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“It helps people make informed choices 
when they know where things come 
from,” said Jamey Zehr Apps, owner of 
Roberts Trophies in Bloomington, IL.
She kept that in mind when she redid the store’s website 
in April, asking suppliers about their products to share 
this information with her customers. This allowed her to 
create a “Made in America” option for product categories 
on her site. 

“I was thinking of unions in particular and making those 
products easier to see,” she said. Union customers tend to 
want to purchase products that are made in the U.S., and “I 
like to be able to offer them something,” she explained. 

Being knowledgeable about domestically manufactured 
options has paid off for her and her customers. When a 
union customer’s preferred plaque kept rising in cost, she 
was able to steer the client to an option that’s both made 
in America and costs less than the foreign-made plaque 
they had been purchasing. “It was a good time for them to 
switch,” Apps said, “And it fit with their vision.”

For many American consumers, that’s what buying 
domestically manufactured products is—a vision. They 
would like to purchase products that are made in the 
United States to boost the economy and keep their dollars 
at work at home. Finding products made here can be 
difficult or costly, however, which can derail that vision. 
Retailers who can source American-made products and 
stress the advantages of domestic manufacturing may 
find new customers coming to them to provide products 
everyone can feel good about purchasing and giving.

So why is it so hard to find American-made products at the 
right price? “There are a lot of different factors that are 
invisible to the retailer,” explained Scott Sletten, CEO of 
JDS Industries. 

MANUFACTURERS

Awards and Personalization Association suppliers who 
manufacture their products in the United States are quick 
to point out the selling points of domestic manufacturing: 
flexibility, customization, and quality. Domestic 
manufacturers are able to quickly produce and deliver 

quality products. 

“In the awards business, timeliness is everything,” said 
Ken Lindemann, owner of the Denali Company. Denali 
slits, embosses, packages, and distributes 100% of its 
award ribbon from its manufacturing facility in York, 
SC. Suppliers purchase Denali’s ribbon to manufacture 
rosettes and other products, which are then shipped 
to retailers to be sold to the public. “Our customers 
rely upon us for instantaneous delivery. Time is money 
and customers need their ribbon delivered quickly and 
without fail.” 

At Big Sky Woodcrafters in Laurel, MT, owner and 
President Gerald Barta cites the company’s “higher 
quality” as the top reason retailers choose their wood 
products over those manufactured overseas. The quality is 
so good, he said, that his customers can order the number 
of products they need instead of overordering to account 
for spoiled products. 

Barta’s customers stay with Big Sky “because of our 
quality and service. I’ve had customers for 21 years who 
only want to talk to me.”

Big Sky is incredibly flexible. Because the company 
offers so many options for each “stock” offering, “we 
don’t inventory a lot. We build to order.” Unlike overseas 
manufacturers, Barta’s team can turn around an order of 
fewer than 100 pieces in 3–5 days. Even the wood used 
comes from America. 

Speed is important to Denali, too. The company’s 
customers have “less and less lead time these days. 
Without our U.S.-based manufacturing and Quick-
Response inventory management, it would be impossible 
to fulfill our customers’ event deadlines,” Lindemann said.

Safety is an important aspect of quality. American 
manufacturers tend to be subject to higher quality 
standards when it comes to safe manufacturing practices 

AT LEFT: A T Designs’ California factory created these dog tags, which are designed with an integrated bottle opener, and displayed them at the 
International Awards Market to promote their American manufacturing capabilities.



www.AwArdsPersonAl izAt ion.org   |   1312

J
U

L
Y

 2
0

15

and the safety of the products themselves. They can’t pollute waterways or use toxic 
substances, for instance. That can increase their costs but also result in greater peace of mind 
for consumers. Creating the best quality ribbon at competitive prices while still meeting 
all aspects of the Consumer Products Safety Improvement Act is “the greatest challenge,” 
Lindemann said.

With so much to recommend them, why isn’t American manufacturing flourishing? The 
bottom line often involves cost. Much of the time, it costs more to manufacture products in 
the United States than it does overseas due in part to taxes and labor costs. It would be nice if 
retailers and their end users were willing and able to put up the extra money to buy American-
made products and keep their money in their economy. But sometimes profit margins don’t 
allow it or customer budgets can’t accommodate the difference. There will always be those 
who purchase based on price alone. 

“You can’t persuade them into using your product,” Barta said. Those bargain shoppers still 
turn to Big Sky for custom work that they can’t get anywhere else, let alone at a lower price. 
“That’s our niche—all those custom pieces and the one-offs. We do some pretty unique bases.”

Lindemann hears the same issues from prospective customers but raises the cost-savings 
of quality products. “Yes, there are customers that look at the nominal cost of a ribbon and 
believe their business is better served by the perceived lower cost,” he said. “Denali’s ribbon 
has long been regarded as the most productive ribbon in the industry and, as such, captures 
efficiencies in manufacturing that offset some lower priced foreign award ribbons.”

The advantages enjoyed by foreign factories can be frustrating for American manufacturers. 
“Global trade is not always fair trade. We are aware of export subsidies by foreign nations 
cleverly designed to circumvent fair trade by offering direct payments to manufacturers. 
That’s very tough to compete with,” he said. But competing is exactly what Denali is doing. In 
fact, “large international customers” have Denali shipping container loads of ribbon overseas 
via the nearby Port of Charleston, proving American manufacturers can compete at home and 
with customers outside the United States if the product is right. 

Big Sky would save money on freight if the business moved to a more central location in the 
United States, allowing for cheaper shipments of wood from the coasts. Barta would never 
consider a move overseas or south of America’s border, however, despite potential cost 
savings. That doesn’t mean you won’t see designs similar to his produced outside of the U.S., 
much to his frustration. One of Barta’s innovative ideas was a big hit at our association’s 
international trade show in Las Vegas, but similar designs started popping up quickly out of 
foreign factories. 

To combat this, Barta had to change his marketing. “When I come up with a new creative idea 
or piece, I’ll pick out 30 of my customers that I think will use it and I send it to ‘em,” he said. 
“’Here’s a sample of a new piece.’ They run with it.” And Barta’s intellectual property benefits 
only Big Sky for a longer period.

Though labor costs do account for some of the pricing difference, you won’t see American 
manufacturers in our industry frantically seeking cheaper employees. 

“The knowledge that their dollars are staying 
within the U.S. and we are all supporting an 
awards industry that is self-sufficient within 
the United States is of vital importance.”

Ken Lindemann, Denali Ribbon
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“We are a family at Denali,” Lindemann 
said. That means employees work in a 
safe environment and benefit from “a 
competitive compensation package. We 
have many employees that have been 
with us their entire working career, 
some over 30 years.”

That treatment generates good 
feelings, certainly, but it also benefits 
Denali—and therefore the company’s 
customers—by increasing productivity. 
Happy employees are productive 
employees, and productive employees 
lower costs and increase profits.

“Denali has become ultracompetitive 
by increasing productivity on a per-
employee basis. Our award ribbon 
business has expanded tremendously 
over the last five years as Denali has 
become the dominant global resource 
for bulk award ribbon. Denali is the 
only remaining U.S. producer of award 

ribbon,” Lindemann said. “We have 
continued to pour capital into our 
manufacturing equipment so that, over 
the last 5 years, we have achieved a 
150% increase in production capacity 
with only a 20% increase in associated 
labor.”

Moving manufacturing out of the 
United States would reduce Denali’s 
control over its product quality and the 
environment its employees work in. 
“In the mid-1990’s, a U.S.-based ribbon 
manufacturer (not in the award ribbon 
business) moved its ribbon-slitting 
manufacturing operations to Mexico,” 
Lindemann said. “For a host of reasons, 
they lost control of their operations 
and within 5 years the company was out 
of business. This was a company that 
had been in business in Pennsylvania 
for over 100 years.”

When it comes down to it, these 

suppliers are proud to keep 
manufacturing alive in America—and 
they want their customers to pass that 
pride on to their products’ end users. 

“‘Made in the USA’ is a very, very 
important prerequisite for a growing 
number of customers. The knowledge 
that their dollars are staying within 
the U.S. and we are all supporting an 
awards industry that is self-sufficient 
within the United States is of vital 
importance,” Lindemann said.

That’s a selling point in and of itself. 
“When using Denali ribbon, 100% of 
the components used in that rosette 
can claim to be made in the USA,” 
Lindemann said. “We think that means 
a heck of a lot.” 

DISTRIBUTORS

For suppliers that primarily distribute 
products manufactured by other 
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companies, American-made products are holding steady as 
a percentage of their offerings. They are well aware of the 
advantages of stocking domestically made products, but 
the disadvantages are great. “Customers are looking for 
American made,” said Cathy Garcia, director of marketing 
at Marco Awards Group, which offers some American-made 
products, including acrylics and crystal. “But they still do 
need a reasonable price.”

Distributors add American-made products to their lineups 
when they can get the right cost for their customers, but 
this doesn’t happen as often as some might hope. 

“We certainly look for opportunities when they present 
themselves. If you say, “I wish I could make it here,’ it 
doesn’t mean you can. Some things aren’t made in this 
country anymore,” explained Scott Sletten, CEO of JDS 
Industries. He cited certain types of injection molding and 
plating as examples of industry products that few American 
companies still have the equipment to manufacture.

At Plastic Dress-Up Company (PDU), the level of 
American-made products has remained consistent. “We 
continue to manufacture all of our columns right here in 
the USA and carry a significant amount of engraving stock 
manufactured in the U.S.,” said Bill Vitto, sales director 
at PDU. “Finding products made in the USA is not the 
difficult part—it’s finding them at a price that is acceptable 
to our market. We are in a price-driven industry and most 
products produced in the USA can’t compete price-wise 
with products brought in from overseas.”

“There are very few USA manufacturers in this channel,” 
Garcia said. 

Sletten echoed Garcia. “In a perfect world, you’d have 
all these choices, but there are only so many people that 
produce these products in our niche industry.” 

The American-made versions tend to be expensive, Garcia 
said, so “we need to have a really special product to make 
it something we would offer at a more-than-reasonable 
price.”

With foreign manufacturing, distributors face “lengthy 
lead times” and “inconsistent quality,” they said. American-
made products, they said, usually are “higher quality” and 
feature “better craftsmanship than products produced 
overseas, which typically means they will look better and 
last longer.”

With all of the advantages of domestic manufacturing, why 
aren’t these distributors ditching their off-shore factories? 
“Price, price, and price,” Garcia summarized.

Switching to American-made products would increase 
costs so much that retailers would have to pay more for 
the products and would likely turn to distributors offering 
lower-cost, foreign-sourced products.
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“Finding products made in the USA is not the 
difficult part—it’s finding them at a price that  
is acceptable to our market.”

Bill Vitto, Plastic-Dress Up Co. (PDU)

“We try to give 
the advantage to a 
domestic source when 
we can.”
Scott Sletten, JDS Industries
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These suppliers must sacrifice the responsiveness of 
domestic manufacturing to keep costs within retailers’ 
reach, adding American-made products when they can get 
the right price. 

Domestic manufacturers are more flexible and can provide 
better terms for distributors, Sletten said. “It’s better for us. 
We’ll pay a premium to make a product domestically, but 
it’s not always possible,” he said. 

When sourcing a new product, Sletten said his team 
considers whether it’s even available in the United States. 
In cases where there are multiple sources, such as with 
walnut and particle board plaques, they have to examine 
differences in prices and styling. The majority of the time, 
the higher cost of domestic manufacturing is the main 
difference, Sletten said.

“I’m seeing a trend in a couple product lines where we’ve 
been able to bring back domestic production,” he said. 
JDS Industries will negotiate with a domestic supplier to 
get their price closer to that of overseas factories. Sletten 
knows that an American manufacturer likely won’t be 
able to match the foreign factory, but he is willing to pay a 
premium for the flexibility of working with an American 
manufacturer.

“I can sacrifice some margin to make (domestic 
manufacturing) more competitive,” he said. “We try to give 
the advantage to a domestic source when we can.”

This forces these distributors into a completely different 
business model than the domestic manufacturers who are 
able to produce custom products on demand. That’s why 
these large distributors operate intricate supply chains, 
store massive amounts of product in extensive warehouse 
space, and mostly offer stock items. 

A big distributor using overseas factories has to place 
product orders so far in advance that they have to forecast 
how a particular product will sell nearly a year before 
retailers will purchase it. Big, successful companies have 
sophisticated ways to estimate market demand, but no 
forecast can ever be 100% correct. If a product fails, the 
distributor is stuck with stock that was ordered well in 
advance. If a product succeeds beyond the company’s 
wildest expectations, they will run out with no way 
to replenish stock in time. “Domestically, you do gain 
flexibility. Instead of 4–5 months you can get it in 4–5 
weeks. Midseason, you run out of a popular product, and 
you can restock domestically,” Sletten said. With foreign 

manufacturing, “In the middle of baseball season, when you 
know it’s a popular product, it’s too late to get more.”

Forecasting one product is hard. Forecasting the “over a 
thousand new products” JDS introduces each year? Well, 
that’s an art. “Some go over too well,” Sletten acknowledges. 
“We have to carry very big inventory.”

Getting the factory to produce a lot and ship it to the United 
States well in advance lets the distributors manage their 
inventory domestically. If they cut it too close, any issue at 
the borders—like a port strike or customs issue—will mean 
the distributor doesn’t have the product to sell when it’s 
needed. 

“A lot of retailers use us as their backroom—small orders 
and big orders. Having 30 days’ worth in stock doesn’t 
work,” Sletten said. 

That’s why the industry’s big distributors who use foreign 
factories have massive warehouses spread throughout the 
United States. In JDS’s case, they stock more than 12,000 
items in 14 warehouses to ensure they—and their retailer 
customers—don’t fall victim to the uncertainty of freight 
from overseas. With foreign factories, “you don’t get those 
shots to refill. You lose a lot of flexibility, so you carry larger 
inventories,” Sletten said.

With domestic manufacturing, they would face a different 
reality. “Imagine that we do not have to wait 3–4 months 
for a foreign-sourced product,” Garcia said. “In the USA, 
we can expect 2–3 week delivery and control our inventory 
cost so effortlessly—only order what we need to have a high 
inventory turn, versus bringing in 6-month supply and in 
turn having to spend all the money to stock it that long.”

When they are able to get domestically sourced products 
at the right price, these distributors would be able to 
take advantage of “faster lead times for replenishment 
which helps us bring in inventory quicker to support our 
customers,” Vitto said.

Even with the limits that force distributors to source 
more foreign products than they’d like, the made-in-the-
USA designation is one they promote. All three of the 
distributors Recognition Review spoke with for this article 
draw attention to American-made products with icons and 
tags in printed materials. Retailers should pay attention to 
these icons to ensure they can suggest made-in-America 
products to customer who would prefer them and may pay 
a premium for them. 

“If we moved (out of the U.S.), we’d just be 
selling a box, and we don’t want to do that.” 

Mike Dean, Epilog Laser



www.AwArdsPersonAl izAt ion.org   |   17

SUPPLIER SOURCES’ LOCATIONS

MARCO AWARDS GROUP  
HEADQUARTERS
South Windsor, CT 
More than 30 distribution centers in 
the U.S., Canada, and Puerto Rico

JDS INDUSTRIES, INC.  
HEADQUARTERS
Sioux Falls, SD 
14 U.S. locations

PLASTIC DRESS-UP CO. (PDU) 
HEADQUARTERS
South El Monte, CA 
21 U.S. distribution centers

A T DESIGNS 
FACTORY
Indio, CA

A T DESIGNS FACTORY
Toronto, ON 
Ships to U.S. customers via NY

DENALI RIBBON 
COMPANY
York, SC

IKONICS IMAGING 
HEADQUARTERS  
AND FACTORY
Duluth, MN
(Photoresist)

IKONICS IMAGING 
FACTORY
Brea, CA
(Sandcarving systems)

EPILOG LASER
Golden, CO

BIG SKY WOODCRAFTERS
Laurel, MT

“There is definitely a segment of the population that seeks out 
American-made products and would make a buying decision 
based on that fact, military organizations being one example,” 
Vitto said.

Sletten likens American-made products to eco-friendly 
products. These factors will drive some consumers’ buying 
decisions, but others will only choose the “better” option if 
it doesn’t cost too much. “Military customers want ‘Made 
in U.S.’ Some other people, it’s a nice idea but only if it’s also 
inexpensive,” he said. That’s why “we have product lines that 
carry both. We give them a choice.”

EQUIPMENT MANUFACTURERS

Retail members’ customers probably won’t ever know if 
their local shop is using American-made equipment. So 
manufacturers of industry equipment have no reason to keep 
their factories in the United States, right? 

Wrong. “Laser systems are very complicated devices that take 
a very skilled and diverse set of workers to produce. It would 
be difficult, if not impossible to find the necessary engineering 

and manufacturing talent in any one country outside of the 
U.S.,” said Mike Dean, vice president of sales and marketing 
for Epilog Laser. “Low power CO2 laser tubes are a uniquely 
American product. There is no other country in the world 
designing and manufacturing this sort of product.”

Designing and engineering in America isn’t unusual, but 
keeping the manufacturing here can be. Innovative tech 
companies like Apple will “create” their products here, 
but manufacture them cheaply overseas. The company has 
labeled products “Designed by Apple in California,” which 
could mislead consumers to believe that their iPhone or iPod 
was manufactured in the United States.

At Epilog Laser or IKONICS Imaging the innovation and the 
manufacturing happen in the United States. Every Epilog 
laser system is designed, engineered, and manufactured in 
the company’s corporate facility in Golden, CO. “In addition 
to our laser systems, Epilog also engineers, designs, and 
manufactures all of our own CO2 laser tubes from 30 to 120 
watts,” Dean said.
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“All of the IKONICS Imaging sandcarving equipment 
is made in our manufacturing plant in Brea, CA. The 
photoresist films are manufactured in Duluth, MN, at the 
IKONICS headquarters,” said Peter Norman, Corporate 
Account Manager at IKONICS Imaging. “Our customers 
appreciate our equipment and film being made in the USA.”

Epilog hears the same sentiment from their customers. “We 
have many customers report that one of the sole reasons 
they purchased an Epilog system is specifically because we 
design and manufacture our equipment in the U.S.,” Dean 
said.

Even better, industry suppliers who are manufacturing 
their equipment in the United States aren’t just successful 
in America. “IKONICS Imaging implements a proprietary, 
efficient manufacturing process that allows us to be 
competitive in the international market,” Norman said.

Epilog also competes on a larger scale. “Epilog is one of the 
world’s largest producers of low-power, sealed metal CO2 
laser tubes. Our experience and vast number of laser tubes 
in the field provide Epilog customers with the benefit of 
knowledge and experience that cannot be easily sourced 
outside of the U.S.,” Dean said.

Their success rests in what they can provide to their 
customers by manufacturing in the United States. In short, 
American factories ensure that the company’s innovations 
are executed correctly, quickly, and with high quality. 

“Due to the fact that IKONICS Imaging products are made 
in the USA, this allows for more quality control on the 
equipment and film which ensures our customers receive 
the highest-quality product,” Norman said. “In addition to 
high-quality equipment and films, there’s faster lead time 
and more flexibility to respond to customer’s needs.”

Further, these companies’ staff can offer amazing technical 
support because they understand every aspect of the 
equipment’s design and manufacture. 

“Manufacturing in the U.S. gives our customers direct 
access to our vast technical and educational resources,” 
Dean said. “Service and repair are only a phone call 
away, and virtually all machine service and repairs are 
accomplished overnight.”

For Epilog, manufacturing in the United States also lets 
them create “strong, local relationships” with materials 
suppliers and “recruit and retain the best talent—all here in 
Colorado.”

Retailers who buy equipment made in America aren’t doing 
it at the behest of patriotic customers. They’re doing it 
because they get quality products and service that comes 
from a company that really knows their equipment.

 “Being able to say that we’re proudly made-in-the-USA 
is a huge selling point for Epilog. We’re proud of it and 
want people to know. People know that when they buy our 
systems they are buying high-quality equipment that was 
built in the U.S.,” Dean said. “Could we lower our costs by 
moving outside the U.S.? Maybe; but we’d give up on things 
like quality, service, and knowledge. If we moved, we’d just 
be selling a box, and we don’t want to do that.”

THE FUTURE

American manufacturing may experience a boost from 
an unexpected source—China. As China’s middle class 
becomes more global and more aware of inequities, they’ll 
seek higher wages, which will eliminate some of the cost 
savings seen on overseas production, making American 
manufacturing more attractive. 

“I think you will see a trend slowly as some of those things 
come back. Some are gone forever,” Sletten said. “Chinese 
labor rates are increasing quite a bit. If they are 30% 
cheaper but go up 5% per year and we go up 2% per year, 
there is a time they will meet.”

Sletten also cited the cost of ocean freight. If oil prices 
spike, the cost of foreign manufactured products must 
increase giving an advantage to domestic manufacturing. 
Right now, some foreign manufacturers can beat domestic 
prices on walnut plaques despite first shipping the walnut 
from the United States to foreign factories before shipping 
the finished products back to America. That number will 
suffer if fuel prices skyrocket.

With the recession in our rearview mirror, more American 
consumers may feel like they can spend more easily. 
They may agree to pay that premium for American-made 
products to support the local economy. 

Even if nothing changes, our industry’s American 
manufacturers will continue to supply products they can 
be proud of, counting on their flexibility and quality to give 
them an advantage over foreign factories. Distributors 
will continue to seek favorable terms that will allow them 
to add American-made products to their offerings. And 
retailers like Jamey Zehr Apps will have options to give her 
customers so they can make informed decisions about the 
sources of their purchases. 

“Our customers appreciate our equipment and 
film being made in the USA.”

Peter Norman, IKONICS Imaging
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A T DESIGNS’ UNIQUE TAKE ON INTERNATIONAL MANUFACTURING

Trevor Temple, owner of A T Designs, has a unique 
perspective on American manufacturing. The longtime 
Awards and Personalization Association supplier member 
manufactures custom metal products in factories in Indio, 
CA, and Toronto, Ontario, Canada; sources products 
from overseas as needed; and used to operate a factory in 
Mexico. All of this experience allows him to draw apples-
to-apples comparisons for manufacturing in various 
countries. 

“When I started 40 years ago, I probably had about 300 
competitors. Today, we probably have less than 10 in North 
America,” Temple said.

“We try to produce everything we can for ourselves,” 
he said. That means A T Designs uses its American or 
Canadian factories—a total of 35,000 sq ft—for almost 
everything. In medallions alone, the company’s California 
factory produces more than 1 million a year. “We’re in 
the process of increasing our production capabilities, 
spending over a quarter million in the next four months to 
increase production capabilities,” Temple said. “Most of 
the equipment is from association members.”

When A T Designs customers ask that their orders be 
made in the California factory, it’s usually because their 
customer asked specifically for an American-made 
product. 

If North American manufacturing is sufficient, the factory 
closest to the customer will make the item to reduce 
freight. 

Having two factories on either coast in two countries in 
North America creates amazing flexibility for Temple. 
Normally, A T Designs has a 2–3 week delivery time. “But 
if they call on Tuesday and the presentation is Thursday, 
we’ll do it. We can,” Temple said. “Our major customers 
know. They don’t take advantage, but they know we’re 
there for them.”

With an emergency order, two factors affect which facility 
A T Designs chooses. The factory closest to the customer 
might get the order to reduce freight and speed up 
delivery, but Temple has found that it’s harder to get U.S. 
employees to work additional, unexpected manufacturing 
shifts, which sometimes results in emergency orders being 
produced in Canada. Those Canadian orders are shipped 
from New York if they are going to American retailers, 
avoiding border crossing problems. 

When Temple decided to create a factory in California, 
people were skeptical, he said. Manufacturers were leaving 
the state because of strict laws regarding manufacturing. 

For Temple, this was a strategic move that ensured his 

manufacturing standards and products would pass muster 
virtually anywhere. “If you can manufacture in the 
California, you can manufacturer anywhere in the U.S. and 
Canada.”

Though California’s laws are strict, labor costs for A T 
Designs are greater in Canada due to social benefits. 
“Every employee in Canada costs twice as much as 
workers in California, because of all of our benefits here 
in Canada,” Temple said. “The employee pays, but also the 
employer pays. The dollar is lower in Canada, which is a bit 
of an advantage.”

When customers need a rock bottom price or have a 
massive order, A T Designs may import the product from 
overseas. These decisions are made transparent to their 
retailer customers. No one expects American production 
and gets foreign-made belt buckles, for instance. Unlike 
the North American factories, products from overseas 
can get held up during delivery. “In our factories, it’s 
here now. They know it’s a guaranteed delivery. It’s more 
important to the customer to have it at the finish line, at 
the banquet,” Temple said. 

Overseas manufacturing works best for stock items that 
are ordered well in advance, Temple said. “When you’re 
talking custom, their language is different and they have 
trouble spelling in English. I bet we get 50 to 100 new 
customers a year that say they can’t handle overseas 
manufacturing due to a mistake on spelling or late 
delivery.” 

You run the risk of being “a day late and a dollar less” with 
overseas manufacturing. The issues are the same with 
factories in Mexico, he said. “We used to have a factory in 
Mexico, before China was really on board. The benefits of 
the labor costs were absolutely fantastic, but it became 
more complicated coming across that border. Coming out 
of Mexico is like coming out of China. It would sit 2–3 days 
at the border. We don’t have that luxury.”

Just as Temple tries to buy from other Awards and 
Personalization Association suppliers, he also tries to buy 
American-made products. 

“I wish the movement was bigger, I really do,” Temple 
said. “It’s hard to find something that’s made in the United 
States. I buy U.S.-made where I can.”

The costs can be a bit higher, he acknowledges, but buying 
here supports the companies that employ our family, 
friends, and neighbors. “If it’s pretty close (in price), what 
are you going to do?” he said. “Everyone knows someone 
who has been unemployed.”

—Julie Rogers


