost as many have to 
weigh

Sustainability factors 
correlate strongly

Question: 
How important are the following sustainable certificates and measures 
in your purchase decision? Please rate them from “1 = very important” 
to “5 = not important”

relevant have to weigh

Europe Top 10

Sum of very 
important and 
important

27%

27%

25%

28%

28%

27%



Germany United 
Kingdom France Spain Italy Netherlands Poland Austria Belgium Sweden

Company certificates 
3.19 3.10 3.44 3.58 3.71 3.33 3.50 2.94 3.12 3.37

Company sustainability concept and strategy 
3.25 3.20 3.46 3.47 3.62 3.39 3.34 3.00 3.08 3.44

CSR reporting (corporate social responsibility)
3.23 3.16 3.36 3.43 3.49 3.31 3.39 3.07 3.01 3.31

Product certificates
3.14 3.12 3.50 3.55 3.66 3.34 3.47 2.93 3.21 3.36

Sustainable production and assembly
3.29 3.19 3.38 3.50 3.70 3.46 3.39 2.88 3.13 3.41

Sustainable materials and supply chains
3.14 3.22 3.52 3.55 3.61 3.36 3.48 2.92 3.10 3.52

Relevance of sustainability in countries

Higher level Balanced Lower levelLevel of relevance:

Question: 
How important are the following sustainable certificates and measures 
in your purchase decision? Please rate them from “1 = very important” 
to “5 = not important”



Part of promotional products with 
sustainability certificates

3%

4%

12%

24%

22%

19%

16%

0% 10% 20% 30%

0%

1 - 5%

6 - 10%

11 - 20%

21 - 30%

31 - 50%

> 50%

65% of industry buyers with 
less than 30% certificated 

products

35% with more than 30%

!

Question: 
What is the proportion of your promotional products that have 
sustainability certificates?

Europe Top 10



4,6

4,0

5,7

3,0

4,9

4,4

4,6 4,7

Sustainability Favourable price Surprise factor Quality Innovation Benefit/usefulness Promotional
effectiveness

Identification with
own company

Products  - Importance of characteristics
ranking from place 1 to 8

Important
(more front places)

Unimportant
(more rear places)

Europe Top 10

balanced

Question: 
How important are the following characteristics for your company 
when choosing promotional product? Please rank characteristics:

rank average

4,5 rank average of all

Rank 1.2. 3.



Rank 1. 2.3.

2,7

4,0

4,0

3,5
3,3

3,5

Price-performance ratio Online shop / ordering
option

Degree of awareness and
relation to the supplier

Product range / variety
and choice

Delivery time and
availability

Customer service

Provider  - Importance of characteristics
ranking from place 1 to 6

Important
(more front places)

Unimportant
(more rear places)

Europe Top 10

balanced

Question: 
How important are the following characteristics for your company 
when choosing a provider for promotional products? Please choose 
your order:

rank average

3,5 rank average of all



Germany



Deployment of Spendings

96,9

81,8

91,0

100,0
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110,6
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Germany

2022 = 100 Index points

-15.6% 11.3% 9.8% 8.1% 2.4% 0.8%
-18.5% 10.0% 10.1% 8.5% 1.6% 1.8%Germany growth%

Europe growth%



3,689 Total

Germany – 2022

847 
 489 
 390 

 1,040 
 923 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

4,003 
 

Total

Germany – 2023

932 
 495 
 417 

 1,144 
 1,015 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

Spendings by Industry Buyers in Million Euro

Germany



0% 1% 2% 3% 4% 5% 6% 7% 8% 9% 10% 11% 12% 13% 14% 15% 16% 17% 18%

Clothing & textiles

Drugstore, body care & health

Electronics & multimedia

Garden & outdoor

Household

Home improvement products

Lifestyle & accessories

Food & beverage

School & office supplies

Games & toys

Sports, leisure & events

Bags, luggage & travel

2022

2023

Product segments: Allocation of spendings %

Germany

Question: 
What percentage of your spending for Promotional products in the past   
year was allocated to the following product segments?
What percentage of your spending for promotional products in 2023 will be 
allocated to the following product segments?



Product segments: Spendings in million Euro
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578

100

233
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219
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130
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355
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688
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320
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2022

2023

Germany



Purchase Channel: Allocation in %

13% 12%

18%

10%

18%

8%
7% 8%

6%

13%

10%

19%

12%

17%

9%
8% 8%

4%

0%

5%

10%

15%

20%

25%

Direct import
from Asia

Importers (not
Europe/America)

Directly from
producers

(Europe/America)

eCommerce
platforms

Wholesalers /
distributors

Retailers / retail
stores

Advertising
agencies

Full-service
agencies /
printshops

Other

Germany

Question: 
Please assign a percentage figure to your spending for promotional 
products in 2022 and 2023 according to the purchase channel. The sum of 
spending is to be 100%.



Purchase Channel: Spendings in Million Euro

465 452

671

384

665

295
270 282

205

506
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756

471

669

373

321 321
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Direct import
from Asia

Importers (not
Europe/America)

Directly from
producers

(Europe/America)

eCommerce
platforms

Wholesalers /
distributors

Retailers / retail
stores

Advertising
agencies

Full-service
agencies /
printshops

Other

Germany



Rank 1. 2.3.

4,5

4,6

5,6

2,8

4,9

4,5

4,6
4,5

Sustainability Favourable price Surprise factor Quality Innovation Benefit/usefulness Promotional
effectiveness

Identification with
own company

 Rank average Germany

 4,5 - Rank average of all

Products  - Importance of characteristics
Ranking from place 1 to 8

Important
(more front places)

Unimportant
(more rear places)

balanced

Germany

Question: 
How important are the following characteristics for your company 
when choosing promotional product? Please rank characteristics:

2.



2,8

4,0

4,1

3,5
3,3

3,4

Price-performance ratio Online shop / ordering
option

Degree of awareness and
relation to the supplier

Product range / variety
and choice

Delivery time and
availability

Customer service

 Rank average Germany

 3,5 - Rank average of all

Provider  - Importance of characteristics
ranking from place 1 to 6

Important
(more front places)

Unimportant
(more rear places)

Question: 
How important are the following characteristics for your company 
when choosing a provider for promotional products? Please choose 
your order:

Germany

Rank 1. 3.2.

balanced



United Kingdom



Deployment of Spendings

United Kingdom
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2022 = 100 Index points

-15.6% 11.3% 9.8% 8.1% 2.4% 0.8%
-17.4% 7.2% 11.9% 10.6% 1.8% -1.4%UK growth%

Europe growth%



1,494 Total

United Kingdom – 2022

389 
 151 

 164 
 399 
 390 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

1,653 Total

United Kingdom – 2023

417 
 178 
 180 
 432 
 446 

 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

Spendings by Industry Buyers

GermanyUnited Kingdom



0% 1% 2% 3% 4% 5% 6% 7% 8% 9% 10% 11% 12% 13% 14% 15% 16% 17% 18%
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Drugstore, body care & health

Electronics & multimedia

Garden & outdoor

Household

Home improvement products

Lifestyle & accessories

Food & beverage

School & office supplies

Games & toys

Sports, leisure & events

Bags, luggage & travel

2022

2023

Product segments: Allocation

Question: 
What percentage of your spending for Promotional products in the past   
year was allocated to the following product segments?
What percentage of your spending for promotional products in 2023 will be 
allocated to the following product segments?

United Kingdom



Product segments: Spendings in million Euro
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Purchase Channel: Allocation in %

12% 12%

14% 14%
15%
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Direct import
from Asia
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eCommerce
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Retailers / retail
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Advertising
agencies

Full-service
agencies /
printshops

Other

Question: 
Please assign a percentage figure to your spending for promotional 
products in 2022 and 2023 according to the purchase channel. The sum of 
spending is to be 100%.

United Kingdom



Purchase Channel: Spendings in Million Euro
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4,4

3,9

5,9

3,2

5,0

4,2

4,2

5,1

Sustainability Favourable price Surprise factor Quality Innovation Benefit/usefulness Promotional
effectiveness

Identification with
own company

 Rank average United
Kingdom
 4,5 - Rank average of all

Products  - Importance of characteristics
Ranking from place 1 to 8

Important
(more front places)

Unimportant
(more rear places)

balanced

Question: 
How important are the following characteristics for your company 
when choosing promotional product? Please rank characteristics:

United Kingdom

Rank 1. 3.2.



Rank 1. 3.2.

3,0

4,0

4,3

3,1
3,4 3,3

Price-performance ratio Online shop / ordering
option

Degree of awareness and
relation to the supplier

Product range / variety
and choice

Delivery time and
availability

Customer service

 Rank average United
Kingdom

 3,5 - Rank average of all

Provider  - Importance of characteristics
ranking from place 1 to 6

Important
(more front places)

Unimportant
(more rear places)

Question: 
How important are the following characteristics for your company 
when choosing a provider for promotional products? Please choose 
your order:

GermanyUnited Kingdom

balanced



France



Deployment of Spendings
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-13.3% 19.7% 5.6% 11.1% 0.9% 0.0%France growth%

Europe growth%



1,744 Total

France – 2022

825 
 130 
 172 
 331 

 286 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

1,937 Total

France – 2023

887 
 145 
 202 
 369 
 335 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

Spendings by Industry Buyers

France
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Product segments: Allocation

Question: 
What percentage of your spending for Promotional products in the past   
year was allocated to the following product segments?
What percentage of your spending for promotional products in 2023 will be 
allocated to the following product segments?

France



Product segments: Spendings in million Euro
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Purchase Channel: Allocation in %
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Question: 
Please assign a percentage figure to your spending for promotional 
products in 2022 and 2023 according to the purchase channel. The sum of 
spending is to be 100%.

France



Purchase Channel: Spendings in Million Euro
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4,1

3,8
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3,1

4,9

4,2

4,8
5,2

Sustainability Favourable price Surprise factor Quality Innovation Benefit/usefulness Promotional
effectiveness

Identification with
own company

 Rank average France

 4,5 - Rank average of all

Products  - Importance of characteristics
Ranking from place 1 to 8

Important
(more front places)

Unimportant
(more rear places)

balanced

Question: 
How important are the following characteristics for your company 
when choosing promotional product? Please rank characteristics:

France



2,4

4,1

4,0

3,6

3,3

3,6

Price-performance ratio Online shop / ordering
option

Degree of awareness and
relation to the supplier

Product range / variety
and choice

Delivery time and
availability

Customer service

 Rank average France

 3,5 - Rank average of all

Provider  - Importance of characteristics
ranking from place 1 to 6

Important
(more front places)

Unimportant
(more rear places)

Question: 
How important are the following characteristics for your company 
when choosing a provider for promotional products? Please choose 
your order:

France

balanced



Spain



Deployment of Spendings

Spain

96,9

81,8

91,0

100,0

108,1

110,6
111,5

89,6

80,5

87,5

100,0

109,6

111,0 112,6

70

75

80

85

90

95

100

105

110

115

2019 2020 2021 2022 2023 2024 2025

Europe Top 10 Spain

2022 = 100 Index points

-15.6% 11.3% 9.8% 8.1% 2.4% 0.8%
-10.2% 8.8% 14.3% 9.6% 1.3% 1.4%Spain growth%

Europe growth%



1,166 Total

Spain – 2022

661 
 87 
 66 

 185 
 168 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

1,278 Total

Spain – 2023
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 93 
 68 
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 177 
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20 to 49 employees

50 to 249 employees

250 or more employees

Spendings by Industry Buyers

Spain
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Bags, luggage & travel

2022

2023

Product segments: Allocation

Question: 
What percentage of your spending for Promotional products in the past   
year was allocated to the following product segments?
What percentage of your spending for promotional products in 2023 will be 
allocated to the following product segments?

Spain



Product segments: Spendings in million Euro

211
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170
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50
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43
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Spain



Purchase Channel: Allocation in %
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Direct import
from Asia
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Europe/America)
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producers

(Europe/America)
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Retailers / retail
stores

Advertising
agencies

Full-service
agencies /
printshops

Other

Question: 
Please assign a percentage figure to your spending for promotional 
products in 2022 and 2023 according to the purchase channel. The sum of 
spending is to be 100%.

Spain



Purchase Channel: Spendings in Million Euro
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Other

Spain



4,6

3,8

6,2

3,0

4,8

4,4

4,7
4,6

Sustainability Favourable price Surprise factor Quality Innovation Benefit/usefulness Promotional
effectiveness

Identification with
own company

 Rank average Spain

 4,5 - Rank average of all

Products  - Importance of characteristics
Ranking from place 1 to 8

Important
(more front places)

Unimportant
(more rear places)

balanced

Question: 
How important are the following characteristics for your company 
when choosing promotional product? Please rank characteristics:

Spain

Rank 1. 3.2.



2,9

4,0

4,1

3,3 3,4
3,2

Price-performance ratio Online shop / ordering
option

Degree of awareness and
relation to the supplier

Product range / variety
and choice

Delivery time and
availability

Customer service

 Rank average Spain

 3,5 - Rank average of all

Provider  - Importance of characteristics
ranking from place 1 to 6

Important
(more front places)

Unimportant
(more rear places)

Question: 
How important are the following characteristics for your company 
when choosing a provider for promotional products? Please choose 
your order:

Spain

Rank 1. 3. 2.

balanced



Italy



Deployment of Spendings

Italy

96,9

81,8

91,0

100,0

108,1

110,6
111,5

95,7

86,2

93,5 100,0

105,4

110,6

113,4

70

75

80

85

90

95

100

105

110

115

120

2019 2020 2021 2022 2023 2024 2025

Europe Top 10 Italy

2022 = 100 Index points

-15.6% 11.3% 9.8% 8.1% 2.4% 0.8%
-10.0% 8.5% 6.9% 5.4% 5.0% 2.5%Italy growth%

Europe growth%



1,392 Total

Italy – 2022

781 
 121 

 107 
 236 
 147 

 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

1,466 Total

Italy – 2023

818 
 117 
 122 

 242 
 167 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

Spendings by Industry Buyers

Italy
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Bags, luggage & travel

2022

2023

Product segments: Allocation

Question: 
What percentage of your spending for Promotional products in the past   
year was allocated to the following product segments?
What percentage of your spending for promotional products in 2023 will be 
allocated to the following product segments?

Italy



Product segments: Spendings in million Euro
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Purchase Channel: Allocation in %
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printshops

Other

Question: 
Please assign a percentage figure to your spending for promotional 
products in 2022 and 2023 according to the purchase channel. The sum of 
spending is to be 100%.

Italy



Purchase Channel: Spendings in Million Euro
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Italy



5,0

4,2

5,7

3,2

4,5

4,6

4,3 4,4

Sustainability Favourable price Surprise factor Quality Innovation Benefit/usefulness Promotional
effectiveness

Identification with
own company

 Rank average Italy

 4,5 - Rank average of all

Products  - Importance of characteristics
Ranking from place 1 to 8

Important
(more front places)

Unimportant
(more rear places)

balanced

Question: 
How important are the following characteristics for your company 
when choosing promotional product? Please rank characteristics:

Italy

Rank 1. 3.2.



2,7

3,8

4,1

3,5
3,4

3,5

Price-performance ratio Online shop / ordering
option

Degree of awareness and
relation to the supplier

Product range / variety
and choice

Delivery time and
availability

Customer service

 Rank average Italy

 3,5 - Rank average of all

Provider  - Importance of characteristics
ranking from place 1 to 6

Important
(more front places)

Unimportant
(more rear places)

Question: 
How important are the following characteristics for your company 
when choosing a provider for promotional products? Please choose 
your order:

Italy

Rank 1. 3.2.

balanced



Netherlands



Deployment of Spendings

Netherlands

96,9

81,8

91,0

100,0
108,1

110,6

111,5

101,4

81,7

89,4

100,0

111,6 111,3 113,0

70
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80

85
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95

100

105

110

115

120

2019 2020 2021 2022 2023 2024 2025

Europe Top 10 Netherlands

2022 = 100 Index points

-15.6% 11.3% 9.8% 8.1% 2.4% 0.8%
-19.4% 9.4% 11.9% 11.6% -0.3% 1.5%Netherlands growth%

Europe growth%



672 Total

Netherlands – 2022

336 
 52 
 64 
 132 
 88 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

750 Total

Netherlands – 2023

380 
 57 
 69 

 143 
 101 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

Spendings by Industry Buyers

ItalyNetherlands
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Bags, luggage & travel

2022

2023

Product segments: Allocation

Question: 
What percentage of your spending for Promotional products in the past   
year was allocated to the following product segments?
What percentage of your spending for promotional products in 2023 will be 
allocated to the following product segments?

ItalyNetherlands



Product segments: Spendings in million Euro
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Purchase Channel: Allocation in %
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printshops

Other

Question: 
Please assign a percentage figure to your spending for promotional 
products in 2022 and 2023 according to the purchase channel. The sum of 
spending is to be 100%.

ItalyNetherlands



Purchase Channel: Spendings in Million Euro
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4,3 4,3

5,0

3,4

4,7
4,8 4,9

4,7

Sustainability Favourable price Surprise factor Quality Innovation Benefit/usefulness Promotional
effectiveness

Identification with
own company

 Rank average Netherlands

 4,5 - Rank average of all

Products  - Importance of characteristics
Ranking from place 1 to 8

Important
(more front places)

Unimportant
(more rear places)

balanced

Question: 
How important are the following characteristics for your company 
when choosing promotional product? Please rank characteristics:

ItalyNetherlands

Rank 1.3.2.



2,8

3,8

3,7

3,5 3,5

3,7

Price-performance ratio Online shop / ordering
option

Degree of awareness and
relation to the supplier

Product range / variety
and choice

Delivery time and
availability

Customer service

 Rank average Netherlands

 3,5 - Rank average of all

Provider  - Importance of characteristics
ranking from place 1 to 6

Important
(more front places)

Unimportant
(more rear places)

Question: 
How important are the following characteristics for your company 
when choosing a provider for promotional products? Please choose 
your order:

ItalyNetherlands

Rank 1. 3. 2.

balanced



Poland



Deployment of Spendings

Poland

96,9

81,8

91,0

100,0

108,1

110,6
111,5

89,6

78,5

94,1 100,0
103,3

109,9 107,8
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95

100

105

110

115

2019 2020 2021 2022 2023 2024 2025

Europe Top 10 Poland

2022 = 100 Index points

-15.6% 11.3% 9.8% 8.1% 2.4% 0.8%
-12.4% 19.9% 6.3% 3.3% 6.4% -1.9%Poland growth%

Europe growth%



889 Total

Poland – 2022

586 
 42 
 50 
 114 
 97 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

918 Total

Poland – 2023

586 
 42 
 51 

 133 
 106 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

Spendings by Industry Buyers

Poland
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2022

2023

Product segments: Allocation

Question: 
What percentage of your spending for Promotional products in the past   
year was allocated to the following product segments?
What percentage of your spending for promotional products in 2023 will be 
allocated to the following product segments?

Poland



Product segments: Spendings in million Euro
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Purchase Channel: Allocation in %
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printshops

Other

Question: 
Please assign a percentage figure to your spending for promotional 
products in 2022 and 2023 according to the purchase channel. The sum of 
spending is to be 100%.

Poland



Purchase Channel: Spendings in Million Euro
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5,4

3,5

6,0

2,4

5,0

4,2

4,6 4,8

Sustainability Favourable price Surprise factor Quality Innovation Benefit/usefulness Promotional
effectiveness

Identification with
own company

 Rank average Poland

 4,5 - Rank average of all

Products  - Importance of characteristics
Ranking from place 1 to 8

Important
(more front places)

Unimportant
(more rear places)

balanced

Question: 
How important are the following characteristics for your company 
when choosing promotional product? Please rank characteristics:

Poland

Rank 1. 3.2.



2,3

4,2

4,2

3,5

3,1

3,6

Price-performance ratio Online shop / ordering
option

Degree of awareness and
relation to the supplier

Product range / variety
and choice

Delivery time and
availability

Customer service

 Rank average Poland

 3,5 - Rank average of all

Provider  - Importance of characteristics
ranking from place 1 to 6

Important
(more front 
places)

Unimportant
(more rear places)

Question: 
How important are the following characteristics for your company 
when choosing a provider for promotional products? Please choose 
your order:

Poland

Rank 1. 3. 2.

balanced



Austria



Deployment of Spendings

Austria

96,9

81,8

91,0

100,0

108,1 110,6
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100,0
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105,0
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115

2019 2020 2021 2022 2023 2024 2025

Europe Top 10 Austria

2022 = 100 Index points

-15.6% 11.3% 9.8% 8.1% 2.4% 0.8%
-14.6% 5.3% 13.5% 2.1% 2.8% 4.7%Austria growth%

Europe growth%



368 Total

Austria – 2022

163 
 32 
 34 
 64 
 75 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

376 Total

Austria – 2023

160 
 30 
 36 
 70 
 80 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

Spendings by Industry Buyers

Austria
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2022

2023

Product segments: Allocation

Question: 
What percentage of your spending for Promotional products in the past   
year was allocated to the following product segments?
What percentage of your spending for promotional products in 2023 will be 
allocated to the following product segments?

Austria



Product segments: Spendings in million Euro
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Purchase Channel: Allocation in %
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Other

Question: 
Please assign a percentage figure to your spending for promotional 
products in 2022 and 2023 according to the purchase channel. The sum of 
spending is to be 100%.

Austria



Purchase Channel: Spendings in Million Euro
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5,2

4,1

5,7

3,1

5,3

4,4
4,1

4,2

Sustainability Favourable price Surprise factor Quality Innovation Benefit/usefulness Promotional
effectiveness

Identification with
own company

 Rank average Austria

 4,5 - Rank average of all

Products  - Importance of characteristics
Ranking from place 1 to 8

Important
(more front places)

Unimportant
(more rear places)

balanced

Question: 
How important are the following characteristics for your company 
when choosing promotional product? Please rank characteristics:

Austria

Rank 1. 3.2. 2.



2,7

4,1

4,2

3,4

3,1

3,4

Price-performance ratio Online shop / ordering
option

Degree of awareness and
relation to the supplier

Product range / variety
and choice

Delivery time and
availability

Customer service

 Rank average Austria

 3,5 - Rank average of all

Provider  - Importance of characteristics
ranking from place 1 to 6

Important
(more front places)

Unimportant
(more rear places)

Question: 
How important are the following characteristics for your company 
when choosing a provider for promotional products? Please choose 
your order:

Austria

Rank 1. 3. 2. 3.

balanced



Belgium



Deployment of Spendings
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81,8 91,0
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110,6
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Europe Top 10 Belgium

Belgium

2022 = 100 Index points

-15.6% 11.3% 9.8% 8.1% 2.4% 0.8%
-18.8% 15.0% 8.9% 9.7% 3.7% -1.4%Belgium growth%

Europe growth%



389 Total

Belgium – 2022

216 
 31 

 34 
 53 
 54 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

426 Total

Belgium – 2023

235 
 37 
 39 
 54 
 62 

0 to 9 employees

10 to 19 employees

20 to 49 employees

50 to 249 employees

250 or more employees

Spendings by Industry Buyers

tbd
Belgium
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2023

Product segments: Allocation

Question: 
What percentage of your spending for Promotional products in the past   
year was allocated to the following product segments?
What percentage of your spending for promotional products in 2023 will be 
allocated to the following product segments?

Belgium



Product segments: Spendings in million Euro
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Purchase Channel: Allocation in %
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Question: 
Please assign a percentage figure to your spending for promotional 
products in 2022 and 2023 according to the purchase channel. The sum of 
spending is to be 100%.

Belgium



Purchase Channel: Spendings in Million Euro
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4,5

3,7

5,4
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Question: 
How important are the following characteristics for your company 
when choosing promotional product? Please rank characteristics:

Rank 1. 3.2.
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How important are the following characteristics for your company 
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Deployment of Spendings
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Product segments: Allocation

Question: 
What percentage of your spending for Promotional products in the past   
year was allocated to the following product segments?
What percentage of your spending for promotional products in 2023 will be 
allocated to the following product segments?

Sweden



Product segments: Spendings in million Euro
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Purchase Channel: Allocation in %
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Question: 
Please assign a percentage figure to your spending for promotional 
products in 2022 and 2023 according to the purchase channel. The sum of 
spending is to be 100%.
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Purchase Channel: Spendings in Million Euro
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balanced

Question: 
How important are the following characteristics for your company 
when choosing promotional product? Please rank characteristics:

Sweden

Rank 1.3. 2.
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ranking from place 1 to 6
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Question: 
How important are the following characteristics for your company 
when choosing a provider for promotional products? Please choose 
your order:

Sweden
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