message from the President

I

t is with great pleasure that I welcome all of our
members, suppliers and colleagues to this Industry
event, the Tropical Tour 2017.

This is second most important event of the year
for our territory, and an excellent opportunity to
take a look at what’s new for the second half of the year and
the pre-Christmas selling season.
I would also like to take this opportunity to let you know
of some changes and initiatives that we’ve put into motion
since our show in March:
1. As agreed during General Assembly, our board has acquired the Directors and Officers Insurance Policy;
2. We have two Interns that will be working with us until
the end of August: Ana Rocío Alvarez- will be working with
all related to marketing, social media and membership, and
Leticia Minnette González, whom will be working with all
financial and accounting matters. Both Millennials have already brought some new ideas to implement in CASA, and
we are looking forward to see more new ideas from them
during the next month.
3. Azucena, our part-time help, is no longer with us, as
she has moved on to other personal opportunities. We appreciate the time and effort she put into our organization and
working directly with the distributors while she was with us.
If you know of someone that is capable and would be interested to assist our board, please let us know.
4. We also have two vacancies in our Board of Directors:
one for Treasurer and the other for a Supplier Director, so
all volunteers are welcome to submit their availability to be
presented to the board’s consideration.

b) Christmas Party 2017 on December 7th. Aside of this
networking event and as in previous years, we will be collecting gifts and first necessity products for the kids and families
of the Oncologic Pediatric Hospital in San Juan
With the Millennials taking over the work force, CASA
keeps working very hard to move forward with the times.
This Edu-Day of Wednesday, August 2nd will help you get a
glimpse of how to do business on the internet and the tools
available to make it a positive experience to your customer.
And talking about customers, their buying preferences of
Promotional Products have also changed. Join us for this
presentation of a recent study made by PPAI on “Mapping
out the Modern Consumer”. And don’t forget about the information on NAICS for our Industry, which will also be discussed at this Edu-Day.
I encourage all of you to sign up for the Education Day
to understand more on the buying trends, and take a look at
what the big companies that sell on the internet are doing;
sooner or later, like it or not, this is the future.
And don’t let the good times and networking be left out…
Tuesday, August 1st at 3:30pm we’re going on a Party Bus
with our colleagues and suppliers. Don’t forget to register
while seats are still available.
I would also like to thank Tom Flanagan for this opportunity of collaboration during this event, and give CASA the
chance to promote the benefits we offer to our members.
And to both the suppliers visiting our beautiful island and all
the CASA members… Thank You!
Enjoy this Tropical Tour my friends!

5. Save the Dates for…
a) Our Tropical Show 2018! Mark your calendar March
5 & 6 and invite the supplier’s you do business with to participate to this our main event.
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management session

Here’s How Steve Jobs Drove Apple’s
Phenomenal Growth
By: Theodore Kinni (www.inc.com)

“I

nnovate or die,” declared management philosopher Peter Drucker. But innovation is
easier said than done. Established players
like Procter & Gamble have departments
full of people devoted to continuously launching “new-and-improved” products, while investor-funded
newcomers like Airbnb can afford to burn through billions
of dollars annually in the quest to disrupt their markets. How
are you supposed to beat fierce, deep-pocketed competitors
like them at the innovation game?
David Robertson, a Wharton professor who studies and
teaches innovation and product development, thinks there
is another way to innovate that is different from the incremental innovation of a P&G and the big-bang disruption
of an Airbnb. In his new book, The Power of Little Ideas: A
Low-Risk, High-Reward Approach to Innovation (with Kent
Lineback, Harvard Business Review Press, May 2017), he
describes this ‘Third Way’ as complementary innovation and
explains how you can use it to gain a competitive advantage
for your company.
“The Third Way consists of multiple, diverse innovations
around a central product or service that make the product
more appealing and competitive,” says Robertson. “What
makes this approach work is that all the complementary innovations operate together as a system or family to satisfy a
compelling promise to the customer. [Thus,] the family of
complementary innovations must be closely and centrally
managed.”
The Power of Little Ideas features the stories of several
companies that have successfully followed the Third Way,
including LEGO, Gatorade, Disney, and most surprisingly,
Apple. Apple is a company that is usually and, according
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to Robertson, mistakenly associated with disruptive innovation. But starting in 1997, when Steve Jobs returned to
Apple for his second, staggeringly successful, stint as CEO,
the Wharton prof says Jobs followed a process driven by four
decisions.
Decision 1: What is your key product? When Jobs returned to Apple, he eliminated 70 percent of its hardware and
software products. Then, he positioned the Mac computer as
the company’s core product--the “digital hub” around which
all of the company’s innovation efforts would revolve.
Decision 2: What is your business promise? Jobs promised customers that Apple and the Mac would enable them
to easily and effectively manage every aspect of their digital
lives.
Decision 3: How will you innovate around your key product? The new products and services that Apple launched
after declaring the Mac its key product all helped fulfill its
business promise. iPod and iTunes initially worked only
with a Mac. Software--including iMovie, iPhoto, and GarageBand--brought a broad range of digital capabilities to Mac
owners. Apple Stores made owning a Mac easier.
Decision 4: How will you deliver the complementary innovations? Apple, says Robertson, made acquisitions, developed partnerships, and hired internal talent to execute its
digital hub strategy.
The family of centrally-managed products and services
that Apple launched around the Mac are still driving the
company’s success as we approach the sixth anniversary of
Jobs’s death. Some of the complementary innovations that
supported this strategy have become massively successful in
their own right--in 2016, the Apple App Store generated $28
billion in sales, for instance. That fact, in and of itself, is good
reason to see if you can capture the power of complementary
innovation in your company. ❚
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Kraft Paper Bags

Tissue Paper
Not Included.

• Made Of Kraft Paper • Serrated Top • Reusable • Recyclable
• Matching Kraft Twisted-Paper Handles
Imprint Colors: Standard Flexography Colors
Set Up Charge: $85.00(G) per side. $25.00(G) on re-orders.
Multi-Color: Add .25(G) per extra color, per side, per piece. (2 Color Maximum).
Second Side Imprint: Add .25(G) per color, per piece.
Packaging: Bulk. (Must be ordered in full carton quantities).
Production Time Is 7-16 Days After Proof Approval. FOB Zip: FL, 33323

#3900 Brown - 5-1/4" x 8-1/4"
#3910 White - 5-1/4" x 8-1/4"
#3901 Brown - 8" x 10-1/4"
#3911 White - 8" x 10-1/4"
#3902 Brown - 10" x 13"
#3912 White - 10" x 13"

As Low As

$0.55
Brown

(C)

As Low As

$0.55
Brown

(C)

As Low As

$0.59
Brown

(C)

As Low As

$0.60
White

(C)

As Low As

$0.60
White

(C)

As Low As

$0.65
White

(C)

www.hitpromo.net

#3903 Brown - 16" x 12-1/2"
#3913 White - 16" x 12-1/2"

As Low As

$0.60
Brown

(C)

As Low As

#3904 Brown - 16" x 19"
#3914 White - 16" x 19"

$0.69
Brown

#3905 Brown - 14" x 15"
#3915 White - 14" x 15"

As Low As

$0.75
Brown

(C)

(C)

As Low As

$0.70
White

(C)

As Low As

$0.80
White

(C)

As Low As

$0.85
White

For Full Information And Charges, Please Visit Our Website www.hitpromo.net Or Contact Your Representative. Prices Subject To Change. Expires 12/31/17.

(C)

March 28-29
2017
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Marketing Students for the first time at CASA show
This is the first time that C.A.S.A. has
invited college students to our show.
Here are students from University
of Puerto Rico, Río Piedras campus, representing American Marketing Association. The students were welcome
by José Molina, MAS, one of the C.A.S.A. founders, Silvia
González M., CAS, BASI (C.A.S.A. President) and Marilyn D.
Meléndez, CAS, BASI (C.A.S.A. VP).
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Edu-Day

In our Edu-Day, Seth Barnett, from PPAI, gave two interesting
presentations focused on Millennials (as the new market and customers):
· Millennials: Attract, Engage, Retain / · Managing the Millennial Market
We also received the visit of Manuel Cidre and Alexandra Lúgaro, both past candidates
for Governor of Puerto Rico in the 2016 Elections, who shared with us their experience as
successful entrepreneurs.
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Looking For What's Trendy In Retail? This Is It.

Introducing HXD, a unique decoration method that creates a subtle pop from the product surface,
giving your logo a whole new dimension. Available on select products, it combines the best
attributes of two methods – the surface interest and high perceived value of embroidery, and the
unlimited color, exceptional detail and location versatility of transfer.
2017-8594 3/ 17

For more ideas about how you can use HXD, contact your sales representative.
Setup Charges
Dimensioning: $50.00 (G)
Tool Charge: $175.00 (G)
Timelines
Dimensioning: 48 hours
Production: 7 days from proof approval (one location only. Maximum 200 pieces).

PCNA.COM/LEEDS

PR Preferred

Vendors
AAKRON LINE
Mike Zingale

Strategic Accounts Manager

mzingale@
aakronline.com
Office 850-332-7331
Cell 850-380-0316
www.AAkronLine.com

AIT Worldwide
Logistics

787-769-1606
prquotes@
aitworldwide.com

AMERICAN AD BAG
Gary Semrow
815-338-0300
sem463@aol.com

APOLLO USA

Paulo Tang
Ph: 856-486-1882
Fax: 856-486-7582
paulo@apolloemb.com

BAG MAKERS, INC

Jennifer Madai
815-9855766
madai@bagmakersinc.
com

BAMBAMS

Zack Harvey
703-260-6815
zharvey@bambams.com

BIC GRAPHIC USA
Wilda Romero
888-446-5242
wilda.romero@
bicgraphic.com

GEMPIRE/
FLORAL PROMOTIONS

BUDGETCARD, Inc.

HIT PROMOTIONAL
PRODUCTS

Pat Dugan
800-451-8600
patriciadugan@
budgetcard.com

Harvey Mackler
800-243-4321
harvey@gempire.com

Liza Pickens
727-541-5561
lpickens@hitpromo.net

BULOVA

Eduardo Herrero
calendariospr@
hotmail.com
787-272-2227

EXPRESS A BUTTON

Angie Bergler
Ph: 800-873-1705
Fax: 800-873-1751
angie@expressabutton.
com

Tracey Stingley
Regional Sales Manager
866-231-4309
tracey.stingley@perry.com

PCNA (Bullet/Leed’s/Journal Books/Trimark)
• Mike Sasario Jr.

305-764-6400
msasario@pcna.com

• Patti Adair

padair@pcna.com

PIONEER BALLONS

• LauraLee Pullara
Lpullara@Bulova.com
212.497.1925
• Lydia Roman
LRoman@Bulova.com
212.497.1837

CALENDARIOS
DE PUERTO RICO

PERRY ELLIS

Mark Jenkins
1-800-685-4441
mark.jenkins@
pioneerballoon.com
www.pioneerline.com

LOKSAK

Ryan Zvibleman
239-331-5550, ext 305
Ryan@loksak.com

OUTDOOR CAP

Michael A. Kogutt, MAS, MASI
Director of Sales
Promotional Products
214-232-6490

michael.kogutt@
outdoorcap.com

ORBUS Antilles
Display & Exhibit Group
Rafael A. Dolagaray
787-288-3540
r.dolagaray@
orbusantilles.com

PRO TOWELS

Jennifer Gambrell
Senior Director of Marketing
800-547-8783, ext. 1047
jgambrell@
protowels.com

PWS PRODUCTS

Daniel Pendleton
678-677-3432
daniel@
gopwsproducts.com
www.gopwsproducts.com

RuMe GrandSuite

action@brandsuite.co
Ph: 303-799-4256
www.brandsuite.co

Directory

updated 7/2017

SAGE

VITRONIC/CROWN

Andy Evans
d. 214-560-4526
Ph: 800-925-7243,
ext 4526
andyevans@sageworld.
com

SANFORD

Tod Peppler
407-271-2005
Todd.peppler@newllco.
com

Eli Leal
800-944-9957
eleal@imagenbrands.com

THE MAGNET GROUP
Ray Jimenez
626-290-4281
rayj@themagnetgroup.
com

SELLOS TITAN

Ernie Quintana
651-242-3326
equintana@
signzoneinc.com

SPECTOR AND CO.

• Jennifer Young
800-721-8237, Ext. 253
jyoung@spectorandco.
com
• Eric Thibault
305-321-8686
eric@spectorandco.com

SABINA

Jessica Atterberry
419-720-4033
jatterberry@sabina-usa.
com

Edward Contreras
800-345-1875
ed@edcoplastics.com

VULINE

Ricardo Jimenez
787-787-9836
info@sellostitan.com

SHOWDOWN
DISPLAYS

UNIVERSAL
AUTO FRAMES

Laurence Giles
Off. 305-888-4430
Cell 305-790-2032
laurence@vulinedirect.
com

TSF SPORTSWEAR/
TSFPR

Maria Rivera
787-784-1937
marivera@tsfsportswear.
com

selling tips

Steal the Master Negotiation Techniques
of Shark Tank’s Kevin O’Leary
By: Kevin J. Ryan (www.inc.com)

A

shark walks. When investor and Shark
Tank star Kevin O’Leary and his partners
decided to sell their real estate business,
they jointly agreed the lowest amount they
would accept was $80 million. O’Leary, the
designated negotiator for the deal, presented the other side
with an opening ask of $120 million. The buyer countered
with a number below the minimum they’d set, and O’Leary
replied that he was no longer interested. Days later, the buyer came back with a higher offer, but it still wasn’t enough.
O’Leary left the table again. A third time, the buyer called
back, and a third time, O’Leary walked away. All this, despite the fact that O’Leary and his partners didn’t have other
options. “There was no other offer,” O’Leary says. If we didn’t
reach a deal, we were holding onto the company.” Finally,
the buyer countered with a number O’Leary and his partners
could accept: $112 million. “It was discounted from the $120
million we wanted, but it wasn’t $80 million, either,” he says.
“Many people fear the abyss. They don’t know what’s going
to happen if they leave the only offer they have. But if you’re
going to tell the other side you’re walking away, you have to
actually have the balls to do it.”

and otherwise, and can I live with them?” Having a BATNA
has worked well for Tiffany Pham, CEO of Mogul, a women’s
news aggregation site that makes part of its revenue by creating content for brands like Avon and Captain Morgan. “We
still discuss each deal internally before walking away,” she
says, “because we want to think about the long-term value
that partnership would bring.” But she’s more than willing to
walk if the price isn’t right. When a jewelry company offered
Mogul less than its minimum price for a project, Pham replied that she wasn’t interested. The jeweler came back to the
table and agreed to her terms.

The Takeaway. Know the least you’ll accept. “You
should go into every negotiation knowing what the minimum is that you’re willing to take,” says bargaining educator
Melissa Thomas-Hunt, “and knowing what it means if you
do not accept a deal with this particular partner. What am
I going to do instead? What are the implications, financial

Don’t back off. “If you make an ultimatum and then
back off it,” says professional mediator Paul Monicatti, “that
detracts from your credibility.” Pham says she’s gotten good
at sticking to her guns. “Every time we’ve walked away,” she
says, “the brand on the other side of the negotiation has
come back.” ❚
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Identify your options. One of the biggest determinants of power, says negotiation expert Alison Fragale, is
each side’s BATNA. “If your real-world alternative isn’t great,”
says Fragale, “you have to manufacture one the best you can.”
Know your opponent’s attitude. How willing is
he or she to play hardball? asks Thomas-Hunt. If this person
is prone to walking away, she says, “you have to very gently
allude to your other options, without its being perceived as
a threat.”
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THE MODERN CONSUMER IN THE DRIVER’S SEAT

5Rs
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RECALL
RESONANCE
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REACTION
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Products

RELATIVITY

REACH

received
89% have
a promotional

The 2017 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 of the selected advertising channel.
The 2017 PPAI Consumer Study employed five key performance metrics to evaluate the role of promotional products
as an advertising channel. These metrics were designed to capture quantifiable results throughout the consumer
path to purchase. The result: promotional products are built to leverage the greatest reach, drive recall and
fiercely resonate to engage 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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Millennials best recalled social media.
Generation Xers best recalled directional calls
Baby Boomers best recalled points of reference
such as website domains or contact information.
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Copyright © 2017 Promotional Products Association International. PPAI Research™. All rights reserved.
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techie

5 Things You Probably Didn’t Know
You Needed in a CRM Solution
By: Anna Johansson, Inc.com

W

hat Should You Look for in a CRM
Solution? With so many different technologies and features available, it’s
easy to feel like you don’t have a very
firm grasp on what actually matters in
the evaluation process. Here a list of a handful of features that
you should be looking for in today’s crowded marketplace.
Project Management: A good CRM tool provides enough functionality that you don’t have to go out and purchase
dozens of other tools to handle various related tasks. Project
management is an ideal example. “More and more, we’re
seeing CRM platforms with baked-in project management
features. The benefit to these platforms is that there’s no gap
between the client data and the project management tasks,”
says Insightly, a leading provider of CRM for SMBs. “All the
files, assignments, milestones, and due dates are in one place.”
Specifically, when you invest in a CRM tool with embedded
project management, it leads to better communication and
stricter oversight. Nothing goes unnoticed and everything fits
into one neat program.
Remote Access: In the past, the majority of business processes took place in a centralized office location. While salespeople made visits to prospects, everything else happened
within the confines of the office. This made it easy to organize
information and reports. However, as time has passed, things
like cloud technology and mobile devices have made it possible for businesses to spread out and perform work in a variety
of locations. As a result, you need to think about remote access when comparing CRM technologies. “A CRM solution
that can only be used in the office is really no solution at all,”
CompareBusinessProducts.com explains. “Data must be entered into it from all manner of locations -- at trade shows, at
customer sites, from partners’ premises -- and remote workers can’t be handicapped by a dumbed-down version of the
solution.” A CRM tool loses its versatility when users are restricted by location. In an age where many businesses find it
cost-effective to let employees work from home, remote access
is something that has to be carefully considered.
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Follow-Up Automation: When nurturing leads, the
single most important aspect of the process is consistent follow-up interactions. Very rarely will a prospect turn into a
customer after one, two, or even three interactions. It takes
many conversations and pitches to bring a new customer on
board. This is why you have to carefully consider follow-up
automation when exploring your CRM options. You need a
CRM solution that automatically reminds you when it’s time
to follow-up with a prospect and suggests the appropriate
types of interactions. This allows your team to focus less on
logistics and more on messaging.
Baked-In Analytics: By now, you should understand the
importance of analytics. What you may not fully realize, however, is the importance of having an analytics tool that’s fully integrated into your CRM solution. While most CRM tools will
collect data, it’s the application and analysis of this data that really matters. You can’t just collect a bunch of data and stare at it.
You must be able to analyze it through the lens of your larger
marketing and sales goals. The best CRM solutions understand
this need and allow users to define and apply treatment strategies to deal with particular prospect needs.
Scalability: Features are only great if the features will
grow with your business - and this is where the idea of scalability comes into play. “You are buying a CRM solution to help
grow your business,” expert Alison Diana explains. “Will your
CRM software grow with you? A well-developed plan addresses the software’s scalability to ensure this year’s decision will
not become next year’s regret.”
Slow and Analytical Wins the Race: If at all possible,
you need to avoid rushing into the process of investing in a
CRM solution. Take your time and research as many options
as you possibly can, while only considering the features and
functions that matter to your organization. There’s a lot of noise in the industry and it’s imperative that you focus on finding
the right fit for your business. ❚
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Name Tags
Sellos de goma

CABA LL ER OS

Dominos
Rótulos ADA Braile

Frames

Bi-Capa

Stand off

Madera
Acrílico

Materiales para
Rotulación de Interior

Vinyl para camisas

Materiales para
Laser Engravers

Magic Touch
Vinyl y Transfer

Distribución de materiales

www.sellostitan.com
info@sellostitan.com

Transfer para camisas

Ave. Lomas Verdes N-19
Bayamón, PR 00956

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

16

$

*

Pricing subject to change without notice. PPAI is an authorized Pantone® Partner.
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regionalassociation.org/pantone

CGM502

CGW509

MSRP $77.00

MSRP $77.00

CASA
BOARD OF DIRECTORS

P U L LOV E R S
Sponsored By

PH: 866.231.4309

EMAIL:

corporatesales @ pery.com

WEB:

pei-corporateapparel.com

© 2017 Callaway Golf Company. Callaway and the Chevron device are trademarks and/or registered trademarks of Callaway Golf Company.
Perry Ellis International, 3000 NW 107 Avenue, Miami, FL 33172. Official licensee of Callaway Golf Company. callawaygolf.com

c.a.s.a. news
Leadership Development Workshop (LDW) 2017

This year C.A.S.A. will be participating for the 18th annual Leadership Development Workshop. The
purpose of this event is to attend
training and seminars in order to
manage an effective and efficient

REST IN PEACE

association. This workshops provide
regional association leaders with an
extensive curriculum presented in
general sessions, breakout discussions and collaborative activities.

Learn & Lunch with Mike Sasario (PCNA)
On June 21st, PCNA sponsored our first Learn & Lunch with
Mike Sasario. The attendees had
the opportunity to learn how to
create an account on pcna.com,
surf on their different sites (Bullet, Leeds, Trimark and Journal
Book), create virtuals, search for
specifics items and much more.
Also, Mike introduced their new imprint method HXD and the products launched in April and June. All the attendees received free of charge:
• Free first set up for HXD valued at $40
• Chart of HXD printing samples
• 3pc Sample Kit of products with HXD
• Umbrella
We want to thanks Mike Sasario and PCNA for all their support throughout
this year.

Internship with

C.A.S.A.

We want to welcome Ana Rocio &
Leticia whom officially joined the
C.A.S.A. team!!! We got Millennials.

C.A.S.A.

mourns our
great friend
Wanda Lanza’s
departure.
Wanda was a
committed colleague
and volunteered
within the Board
collaborating in our
community work
at the Pediatric
Oncology Hospital.
She will be missed.

These young ladies will be working
with our Board of Directors in the
areas of Finances and Marketing
as part of an Internship. Looking
forward to all the things we’re going
to be doing together!
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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.

