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message from the President

“The secret of change is to focus all of your
energy not on fighting the old, but in building
the new”.
– Socrates

I

Dear friends and colleagues,

dedicate this “Show Special” edition of our magazine to CHANGE and STEPPING UP.
The word CHANGE can have many meanings. It can be defined as an event that occurs
when something passes from one state or phase
to another and as a process of transition. During this process, our attitudes, beliefs and behavior change- and can
challenge the very core of our existence. CHANGE improves not only person’s mental state but also the social and
private aspect of our being as well.
You have probably heard of the stages of grief and the
responses to change: denial, fear, acceptance and embracing
that change. It’s probably common for us to experience more
than of those responses in times like this. It’s easier for some
people to embrace change than it is for others, but in order
to survive, it’s crucial to accept - if not embrace - change.
No one is capable of maintaining dominance when they are
operating from a state of defiance, fear, or worst of all, denial.
It’s been a year since a very special group of people, Marilyn, Miguel, Sandra, Manolo, Antonio, Emibel, Wilda, Yadira
and Iván, accepted the challenge of transforming CASA, and
I assure you, none of us fully realized the weight of this new
responsibility. Even so, most of the originally elected board
members are still here, proving once more how committed
they are to this Industry and to this group of colleagues that
represent our organization.
We thought we were going to make some basic changes:
add value to our membership with benefits, more events and
more education that would help us to become better profes-
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sionals. Nothing could be further than the truth, as sometimes you have to destroy before you can rebuild, and that
takes time and a huge effort.
And here is where STEPPING UP comes into play… and
this group of extraordinary board members have really STEPPED UP!
On countless number of occasions in our lives, we have
either said to others or been told to STEP UP. Well, to step up
simply means “to be better” but for something so easy to do,
we often find it easy to forget to do it.
The reality is that the state of membership as we know
it has come to an end, and we need to accept the CHANGE
and STEP UP not only as individuals, but as an organization.
Your colleagues, and yes, even your competition, are catching up and new players are coming onboard to challenge
every move and strategy that you make. Established companies are trying to revive the good old days by jumping on the
use of new technology and they are getting younger people
to do the job. It seems to me like everybody else is doing the
same thing: Finding ways to be better at what they do.
While excellence starts by being good – a good supplier,
a good distributor, a good colleague, a good consultant, a
good person, good leadership, good management - it is important to understand the deeper meaning of STEPPING
UP before the world catches up… and YOU can’t afford to
be left behind.
STEPPING UP means leaving your good performances
behind. It means reconfiguring yourself to catch up with
the demand of time. It means leaving your comfortable enRevista EN ACCIÓN - publicación oficial de C.A.S.A.

vironment to navigate a new way to do
business. It means growing up, learning from past experiences, gathering
more tools, sharpening our minds,
developing our talents, adding more
skills, meeting new people, expanding
our level of influence, and much more.
It seems easy, but believe me, nothing
can be more difficult than doing what
appears to be easy at first glance.
We must follow the trend of some
suppliers in the US if we want to prevail, as individual businesses and as
an Association… unite forces and
not keep thinking that we are super
heroes. We must see ourselves as we
are… a puzzle piece in the big picture
of the Promotional Products Industry.
All of us need to accept that change is
a reality and find ways to STEP UP and
become part of this change and this
new picture.
We cannot keep the old way of thinking of “My Business”, “My Customers”.
Yes, it is your business, but it is also
reality that the customer you think is
yours, is also going through change,
and even though they might not say it,
they are also looking into alternatives
in the market. In the end, the buying
decision might not rest only on price,
but on who made it easier for them to
do their job and who gave them peace
of mind during the selling process.
We cannot continue the old way
of thinking that whatever situation
CASA is facing does not affect us as
individuals or our companies, or that
it is the sole responsibility of the Board
Members to make CASA relevant in
these difficult times. Each and every
one of us need to accept the changes
happening all around us and step up
to the task with a positive attitude. We
need to look for ways to be engaging,
enriching and evolving.

This will be one of the smallest
shows in the history of our Association,
but it will also be a totally redesigned
show, more in tune with the reality of
the economy. It will also be the culmination of rebuilding something from
the ground up by ourselves without the
help of an Executive Director.
I encourage you to see beyond the
size of the show and comparisons with
the past. Embrace with gratitude the
hard work put in by each of us on the
board and the efforts of our ever present volunteers - Mary Rivadulla (McDreamy Promotions), Frankie Castro,
MAS (Aurora Promotions), Carmen
Aquino (CAA Promo) and José Molina,
MAS (Vernon). Those volunteers have
really STEPPED UP calling upon us to
get involved and help, and not waited
for us to call upon them.
I don’t know how many more changes we will have to make, but I can assure you that whatever they are, it will
be done with the best intentions and
with the welfare and benefits of both
Suppliers and Distributors in mind. Get
involved in the CHANGE, get engaged
in this new attitude of STEPPING UP
and help us prevail.
Change might not always be easy
but it does make life interesting. Embrace and enjoy the process…After all,
if nothing ever changed, there would be
no butterflies!
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The entire team at Promotional Products Association International is pleased to welcome you to this
year’s show. The contribution your regional association has made to the promotional products industry
by creating the ideal environment to showcase the latest products, the finest professional development
and countless business-building opportunities is commendable. Events like this support the industry’s
message that promotional products work!
The power of promotional products as an advertising medium has never been more evident. They are
the most cost effective way to reach a targeted audience and create a long-lasting impact on customers.
Our research indicates that 88% of those surveyed recalled the advertiser from a promotional product
received in the past 12 months. No other medium comes close to having that type of impact.
For more than 110 years, PPAI, has served as the largest international not-for-profit trade association for
the promotional products industry. Currently, we serve more than 11,000 industry company members
with a full suite of money and time-saving benefits. We also serve the $20+ billion promotional products
industry as a whole with our product safety, government relations and public relations efforts.
I encourage you to become a member of both your regional association and PPAI and join a growing
membership dedicated to supporting the community of promotional products suppliers, distributors and
multi-line reps as we continue to advocate for members and the promotional products industry.

Have a great show,

Paul Bellantone
Promotional Products Association International
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Since last year CASA’s BOD has worked really hard to
achieve our goals. We have activated different committees
and have recruited volunteers to help us in this journey. As
association we have been involved in networking activities
such as: AIT, UPS and HILTON’S HOTELS.
We have improved our communication channels to our

APRIL 2015
1. 82% Reduction in Operating
Expenses (storage, fax, Chamber of Commerce Membership
and payroll among other).
2. First Learn & Lunch: El Color,
la Marca y la Satisfacción del
Cliente.
3. Pantone Raffle: $500 in profits
for Education Events.
4. Pantone Program: Regional
Affiliate Benefit.
5. CASA’ s BOD participated in
an IVU forum sponsored by
Chamber of Commerce.
6. PPEF Scholarship: Regional
Affiliate Benefit. The first time
a Puertorrican has won a scholarship.

JUNE 2015
7. Transportation Fair. New benefits in freight (air, consolidated and maritime).
6

members (suppliers and distributors) through the good
use of: emails, social media, text and phone calls. Also
we have been engaging with members and non members
through social media and have market our events in that
platform as well.
Here is a sneak peek of all our accomplishments!

8. 53% Discount with UPS.

AUGUST 2015
9. Casa Suite: New concept
in order to engage and network with suppliers and distributors.

10. Edu Day: A day full of Education, Raffle and Networking.
Seminars: Conociendo mi
Personalidad para maximizar
mi estrategia de ventas, El color del dinero no es verde es
multicolor. This event was a
full house!

SEPTEMBER 2015
11. Board Optimization Workshop. Using all benefits and
Revista EN ACCIÓN - publicación oficial de C.A.S.A.

Road of Achievements
resources that are CASA’s privileges as RAC member.

OCTOBER 2015
12. Meeting with Departamento
de Hacienda personnel in regards import taxation.
13. Leadership Development
Workshop (LDW)-full attendance and President’s workshop. Dallas, Texas.

number for the Pantone Raffle was pulled and collected
gift for Pediatric Oncologic
Hospital.
16. CASA’s BOD delivered gifts to
children at Pediatric Oncologic Hospital.

17. By Laws update. First extraordinary meeting.

NOVEMBER 2015

FEBRUARY 2016

14. Executive Learn & Lunch. Información Relevante al Proceso de Importación Consignado al Cliente, Técnicas
Efectivas para Aumentar tu
“Cash Flow”, Manejo de Cuentas por Cobrar y Quebrar o no
quebrar, esa es la pregunta.

18. Business After Hours with
Mike Sasario
19. Visit a radio station in Manatí (Radio Atenas) to market
CASA 2016 Show.

DECEMBER 2015
15. Chistmas Get Together. A
Christmas Party to celebrate
life and a successful year. Bullet gave chargers; winning
Revista EN ACCIÓN - publicación oficial de C.A.S.A.

MARCH 2016
20. FIRST YEAR Anniversary.
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inspire

Leaving your Signature
By: Saritza Zambrana

W

e all know men or women that
have that “awesome thing” that
we would love to have, right?
Have you been there? Well I have!
And I can tell you that- since I
decided to pursue my own “awesome thing”- I have understood that the quest not only claims my energy, my
vision, my time ... but also require to build my presence
in leadership. And let me tell you: this is all about spirituality! (Who knew?) And that’s the greatest challenge
of all! It takes working with yourself and being deadly serious about deliver a professional message to the
world.
And since have learned a lot about it, I will share
with you four simple elements (among some others) to
achieve that goal (in case you want it!) So, in case you
do, here are some highlights of what I’ve learned and
practiced so far:
Express Yourself: Don’t be afraid to be whatever
“the moment” requires from you. You know your place.
You understand what you’re capable of. You are committed to excellence, so you’ll make it happen wisely. Your
leadership and self-respect shows every time you create
a respectful environment around you.
Be aware of your voice: It means be conscious of
everything this magnificent tool communicates through you. There is your inner voice and there is your physical voice. Be sure to align both. Being incongruous
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bring weakness. Be true to yourself and speak up! Show
confidence, awareness ... Even when words are less important than your presence; it still counts.
Posture: It is not about “looking good”; it’s about
set an example. Excellence is a way of life highly challenging. Everything about you MOST BE aligned. Your
posture speaks about the power of your presence. Once
again: Your physical being is material reflection of your
inner being ... catch my drift?
Be Simple but Elegant: Every leader has his/her
style, and that’s great! However, elegance is a touch from
which a leadership message speaks of one’s deepness.
Elegance never fades away when you are “in your
place”. It is shown on everything you deliver and wear
from inside out. Not easy task! I know because it’s also
about attitude and self-confidence. However, there is
nothing complicated about being stylish and well-presented when you know who you are. In fact, good image
it’s not about what we wear on the “outside” but what we
wear on the inside. Our inner colors shine through our
personality and speak louder than our clothing. However never forget to establish a healthy balance between
who you are and who are you presenting to the outside
world. When your head is clear your presence do the
rest. And remember: It’s all about being true to yourself. The rest it’s about PRACTICE, PRACTICE and
more PRACTICE ... Enjoy the ride, show your professional edge and leave your signature! ❚
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selling tips

- Selling Points How Compelling is Your Presentation?

W

hat does it take to deliver a winning sales
presentation? Promotio-

nal Consultant Today passes
along these tips from Julie
Hansen, author of Sales Presentations for Dummies.
1. Tailor with a unique value proposition. Today’s
prospects are more informed than ever. A salesperson’s primary responsibility is no longer to provide information or
even drive home benefits, but to connect that information
and those benefits to value for that organization or prospect. And to do this effectively, you need to understand
what is of value to each specific prospect and tailor your
presentation around that.
2. Adjust for attention deficit disorder. With attention spans half of what they were in the previous century
and the siren call of technology never far away, taking your
audience on a long, slow ride can spell disaster. It’s critical
that you understand what drives a prospect’s attention, how
often you need to trigger that attention and how to structure your presentation around those realities. Too often key
sales messages fall on deaf ears because the salesperson is
not effectively managing the audience’s attention during the
presentation.

3. Create differentiation beyond your slide deck.

In the 20th century there was more novelty associated with
PowerPoint presentations, but today’s buyers have grown up
with them as near constant companions in school and work.
Awesome animations? Cool new graphics? Ho hum. Prospects have seen it all. Relying on your presentation medium
to set you apart is a losing strategy. Yes, you want to have the
best slides or medium you can to support your message, but
how you deliver it and connect with your audience is going
to have much more impact than all the zooming, swooping
and fades in the world.
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4. Leverage a persuasive structure. From a TED Talk
to an informal conversation, there are many ways to structure a presentation. But if your goal is for a prospect to take
some sort of action at the end of your presentation or conversation, you need a structure that is proven to persuade
within a competitive market. A persuasive structure is easy
to follow, memorable and ties in logic and emotion, which
are necessary to drive action.
The bottom line is this: No matter how great your product or service is, if you’re still using presentation techniques and skills developed before the words “smart” and
“phone” meant a single everyday object, you are at a distinct
competitive disadvantage. ❚
Source: Combining an award-winning sales career with her passion and
experience as a professional presentation coach and actor, Julie Hansen
specializes in helping sales teams craft and deliver winning presentations
and demos by applying today’s best practices from business, acting, improv
and storytelling.
Source: Courtesy of PPAI Publications (http://pubs.ppai.org/pc/)
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Over 500 New
Items For 2016!

• Award-Winning Customer Service
• Deep Inventory Levels
• Quick Production Time

Thank You Puerto Rico
For All Your Support!
S I N C E
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You Need The Best Products.
We Can Help.
With almost 4,000 products to pick from, there’s no reason to spend
your time looking anywhere else. From the hottest retail styles, popular
brands and trendy apparel to budget-friendly giveaways and custom
designs, you’ll find exactly what you need at exactly the right price.

Shop now at pcna.com

www.pcna.com

PCNA
Promotes
New Sales
Manager
Mike can be reached at:
msasario@pcna.com
305-764-6400

Polyconcept North America, a subsidiary of the
world’s leading promotional products supplier
Polyconcept, announces the promotion of Mike
Sasario to Field Sales Manager for the South
Florida and Puerto Rico markets.
Starting with Bullet more than nine years ago, Mike
has served in various customer service and inside
sales roles within PCNA, most recently as Account
Development Manager for the Northeast. Mike’s
knowledge of the company and its product lines,
as well as his commitment to providing excellent
service, will help his customers achieve success.

Polyconcept North America, A Subsidiary of Polyconcept. 400 Hunt Valley Rd. New Kensington, PA 15068

management session

You Don’t Need an MBA; but your
Business Plan does need these 5 Things
By: INTUIT

W

e get it — it’s an exciting time for new businesses. Technology has put the world at
your fingertips and seemingly eliminated
the gap between the MBA-types and the
crafty, untrained entrepreneurs. You now
have the tools to become your own boss and build something that
impacts all of humanity. And we get it —competition moves fast. So
fast, even, that the best time to start up your new business was probably yesterday. Which likely explains why 33% of startup founders
from ages 18-34 have launched a company in just one month, and
69% have done so without a business plan. Now, that last bit is cause
for some concern. Although it’s true that most rules of business don’t
apply anymore, and it’s even true that business plans aren’t what they
used to be, the fact remains that business plans are absolutely crucial for success, regardless of your size or experience.
As Robert King, director of small business for Intuit Canada,
says, “nobody anticipates failing, but a lot of people who are failing
to plan are planning to fail.” However, King explains five things
that are “mission critical” characteristics of a lean business plan:
1. Fluidity-What some small business owners may not understand is that, in the early years, a business plan is more of a diary
than an instruction manual. Your business plan should be a tool for
reflection and growth; something that encourages you to regularly
evaluate your business decisions and make changes. And in order
to make sure your plan stays fluid, it’s important to keep things as
simple as possible.
“I think now, the business planning process is not so elaborate,”
King says. “It’s really about a rolling kind of 90 to 360-day document that is updated as your business progresses.”
2. Knowledge of the customer- Customers make businesses
possible. While that might seem obvious, losing sight of your customer’s identity is one the easiest mistakes to make as a budding
entrepreneur. Every business plan should present an idea of who
the business is targeting, and what actions should be taken to drive conversions.
Of course, pinpointing your exact audience isn’t easy. That’s
why a helpful business plan will serve as a testing ground for consumer insights and evolve as time proves or disproves your customer hypotheses.
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3. A clear understanding of your value proposition-Why
should anyone be interested in your offerings? One of the most important parts of a business plan, both for you and your investors, is
proof that the business can be meaningful to consumers.
“[People] get caught up in the romance of being a startup, but
the reality is you’re selling stuff,” King says. “And, so, you need to
know, ‘what is going to make my customer happy — what is the
benefit to them?’”
Using your business plan to keep track of your value proposition and the way it changes will help keep the business grounded
in customer benefit.
4. Keen awareness of your product and its competitive advantages-Your product is only valuable if you can differentiate it
from the competition. And attracting investors, or simply making
it through your first year in business, relies heavily on creating
competitive advantages.
Simply put, your business plan must be able to provide a high-level analysis of your product and justify why a customer would
choose it over a similar product. Again, fluidity is key; what you
might’ve thought was your greatest competitive advantage may not
ultimately resonate with consumers — forcing you to rethink the
way your product should stand up to its competitive set.
5. Basic, ‘Finance 101’ calculations- Making money is the
name of the game, so every great business plan must be able to
break down how a company will pursue financial viability. King
says operating costs, simple money in, money out, are a focal point,
and you can make a compelling financial case for your business
without complex math.
However, King also admits that small business owners could
greatly benefit from some guidance when putting together their financials. “That’s where accounting software, like QuickBooks, comes in — it does the math for you. It becomes more of a business
operating system for your startup. Put in, ‘here’s how much money
my business made today,’ and it’ll calculate your sales tax. It’ll even
help you manage employee payroll if you have employees. It’ll do
all that for you.” ❚
Article courtesy of MASHABLE.COM
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techie

M

Small Business Owners
Turn To Mobile To Run Their Business

obile phones are an increasingly
important part of small-business
owners’ arsenal, says small-business directory and service provider Manta in its semi-annual SMB
Wellness Index. The company reports that approximately 80 percent of small business owners use their mobile phones for business at least once a day, nearly a 10
percent increase up from its 2012 findings.
“Mobile technology is clearly changing the nature of
small-business ownership,” says John Swanciger, CEO
of Manta. “It’s encouraging to see that small-business
owners are adapting and taking these seismic shifts in
stride. At Manta, we’re constantly evolving to support
our community, developing mobile-optimized tools to
help them succeed and offering resources to demystify
the latest trends and technology to insure small businesses keep their competitive edge.”
Manta’s findings show that, in fact, 25 percent of
small businesses use their mobile device for business at
least every hour, and not just when they’re on the road;
78 percent of small business owners use their mobile
devices while in front of their computer—a 10- percent

increase since 2012—for reasons ranging from checking
personal texts or email (48 percent) to speedier email
access (25 percent). Furthermore, small businesses now
rely on mobile phones for once-traditional pen-and-paper tasks such as appointment scheduling or communicating with customers (56 percent); creating notes or
to-do lists (30 percent), and banking (24 percent).
Seventy-eight percent of small-business owners report using their mobile phones to check work email or
other documents while on vacation. Whether or not
that is a good thing is still firmly in contention, as while
64 percent of respondents believe mobile access allows
them to enjoy their vacations more, 36 percent believe
it takes away from their ability to appreciate the break.
Unfortunately, only 43 percent of small business owners
are able to take vacations. A sizable share, 29 percent,
report not having anyone to cover their responsibilities
while they’re gone, while others aren’t able to afford a
vacation—24 percent—or can’t afford the loss of income—21 percent—of taking time off. And 12 percent say
that they don’t trust anyone else to run their business in
their absence. ❚
Source: Courtesy of PPAI Publications (http://pubs.ppai.org/pc/)

Our Industry supplies a large variety of Tech Promos

16

Revista EN ACCIÓN - publicación oficial de C.A.S.A.

A
ETY AW IO
CAT
CT SAF
PRODU | CERTIFI / CPSI
TIONS SAFETY
PLIAN
ER
SUM
| COM CT SA
Act
DU
ment
| PRO
TIFICA
liance NS | CER ETY /
ULATIOSUMER SAF| COMP
DU
CON
Act

C
ent
| PRO TIFIC
provem ance
| CER / CP
Alli
ation
TIONS SAFETY
PLIAN
ER
REGULA
SUM
| COM CT SA
DU
| CON ent Act
| PRO TIFICATION– C
provem ance
| CER / CPSIA / Q
ion Alli TIONS
ETY
ANCE
ER SAF COMPLI SAFETY AW
REGULA
SUM
CT
| RE
CON nt Act |
ION
PRODU
sum
oveme ance | CERTIFICAT IA – Con
Qu
|
Alli
S
/ CPS CE / QCA
on
ION
ARE
ETY
EGULAT ER SAF COMPLIAN ETY AW PONS
SAF
RES
CONSUM Act |
DUCT ION |
er Saf C
y
vement e | PRO TIFICAT
Consum
Qualit FED
anc
IA –
CER
|
n Alli IONS |
/ CPS CE / QCA
ETY
ARE
GULAT ER SAF
PLIAN ETY AW PONSIBI
COM
SAF
| RES er Safe
ONSUM Act |
DUCT
ION
ent
PRO
sum
em
e |
Quali
TIFICAT
– Con
Allianc NS | CER / CPSIA CE / QCA
AWAR
ULATIO R SAFETY COMPLIAN SAFETY RES
|
DUCT
NSUME Act |
| PRO TIFICATION – Consu
vement ance
IA
CER
Q
CPS
|
Alli
/
CE /
tion
TIONS SAFETY
PLIAN
SAF
REGULASUMER
| COMPRODUCT
TIFIC
|
| CON ement Act
| CER ET
ance
mprov tion Alli ULATIONS ER SAF
Act
rtifica
L REG
CONSUM
ement Alli
FEDERABILITY |
Improv
ion
SPONSIer Safety Cer tificat
L RE
y
ERA
um
ons
Qualit
| FED
BILIT
/ QCA AWARE RESPONSI Sa
sumer
SAFETYATION |
– Con
/ QC
ERTIFIC / CPSIA PLIANCE
DU
SAFETY
| COM e | PRO N
ent Act
AlliancREGULATIOCO
tion
L
|
rtifica FEDERA
BILITY Saf
|
er
PONSI
ARE
| RESIA – ConsumCE / Q
ON
/ CPS COMPLIAN PROD
ETY
|
e |
TIO
ent Action Allianc REGULA
L
tificat FEDERA NSIBILITY
|
PO
sum
ARE
| RES IA – Con A
ATION
/ CPS COMPLI
ETY
e
|
R SAF ent Act
Allianc
rovem tification| FEDER
Cer
ality
AWARE CATION
SAFETY| CERTIFI ER SAF
S
SUM
ro
ATION
| CON ety Imp
Saf
QC
BILITY
CE /
sumer
– Con COMPLIAN ance
|
ion Alli FEDE
Act
tificat ARE |
y Cer
ION
CAT
ETY AW
T SAF S | CERTIFI SUME
CON
Sa
ATION ILITY |
sumer A
ONSIB IA – Con
PLI
/ CPS Act | COMion A
cat
vement y Cer tifi ETY AW
alit
SAF
A Qu
DUCT
TIONS
| PRO L REGULA PONSIB
| RES ETY
FEDERA
ON
SAF
ATI
ER
FIC
SUM er Safety
| CON
P
sum
– Con
| COM c
PSIA ent Act
tifi
y Cer CT
rovem Qualit
DU
E / QCA e | PRO ERA
anc
FED
n Alli ARE |
CATI
AW
CERTIFI SU
FETY
S |
CON
LATIONBILITY |
sum
– Con
SPONSI/ CPSIA
Act
ent
AFETY
rovem
Qualit
ety Imp / QCA | PRO
NCE
e
ER
MPLIA Allianc
| FED I
icationAWARE
TIFICAT
AFETY S | CER
CONSU
LATIONBILITY |
sum
– Con
SPONSI/ CPSIA
ent Act
FETY
rovem
Qualit
ety Imp / QCA | PRO
NCE
e
ER
MPLIA Allianc
| FED I
icationAWARE
TIFICAT
AFETY S | CER
CONSU
LATIONBILITY |
sum
– Con
SPONSI/ CPSIA
ent Act
AFETY
rovem
Qualit
ety Imp / QCA | PRO
NCE
e
E
MPLIA Allianc
| FED C
fication AWARE
CERTIFI
SAFETY IONS |
ITY
BIL
LAT
NSI
IA
EGU
RESPO
/ CPS e
ETY
N |
em
ER SAF Improv
SUM
SafetyANCE / QCA
umer
PLI
Allian
| COM cation
tifi
AWARE
|
lity Cer SAFETY
CT
TIONS NS
RODU REGULA
PO
DERAL ION | RESSAFET
ER
TIFICATCONSUM
Safety
TY | Consumer COMPL
–
|
CPSIA ent Act
tific
y Cer CT
rovem Qualit
DU
E / QCA e | PRO ERA
anc
FED
on Alli ARE |
TIFICA
AW
| CER ITY
FETY
IONS
BIL
GULAT RESPONSI / CPSIA
|
e
ETY
ON
rovem
R SAF
NSUME Safety Imp / QCA
CE
sumer
PLIAN Allianc
COM
cation
ct |
AWARE
Cer tifi
|
ality CT SAFETY
TIONS NS
PRODU REGULA
RESPO ET
EDERAL ON |
SAF

COMMITTED
TO PRODUCT
SAFETY

Revista EN ACCIÓN - publicación oficial de C.A.S.A.

LA CAMISA OFICIAL
de la Asociación
Es un diseño cortesía de Artefacto.
Si te gustó danos un “like”.
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c.a.s.a. news

Revised and Approved By Laws

O

n February 11, 2016 the new By Laws for our
Association were approved. C.A.S.A.’s Board of
Directors took the initiative to update and standardized accordingly to other regional of our Industry, as
the latest revision was on 2007. All proposals and changes
were consulted with PPAI Personnel and local experts on Parliamentary Laws.

Mike Sasario, from
PCNA, visited the Island.

M

ike Sasario hosted Valentine’s Business After Hours
Get-Together celebrated in Centro
Austriano, Old San Juan. The purpose of this event was to formally
introduce Mike as PCNA’s New Sales
Representative for Puerto Rico. He
explained PCNA’s new website, services and showed new products. We
thank Mike and PCNA for their continue support.

Víctor Román Nieves (Vitín) has gone to be with

the Lord. Román was the owner of Bayamón Calendars.
He worked for many years in the Promotional Products
Industry along with managing his travel agency. Vitín
started many years ago, when there was very little information about the promotional products in Puerto Rico.
Proud member of our Association, we received his support and the benefit of his hard work and commitment.
Thanks Vitín!
God Bless You. Your unforgettable smile will be with
us forever.
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In memoriam

Víctor Román Nieves
Vitín

Revista EN ACCIÓN - publicación oficial de C.A.S.A.
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re-action

Los Artículos Promocionales
NO son un gasto sino una INVERSIÓN
Por: Jerry Delgado y Rodolfo Pascual

E

xisten estudios de mercado que indican que
el costo promedio por impresión de un producto promocional es menor en comparación con otros medios ($0.004). Nielsen
Media presenta el CPI (costo por impresión)
para los siguientes medios:

• Revista Nacional es de $0.033
• Periódicos es de $0.0129
• Televisión “prime time” es de $0.019
• Televisión de cable es de $0.007
• Radio $0.005
Está comprobado que los artículos promocionales son un
elemento importante en el marketing mix al momento de diseñar el plan de mercadeo y de publicidad. Las promociones
a diferencia de otros medios pueden ser: medibles, llegan al
mercado meta de una forma personal y creativa e impacta
positivamente a la persona que recibe la promoción. Esto a
su vez incrementa la imagen, reconoce la marca y aumenta
las ventas de quien se promociona.
Los estudios de mercado indican que:
- 84% de las personas recuerdan al anunciante del producto que recibieron.
- 42% tienen una impresión más favorable del anunciante
después de haber recibido un producto promocional.
- Casi una cuarta parte, o el 24%, indicaron que será más
probable que hagan negocios con un anunciante a causa
de los productos promocionales recibidos.
- La mayoría de los participantes (62%) ha hecho negocios con el anunciante de un producto después de haberlo recibido.

20

- El producto promocional más común y más obtenido
son los instrumentos de escritura.
- El 81% se quedó con la mayoría de los productos promocionales porque los consideraban útil.
- Más de tres cuartas partes de los participantes tienen
sus productos promocionales por un periodo de siete
meses.
Fuente: estudio anual realizado por Baylor University a petición de
Promotional Products Association International.

En Puerto Rico la Industria de Artículos Promocionales
impacta positivamente la economía local a través del pago de
importación e impuestos.
Nuestra Industria en números:
- Volumen de ventas anual: $78 millones aproximadamente.
- En Puerto Rico existen alrededor de 300 representantes
de ventas dedicado a esta Industria.
- Entre 1 y 25 - Empleos directos a tiempo completo o
parcial generados localmente por cada vendedor/distribuidor de artículos de promoción.
- Entre 4 y 6 - Empleos indirectos a tiempo completo o
parcial generados localmente por cada vendedor/distribuidor de artículos de promoción.

Caribbean Advertising Specialties Association

(C.A.S.A.), fundada en el 1989, es la única asociación sin fines
de lucro en Puerto Rico y en el Caribe dedicada al desarrollo
y promoción de profesionales en la Industria de artículos promocionales. Anualmente celebra su convención, la cual es una
gran oportunidad para conocer y compartir con suplidores,
apreciar de cerca las características de nuevos productos y tomar talleres educativos. ❚
Revista EN ACCIÓN - publicación oficial de C.A.S.A.

Yadira Rosario | yrosario@bulova.com | 787.222.6424 | bulovacorporatesales.com
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COLOSSAL

SAVINGS

On

Products

#1

Best Seller
For Suppliers

PANTONE FORMULA GUIDE
Solid Coated & Solid Uncoated

139

RETAIL PRICE $155

REGIONAL
MEMBER
PRICE

$

*

Recommended
For Distributors

PANTONE COLOR BRIDGE
Coated & Uncoated Set

250

RETAIL PRICE $279

REGIONAL
MEMBER
PRICE

$

*

Coated Only

159

RETAIL PRICE $175

REGIONAL
MEMBER
PRICE

22

$

*

®
Pricing subject to change without notice. PPAI is an authorized
Partner. - publicación oficial de C.A.S.A.
RevistaPantone
EN ACCIÓN

regionalassociation.org/pantone

2016 TROPICAL SHOW - Caribe Hilton Hotel - March 29 & 30

Welcome to our Show!

Revista EN ACCIÓN - publicación oficial de C.A.S.A.
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Caribbean Advertising Specialties Association (C.A.S.A.), fundada en el 1989, es la única asociación
comercial sin fines de lucro dedicada al desarrollo de los profesionales de la industria de los Productos
Promocionales de Puerto Rico y del Caribe.

ALGUNOS DE LOS BENEFICIOS POR AFILIACIÓN

• Becas Universitarias Disponibles: PPEF Promotional Product Education Foundation.
• Sesiones Educativas durante el año para el Desarrollo Profesional.
• Certificaciones Profesionales: CAS (Certified Advertising Specialist) y MAS (Master Advertising Specialist).
• Grandes Descuentos en Servicios de Carreros y Fletes:
- UPS 53%
- Stevens Global – Aéreo consolidado desde $0.98 por libra
- Magic Transport
• Newsletters con información importante de la Industria.
• Descuentos en PPAI y SAGE (Valorado en $450).
• Convención Anual con suplidores de EU y PR - Tropical Show.
• Eventos Sociales.
• Oportunidades de Networking con suplidores y colegas de la Industria.
• Credibilidad y profesionalismo en tu carrera.
• Ofrece la oportunidad para participar y colaborar con la industria.
• Inversión mínima en el costo de la matrícula, solo $0.41 centavos diarios.
• Programa afiliado PANTONE – Descuento de hasta 20% en cartas nuevas de PMS y un rebate de hasta
$50.00 por actualizar las cartas viejas.
• Descuentos en actividades, seminarios y talleres exclusivos para la persona que sea socio activo.
• El principal tiene el derecho a votar en Asamblea y formar parte de la Junta de Directores.

testimonials
“En esta ocasión me dirijo a ustedes como distribuidor y
uno de los que hemos aprovechado las ventajas que CASA
nos brinda con sus programas. El programa de UPS está diseñado para nosotros, distribuidores de CASA que traemos
mercancía a diario o semanalmente para nuestros clientes.
Nos brinda control de nuestros embarques, facturación detallada y hasta puedes hacer tus pagos en la página de UPS.
Este programa es gratuito y nos brinda hasta un 53% de descuentos en las tarifas. En mi caso, he tenido cerca de $4000
de ahorro y el costo de mi anualidad como miembro la recuperé en mi primer embarque.
Exhorto a que te unas a este programa. Si no perteneces a
nuestra asociación, no dudes en inscribirte. La anualidad la
recuperarás en tus primeros envíos.
Éxito a todos.”
Manolo Saldaña
Ideal Promo Source

“Desde que estoy usando el servicio de UPS desde el año
pasado con un descuento de 53%, no he tenido problema
con la entrega de la mercancía llega el día acordado con el
cliente, y sin contratiempos. El precio es mejor que el servicio del correo general (USPS).
Estoy muy satisfecho con el servicio brindado y lo aprovecho a su máximo.”
Mario A Maldonado
Owner The New Millennium 3
“UPS definitivamente ha hecho una diferencia grande y
positiva. Era para mí una preocupación constante cada vez
que tenía que cotizar a mis clientes. En ocasiones, los cargos
de transporte, sobre todo en mercancía de pequeño volumen,
resultaban tan onerosos que eran motivo más que suficiente
para que el cliente rechazara la cotización.
¡Gracias UPS! por entender nuestras necesidades y ayudarnos a ser más productivos en nuestros negocios.”
Mary Rivadulla
Owner / McDreamy Promotions

