
A customer’s ability to purchase products online through 

integrated digital shopping platforms has gone from a novelty 
to a necessity in a few short years. Familiarity in the digital 
world is the new name of the game. Now AIM members have 
the digital tools necessary to join the disruption.

For a while, those of us in the industry, talked 
about how to overcome that familiarity 
and give our customers outlets that helped 
them move away from the expectations of 
online shopping. Now, the desire for online 
connectivity in all things has caught up with 
us. We have come to the ideal time in history 
to embrace this change and make the digital 
world profitable. 

It is no secret that the promotional products 
business is losing market share to big 
online retail outlets. But that is not because 
their products are. Quite the opposite. It is 
because they do the one thing the rest of us 
don’t; they give customers a familiar sense of 
online shopping. Think about it: more than 75 
percent of all Americans use Amazon.com at 
one time or another throughout the year as 
reported by, Courtney Reagan of CNBC.

Why? 

People have learned the process and like the 
comfort that comes with the now-traditional 
online retail method. It is a process that has 
been so well adopted that every industry, 
from insurance to accounting, is trying to 
copy it. For years, I talked to people in our 
industry about how to apply pressure to this 
kind of marketplace interruption. But the truth 
is, we must adapt who we are as business 
professionals and as members of an industry 
that is always evolving and join the disruption, 
rather than wait for it to happen to us.

We are not strangers to change and challenge 
within our market. However, industry members 
do tend to be slow adopters to new waves 
of technology, which has worked out in our 
favor. Those who did not jump on the internet 
boom too quickly were able to let others learn 
what not to do. Others, who adapted social 
media into their businesses, did so after it 
went from uniquely social to business-ready. 

We have seen what online trade looks like 
throughout its development, and we have 
now figured out how to integrate it properly. 
We can ensure our businesses not only 

compete, but also exceed our expectations in 
e-commerce. 
Balance

Yes, there is still a delicate balance in this ever-
expanding digital market. But access must be 
our top priority. It will be increasingly difficult 
to prospect a new customer without some 
level of online integration. Most distributors 
in this industry have websites. But what is 
the functionality of those sites? Do they have 
components similar to an Amazon or even 
similar to those of online promotional retailers 
who are capturing our clients’ attention? The 
odds are good that they don’t. 

That is because most of us don’t design 
our websites with the customer’s buying 
familiarity in mind. We design something that 
gives the customer just enough information 
to pick up the phone and call us. In a post-
internet-boom world, this works, and believe 
me, it is better than nothing at all. But it is no 
longer enough. 

The truth is, e-commerce will never take 
away from the value of relationships, in this 
business or any other. But think about it like 
this: wouldn’t it be great to meet a potential 
client at a networking event and, within a few 
minutes of returning to your office, send them 
a customized website with their logo on every 
product? 

Now, as an AIM member, you will have access
to a website modified for the promo industry
with a familiar online user experience built into 
it. You will have access to and the ability to 
take immediate e-commerce orders from this 
potential client - this is powerful technology. 
You will have all the tools at your disposal, to 
create the balance between the digital world 
and the one-on-one customer relationship.

The necessity for relationships, with that 
prospect and with future clients, is still at 
the heart of the business. What you have 
done is given them the ability to familiarize 
themselves with the industry, the products 
and your business as a distributor. 
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Adaptation 

AIMpro’s Tech Suite is not designed to take 
you away from your clients, but to put you 
in their offices every day. Digital integration 
is the new pop-up meeting. This platform 
gives you the tools necessary to meet your 
prospects’ and clients’ expectations, the 
same expectations that were created outside 
of our industry and we are now looking to 
adopt. 

Remember, this is not about change, it is 
about adaptation. Adaptation is the way we 
rethink our marketplace. It not only allows 
our businesses to compete, but also ensures 
that we don’t allow big retail outlets to 
destroy the framework of this industry, which 
has been well maintained since the days of 
George Washington.

 
AIM is dedicated to protecting enterprise 
integrity in our industry. The Tech Suite is the 
next step in that endeavor. Providing an outlet 
for your prospects and customers that looks 
and feels familiar but gives you the ability to 
run your business the way you want. 

AIMpro is a partnership. We are here working 
as experts in the promotional marketing 
industry for one reason, the success of 
your business. Online retail and our place 
within it is not the last cycle of evolution 
that we will need to adapt to. But by the 
time the next cycle comes, we will be more 
ready than ever. So, to the non-industry 
promotional-product outlets, I say bring 
it on, because AIM members are ready. 
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