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What do you look for 
in a printer?

Is it cutting edge 
technology, 
capabilities, 

quality, pricing 
or turn time, great 

service and support? 

Well McClung Companies has it 
all! Founded in 1946, with more 
than 75 years in the industry, 
we are a commercial printer 
located in Central Virginia. 
We offer a variety of services 
from full design and creative 
team, promotional products, 
apparel, to storefront with online 
ordering, inventory management, 
fulfillment, and warehouse 
services. Customer relations 
and providing a quality product 
on time is key to a successful 
partnership. I would say the 
one thing I have learned in this 
business, McClung has a great 
support system, starting with 
the account reps and customer 
service. In addition, our prepress 
department is always supportive 
with helping solve issues 
with files or helping educate 
customers through training. 

If you have a new concept or 
an idea for print, mailing or 
marketing project, please let 
me know and we can discuss in 
more detail and provide you with 
some options. 

Rod Thomas 
Account Manager
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It’s often said that 
“age is just a 
number,” and to 

some extent, that’s 
true. Americans are 
living longer, living healthier, and 
staying more active than ever. 
Many couples are delaying having 
children until later in life, and many 
older Americans are remaining 
in the workforce far beyond 
retirement age. The traditional 
lines are blurring. 

At the same time, most 
people in any given 
age demographic are 
experiencing similar life 
stages that help you 

target messaging more effectively. 
For example, buyers in their early 
20s are just getting started in their 
careers and are less likely to be 
married with children. You will 
speak to them differently than you 
will buyers in their 40s and 50s 
who are likely mid-career, with 
greater earning power, and whose 
children are starting to leave the 
home. 

So while age may be “just a 
number,” that number has 
meaning, too. 

It’s not just life stage 
that defines the 
characteristics of a 
generation. Each has 
also been influenced 
by the cultural, political, and 
economic times around them. 
The result is that they will respond 

differently to different headlines, 
body copy, incentives, and calls to 
action. 

Just look at the differences between 
Boomers and Gen Z, for example: 

•  Boomers grew up in the age of 
Woodstock and the Cold War. The first 
member of Gen Z wasn't born until six 
years after 9/11 and has grown up in 
the age of Sandy Hook and Uvalde. 

•  Boomers grew up in a time when 
“going to work” meant sitting in an 
office. Gen Z has grown up in a time 
when it means sitting in Starbucks. 

•  Boomers lived through the 
technological evolution from black-
and-white television to cellphones. 
Gen Z has never known life without 
SnapChat.  

•  Boomers witnessed the 
civil rights movement, 
women’s empowerment, 
and the moon landing. 
Gen Z is immersed in 
sustainability, social and political 
justice, and diversity. 

With such divergence in 
perspectives and experiences, it’s 
clear why it’s important to think 
about generational differences as 
you craft your messaging. Do your 
research before putting pen to paper 
(so to speak). The result will be 
deeper engagements with each of 
your audience segments, leading to 
increased trust, and ultimately, better 
results. 

Age Is More  
Than a Number
Increase customer response with age-
appropriate, relevant generational marketing



Personalization  

is proven to  

increase sales,  

but there’s 

a fine line 

between just 

enough and too 

much.

dSpecially Made forour friend!
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Did you know that consumers 
are at least one-third more 
likely to make a purchase 

if the marketing communication 
is personalized? According to 
Adobe’s 2019 Brand Content 
Survey, 51% of consumers are 
more likely to make a purchase and 
34% of consumers are more likely 
to make an unplanned purchase, 
specifically, if they are exposed to 
personalized messaging. 

For marketers, these aren’t 
the only benefits of personalized 
content. When consumers are 
exposed to relevant, personalized 
messaging, they are also more 
likely to . . . 

•   become loyal to the brand (49%),
•   recommend the brand to others 

(46%), and
•   subscribe to the brand’s channels on 

social media (44%).

What might consumers do if the 
content is not relevant? More than 
one-quarter (26%) say they would 
stop paying attention to the brand’s 
messaging, and 26% would be 
less likely to make a purchase. 
Consumers also say they would be 
much less likely to recommend the 

brand to others, stay loyal to the 
brand, and 12% might even stop 
using the brand. 

But be careful not to overdo it. 
Twenty-five percent of respondents 
said that when messaging is over-
personalized, they find it “creepy.” 
In fact, three out of five say that 
when personalized content is over 
the line, they would be less likely to 
make a purchase. 

The line between marketing 
content that says, “We know you 
and care about you” and being so 
personal that it’s uncomfortable 
can be a delicate one. Consumers 
want their communications to be 
relevant, but they don’t want to feel 
that their privacy is being violated. 
For example, if someone’s lease is 
about to expire on the family sedan 
and you know from third-party data 
that they recently had a new baby, 
you might want to say, “Is it time 
for more leg room? Check out the 
great new features we are offering 
on our 2022 minivans!” What you 
don’t want to say is, “Hey, it looks 
like your family is expanding! When 
your lease expires at the end of 
the month, why not upgrade to a 
bigger ride?”

Need help developing relevant 
communications that your 
customers and prospects want 
to hear? Let one of our brand 
development experts help. 



Why buy promotional items?

MCCLUNG COMPANIES — MARKETING TIPS

Just look around, everywhere you 
go there are promotional items. 

It may be the favorite pin you use, 
the hat your neighbor wears, or your 
co-worker’s favorite coffee cup. 
These items adorn logo’s, branding, 
and event reminders of companies 
they buy from or organizations that 
they support.

According to ASI (Advertising 
Specialty Institute): logoed 
items make up a thriving $23.2 
billion industry. These traveling 
advertisements leave a lasting 
impression on consumers, which 
makes them crucial for building 
brand awareness.

Promotional items have become 
a staple in today’s society. They 
are as powerful as word-of-mouth 
recommendations. It’s like sending 
a little subluminal message that 
makes a lasting impression over 
time. Encouraging customers and 
potential customers to seek out your 
company’s brand and offerings.

Let’s look at what promotional items 
categories are trending in 2022.

Top Product Categories: (ASI)

• T-Shirts

• Drinkware

• Polos

• Caps/Headwear

• Bags

• Wearables (Non-Shirts)

• Writing Instruments

• PPE

• Desk/Office/Business 
Accessories

• Buttons/Badges/Ribbons/
Stickers/Decals/Emblems/
Lanyards

• Hand Sanitizer/Sanitizer 
Products

• Blankets/Towels

• Flags/Banners

• Electronics/Computer-Related 
Products

• Recognition Awards/Trophies/
Jewelry

• Calendars

• Health & Safety Products

• Housewares/Tools

• Books/Cards/Postcards/
Stationary/Giftwrap

• Mobile Tech Accessories

• Magnets

• USB Drives

• Umbrellas

• Games/Toys/Playing Cards

Not sure what promotional item is 
right for you? Here are a few things 
to think about when choosing the 
best promotional item for your 
business or organization. Consider 
how the item aligns with your 
organization’s marketing strategy, 
campaign or event, brand, and 
product/service. Think about your 
recipients (who are you targeting). 
Remember a well-developed 
promotional item can leave a lasting 
impression on your recipient. 

The next time you start thinking 
about promotional products, let
McClung Companies provide 
you with our high-quality, custom 
promotional items to make an 
impact at any budget level. 

Contact us online or give us a call 
directly at 800-942-1066. We’ll work 
together to create a memorable 
brand experience for your 
employees and consumers.



550 N. Commerce Ave.
Waynesboro, VA 22980
www.mcclungco.com
800-942-1066
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Paper from 
sustainably-
managed 
forests
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Bukoskey was awarded employee of 
the second quarter
Rick Bukoskey, Senior Designer/
Instructor, was recently chosen 
Employee of the Quarter at McClung 
Companies. Established in 1992, the 
award is based on recommendations 
from fellow workers and recognizes 
McClung employees who display 
extraordinary dedication to their 
jobs.

"Rick has been a skilled and 
dedicated part of our team for many 
years," noted Paul Groff, Scheduler/
Prepress Coordinator. “In addition to 
his design and technology work, he 
has expanded his capabilities in the digital finishing area using the 
creaser/folder and paper cutter.”

Bukoskey has worked 29 years at McClung and lives in 
Waynesboro. 

Rick Bukoskey

What flying creature, other 
than birds, migrate in the fall?
Email answers to mcmarket@mcclungco.com  
by November 30. Be sure to include your name 
and phone number. One name will be chosen 
from all entries and will receive a cool gift card!

Congratulations to Susan Marks at FCA for 
winning last issue’s McQuiz contest. She got 
a $25 gift card. Grease was the iconic musical 
featuring the song 'Summer Nights'.

Dear friend,

right out of the gate. But none of those things 
would have mattered if its target audience didn’t 
feel confident about choosing a product in this 
category in the first place. The results? When 
tested against the paragraph approach, its 
response rate jumped by 188%. 

This is not the only way to use bullet points, 
but it provides an important principle that 
your business can use in its marketing 
communications to help your audience become 
more receptive to whatever else you have to say.

Case study: bullet points increase 
response rates by 188%
When you look at any printed piece, what stands out first? If 
there are bullet points, that’s where your eye immediately goes, 
right? Bullet points are short, punchy, and command attention in 
any layout.

Because bullet points have such impact, you might be tempted 
to use them to talk about your product’s benefits right out of the 
gate. While touting benefits is critical, studies from MECLABS 
find that, especially when the product category creates some 
level of uncertainty or fear, using bullet points to anticipate and 
respond to customer fears and objections first, before discussing 
benefits, can be more effective. 

MECLABS, which researches how people make choices, 
gives the example of a web hosting company that used this 
approach with great success. The company wanted to overcome 
prospects’ anxiety about making a purchase in what they see 
as a foreign and scary product category: web hosting. Before 
presenting the benefits of its service, MECLABS encouraged 
the company to use bullet points to address these underlying 
concerns. Thus, the company described itself as offering: 

 • 24/7 technical and customer support.
 • The highest level of global accreditations.
 • 99.9% uptime guarantee.
 • End-to-end security solutions.
 • Being the most trusted hosting company.

Sure, the company could have talked about features and benefits 


