
alized pens, fl ashlights, hats and 4,000 other 
items to 1.5 million small businesses in 24 

countries. If  you have a 
coffee mug with a logo 
from your local cafe, or a 
pen from your plumber or 
the restaurant down the 
street, it very well may be 
a National Pen product.

The firm turned 50 
this year and recently 
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National Pen Makes Its Mark in Promotions
The X Factor

Gen Xers have much different ideals 
and attitudes about investing than their 

parents, which pres-
ents quite a reten-
tion challenge for 
financial planners 
looking at upcom-
ing generational 
wealth transfers.

Special Report: 
Wealth Management

HAPPY     TH OF JULY

X Factor page 11

In The 
Right Field

MARKETING: Branding
Co. Founders’ Creativity
Gets Fans Into the Games
■ By EMMET PIERCE

When Jason Klein  and Casey White  were 
students at Helix High School in the 1990s, 
they never imagined their love of sports 
would lead them to form Brandiose , their 
own branding company.

“We’re working with seven to eight teams 
now on new minor league identities,” said 
Klein. “The Los Angeles Clippers  have us 
coming up and pitching ideas to enhance 
their fan experience. ESPN  is doing a doc-
umentary, following us around all summer. 

It’s an exciting time for us.”
Although they work with a variety of 

clients, the San Diego-based duo’s primary 
focus is on creating names, mascots, logos, 
and promotions for minor league baseball 
teams around the country. So far, Klein 
and White have worked with more than 
50 sports teams.

“Minor league baseball still is our core,” 
said White. “For a small fi rm like ours it’s 
easy to market to an industry like that. It 
is all word of mouth.”

Drawing a Crowd
Because minor teams typically lack the 

large budgets and big player names of their 
major league counterparts, they draw crowds 

MARKETING: Big Data, 
Acquisitions All Part of the Plan
■ By KATHERINE CONNOR

It’s likely that more than a few San Diego 
business boosters haven’t heard of National 
Pen Co. , a fi rm with a four-decade history in 
the region that is expected to earn $300 million 
in revenue in 2016. But chances are high that 
they’ve used the company’s products.

National Pen makes and markets person- Peter Kelly

Locking In Our Gains 
In Cybersecurity Field
TECH: Study Finds Growing
Sector Still Needs Nurturing
■ By BRAD GRAVES

Like Comic-Con, there 
are good guys and bad guys.

But in cybersecurity, the 
bad guys are real, and the 
good guys pack more of an 
economic punch.

A new study suggests 
San Diego’s cybersecurity sector has the 
economic impact of 14 Comic-Cons.

Players include large companies such as 
Northrop Grumman Corp.  (NYSE: NOC), 
smaller companies such as AttackIQ Inc. , 
and organizations such as the U.S. Navy .

Cyber page 19

Tourism Bases Are 
Loaded This July
ECONOMY: All-Star Game
Expected to Bring In $80M
■ By LOU HIRSH

The month of  July 
nearly always ranks 
among the strongest of 
the year for San Diego 
County’s tourism and 
convention economy, 
with big annual events 
including Comic-Con In-
ternational  and the start 
of  prime horse-racing 
season at Del Mar Racetrack .

This year’s July slate will be even fuller than 
All-Star page 16

Kerri 
Kapich

Brandiose page 32

xxx
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Jamie Scott Lytle

Jason Klein, left, and Casey White put on their creative thinking caps to come up with various 
names, logos and other branding efforts to pump up fan involvement for sports teams. The 
promotional efforts play a key part in drawing fans  to minor league games.

$1.9B
Economic impact of 
cybersecurity sector

The Lists

Wealth

Management

Page 12-13

Veteran-Owned

Businesses

Page 18-19

Startup

Quinn Li of Qual-
comm Ventures and 
his colleague Patrick 
Eggen discuss what 
grabs their attention 
when a company is 
giving its all-import-
ant pitch and what 
can harm a compa-
ny’s chances. 
Page 8

Commentary

Daniel Sullivan 
of Sullivan Solar 
Power discusses how 
sustainable energy 
advocates and allies 
have helped estab-
lish new rules that 
will protect jobs and 
continue support for 
clean energy. 
Page 37

Real Estate

Nick Di Paolo has 
been named director 
of brokerage in San 
Diego for Cushman 
& Wakefi eld. He 
will be involved 
in many areas 
including business 
development and 
planning, training, 
hiring and recruiting.
Page 3

JULY 4, 2016

SAN DIEGO BUSINESS JOURNAL  11

Local breaking news: www.sdbj.com

The X Factor

 in Wealth 
Transfer

Children of Baby 

Boomers Bring Different 

Attitudes, Making 

Retention Difficult for 

Many Financial Planners

BY EMMET PIERCE

SPECIAL REPORT: WEALTH MANAGEMENT

Wealth page 15

A
s 30- and 40-somethings 

begin inheriting their par-

ents’ wealth, financial 

planners are looking for  

ways to attract their in- 

  vestment dollars. 

“Their attitudes and who they look to 

for advice are very different than older 

generations,” said Thomas M.D. War-

schauer, director of financial planning 

programs at San Diego State University.

A report by PricewaterhouseCoopers in 2013 said that more 

than $41 trillion in assets will be transferred between genera-

tions by 2063. PwC also reported that there will be a 50 percent 

attrition rate for these transfers, as the inheritors find new ways 

to invest their money.  

Generation X, people who were born between the early 1960s

OF CHILDREN FIRE THEIR PARENTS’ 

FINANCIAL ADVISER AFTER THEY 

RECEIVE AN INHERITANCE

THE BIGGEST OBSTACLES TO RETAINING MANAGEMENT 

OF ASSETS PASSED ON TO HEIRS:

InvestmentNews Data based on 2014 survey of 544 advisers

Lack of a relationship

Children spend the  

assets too quickly

 
Inheritance is split among  

too many parties

Clients are unwilling to include adult 

children in meetings about wealth

Children show no interest in having 

the same adviser manage their assets

Inherited assets are too small to 

manage profitably

66%

Thomas 

Warschauer

30%

20%

18%

15%

12%

5%
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Pens:
underwent a leadership change, as did its 
former CEO. “I turned 60, and frankly, 
that was a shock,” said Dave Thompson , 
who now serves as chairman of the board 
after turning over the reins to Peter Kelly  
on June 1. 

Kelly was previously the senior vice 
president and managing director of Na-
tional Pen Co.’s European operations, 
where he said he tripled revenues and 
quadrupled profi ts during his seven-year 
stint. He has bigger plans as CEO.

Under Thompson, National Pen grew 
from $160 million in revenue in 2009 to a 
projected $300 million in 2016. Though 
he only assumed his new role several 
weeks ago, Kelly already has submitted a 
plan to Lincolnshire Management, which 
owns the company, to grow National Pen 
into a company with $1 billion in revenue.

Buying Power
“National Pen hasn’t been considered 

an acquisition platform,” Kelly said. “My 
plan is to acquire at least two companies 
in the next three years. In an ideal world, 
they would be internet-based companies. 
In an ideal world, they would also be in 
the other two big categories of promo-
tional products; we’re in writing instru-
ments, but could go a lot deeper in bags 
and drink ware.”

He wasn’t quite as keen as Thompson 
to continue expanding the fi rm’s inter-
national presence, though a test of the 
Chinese market is underway, with results 
expected by the end of July. National Pen 
manufactures roughly 80 percent of its 
products in China, but has not attempted 

to sell to the nation’s 14 million small 
businesses yet.

Currently, 60 percent of the compa-
ny’s business comes from the U.S. and 
Canada, with 40 percent from the rest of 
the world, which is now predominantly 
centered in Europe. National Pen entered 
the Asian market roughly four years ago 
with Japan, and serves tens of thousands 
of Japanese small businesses.

Operate Globally, Act Locally
With its North American headquar-

ters in San Diego, a major offi ce and 
manufacturing site in Shelbyville, Tenn., 
a manufacturing maquiladora in Tijua-
na and its European headquarters in 
Dundalk, Ireland, what’s unique about 
how National Pen operates is that it in-

teracts with its customers as if  it were a 
local company, Thompson said.

“So, for example, with a Japanese 
customer, all their phone interactions 
with us would actually be with Japanese 
nationals that we hired in sales and 
marketing roles,” Thompson said. “That 
would be true for customers in Germany, 
France and so on. In our European head-
quarters just north of Dublin, there’s a 
call center of approximately 300 people, 
but it represents almost every nationality 
you could imagine.”

The direct marketing of personalized 
promotional products is a tough and 
crowded market. Thompson said many 
companies in the space target the big 
players to justify time spent develop-
ing relationships with these fi rms. But 
National Pen has taken the “Bernie 
Sanders”  approach.

“A typical promotions supplier is trying 
to sell to large companies like Qualcomm , 
Wells Fargo  — big corporate brands,” 
Thompson said. “And the reason being is 
they sell on a personal relationship and, 
in order to justify the cost of establishing 
that personal relationship, need an average 
order size much closer to $1,000.

Sold on Analytics
“Well, National Pen is built on orders 

of $200. We will process well over 1 mil-
lion orders per year, and so it’s based on 
the effi ciency to be able to handle small 
orders in that kind of a volume.”

That effi ciency comes, in large part, 
from Big Data analytics — a buzzword 
today, but something National Pen has 
taken advantage of for close to two de-
cades when making decisions on what 
small businesses to send sample products 
to in a sales attempt.

“Take plumbers,” Thompson explains. 
“Plumbers is a strong market for the com-
pany, so what we would do is go out to var-
ious list brokers and say, ‘Give us the list 
of all the plumbers in the United States.’ 
Then we would de-dup that list (eliminate 
redundancies) from those that are existing 
customers, and now all of a sudden you’re 
looking at this huge spreadsheet — but 
you can’t afford to mail to everybody, so 
who are the most likely to respond, and 
who are the least likely to respond?”

By analyzing the company’s historical 
data and using some predictive analytics, 
National Pen discovered that plumbers in 
small towns were far more likely to buy 
promotional products than those in big 
cities. Spend the fi nite dollars targeting 
small-town plumbers, and the return on 
investment will be higher.

The Workforce
Using technology effectively is a big 

reason for the company’s growth, as is 
international expansion, but Kelly said 
the people are equally as important. The 
company employs 2,000 people, includ-
ing 200 in San Diego.

“In Europe, for example, we have a 
direct marketing group,” Kelly said. 
“Almost everyone in that group has 10 
years of experience in this area, or more. 
They’re people who really have knowl-
edge of our space.”

He said he plans to invest in the talent 
in San Diego, as well.

“We’re recruiting people with promo-
tional product experience, or a lot of ex-
perience in direct marketing,” Kelly said. 
“We’re looking for direct marketing man-
agers, planners, product buyers, product 
merchandisers, marketing merchandisers 
and email marketing managers.”

NATIONAL PEN CO.

CEO: Peter Kelly

Revenue: $300 Million estimated for 2016

No. of Local Employees: 200 

Owner: Lincolnshire Management

Location: San Diego
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Brandiose:
largely through promotional efforts. The 
goal is to make attending games fun, and 
fun is Brandiose’s specialty. Since the 
company was formed in 2000, numerous 
teams have hired the company to help 
them generate excitement.

Klein and White have developed a strat-
egy that calls for learning everything they 
can about the communities that host their 
clients’ teams. The next step is to come 
up with promotions that appeal to locals.

They frequently visit teams around 
the country to pitch ideas like “Al the 
Tuna,” a character that emerges from 
the outfi eld wall to do a victory dance 
each time Pennsylvania’s Altoona Curve  
baseball team scores 
a run. 

Brad Taylor , gen-
eral manager of El 
Paso’s minor league 
El Paso Chihua-
huas , said Klein and 
White have been 
a big part of  his 
team’s efforts to at-
tract fans. 

“They were the fi rm we hired to help 
us with our brand development,” Taylor 
said. “I had the pleasure of working with 
them once before with my prior team in 
Bowling Green, Kentucky, The Hot Rods . 
These guys are so creative. They really do 
their homework. They see possibilities 
outside of a cap and T-shirt.

Gillian Zucker , president of business 
operations for the National Basketball As-
sociation ’s Los Angeles Clippers, said the 
team often consults with Klein and White. 

“They bring a fresh, creative look to 
everything,” she said. “As we are innovat-

ing and coming up with new ideas, we like 
to pull in people with different perspec-
tives. Their irreverent look at everything 
leads to pretty extraordinary ideas.

“They know the business of fun prob-
ably better than any agency I’ve worked 
with. They take the job seriously, but they 
don’t take themselves seriously.” 

It Started in La Mesa
Klein and White met in kindergarten. 

Klein said the roots of Brandiose extend 
to their high school days in La Mesa. 
In the late 1990s, Klein served as the 
school’s Scottish terrier mascot while 
White played football as an offensive 
lineman. The teens collaborated to design 
football uniforms for a team coached by 
White’s dad. Looking for more work, 
they sent letters looking for work to 150 

minor league teams. 
The one response 
came from the West 
Tennessee Diamond 
Jaxx .

Paid to update the 
team’s appearance, 
they created a new 
logo that depicted a 
diamond miner. 

“That was our 
fi rst team,” said White. “It has grown 
ever since. We originally were called Plan 
B Branding.”

The pair parted to attend college, but 
they stayed in touch. White attended the 
Pratt Institute School of Design and Art  
in Brooklyn, while Klein became “Big 
Al,” the elephant mascot at the University 
of Alabama . 

Klein and White formally launched 
their branding business in 2000 while 
they still were in college. As their clientele 
grew, they became known for picking 
nontraditional team names and design-

ing logos that resembled characters that 
might have been dreamed up by a Looney 
Tunes  artist.

In 2007, Brandiose participated in 
the rebranding effort that changed the 
Casper, Wyo., Rockies into the Casper 
Ghosts , complete with glow-in-the-dark 
baseball caps.

“We have done a lot of fi rsts when it 
comes to uniform design,” said White.

In 2009, Klein and White helped the 
San Francisco Giants AA team reinvent 
itself  when it moved to Richmond, Va., 
from Connecticut. 

The team became the Richmond Flying 
Squirrels . Their logo depicts a deter-
mined-looking squirrel soaring heroically 
through the sky. 

Merchandising Records 
In 2013, Klein and White helped a 

San Diego AAA affi liate, the Tucson 
Padres, become the El Paso Chihuahuas . 
The team logo depicts a small but feisty 
dog. The team’s parking lot became the 
“barking lot.” The rooftop deck became 
the “wooftop” deck. Pictures of fi re hy-
drants were placed on restroom doors. 
Team merchandise was developed to 
capitalize on the canine theme.

“The Chihuahuas went on to break 
the all-time merchandising record for any 
minor league team in history,” Klein said.

They helped the New Britain Rock 
Cats become the Hartford Yard Goats . 
Other clients include the Biloxi Shuckers  
and the Akron RubberDucks . 

Ongoing Work
Klein says that after doing an initial 

branding project for a sports team, Bran-
diose asks to be placed on a retainer for 
ongoing work.

“Today we have 36 minor league base-
ball teams on retainer,” he said. “Most 

of the time we are able to transition to 
having the club on retainer in the future.”

Although he and White do all the 
initial creative work for their clients, 
they rely on associates to help carry the 
ongoing workload.

“We come up with the name, the logo, 
the uniforms,” he said. “Everything to 
launch a brand comes out of our per-
sonal craftsmanship. Once the brand 
is established, we bring in experts to 
continue helping us. We have a loose 
network of members of our studio team 
who are experts in their fi elds of lettering, 
character design, logo design.”

Looking to the Future
In addition to helping create new team 

promotions, Klein and White are looking 
for ways to expand their business. Klein 
said associates in Los Angeles currently 
are working on a proposal to create a 
reality television show that follows them 
around the country as they visit teams, 
develop promotional ideas and pitch 
those ideas to team owners. 

He noted that the pair also is working 
with the San Diego Padres  on several 
projects. In addition, they are incorpo-
rating new technology into their work.

“We have an app company,” Klein said. 
“We produce the offi cial fan experience 
app of minor league baseball called ‘In 
The Park.’ We are exploring getting into 
the digital experience of being at a ball-
park. This year we are rebranding teams 
in Binghamton, N.Y., New Orleans and 
Lynchburg, Va.”

Klein and White already have ac-
complished their main goal, which is 
having fun. 

“We set out to stir the pot a little bit 
and bring attention to teams,” Klein said. 

White agreed. “Making a commotion 
is what we do.”

Gillian ZuckerBrad Taylor




