For some, suceess comes as o dollar Gig-
ure, vel rarely is this figure stagnant. We keep
fimdling new benchmarks. Il suceess i3 based
on eamings, lhere’s always a new carrol,
Harvard University psyehologist Daniel
Gilbert says in his bouk, Stumbling on
Happiness, while psychologists have spent
decades studying the relationship between
wealth and happiness, “they have generally
coneluded that wealth increases human happi-
ness when it lifis people out of abject poverty
and into the middle class, but it does litle o
increase happiness thereafler.”

But if we don't define suceess by a mone-
tary benchmark, how do we determine il we are
suceessful® Perhaps the answer can be gleaned
from a quote altributed 1o Warren Beatty,
*You've achieved success in your field when
you don't know whether what you're doing is
work or play.”™ In other words, when we are fully
engaged in our work, the lines begin to blur
Isetween what we do for a living and what we do

for fum.

GLOWING WITH FLOW
Most of us have experienced a state of mind
called “flow”™ when working. The term llow was

coined by Mihaly Csikszentmihalyi in his baok
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Flow: The Psyechology of Optimal Experience
and it is deseribed as a state of conscionsness
a0 focused that we feel strong. alert and at the
peak of our ahilities. At this point, work
becomes fun.

S0 how do we get there? To find out, we
spoke to three successful promstional
consullanis—iwao industry veterans and one
relative neweomer who owns a distributorship.
To get a suppliers perspective, we also spoke o
a supplier rep.

Interestingly—although these four industry
professionals come from different backgrounmnds
in different parts of the country—their
picture of a successful promotional consultant

amd liv

is remarkably similar. S0 were their opinions
about how promotional consultants become
suceessful,

Bevond the obwious qualities such as sales
ability, creativity, good listening skills, percep-
tiveness and Nexibility—each industry profes-
sional agreed that successful promotional con-
sultants have three key elements in common:
commitment, o desire 1o leam and grow, and
interaction with peers through volunteerism and
networking.

IN IT FOR THE LONG HAUL

PPAL Immesdiate Past Chairman Paul
Kiewiel, MAS, CIE president of prom
products industry consulling firm Brandkiwi,
LLC (UPIC: Kiwi) in Kalamagzoo, Michigan,
believes suceessful promotional consultants ane

mal

deeply committed 1o the industry and their
work, “They are in this for the long haul and
work for long-term relationships rather than for
short-term profit,” he says,

Kiewiel, who has 25 yvears of industry expe-
rience, formerly served as viee president of
marketing for distributor firm CorpLogoWare,
LLC (UPHC: CLW), and ran his own distribulor
firm Promotion Concepls, Ine., which he sold in
2005, “People who are committed 1o the suc-
cess of others [ind success for themselves,” he
says. “Clients reward promotional consultants

wha approach each opportunity with solutions



A

that are client-centric miher than product-

focused,™

David Wasmds, MAS, president and CEO of
Neenah, Wisconsin-based distribuitor
Adventures in Advertising Corporation (L/FIC:
ADVINADY ), agrees. “To rise 1o the top in any
profession, vou have o e very dedicated, and
vou have to work really hand ot in,”™ he savs. “To
be successful, vou have 1o have passion for your
work,”

Sonva Beam, CAS, owner of Alpharelia,
Georgia-based distributor fiom The BOLE. Shop
(LPIC: ThePOT97), looks for commitment when
interviewing polential new hires, =“We look for
people who want to stay around awhile, anid
leearn and apply that knowledge.™ she says.
Beam knows a little something about suceess—
her distributorship was named one of Atlanta’s
togh 10 prometions firms by the Atfanta Business
Chronicle. Most of the company’s business is

procured by referrls,

BE INYOLVED, BE SEEN
By volunteenng and through networking.
suceessful promotional consullants get out

there; ruither than isolation, they choose integra-

tiom into the industry o mity. 11's not only
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alanit what you know (product knes ledge), bul
wha you knew (supplier contacts), The more you
dlustry,
the betier the consultant you'll be fo your

know the products and people in the

clients.

Through the industns regional associa-
tionis, the Regional Association Council (RAC)
andd PPATs board and committess, promaotional
consultants have opportunilies o voliunleer and
build their circles of influence. An 18-vear vet-
eran of the promotional products industey,
Woods has been an active volunteer with PPAI
for many years, including serving on the PPAL
Boand of Directors and as boand chainman in
20000, Mot recently, in 2007, he served as
chaimian of the Promastional Produets
Education Foundation (FPEF).

“Through volunteering with PPAL | met a
whole cincle of frends—people | really
treasure—whom | probably never would have
meel otherwise,” Womds says, “These experi-
ences have been among the most rewanding
times in my life.”

Mark Shinn, MAS, president of Neweastle,
Washington-based supplier rep finm Incentives
West (UMC: IDEAWEST) and 2006 RAC presi-
dent, believes volunteer experience plays an
important role in promational consultants” sue-
vess, “The people who volunteer know that gel-
ting in the circles of leaders will help them in
their businesses.” says Shinn who has more
than 17 vears of idustry expenence and has
concurmently served on the boands of the
Promotional Marketing Association of Northem
California (PMANC) and the Northwest
Promtional Marketing As=ociation (NWEPMAL
“I's so impartant o surmound yoursell witl
leaders.”

Kiewiet deseribes volunteering and success
as two components of a symbiotic relationship.
“Nolunteerism pays back the volunteer many,
many limes over,” he zavs, “By volunteening al
the

al the national level, vou will get back far mome

ommunity level, at the regional level and

in retum than you could ever give, The relation-

ships vou build are priceless,”



Through volunteering, promotional consult-
ants can gel 1o know supplier contacts, says
Shinn. “They can learn who works for which
supplivr and how their day-1o-day activities gel
intertwined with their volunteer activities.”

All four industry professionals agree that
networking is also important. “Tradeshows,

seminars, supplier visits and other industry

events help build contacts amd give vou the
chanee o leam who the suppliers are in this
business,” Beam savs,

“Industry networking and frendships have
value beyond profits—from knowing who can
||1| ||'|1' illllm.-.-i]ll.l' lor o, L[} rwn‘hirl.',{ ol L

e other side of the

friendly competitor on

country for advice,” Kiewiel says, “Take advan-
lagge ol r|r'|“1r|'ki|l|: u]rpnr‘t!lrll"liq-.-. You'll find a

world of wonderful, fun and funny people.”

LIFELONG LEARNERS

Beam, Kiewiet, Shinn and Woods agree that

suceessful promaotional consultants never tire of
learning. “This is a great industry for lifelong
learners—Ifor people who like to grow and
change, s a fun place 1o be,” Woods says,
“Focus on gaining nol anly product and
industry knowledge bt also general awareness
aboutl current events.” By way of example,
Woods discusses how the global economy and

supply chain have impacted the industry in

recent yvears. In addition, product safety has
come 1o the forelront. “Buyers are asking ques-
tions about product safery—particularly with
food and beverage items, and anything that
might make: its way into the hands of children.
To ber o suceessful consultant, vou must have o
good grasp of what's going on in your indusiry
and in the world,” he says,

Shinn agrees that continual professional
development is erucial o lifelong success,
“PPAI and the regional associations offer many
opporunities for leaming, and we need 1o be
lifelong learners,” he says. “Volunteer and jump
into professional development as soon as you
can, When vou're part of both of these, it will
make a difference in vour business,”

Beam says professional development has
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played o strong role in her career. *10s helped
me build contacts and clients,” she savs.
“Under PPAs new MAS/CAS program, you can

pick the topics you want or need (o lea

.
Through professional development, vou can be
a letter person for your clients. Plus, there is
an opporiunity to build industry contacts and
ask those guestions you have been wondering

about,”

HIGH-TOUCH SUCCESS

Beam and Kiewiet agree thal a promoetional
consultant should never underestimate the
vilue of the personal ouch.

Contact your clients often or someone else

will—add your own personal touch, she says.
“Day what you =ay vou are going to do aml
muore.”

Kiewiel advises promotional consultants (o
work from a beliel in abundance rather than
searcily. “There ane as many opportunities oul

Illl-n- as Yinl I;'l:llﬂlhl" T creals, Creale 1hrrr|_" P':l:

As a successfiel Diallas-bosed freelanee journal-

ist, Brittany Glenn knows how to go with the

flone, She ts a former associate editor for PPR
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