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A simple and practical guide to making merchandising decisions and building for success.

Written by Kyle Nichols
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Not all branded merchandise is the same. Of course not. But what makes some brand 

experiences standout? We’ve spent over 15 years figuring that out. You’ll read about it in this 

guidebook. Working with clients across multiple businesses and industries, we focus on 

insights and strategies that resonate with specific audiences. This is about much more than 

front-line tactics and execution. Throughout this guidebook, we will share how merchandise 

strategies form at Pathwave. What results is an informed experience that feels like an 

extension of the brands we work with—rather than one-o! trinkets.

Your promotional merchandise advantage is strategy

Gaining an advantage over competitors in this space starts with building insightful strategies 

behind your promotions. This is about making conscious choices to build products that matter 

to your business and its audience. 

Let’s get inspired. Let’s build with purpose. Let’s ask the right questions. 

Here’s one to start: How can we accomplish more with less?
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YOUR BRANDED 
MERCHANDISING 
APPROACH

Determining your merchandise approach takes work. Start by assessing your business’s 

unique product or service o!ering. Next determine how to communicate that e!ectively to 

your community (all employees, clients, suppliers, prospects, and anyone in contact with your 

brand). This is your service to humanity, and no one can replicate your unique talents and 

process. Understanding what you do better than everyone else will generate success and 

reinforce your competitive advantage. 

Many organizations try to copy the successes of others. That’s short-term thinking. Your 

approach should be unique to you. While idea generation includes references from other 

brands and campaigns, ensure that your choices align with your company’s distinct o!ering. 

Maintaining this strategy will strengthen your brand in the long term.

Inspiration can come from anywhere. It’s important to let that flourish while you challenge 

existing strategies. The most creative companies have teams whose job it is to ask if the way 

they’re doing things is the right way to do things. Don’t be afraid to challenge current methods 

and test new ideas. And while you’re at it, include various stakeholders in discussions. 

Identifying your business's unique talents helps everyone work towards a common goal. It 

streamlines communication.
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Pathwave helps businesses and organizations 

choose the right tools (merchandise) to 

communicate their products and services. We 

also make sure you understand why they’re 

e!ective. At the same time, our unique 

network and approach allows us to fulfill 

needs and generate your success. We do this 

by either solving challenges or recognizing 

new opportunities.

Merchandise is a communications tool. With 

proper strategies, it increases your 

connection with your audience. The 

merchandise you create has the power to 

help others. By giving, you will start to see 

mutually reciprocated habits form in kind. 

Merchandise is a fun, clever, and impactful 

tool for you to express how you want to 

contribute to your community.

To determine your unique product or service, ask yourself these questions:

What can you do better than everyone else?

Why are you doing what you do?

How can you express those talents to make a contribution to others?

What are you o!ering your community?

How can you help your community?
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WHY MERCH CAN 
ADD VALUE
Often, what you give, generates something in return.

The key is to keep wealth circulating by giving and receiving care and 

appreciation. Being strategic with your merchandise choices will ensure 

your investments are e!ective and rewarding. When you define what and 

how you give, it becomes e!ortless and you can accomplish more with 

less—to answer the question from above. 

Our natural order in the world operates through dynamic exchange. Giving 

and receiving are the flow of energy. Merchandise can be the medium. 

Make choices to give consciously. Be aware of your previous patterns of 

giving and assess their e!ectiveness. When you are trying something new, 

follow up to determine if the results are in line with your assessments. 

Developing strategies and tools to gather vital data will help you give and 

receive most e!ectively.

(GIVING & RECEIVING)

Giving can be in many forms:

Educating on your products services and 

expressing your interest in helping others

Giving small gestures of appreciation

O!ering services to help reach a goal

Building rapport by prioritizing your 

business relationships and developing 

mutual respect
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CHOOSE MOTIVATED 
AND CAPABLE PEOPLE
Selecting the right people to strategize and execute your merchandise strategies is critical to 

success. Understanding your team’s interest and capacity to handle these tasks will help you 

formulate a viable plan and tactics that produce results. 

Pathwave can help. We are experts in managing your merchandise. And we think this makes 

us unique. We understand the value of process and strategy, and can help you make crucial 

decisions. Some businesses ignore merchandising. And instead of doing anything about that, 

they leave opportunities on the table. This is where we step in.

The right team will:

Overwhelmed by merchandising? 

Stay motivated and ensure growth through 

e!ective communication with your team and 

merchandise partner.

Set goals for your business and product 

e!ectiveness. Remember, not the same products 

work for everyone.

Stay committed and on track. Consider all product 

strategies and choices to align with your brand. 

The choices will feel right and make the team and 

the people in your organization happy.

Assess existing problems and challenges and 

transform them into new opportunities and better 

situations (Learn By Doing).
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PLANNING AND 
PRODUCTION
When we are at the strategy and design stages of a project, we encourage 

a concurrent approach in your e!orts. Bring in your larger team at the start 

of the design stage. Your ROI will be higher by doing this because on 

average 10% - 20% of product costs occur at the strategy and design 

phase and 80-90%  at the production stage. Make sure your approach is 

solid and you have support from your team at the start. This will save you 

money in the long run and ensure organizational enthusiasm with the 

project. This will also reduce the e!ort involved at the time of fulfillment. 

And it will motivate people to think proactively in anticipation of the launch. 

Stir up all the crazy ideas to manifest something profoundly evocative of 

your brand. It’s your job to keep things on track. This is where leadership 

comes into play. 
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CREATE A NO CRISIS 
BUSINESS WITH A 
MERCHANDISE ROAD MAP

By investing in strategy, forecasting, and a merchandise road map, you can reduce the amount of 

stress in your organization. Merchandise and promotional material decisions are often last minute. 

They shouldn’t be. We’ve seen what happens when clients misuse resources or make rushed 

decisions, often relying on past strategies and purchasing. While those clients still saw some 

success, the process to get there increased costs and undue stress. That’s why we build strong 

communication and a vision of a campaign purpose right from the start. Your success shouldn’t 

hinge on overcoming an unforeseen crisis. 

Ways to mitigate this:

Stay motivated and ensure your growth and e!ective use of 

resources - Invest in a 1-Year Merchandise Road Map Plan

Select the right clients and receipts for your merchandising 

e!orts

Set goals for your business culture and ensure your 

merchandise strategies align with them 

Surround yourself with focused people and delegate 

merchandise control to people who understand the value in 

process, design and planning

Eliminate Distractions from your competitors. Stick to your 

course and communicate your brands unique talent
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CHOOSE SOCIALLY 
CONSCIOUS SUPPLIERS
The way the world thinks has changed. Now more than ever, 

where and how things get made matters to consumers. That’s 

why manufacturers build with transparency. It’s a key strategy. 

And that’s because people demand socially conscious and 

ethically made goods.

Each year, our suppliers increase how much they talk about 

sustainable materials. The number of eco-friendly product lines 

increases too. When you choose on your own, it’s challenging to 

know what options are best. Discovering which products are truly 

100% recycled or sustainable is next to impossible. But not for us.

When we choose our suppliers, we investigate environmental and 

ethical claims so our clients don’t have to. Pathwave’s 

commitment to the environment is integral to who we are. And as 

we embrace our global connections, we yield the benefits of 

talented people around the world.

When we buy products made in other countries, it’s 

because of unmatched craftsmanship and technology. If 

our trusted suppliers can’t make them here, we look 

elsewhere. Pathwave also works with Canadian 

suppliers, helping to fuel our economy through job 

creation. This is a long-term strategy that will improve 

our manufacturing sector. We always work with 

like-minded people through the entire supply chain. In 

doing so, we contribute to positive growth. And by 

making conscientious choices, we minimize the 

exploitation of vulnerable workers.

There has been a shift in consciousness within our 

industry. We’re proud to be part of it.
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YOUR BRAND AND 
GRAPHICS SHOULD LOOK 
GOOD ON ALL PRODUCTS

DO LESS AND 
ACCOMPLISH MORE

When designing consider all the places where the assets will be used. Imagine it on 

a t-shirt, hat, website, envelope, Instagram ad, etc. Create a graphic system that can 

be used on all products at varying sizes. It’s important that the product branding 

aligns and flows with the product’s essence. Strong brand continuity across all 

deliverables creates a seamless experience for your audience. 

Look at your merchandise choices and determine what produces the best result with 

the least amount of e!ort. Unleash your creative team on how to do more, within 

budget. Through idea-generation and strategic tactics, we can determine the most 

e!ective way to achieve your goals. When your team is in harmony with your 

business and its unique o!erings, this way of thinking becomes easier. And your 

success is within reach.


