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BY ELISE HACKING CARR

With all the mergers and acquisitions happening 
in the print and promo space, it can feel like the 
industry is contracting, not expanding. But with 
fewer players in the game, the next big win is up 

for grabs for innovative distributors. From our vantage point, 
2019 proved to be quite the year for many of these marketing 
service providers. According to Print+Promo’s data, overall 
revenue for the Top 50 Distributors submissions was $3.83 
billion, a 7.1 percent increase over 2018’s $3.58 billion.

Of the 43 distributors returning from last year’s Top 50:
•  20 had revenue increases, with 10 posting at least 

double-digit percentage growth. The largest percent-
age sales increase belonged to QRG (31.6 percent).

• 11 had revenue decreases.
• 2 finished evenly.
Those who have been tracking our lists will recognize 

the familiar names comprising the top five. There were no 
surprises in regard to rank order, though it is worth point-
ing out the respective double-digit percentage increases 
of American Solutions for Business, with sales up by 10.2 
percent, and iPROMOTEu, with sales up by 13.3 percent.

The 2019 list was missing some notable entries, starting 
with previously 16th-ranked Fontis Solutions, a Safeguard 
Company, that has since rebranded to Deluxe Branded  
Marketing – Irvine, and previously 26th-ranked USFI, now 
called Deluxe Branded Marketing – Dallas. Other missing 
distributors were Graphic Information Systems Inc. (2018: 
No. 41); PerfectPartner Business Solutions (2018: No. 
45); Safeguard Solutions (2018: No. 49); and International 
Printing Solutions (2018: No. 50). While their absence was 
felt (collectively, those companies earned $84.6 million), it 
created room for six new companies—two of which, Fully 
Promoted/EmbroidMe and The Sourcing Group, rounded out 
our top 10. Also of note, the newcomers’ combined total was 
$259.1 million, so we gained $174.5 million. Give a warm 
welcome to Stran & Company Inc. (No. 21); ABC Printing 
Company (No. 42); Advanced Business Graphics Inc. (No. 
44); and Millennium Marketing Solutions Inc. (No. 47).

Individual product sectors trended positively almost 
across the board. The loner, Printed Forms, fell to  
$153.6 million, a 4.9 percent decrease compared to 
2018’s $161.5 million, though still better than 2017’s 
$147.8 million.

Of the remaining seven categories, Labels & Tags moved 
up to $127.9 million (2018: $121.3 million); Commercial 
Print, consisting of marketing pieces, catalogs, brochures, 
presentation folders, envelopes, stationery and business 
cards, reached $511.1 million (2018: $466.9 million);  

Direct Mail climbed to $266.9 million (2018: $246.0 million); 
Plastic Products and Cards put forth $29.4 million (2018: 
$29.1 million); now in its third year, Signs/Displays/Wide-
Format Printing maintained the explosive 505.5 percent 
growth it experienced in 2018, and even managed to add 
$49.1 million to its most recent totals, landing at $456.9 
million. The highest growth (58.2 percent) belonged to the 
“Other” category, accounting for $274.5 million in sales 
(2018: $173.5 million). Still, it was not enough to dethrone 
the reigning champion, Promotional Products, which 
produced $1.05 billion (2018: $984.3 million). Many of our 
top earners, including some of this year’s new additions, 
specialize in promo, likely impacting the data.

Want to see the complete breakdown? Check out our 
Top 50 chart. In the meantime, here are extra stats we 
saw in our analysis:

•  Of the 53 principal officers listed (several companies 
listed two) for the Top 50 Distributors, 46 were men 
and seven were women.

•  In all, 22 U.S. states were headquarters to at least one 
distributor in the Top 50. Illinois, Minnesota and Ohio 
each had five distributors calling them home, while 
New York had four. Nine other states appeared at  
least two times on the list, leaving nine states with a 
single distributor.

•  This year’s Top 50 Distributors employed nearly 
8,000 people. InnerWorkings employed 2,000, while 
Discount Mugs.com and Fully Promoted/EmbroidMe 
employed 1,100 and 930, respectively. Of the Top 50, 
the distributor with the smallest staff was The Printing, 
Fulfillment and Mailing Group LLC at four employees. 
Fifteen of the Top 50 Distributors had a staff size in the 
triple digits or greater.

•  The top five vertical markets for distributors on our list 
were Health Care (listed 23 times); Financial (listed 17 
times); Retail (listed 13 times); Manufacturing (listed 
11 times); and Education (listed nine times).

We congratulate each company that made the list and 
can’t wait to see what the future holds for the industry. 
Cheers to profitable partnerships in 2020!

(Editor’s note: Factors to consider when interpreting 
sales figures are ongoing industry consolidations 
and responses reporting idiosyncrasies. In addition, 
for various reasons, a handful of top distributors do 
not release financials to Print+Promo. Rather than 
estimating, we’ve chosen not to include them here.)

 Distributors: Analysis
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 COMPANY REVENUE PRINCIPAL(S) LOCATION

1 InnerWorkings $1,121,551,000 Rich Stoddart, Global President/CEO Chicago, IL

2 Proforma $492,000,000 Greg Muzzillo, Founder; Independence, OH 
   Vera Muzzillo, CEO

3 American Solutions for Business $314,033,163 Larry Zavadil, CEO Glenwood, MN

4 DiscountMugs.com $214,750,000 Sai Koppaka, CEO/President Medley, FL
 (Parent Company: BEL USA LLC)

5 iPROMOTEu $197,100,000 Ross Silverstein, CEO/President Wayland, MA

6 Smart Source LLC $125,000,000 Thomas D’Agostino Jr., CEO Suwanee, GA

6 WebbMason Marketing $125,000,000 Warner Mason,  Hunt Valley, MD
   Chairman of the Board/
   CEO/Co-founder

8 Kaeser & Blair Inc. $121,879,460 Kurt Kaeser, CEO Batavia, OH

9 Fully Promoted/EmbroidMe $104,100,000 Ray Titus, CEO West Palm Beach, FL

10 The Sourcing Group $98,000,000 Joe Falcone, Chief Operating Officer New York, NY

11 ePromos Promotional Products $60,000,000 Steve Paradiso, CEO/President St. Cloud, MN

12 Regency360 $57,932,912 Eric Beguelin, CEO Raleigh, NC

13 Vanguard $53,967,775 Robert T. O’Connell, President New York, NY

14 Quality Resource Group (QRG) $51,217,566 Todd Pottebaum, MAS+, MASI, Plymouth, MN 
   President

15 The Shamrock Companies $46,000,000 Bob Troop, Chairman/CEO Westlake, OH

16 Touchstone $45,000,000 Derek Block, Founder/CEO Mason, OH

17 Quality Logo Products Inc. $44,090,593 Bret Bonnet, President Aurora, IL

18 American Diversity $35,500,000 Diane Zavadil, CEO Glenwood, MN

19 The Image Group $34,125,060 Jon Levine, President Holland, OH

20 NPN360 Inc. $34,004,535 Artie Collins, CEO Bannockburn, IL

21 Stran & Company Inc. $31,475,000 Andy Shape, CEO/President Quincy, MA

22 HDS Marketing Inc. $31,051,621 Howard Schwartz, Founder/CEO Pittsburgh, PA

23 Tray Inc. $26,904,000 Brian Burlace, President Glen Burnie, MD

24 Meridian $25,600,000 Robert Chanson, President Loves Park, IL

25 Image Source $25,500,000 Thomas Goos, President; Kirkland, WA 
   Brian Haner, CEO

26 Winbrook $22,000,000 Scott Lattanzio, President Billerica, MA

Distributors
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Distributors

27 Consolidated Graphic Communications, $21,248,507 Jim Rhodes, CEO/President Bridgeville, PA 
 a Safeguard Company

28 Hygrade Business Group $20,200,000 Victor Albetta, CEO/President Secaucus, NJ

29 Inspired Results, $18,670,129 Amy Tiller, CEO; Tigard, OR 
 a Safeguard Company   Phil Odella, President/COO

30 Brand Advantage Group Inc., $18,511,709 Dave Daoust, CEO Plymouth, MN 
 a Safeguard Company

31 DFI – Solutions in Print $17,975,000 Bryan Miller, CEO Davenport, IA

32 C&S Sales Inc. $17,003,432 Terry Storms, President Hawthorne, CA

33 City Paper Company $15,139,000 Brad Friedman, CEO/President Birmingham, AL

34 Bradley Marketing Group, $13,984,041 Joe DeMeo, President Bohemia, NY 
 a Safeguard Company

35 Midwest Single Source Inc. $13,131,034 John H. Osborne, Chairman/CEO Wichita, KS

36 Piedmont Graphics $12,586,592 John Rutledge, President Greensboro, NC

37 Cooley Group Inc. $12,233,844 Phil Yawman, President Rochester, NY

38 ADi Group $10,815,953 Doug Freeman, CEO Urbandale, IA

39 CTP Solutions $10,600,000 Jack Schachtel, President Agoura Hills, CA

40 Voluforms $10,499,541 C. Michael Stewart, Sellersburg, IN 
    President/Owner

41 SWAG Web and Graphics $9,745,585 David Sutherland, CEO/President Sparks, NV

42 ABC Printing Company $9,600,000 RJ Strauss, President Chicago, IL

42 SLBF Group $9,600,000 Joseph K. Raible, President High Ridge, MO

44 Advanced Business Graphics Inc. $9,030,000 Kristine Sorokwasz, President Grapevine, TX

45 Tabco $8,900,000 Brad Bilyeu, President Terre Haute, IN

46 Suncoast Marketing Inc. $7,231,596 Robert Scala, President Davie, FL

47 Millennium Marketing Solutions Inc. $6,900,000 Janice Tippett, CEO/President Annapolis Junction, MD

48 Innovative Print & Media Group, $6,796,669 Jordan Hartline, CEO Phoenixville, PA 
 a Safeguard Company

49 SOLV, a Safeguard Company $6,177,336 Tressa McLaughlin,  Boise, ID 
    CEO/President

50	 The	Printing,	Fulfillment	and $4,184,000 Kathleen Schindler, Member Medford Lakes, NJ 
 Mailing Group LLC

Editor’s note: All sales information provided directly by distributors and may represent estimates on their part.

 COMPANY REVENUE PRINCIPAL(S) LOCATION
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 COMPANY FORMS REVENUE TOTAL REVENUE LOCATION

1 American Solutions for Business $51,689,859 $314,033,163 Glenwood, MN

2 InnerWorkings $22,431,020 $1,121,551,000 Chicago, IL

3 QRG $10,243,513 $51,217,566 Plymouth, MN

4 Brand Advantage Group Inc., $6,108,864 $18,511,709 Plymouth, MN 
 a Safeguard Company

5 CTP Solutions $5,830,000 $10,600,000 Agoura Hills, CA

6 WebbMason Marketing $5,000,000 $125,000,000 Hunt Valley, MD

7 The Sourcing Group $4,900,000 $98,000,000 New York, NY

8 Vanguard $4,857,100 $53,967,775 New York, NY

9 Voluforms $4,724,793 $10,499,541 Sellersburg, IN

10 American Diversity $4,260,000 $35,500,000 Glenwood, MN

Forms 
Distributors

 COMPANY LABELS & TAGS REVENUE TOTAL REVENUE LOCATION

1 American Solutions for Business $27,917,548 $314,033,163 Glenwood, MN

2 WebbMason Marketing $17,500,000 $125,000,000 Hunt Valley, MD

3 InnerWorkings $11,215,510 $1,121,551,000 Chicago, IL

4 The Sourcing Group $9,800,000 $98,000,000 New York, NY

5 DFI – Solutions in Print $8,628,000 $17,975,000 Davenport, IA

6 Smart Source LLC $7,500,000 $125,000,000 Suwanee, GA

7 NPN360 Inc. $5,780,771 $34,004,535 Bannockburn, IL

8 Meridian $5,120,000 $25,600,000 Loves Park, IL

9 American Diversity $4,970,000 $35,500,000 Glenwood, MN

10 SLBF Group $4,320,000 $9,600,000 High Ridge, MO

Labels & Tags 
Distributors
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 COMPANY COMMERCIAL PRINT REVENUE TOTAL REVENUE LOCATION

1 InnerWorkings $168,232,650 $1,121,551,000 Chicago, IL

2 Smart Source LLC $51,250,000 $125,000,000 Suwanee, GA

3 WebbMason Marketing $50,000,000 $125,000,000 Hunt Valley, MD

4 American Solutions for Business $45,848,842 $314,033,163 Glenwood, MN

5 Vanguard $31,840,987 $53,967,775 New York, NY

6 The Shamrock Companies $25,300,000 $46,000,000 Westlake, OH

7 Regency360 $23,173,165 $57,932,912 Raleigh, NC

8 The Sourcing Group $21,560,000 $98,000,000 New York, NY

9 NPN360 Inc. $11,221,497 $34,004,535 Bannockburn, IL

10 Tray Inc. $11,030,640 $26,904,000 Glen Burnie, MD

Commercial Print 
Distributors

 COMPANY DIRECT MAIL REVENUE TOTAL REVENUE LOCATION

1 InnerWorkings $168,232,650 $1,121,551,000 Chicago, IL

2 American Solutions for Business $27,634,918 $314,033,163 Glenwood, MN

3 Smart Source LLC $20,000,000 $125,000,000 Suwanee, GA

4 The Sourcing Group $13,720,000 $98,000,000 New York, NY

5 WebbMason Marketing $5,000,000 $125,000,000 Hunt Valley, MD

6 NPN360 Inc. $4,760,635 $34,004,535 Bannockburn, IL

7 Tray Inc. $4,304,640 $26,904,000 Glen Burnie, MD

8 Regency360 $2,896,646 $57,932,912 Raleigh, NC

9 Vanguard $2,698,389 $53,967,775 New York, NY

10 Consolidated Graphic Communications, $2,549,821 $21,248,507 Bridgeville, PA 
 a Safeguard Company

Direct Mail 
Distributors



BY ELISE HACKING CARR

In business, the thinking has long been, “If you build it, 
they will come.” But mindsets are shifting as execu-
tives learn the proverbial “they” don’t come auto-
matically. For those lucky enough to spark consumer 

interest with a new product release or technology invest-
ment, the work doesn’t stop there. The truth is, if you 
constantly innovate, remain authentic and hire the right 
team, “they” will stay.

Just ask the firms that comprise Print+Promo’s Top 50 
Distributors list. They’ve made this a part of their process, 
and it shows. Collectively, the class of 2019 generated 
$3.83 billion in revenue, a 7.1 percent increase over the 
2018 tally. We reached out to five of our highest earners 
to learn more about their strategies. Find out what these 
leaders had to say about their recent accomplishments, 
greatest obstacles and plans to remove them.

Top 50 Leaders Speak Out

What was your company’s biggest accomplishment 
over the last year?
Rich Stoddart: We’ve built an incredibly strong team who 
is transforming our business, and they’ve enabled us to 
sign an annual run rate of $135 million in new contract 
awards through our second quarter—a record for us 
through Q2!

How is your company positioning itself to continue 
to stand out in 2020? How do you maintain a long-
term vision and focus for the company in the face of 
constant change?
RS: We know that by constantly innovating, we create 
value for our customers. And, we know that if we posi-
tion our talent, processes and technology to support this, 
everyone wins.

Why do you love the print or promotional products 
industry?
RS: Human interaction with a brand is so powerful and 
tactile. It really is a moment of truth that brings the brand to 
life and drives purchase.

What do you see as your greatest challenge as the 
company’s leader both today and moving forward? 
How do you intend to overcome these obstacles?
RS: [I’d say it’s] leading through the constant change we 
face and, at the same time, building and nurturing a culture 
for the long-term. I think the key to this is clarity of values 
and behaviors, and consistency in how we role model and 
apply them.

Knowing what you do today about leading in this in-
dustry, what advice would you give to your past self?
RS: Get the people right and the rest will follow. People 
make it happen.

What is something that people may be surprised to 
learn about your company?
RS: Our customers are world-class marketers, spanning 
every category, geography and service.

How do you decompress after a stressful time  
at work?
RS: A good run solves pretty much everything.

Is there anything you would like to add to give our 
readers a better sense of your business approach and 
the industry at the large?
RS: At InnerWorkings, what sets us apart is being brilliant 
problem-solvers. We love to take a tough challenge  
and bring back a new way of doing things that creates 
massive value and turns the status quo on its head.

InnerWorkings
Rich Stoddart, Global President and CEO

Why they’re rejecting old ways of thinking and how it’s paying off

1
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What was your company’s biggest accomplishment over 
the last year?
Vera Muzzillo: We have had many big accomplishments this 
year, but I can confidently say that technology is the common 
denominator among every accomplishment we have achieved 
within the past year. The ongoing development of our $12 
million business management technology platform, ProVision, 
our proprietary company store program, ProStores, and our 
ever-growing 80-member technology team that helped with the 
development and support will always be some of Proforma’s 
greatest investments and accomplishments.

Some of our affiliate owners’ largest account wins and suc-
cesses this year came from our technology solutions. Whether 
it was a $6 million virtual reality contract or our largest-ever, 
$24 million contract with a multinational financial institution, 
technology was the consistent competitive edge that our own-
ers had in the industry.

How is your company positioning itself to continue  
to stand out in 2020? How do you maintain a long-term  
vision and focus for the company in the face of  
constant change?
VM: Proforma is positioned as the industry’s technology and 
business success leader focused solidly on helping to maxi-

mize the success of our affiliate owners. We will maintain our 
leadership in technology and business success by continu-
ing to make the massive investments that no one else in our 
industry has made. Additionally, we are fortunate to have an 
Owner Advisory Council that helps us keep current on what’s 
happening at the owner and customer level, and helps us with 
long-term strategic planning.

Why do you love the print or promotional products  
industry?
VM: We love that the industry provides us with the opportu-
nity to use our technology to empower our affiliate owners 
to achieve their best business success and increase their 
efficiencies. We love that the industry fosters and rewards 
entrepreneurism, creativity and fun!

Knowing what you do today about leading in this  
industry, what advice would you give to your past self?
VM: One piece of advice I would give to my past self is to rely 
on subject matter experts and affiliate owners to help guide 
our path and plan to success. Five years ago, we didn’t have 
an 80-member technology team. This team was built from 
the ground up with the intent to work hand-in-hand with our 
affiliate owners to provide solutions that they actually needed, 
not just what we thought they might need. No one knows their 
business and their needs better than they do, so take the time 
to listen.

What is something that people may be surprised to learn 
about your company?
VM: I think people would be most surprised to learn that 
Proforma has more million and multimillion-dollar independent 
distributors than any other company in the industry. We cur-
rently have more than 190 owners in our Million and Multi-Mil-
lion Dollar Club, and we conduct business around the globe.

How do you decompress after a stressful time at work?
VM: We live and breathe what we do, and we love to talk to 
our distributor affiliate owners and suppliers outside of normal 
work hours. Work is a way of life for us, and we enjoy every 
minute of it.

Is there anything you would like to add to give our readers 
a better sense of your business approach and the indus-
try at the large?
VM: The last note I want to leave readers with is this: Technol-
ogy will power your success at every level. We understand that 
success has a different definition for every business owner. 
Whether success to you means more clients, larger clients, 
sales growth or increased efficiencies, there is a technol-
ogy solution to help get you there. Without the right systems 
and processes, your business will struggle to thrive, let alone 
survive. Embrace the change our industry is facing, and find 
a technology solution that will free up your time, increase your 
efficiencies and keep you relevant. This is what we strive to 
provide for our affiliate owners every day.

 Distributors: Interviews

Proforma
Vera Muzzillo, CEO2
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What was your company’s biggest accomplishment over 
the last year?
Justin Zavadil: [We experienced] continued double-digit 
growth and expansion of our sales tool offering. We have 
grown revenue by more than 10 percent for multiple years in a 
row, and this last year was no exception. While doing this, we 
have reinvested in the company to offer more technology and 
tools that make it easier for our sales associates to be in front 
of customers working for them, instead of working on the back 
end of their business.

How is your company positioning itself to continue to 
stand out in 2020?
JZ: We have major upgrade projects in development on both our 
back-end technology, as well as our front-end e-commerce tools.

How do you maintain a long-term vision and focus for the 
company in the face of constant change?
JZ: We try to be as proactive as possible, but it is really our cus-
tomers who drive the vision. The customer needs change, and 

we have a culture of helping our sales associates and end-
user customers by adapting to fit those needs. The beauty 
of employee ownership is that we don’t need to show a 
large bottom-line profit like private-equity-owned or public 
companies. We put the majority of our profits back into the 
business, so our sales associates can be successful.

What do you see as your greatest challenge as the  
company’s leader both today and moving forward?  
How do you intend to overcome these obstacles?
JZ: We just need to continue to diversify. Our products and 
offerings have a tendency to commoditize, and we need 
to be able to find new product offerings where our sales 
associates are necessary and can add value.

We have a strategic initiative to search for new products 
or business models that will keep us relevant. For exam-
ple, we started a division that our sales associates have 
access to that sells permanent retail fixtures and displays.

Knowing what you do today about leading in this in-
dustry, what advice would you give to your past self?
JZ: My dad always says, “Plan your work, and work your 
plan.” I think it’s important to have a plan, but to be open to 
changing it with the marketplace. Also, make sure you hire 
the right people. I am confident that we have the strongest 
leadership team of any distributor in our business, and that 
makes all the difference.

What is something that people may be surprised to 
learn about your company?
JZ: My family no longer owns American Solutions for 
Business. We are 100-percent employee-owned and have 
been since 2001.

How do you decompress after a stressful time at 
work?
JZ: I live on a small hobby farm with my wife, Alisha, and 
our five-year-old daughter, Willow. We have three horses, 11 
Icelandic sheep and a 225-pound Great Dane named Winston. 
We like to spend time outside with the animals. They are a great 
stress reliever at times. I also like to play golf when I get the 
chance.

Is there anything you would like to add to give our readers 
a better sense of your business approach and the industry 
at the large?
JZ: We are very open to change and are extremely patient. 
We always say that we don’t have to be the largest company, 
but our goal is to be the last company standing. Our ownership 
model has more outlasting power than any other model out 
there. Our home office works for our sales associates, instead 
of our sales associates working for the home office.

American Solutions for Business
Justin Zavadil, President3
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Last year, you 
mentioned that a top 
priority for 2019 was 
expanding Smart 
Source’s resources 
with potential  
acquisitions. Did you 
achieve that goal, 
and when you’re 
considering such a 
substantial purchase, 
what factors are deal-
breakers for you?
Thomas D’Agostino 
Jr.: We are pleased 
to say that we com-
pleted two acquisitions, 

and passed on 
six companies 
during the last 
12 months. Both 
companies ac-

quired complemented our current footprint, and one expanded 
our product offering. Prior to creating Smart Source, I was part 
of a team to build the largest successfully publicly traded M&A 
roll-ups company in North America, responsible for acquiring 
over 80 print and promotional companies. When looking at 
possible additions to the Smart Source family, we consider not 
only the financial aspect of the deal, but of equal importance are 
the aspirations of the owners beyond money. In some cases, 
the owners serve an important role within Smart Source. Lastly, 
but most importantly, is making sure both organizations are a 
cultural fit for one another.

How is your company positioning itself to continue  
to stand out in 2020? How do you maintain a long-term  
vision and focus for the company in the face of  
constant change?
TDJ: I accept the fact that the only constant is, indeed, change. 
Change in our industry is being driven by technology and innova-
tion. In turn, much of the innovation is being driven by national 
economic conditions, forcing cost reduction for the sake of 
preserving the bottom line. Our future success is based on each 
of our sales reps embracing the change that is occurring in the 
marketplace, especially industry-specific changes that are impact-
ing specific customers. My vision for the next two to three years 
includes the expansion of two new major areas of our business, 
which will be announced in Q1 2020. We will always have a 
transactional business presence. However, as we grow our BPO 
offering, we will cross-pollinate best practices of both segments.

What is the biggest professional risk you’ve ever taken?
TDJ: I turned down the position of CEO of a $700 million com-
pany on the grounds of philosophical differences. I then started 
Smart Source LLC from scratch in 2003. In 16 years, we have 
grown to $125 million in sales with offices from Maine to Hawaii. 
I began the business with the promise of three key accounts 

joining me in the new venture. After [I had started] the company, 
two of the three accounts decided to go in another direction. To-
day, our future is bright and the possibilities are limitless. Proof 
positive of high risk, high reward!

Which issues do you think keep distributors up at night, 
and how can they work toward a solution?
TDJ: Most distributors are facing the same fundamental chal-
lenge: where to find, cultivate and reward the next generation 
of salespeople. During the early years of our industry, the “big 
directs” were the primary source of trained and hungry talent. 
Today, those sources, for the most part, no longer exist. It is 
critical that we reinvent ourselves in the eyes of younger sales-
people. I am convinced that great salespeople are born with a 
specific skill set. They will succeed in almost any environment, 
given the right resources. We need to identify the segments of 
our business that can once again become attractive to these 
young entrepreneurs.

Knowing what you do today about leading in this industry, 
what advice would you give to your past self?
TDJ: In my early years, as a workaholic, my dad would always 
“coach” me, saying that I should delegate more. I have been 
extremely fortunate to now finally be surrounded by the best 
individuals—measured by skill and ethics—that I have ever 
worked with. When a team operates as one, there is no [limit] to 
what we can accomplish, and our company’s morale reflects it.

What is something that people may be surprised to learn 
about your company?
TDJ: We have managed to keep our core values and culture 
intact as we have enjoyed tremendous growth over the last 16 
years. As a $125 million company, we remain financially strong, 
employee-focused and customer-driven. Our extremely low 
turn[over] rate for both employees and customers substantiates 
that we are on the right track.

Of all your travels, what’s the most beautiful place you’ve 
ever been? Why?
TDJ: I was fortunate to be invited to a black-tie dinner event just 
outside of Paris this summer at [Palace of] Versailles. A friend 
cooked dinner for 500 people in honor of the 100th anniversary 
of the signing of the Treaty of Versailles. The Hall of Mirrors is a 
beautiful work of art; however, I would suggest not to go during 
a sunny heat wave of 104 degrees Fahrenheit!

Is there anything you’d like to add that we haven’t  
already discussed?
TDJ: I see a trend among many distributors who do not  
currently have a succession plan. With the concern for the value 
of your company, I am seeing many individuals hoping for better 
sales results for next year than they are experiencing this year. 
Each year, they are wrong in the hopes of next year; the value 
of the company is continuing to erode. Making the difficult deci-
sion of selling your company sooner than later will typically yield 
significantly greater dollars, based on our experience in acquisi-
tions. Complacency is our largest enemy.

Smart Source LLC
Thomas D’Agostino Jr., CEO6
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What was your company’s biggest accomplishment over 
the last year?
Joel Flambaum: WebbMason launched two new technol-
ogy platforms that create a better user experience for client 
e-commerce platforms. At the same time, we enhanced 
our implementation plan and created stronger optimization 
programs.

How is your company positioning itself to continue to 
stand out in 2020? How do you maintain a long-term  
vision and focus for the company in the face of  
constant change?
JF: We will continue to enhance our technology platforms 
and product offerings, and create better user experiences 
at every touch point. And as brands evolve and the end-
user becomes more sophisticated, it’s not about providing 

a product, but about providing an experience and brand 
journey. Plus, the workforce is ever-changing, and we need 
to continually evolve in ways to keep our employees engaged 
and happy.

Why do you love the print or promotional  
products industry?
JF: Promo is just a fun product, and it puts a smile on peo-
ple’s faces, whatever the application or use case. Plus, we 
have a unique methodology to help our clients understand 
the greater value than thinking it’s just a pen or polo or T-
shirt. Educating our clients keeps me going, too.
[On the] print [side], one of the most unique things about 
WebbMason is our perspective with the marketer. We are 
concerned with and help improve all aspects of their market-
ing strategies, rather than focus on just a single product or 
channel. So, if our analysis leads to print as a solution, we 
can help there; if it’s a challenge to coordinate print with a 
digital campaign and then choose the right promo items to 
enhance the brand conversation, we do that! It’s exciting to 
be able to create solutions that fit the problem instead of be-
ing forced to make one solution fit every problem.

What do you see as your greatest challenge as the com-
pany’s leader both today and moving forward? How do 
you intend to overcome these obstacles?
JF: The workforce is changing daily, and we are not alone 
in creating a great work environment—one that provides 
growth, satisfaction and happiness.

Knowing what you do today about leading in this  
industry, what advice would you give to your past self?
JF: Move [more quickly], and think five steps ahead instead 
of two.

What is something that people may be surprised to learn 
about your company?
JF: There actually are a Webb and a Mason, the last names 
of the company founders Kip Webb and Warner Mason. I 
have been asked this question many times.

How do you decompress after a stressful time at work?
JF: I spend time with family, mountain bike and exercise. 

WebbMason Marketing
 Joel Flambaum, Vice President, Promotional 
Marketing, WebbMason Marketing
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WHO 
WE 

ARE

Print+Promo is the leading source of business 

strategies for the distributor sales professional. 

Featuring a monthly print magazine, weekly 

e-newsletter (The Press), in-person events (Distributor 

Connect) and an updated website that includes a free 

product search database to sort through more than 

300,000 promotional products, Print+Promo helps 

print industry professionals protect legacy revenue and 

grow new revenue streams.

NAPCO Media, Print+Promo’s parent company, is 

a leading B-to-B media company specializing in 

creating community through content via integrated 

media programs, video services, marketing services, 

events and event management, custom content, 

eLearning and market research. NAPCO Media has 

rapidly expanded its portfolio to include NAPCO Video 

Services, NAPCO Events, NAPCO Marketing Services 

and NAPCO Research.

 


