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END-BUYER RESEARCH

Gen Z

ASI Research surveyed promotional products end-buyers of varying demographics
throughout the United States. Here are the key findings for end-buyers in Generation Z.
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Favorite Promo Iltems
Some of the best promotional products that Gen Z end-buyers have ever received include:
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Comfortable Stanley cup Device-cleaning Customized Food and Color- Pop-it

hoodie wipes Nike shoes beverage kit changing cup stress ball
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