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Away with barriers
at borders – forever 

T he re-nationalisation of Europe is currently preoccu-

pying me more than the virus itself which is responsi-

ble for this. Who would have thought that in a crisis, 

instead of looking for European solutions, we would 

instinctively fall back into age-old mechanisms such

as border closures. Yes, fear devours the soul. Rainer Werner Fassbind-

er’s melodrama once again fits into the times, at least in terms of its title. Do we 

really need to wait for further generations before Europe overcomes this fear? 

Friends in Paris have been unable to visit me for a long time, I have only seen

friends in Belgium via Skype, a friend in Madrid who exports fruit to all parts 

of Europe is fighting against insolvency. Friendships are suffering but they will

survive the crisis. The European single market, however, is under massive threat

from border closures. And it was only weeks after the lockdown that resistance

began to emerge. Calls for open borders grew louder throughout Europe. An-

gela Merkel in Germany and Emmanuel Macron in France campaigned to re-

move barriers at borders – that raises our hopes for the future.

As with so many measures designed to rein in the corona virus, the atten-

tion paid to the issue of border closures has not been with sufficiently precise 

scrutiny. In the meantime, Europe has become so interwoven, especially in the

regions close to the borders, that people live as if they were in one country – 

in Europe, that is. Suddenly, however, there are barriers again and people are 

controlling people again. Cross-border commuters are only allowed to travel to 

work but are not allowed to buy a bread roll in the friendly neighbouring coun-

try. “Where have we ended up?”, one might angrily ask.

Today we know that a local or regional lockdown of hotspots makes much

more sense than closing national borders. 

The opening of economic regions was the guiding idea and driving force be-

hind Europe growing together. A renewed re-nationalisation of the economy, 

on the other hand, will be its downfall. There is no alternative to open borders,

even and especially in times of crisis. The economy, including our industry, must 

make this clearer to politicians for all time. 

The challenge facing Europe is greater than ever. It is the only chance against

the economic giants China and the USA. And the fact is that the EU has a larg-

er single market than the USA – but only a Europe without borders.
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On this note

Manfred Schlösser | Editor-in-Chief PSI Journal 

 Your opinion: schloesser@edit-line.de  
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Broad acceptance of advertisingp gBroad acceptance of advertisingBroad acceptance of advertisingB d t f d ti i
in times of crisis: An opportunity pp yin times of crisis: An opportunityin times of crisis: An opportunityi i f i i A i
for the industry for the industryfor the industryfor the ind str 10
In times of massive declines in revenue and widespread uncer-
tainty, many companies react by cutting their advertising budgets. 
As a consequence, the promotional product industry is also af-ff
fected by declining orders and order cancellations. However, the
current crisis also offers opportunities to make one’s mark.

Beautiful, beneficial and effective14

In the first of our new
product sections,
everything revolveseverything revolveseverything revolves
around beauty,around beautyaround beauty
well-being and (prog (pwell-being and (proll b i d ( -
motional) effective)motional) effectiveti l) ff ti --
ness in the context of ness in the context oness in the context o
the terms wellness, he terms wellness,he terms wellness
cosmetics and beauty. ycosmetics and beautyi d b
In our day and age, y gn our day and aged d
this has developed into a market with a high turnover to which the his has developed into a market with a high turnover to which thehis has de eloped into a market ith a high turno er to hich the
promotional product industry also contributes with excellent promotional product industry also contributes with excellentpromotional product industry also contributes with excellent
products which ensure that the name of the giver is rememberedp gproducts which ensure that the name of the giver is rememberedd hi h h h f h i i b d
in a positive light.p gn a positive lightiti li ht

Together against the crisisg gTogether against the crisisTogether against the crisisT h i h i i 27 

The corona crisis has a firm grip on the world. In a globally netThe corona crisis has a firm grip on the world. In a globally netThe corona crisis has a firm grip on the world In a globally net-
worked economy, the associated negative effects also affect they, gworked economy the associated negative effects also affect thek d h i d i ff l ff h
promotional product industry. But right from the beginning and alp p y g g gpromotional product industry But right from the beginning and alti l d t i d t B t i ht f th b i i d l-

so during the “lockdown” it became so during the lockdown it becameso during the “lockdown” it became
clear that “our” industry is closingclear that our  industry is closingclear that our industry is closing
ranks and developing creative idep granks and developing creative idek d d l i i id -
as, reciprocal support and app pp pas reciprocal support and api l t d -
proaches to solutions to overcomeproaches to solutions to overcomeproaches to solutions to o ercome
these difficult times. We would like
to take this opportunity to report on 
further effective initiatives.

65 years of FARE®: 
Every drop counts y pEvery drop counts 50 
FARE® is synonymous with high-quality umbrellas in the promoy y g q y pFARE® is synonymous with high-quality umbrellas in the promoFARE® i ith hi h lit b ll i th --
tional product market and is celebrating its 65th anniversary this ional product market and is celebrating its 65th anniversary thisional prod ct market and is celebrating its 65th anni ersar this
year. The long-standing company boasts a constant stream of inyear. The long standing company boasts a constant stream of inyear The long standing company boasts a constant stream of in-
novations. And for some novations And for somei A d f
years now, the specialisty , pyears now the specialistth i li t
has also been focusing inghas also been focusing inh l b f i i -
creasingly on sustainabilicreasingly on sustainabilcreasingly on sustainabil -
ty. A new, environmentallyy. ew, e v o e ta yy A new environmentallyll
friendly dyeing process y y g pfriendly dyeing processf i dl d i
now also helps to save prep pnow also helps to save prel h l t -
cious resources.cious resourcescious resources



A toy, decoration figure or perhaps a little more? 
By simply pressing this little treat, you can say
farewell to stress and at the same time train

your hand and forearm muscles.

They are small and evolve to have a great effect: Seeds
of marigold, camomile and sage. And not only those, as 
this medicinal herb set including a 24-page booklet on the
prevalence, appearance and use of various native medici-
nal herbs shows.
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Antibacterial writing instruments

uma Schreibgeräte

www.uma-naturals.com/

material-antibakteriell/

PSI 41848

Recently a small garden measuring just 170 square metres was named winner of the 
“Gardens of the Year” competition. The fact that this garden can be found in Düssel-
dorf, where the threads of the international network of the promotional product indus-
try come together, is pure coincidence. It is no coincidence that there are numerous 
PSI members who turn a superficially simple product into an article with added value.

 Everything according to plan 

Construction – 

ballpoint pen

ny GmbH

a.de

 Hygienically noted 

terial writing instruments

en

eampen.com

PSI 45720

For many years, ballpoint pens
have belonged to the absolute
top favourites among promo-
tional products. Our examples
show that these writing instru-
ments can do even more than
just record handwriting – be it 
ballpoint pens, planning aids and
tool cases rolled into one with
various scales, centimetre and
inch rulers, flat-head and Philips
screwdrivers, styluses and spirit 
levels or writing instruments
made of antibacterial plastic with 
a special additive that releas-
es silver ions to prevent the
formation of bacteria on the pen 
surface.

 Power of nature 

www.multiflower.de
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 Farewell to stress 

made of PU foam

.com       
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 A different kind of apple turnover 

Apple laptop case made of fibrous 

pulp residue

Interall Group B.V.

www.interallgroup.com

PSI 41727

ecessarily mean striving for technical innovation. 
megatrends defined by Zukunftsinstitut is neo-ecol-
o includes the circular economy. According to the 
this is where “material flows become closed loops

self becomes a resource again.” zukunftsinstitut.de

... does not mean holding on to old things unconditionally. Nostalgic
feelings even have positive powers. The psychologist Dr. Clay Routledge 
describes nostalgia as a resource that people could activate and use in
times of stress. It lifts their mood, increases self-esteem, and promotes
a feeling of social connection, a positive view of the future and a per-
ception of meaning in life. (www.clayroutledge.com/nostalgia)

 brew@home 

Mahlwerck Porzellan GmbH

www.mahlwerck.de

PSI 44833

Sometimes even small things, such as a hand-

brewed coffee, are enough to elicit nostalgic feelings.
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percent of

the market-

ing decision-

makers sur-rr

veyed in a 

Criteo study believe that retailers in-

vest too little energy into developing

attractive promotional offers. hori-

zont.net

33 24%
of  those interviewed for a study by the ad tech company 
Unruly stated that brands should convey a feeling of  
continuity and normality in their communication, espe-
cially in the current climate. wuv.de

9,000
monthly reports from companies form the 
basis for the ifo business climate. The index 
fell to a historic low at 74.3 points in April. 
statista.com

Nine
most important things that brands should

know about content marketing in times of

crisis have been listed by wuv.de under the 

heading “Content and Corona”. The quin-

tessence: More content is better than less 

content – not only in times of  Corona.

60.5 billion
US dollars was removed from the global advertising market as a result of  the financial crisis of  2009.

According to WARC, it took the advertising industry eight years to digest it. Market researchers also

believe that the corona crisis will have a major impact on the advertising market. horizont.net

A 25 percent
increase in time spent on the news
pages of publishers was concluded in 
the “Moments of Next” study by the
Taboola recommendation platform.
Page impressions recorded an in-
crease of 14 percent. wuv.de

Two thirds
of people, more or less, see their purchasing 
decisions influenced by the fact that brands are 
behaving differently in the current situation. 
This is the conclusion reached by the “Edelman 
Trust Barometer”. absatzwirtschaft.de
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