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Executive Summary 

 

Objectives:  Objectives of the study were to ascertain 1) calendar usage patterns, 2) which type of 

calendars were the primary calendars used, 3) location of calendars in the home, 4) attitudes toward 

advertising calendars, 5) number of advertising calendars present in the average household, 5) recall of 

advertisers and messaging on advertising calendars received, 6) reaction of consumers to companies 

that had given them an advertising calendar, 7) types of companies giving advertising calendars, 8) 

gifting habits of consumers with regard to calendars, 9) consumers’ calendar purchasing habits , 10) the 

ideal calendar and what it constitutes. 

Herewith is an overview of the questions and most significant data findings from the study … following 

this executive summary you can delve deep into the data and charts that present the specifics of 

responses received; then you’ll find a further presentation with more of the implications and 

conclusions found in our study and correlative information from other recent calendar research outside 

of our market.  

Importance of Calendars and Reasons to use a Calendar:  Almost eight out of 10 respondents stated that 

calendars were either, important, very important or extremely important in their daily lives. Eighty 

percent also state they use a calendar to check dates and schedule appointments. Keeping track of 

special dates and holidays were the next most mentioned use for a calendar. 

Types of Calendars Referred To or Used:  When respondents were asked to state what calendars they 

referred to or used, most commonly mentioned was the wall calendar. 

Use of Calendar on the Computer: Thirty-seven percent of respondents reported never using a calendar 

on the computer. Twenty-three percent used a calendar on the computer between one and four times a 

day. Six percent of respondents used a calendar on the computer between five and nine times a day. 

Printing a Calendar off the Computer and Use of a Calendar on the Cell Phone:  Forty-one percent of 

respondents reported printing a calendar off their computer at some point. They were asked if they had 

ever printed a calendar off the computer. Half of the respondent sample had never used a calendar on 

their cell phone. Only six percent reported using a cell phone calendar every day. 



© 2010 Promotional Products Association International. All material in this report is proprietary and may not be reproduced in any form without the written permission of PPAI. 

4 
 

Preference of  Portable Calendars or stationary “Physical” Calendars:  Forty-one percent of respondents 

preferred to use a physical calendar in a fixed location in conjunction with a portable calendar. Thirty-

five percent prefer a calendar at a fixed location. 

Presence of “Printed” Calendars in the Home:  Almost eight out of 10 (79 percent) households surveyed 

reported having a printed calendar in their home. “Printed” calendars refer to wall, desk, magnetic, 

pocket, purse or calendars in day planners. In a study conducted in 1981, this number was 98 percent. 

Twenty-one percent did not have a printed calendar in their home. 

Location of Print Calendars in the Home: The kitchen remains the prime location for a printed calendar. 

In 1981, 82 percent of households reported having a printed calendar in the kitchen. Today, 75 percent 

of respondents had a printed calendar in the kitchen. The next most common location for a printed 

calendar at home was the home office. 

Average Number of Printed Calendars in the Home:  The average number of printed calendars per 

household was 3.12. In 1981, the average was 3.98. Eighty percent of respondents had a calendar in the 

kitchen and the average number of calendars in the kitchen was 1.15 as opposed to 1.25 in 1981. The 

second most popular location was the home office with 55 percent of people reporting that they had at 

least one calendar there. 

Most Popular Calendars Present in the Home and Types of Calendars By Room: Wall calendars were the 

most popular type of calendar with 89 percent of households reporting that they had at least one 

calendar in their home. The kitchen was the most popular location for the wall calendar followed by the 

home office. Day planners were the second most popular type of calendar with the majority of those 

located in the kitchen followed by the home office and the bedroom. Desk calendars were the third 

most popular and again, the kitchen was the most popular location for these followed by the home 

office and bedroom. 

Advertising or Promotional Calendars: Eighty-two percent of households enjoy receiving calendars as a 

complimentary gift. Respondents were most likely to keep and use wall calendars, followed by desk 

calendars and the calendar in a day planner. Seventy-eight percent of households that had a printed 

calendar at home had at least one advertising calendar. However, when looking at the entire sample, a 

total of 61.4 percent (or 646 households out of the 1,052 surveyed) had an advertising calendar in their 

home. In 1981, this number was seventy percent. The wall calendar was the most common of calendars 

in 91 percent of households that had received an advertising calendar.  
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Recall of Advertiser and Product on the Promotional Calendar: By all accounts, the advertising or 

promotional calendar is a very effective advertising vehicle. Based on recall statistics, of those who 

reported having just one advertising calendar, 74 percent could remember the name of the company 

advertised and 72 percent could remember the product or service/message advertised. Moreover, 71 

percent had done business with the company that gave them the calendar prior to receipt of the 

complimentary calendar and 70 percent plan to do business with the company again. Forty-eight 

percent had a more favorable impression of the advertiser and 41 percent have referred the company 

who gave then the calendar to somebody else. Recall and reaction of those who had received two or 

three advertising or promotional calendars was also very encouraging ... huge response and referral 

numbers, huge implications. 

Kinds of Advertisers That Gave Complimentary Calendar Calendars: Nonprofit groups, charities, 

churches, banks or financial institutions and insurance agencies tend to be the top industries 

respondents report using promotional or advertising calendars. These are the usual suspects or those 

most close to ‘household’ values and/or schedules. 

Types of Advertising Calendars Used Most Often: Respondents were asked to state which advertising 

calendar they used the most. Wall calendars came out on top followed by calendars in day planners and 

then desk calendars.  

Calendars Present in home that were Gifts and Purchases: Twenty percent of households reported 

getting at least one calendar as a gift and nine percent received two or more calendars as a gift. Twenty 

–one percent had purchased at least one calendar in their possession and 16 percent had purchased two 

or more. 

General Calendar Viewing Habits:  Thirty-seven percent of respondents reported that they looked at a 

calendar once a day. Sixty-one percent looked at a calendar between two and more than 10 times a day. 

What did that do to your cost-per-impression analysis? 

 The Primary Calendar: For 56 percent of households, the primary calendar was a wall calendar. Fifty-

three percent stated that their primary calendar was located near a telephone. The kitchen was the top 

location for the primary calendar with an additional 12 percent stating that had their primary calendar 

on the refrigerator. Thirty- two percent use their primary calendars in conjunction with other calendars 

and 56 percent shared their primary calendar with more than person. Medical, family and social events 

were recorded on the calendar but between 40 percent and 49 percent also recorded work or 
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professional appointments on the primary calendar. The wall calendar was listed as the primary 

calendar at the workplace for 33 percent of respondents followed by 22 percent who had a desk 

calendar as their primary calendar at work. 

Purchasing and Gifting of Calendars: When looking at purchase history, 72 percent of households 

surveyed had purchased a calendar in the past. Calendars were primarily purchased in discount stores 

followed by bookstores, office supply and department stores. Calendars were predominantly purchased 

for own use or as Christmas gifts and birthday gifts. With regard to pricing of calendars, 34 percent are 

willing to pay between $1 and $5 for a calendar. Another 26 percent say they would be willing to spend 

between $5 and $8. Pricing perhaps is reflective of costs in the largest venue - discount stores - where 

32 percent of respondents had purchased a calendar. Only 21 percent of respondents were willing to 

spend $11 and over. In examining purchase history, we find that more than half the respondents had 

purchased a calendar for appealing pictures and size of calendar. Forty-three percent had purchased a 

calendar for a specific theme. 

The Ideal Calendar: When trying to understand what constitutes the ideal calendar, we found that some 

of the more important characteristics that consumers look for in calendars were “room to add notes,” 

“have all holidays listed” and “list commemorative dates.” Appealing pictures were also somewhat 

important but useful features such as those listed above were more important to them than aesthetical 

aspects of a calendar. The ideal calendar view for most respondents was a monthly calendar with a page 

for each month.  

Ways in which a printed calendar were used: Slightly less than half the respondents kept their calendars 

at the end of the year to refer back to it. Calendars serve as a keepsake for some or as a record of the 

year in review for others. 

Future purchasing plans: Sixty-three percent of respondents plan to purchase a calendar in the future. 

This presents an opportunity for suppliers and distributors of advertising or promotional calendars. 

Comments from some respondents reveal that they would purchase a calendar only if they did not get 

one for free – most presumably an advertising calendar. 
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Introduction 

 

Calendars have always played an important role in our day-to-day activities. However, these days it 

seems like we need them more than ever to constantly fine-tune our fast-paced lives and choreograph 

our dynamic schedules. We are so dependent on calendars now that they have become pervasive 

throughout all our life spaces. We use them to plan ahead – not just days, but weeks and sometimes a 

year or two in advance. We now have calendars on paper, on the wall, on magnets, on the computer, 

online, on our phones, desks and in our wallets or purses and even on our watches. We have numerous 

work- related meetings, appointments, holidays, birthdays and various other personal events that we 

coordinate. All of this makes the calendar pivotal in its role.   

 

Calendars, more specifically advertising calendars, have been a mainstay in the promotional products 

industry for a long time and point to our industry’s origins.  In 2009, advertising or promotional 

calendars made up a 7.14 percent share of the $15.64 billion dollar pie of promotional products sales in 

the U.S. or approximately $1.12 billion in revenue. With revenues ranging from $1.07 billion to $1.43 

billion over the past six years, this study is warranted and attempts to examine this product segment in 

greater detail.   

 

In this constantly evolving technological era, it was important to study the role of the traditional 

calendar and see just how it co-exists with all the other forms of calendars available today.  

 So PPAI and the Calendar Advertising Council commissioned a research study to look at calendar usage 

among U.S. households. With calendars playing a very large role in the promotional products industry, 

we also put a special focus on trying to measure the efficacy of promotional or advertising calendars as 

an ad medium.  

 

Back in 1981, the Calendar Advertising Council produced a study to get feedback on calendar usage 

among both households and businesses throughout the U.S. Phone interviews were conducted via 

telephone to examine the following:  

 Receipt of promotional or advertising calendars 

 Calendar usage 

 Attitudes of recipients to the advertisers of calendars 
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 Effectiveness of advertising calendars 

 Demographics of recipients 

Some selected findings of the 1981 household calendar study are presented below: 

 In 1981, almost all respondents had one or more calendars at home 

 The kitchen was the leading area for location of calendars 

 Sixty-two percent of people carried calendars with them 

 Most calendars in the home were wall calendars 

 Thirty-eight percent of calendars were located near a telephone 

 Seventy percent of calendars were received as complimentary gifts 

 Most retail calendars were purchased in card stores or department stores 

 Eighty-five percent of recipients of promotional or advertising calendars planned to do business 

with the advertiser 

That was 1981. Things have changed significantly since 1981. Today, calendars are omnipresent. 

Calendars are now available electronically on computer software, online, on watches and clocks, on 

telephones in addition to the various traditional forms of printed calendars.  

 

Traditionally, paper calendars were used and many of the problems identified in paper calendars were 

solved with the introduction of electronic calendars. However, it has also been argued that electronic 

calendars do not allow for as much flexibility and convenience as paper calendars do. So that raises 

more questions: What is the most effective type of calendar? What is the ideal calendar? What type of 

calendar is most frequently used?  Where are calendars purchased? Do people like getting free 

calendars?  

 

This calendar study attempts to answer all these questions and more. It not only includes questions 

similar to the 1981 study but also measures the effectiveness of the calendars as an advertising medium 

with a special focus on advertiser recall. In addition, the study explores usage patterns, determines what 

constitutes an ideal calendar and identifies what type of calendar is the primary calendar at home and at 

work. Given a different environment since 1981, the study hopes to elicit information about how people 

now use calendars today.  
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Objectives 

The objectives of the household study explore the following: 

 Profile calendar usage patterns in U.S. households 

 Identify location of calendars in U.S. households 

 Determine which calendars tend to be the primary calendar  

 Examine attitude toward advertising or promotional calendars 

 Attempt to gauge the number of advertising or promotional calendars in the consumer’s 

possession 

 Measure recipient’s  recall of advertiser and product advertised on the complimentary calendars 

they receive 

 Determine consumers’ attitude to companies that had given respondents an advertising 

calendar 

 Identify types of companies that respondents recall seeing advertised on a promotional calendar 

they received 

 Gifting of calendars by respondents 

 Examine retail calendar purchasing habits of households,  cost of calendars purchased and type 

of stores/arenas from which they are purchased 

 Find out what constitutes the ideal calendar, preferred views, preferred formats etc. 

The study will also attempt to look at the change in calendar usage habits since 1981 by providing 

statistics from the 1981 study wherever possible.  

Methodology 

An e-mail survey was designed by the Research department at PPAI with approximately 50 questions. 

The survey was developed with input from the members of the Calendar Advertising Council as well as 

other distributor and supplier members of PPAI’s Marketing Information and Research Action Group. 

The questionnaire was first pre-tested with a group of 27 people before final changes were made. It was 

launched via e-mail to a panel of 1,052 households in the U. S. through panel provider company 

MarketTools Inc., based in San Francisco, California. The e-mail survey link was sent by PPAI to 

MarketTools Inc. which then sent the link to their panelists to complete. The panel of respondents 

represented various age, income, ethnic, education and gender groups and categories. Data collection 
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started in the last week of October and was complete by the first week of November. The margin of 

error for the survey is +/-3.02 at the 95percent confidence level. 

Calendar Usage Patterns 

 

Importance Of Calendars In Daily Life 
 

The first and foremost goal was to examine general calendar usage patterns in the more than 1,000 

households we surveyed. We wanted to find out just how important calendars are to people. With 

advances in technology creating alternative ways for people to check dates, it was important to verify 

just how pervasive the calendar is in people’s daily lives. It turns out that calendars are indeed 

important. Seventy-eight percent of respondents in households reported that calendars were either 

important, very important or extremely important. 
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 Twenty-two percent of respondents reported that calendars were either unimportant or only 

slightly important to them. On further examination of this group, we found that they tended to 

fall between the ages of 18 and 25, 26 and 35 years and 36 and 45 years and tended to have 

lower levels of education such as “Less than high school,” “High school or GED” and “Some 

college.” 

 

Reasons To Use A Calendar 

When asked for reasons as to why they used a calendar, answers were fairly typical. See chart on next 

page: 

 

 

The predominant reasons reported for using a calendar were: 

 To check dates – 83 percent of people reported using a  calendar to check dates 

 To make a note of appointments –81 percent 

 To keep track of special dates and holidays –78 percent 

 To make notes – 47 percent 

 To keep a record of events – 45 percent 

When reviewing the other comments as specified, these three reasons below were the most commonly 

cited: 
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 Homework and school events for kids 

 Dates when bills had to be paid 

 Medication reminders and diabetes/health logs 

Calendar suppliers may wish to be proactive by incorporating spots on the calendar that would 

accommodate some of these above listed uses. This in turn would add more utility to our advertising 

calendars and aid advertisers and distributors to target specific demographics.  

 

Types Of Calendars Referred To By Households 

 

Respondents were asked what type of calendars they use when they refer to a calendar: 

 

Respondents could check all the different types of calendars they referred to: 

 The wall calendar took the top spot with 67 percent of respondents reporting that they had 

referred to a wall calendar 

 Thirty-two percent of respondents stated that they referred to calendars on their computer 

 Twenty-nine percent referred to a calendar in a day planner 

 Twenty-eight percent reported referring to a desk calendar 

 Twenty-six percent had referred to a cell phone calendar 
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 Seven percent had referred to a magnetic calendar 

 Four percent had referred to “other” calendars-other calendars specified were primarily 

calendars on their PDAs and pocket or purse calendars 

Use Of A Calendar On A Computer 

 

As with so many other facets of our world, we sought to find the impact computers and electronic living 

have had on the calendar. The use of computers to rule our lives is perceived to be mainstream for most 

people; and that is what we expected to find when asking how often respondents used a calendar on 

their computers. Surprisingly though, we found that 37 percent of respondents reported never using a 

calendar on their computer. Since we did not define what exactly a calendar on a computer could be, 

their responses would include all kinds of calendars on the computer - namely calendars in contact and 

e-mail software (such as Outlook), or a calendar on the desktop (found under “accessories” on most 

computers), other software calendar and time function programs or online calendars so prevalent on 

the web. 
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Printing A Calendar Off The Computer 

 

We were curious to see just how many people have printed a calendar from their computer. Doing so 

would make their calendars portable and would allow people to carry their calendars to work so they 

can synchronize home and work activities. Printing a calendar off the computer also provides people the 

opportunity to keep paper trails. Results show that almost 60 percent have not done this ever. They 

obviously relied on other forms of calendars; or are electronically savvy enough to synchronize their 

computer calendars with other devices such as cell phones and PDAs. 

 

 

Frequency Of Use Of Calendars On The Cell Phone 

 

Respondents were asked how often they used the calendar on their cell phone. Results show: 

 Half  of respondents never used the calendar on their cell phone 

 Six percent use a cell phone calendar once a day 

 Eleven percent of respondents state that they use a cell phone calendar between two and nine 

or more times a day 

 Thirteen percent report using it a few times a week 

 Six percent use it once a week 

 Twelve percent use it once a month 



© 2010 Promotional Products Association International. All material in this report is proprietary and may not be reproduced in any form without the written permission of PPAI. 

15 
 

 Two percent report using other intervals other than those reported above 

Once again respondents surprised us, showing that cell phone calendar use is not as prevalent as 

perceived, with only approximately 17percent  citing daily usage. Nineteen percent cite weekly 

usage. 

 

Preference Of Portable Calendars Versus Calendars Found At A Central 

Location 

 

In our minds, portable calendars came with the introduction of laptops, cell phones, calendars on 

watches or in the form of pocket, wallet or purse calendars. Interestingly, portable calendars are not a 

new concept. Examples of ancient portable calendars have been found from the Roman period. 

Calendars at that time were usually yearly calendars and were typically permanent, as in affixed to the 

walls of major public buildings in cities. However, there has also been evidence that portable monthly 

calendars or those with days of the year were used by members of the Roman army. These portable 

calendars existed in the form of tablets and have been found in France in the late 19th century. (Source: 

Dorset Archeology Newsletter) 

We asked if there was a preference for portability.  

 Forty-one percent  of respondents stated that they prefer to use both a physical calendar in 

conjunction with a portable calendar 

 Thirty-five percent  prefer a calendar that is affixed at a central location 

 Twenty-four percent  prefer to use a portable calendar 

See chart on next page: 
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It appears that people prefer to have their calendars in a static location or prefer to use both a 

permanent calendar as well as a portable calendar in conjunction. We thought that possibly the 

responses were age related, but found no such link in the demographics of the respondents. So possibly 

those tech-savvy folks with all of the portable electronics are less related to age than need? 

 

Printed Calendars 

Presence Of Printed Calendars In The Home 

We asked respondents whether they had a “printed” calendar in their home. The meaning of a “printed 

calendar” was illustrated by giving examples of different types such as wall calendars, desk calendars, 

magnetic calendars or calendars in day planners or diaries. The intent was to give them a sufficient 

number of examples of printed physical calendars that they could relate accurately to the question we 

posed.  

When asked if they had a printed calendar in their home, 79 percent (or 829 people out of the 1,052 

households) reported having a printed calendar at home. In contrast with the calendar study done in 

1981 for the Calendar Advertising Council, 98 percent  of those surveyed back then had one or more 

calendars in their home. With advances in technology and the presence of calendars in cell phones, 

laptops, PDAs and other portable gadgets, the fact that 79 percent of households had a printed calendar 

at home still comes as somewhat of nice validation of the utility of calendars. It is amazing that, 29 years 
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later with all these advances in technology, the percentage of households that had a printed calendar at 

home dropped by only 19 percent. 

 

 

We looked into the group of 223 who did not have a printed calendar in their home. We were curious to 

see who this group was and what their demographics were. Not surprisingly, the only demographic that 

mattered was age. Forty percent of those who did not have a calendar at home were between the ages 

of 18 and 25. Thirty percent were between the ages of 26 and 35 and 23 percent were between the ages 

of 36 and 45. We can assume that these people either relied on a calendar on their PDAs/phones, 

watches or even a calendar on the computer or online. 

 

Location Of Printed Calendars In The Home 

*Note: The next few questions applied to those who had a printed calendar in their home, those 79 

percent (or 829 out of 1,052) households in the sample who answered they did.  

Respondents were asked to report the various locations in which they had a printed calendar. The chart 

that follows shows the prime locations for calendars in the average household. 
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 The kitchen remains the prime location for a printed calendar and is the leading area for the 

location of a calendar. Three-fourths (75percent) of households reported having a calendar 

in the kitchen in contrast to 82 percent in the study conducted in 1981. This data is integral 

to the advertising calendar suppliers, distributors and advertisers … as other studies still cite 

the kitchen as the major buying decision area of the home. 

 The second leading area for the location of a calendar was the home office with 45 percent. 

In the 1981 study, only five percent reported having a calendar in their office at home. This 

also may be an indication of the times. It was perhaps less common to have a designated 

home office in the 1980s as it is now. But again the news is good for advertising calendar 

proponents, as the home office is another key buying decision area of households. 

 The third leading areas for the location of a calendar were the master bedroom with 25 

percent as well as another 25 percent on person (in wallet, purse of briefcase). In 1981, 34 

percent of households had a calendar in the master bedroom and an on-person location was 

not asked back then. In an age where targeted advertising is king, this data represents some 

interesting options for marketers wishing to reach people privately and directly. 
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 Twelve percent of households reported having a calendar in the living room as opposed to 

16 percent in 1981. 

 Nine percent had a calendar in the second bedroom vs. 17 percent in the 1981 study. 

 Eight percent had a calendar in the dining room commensurate with the seven percent 

reported in 1981.  

 Seven percent had a calendar in the garage/workshop equaling three percent who reported 

having calendars in the garage in 1981 and another four percent who had a calendar in the 

workshop. This year the categories were combined. 

 Five percent of households reported having a calendar in their car as opposed to seven 

percent in 1981. So much for plastic dashboards and magnetic calendars ...  but our industry 

has responded nicely with pressure sensitive adhesive calendars.  

 Four percent of households had a calendar in their hallway as opposed to eight percent in 

1981.  

 Other areas mentioned by open-ended responses were bathrooms, den/family room, 

laundry room and entryway. 
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Number Of Printed Calendars By Area 

Respondents were asked to list the number of calendars located by area and the kitchen seemed to 

have the most. See table below: 

Please try to recall how many printed calendars you have in each of the following areas? NOTE: (IF YOU DO NOT HAVE A 

PRINTED CALENDAR IN A PARTICULAR AREA PLEASE CHECK "NONE".) 

 One 

calendar 

Two 

calendars 

Three 

calendars 

Four 

calendars 

Five 

calendars 

Six or 

more 

None 

Kitchen 564 (69%) 74 (9%) 18 (2%) 4 (0%) 2 (0%) 0 (0%) 162 (20%) 

Living Room 114 (14%) 12 (1%) 1 (0%) 6 (1%) 1 (0%) 3 (0%) 692 (83%) 

Dining Room 84 (10%) 10 (1%) 5 (1%) 2 (0%) 3 (0%) 2 (0%) 723 (87%) 

Bedroom 1 220 (27%) 21 (3%) 5 (1%) 8 (1%) 0 (0%) 2 (0%) 573 (69%) 

Bedroom 2 101 (12%) 7 (1%) 4 (0%) 5 (1%) 2 (0%) 2 (0%) 708 (85%) 

Hallway 52 (6%) 4 (0%) 2 (0%) 4 (0%) 1 (0%) 5 (1%) 761 (92%) 

Home Office 352 (42%) 82 (10%) 12 (1%) 4 (0%) 2 (0%) 4 (0 ) 373 (45%) 

Garage/Workshop 92 (11%) 6 (1%) 1 (0%) 6 (1%) 1 (0%) 5 (1%) 718 (87%) 

In your purse/wallet/ 

briefcase 

318 (38%) 36 (4%) 7 (1%) 4 (0%) 5 (1%) 2 (0%) 457 (55%) 

In your car 82 (10%) 5 (1%) 2 (0%) 3 (0%) 2 (0%) 3 (0%) 732 (88%) 

Other 93 (11%) 7 (1%) 4 (0%) 3 (0%) 3 (0%) 1 (0%) 718 (87%) 

 

The table above has figures exactly as reported. For the calculation of the average as reported below, we 

have taken out outliers. In addition, if they had six or more calendars then an assumption is made that 

they have six calendars at least. This allows us to calculate the average at a conservative minimum since 

ǘƘŜ ǉǳŜǎǘƛƻƴ ŘŜŦƛƴŜǎ ǘƘŀǘ ŎŀǘŜƎƻǊȅ ŀǎ άsix ƻǊ ƳƻǊŜΦέ 

We wanted to calculate the average number of printed calendars in the house as well as per each room. 

However in looking at the data, there seemed to be some unusual reporting. So we calculated the sum 



© 2010 Promotional Products Association International. All material in this report is proprietary and may not be reproduced in any form without the written permission of PPAI. 

21 
 

of all the printed calendars in the house and if somebody had 11 or more printed calendars we treated 

that as an outlier for the calculation of the “average.” The outliers amounted to 24 respondents. 

 First, the average number of printed calendars per household was 3.12 calendars. In 1981 this 

number was 3.98.  

 The average number of calendars in the kitchen was 1.15 with 80 percent reporting that they 

had at least one calendar in the kitchen. Only 20 percent had no calendars in the kitchen. In 

1981 the average number of calendars in the kitchen was 1.25. 

 The second most popular location for printed calendars was the home office with an average of 

1.23 printed calendars. Fifty-five percent had at least one calendar in the home office and 45 

percent reported having no calendars in the home office. The average number of calendars in 

the home office in 1981 was 1.15.  

 Thirteen percent of respondents had a calendar in the dining room and 87 percent did not. The 

average number of printed calendars in the dining room was 1.08. The average number of 

calendars in the dining room in 1981 was 1.12. 

 The average number of printed calendars in the living room was 1.06 with 17 percent stating 

that they had a calendar in the living room. In 1981 the average was 1.09. 

 The average for the number of printed calendars for Bedroom 1 was 1.11 and for 1.08 for 

Bedroom 2. Sixty-nine percent of respondents did not have a calendar in Bedroom 1 and 85 

percent did not have a printed calendar in Bedroom 2. In 1981, the averages for Bedrooms 1 

and 2 were 1.08 and 1.28 respectively. 

 The hallway had an average of 1.05 printed calendars in 2010 versus 1.08 in 1981. In 2010, only 

seven percent of households had a calendar in the hallway.  

 The garage had an average of 1.07 calendars with 13 percent having a calendar in the garage. 

The average number in 1981 was 1.04. 

 55 percent reported having no printed calendars on their person whereas 45 percent did. The 

average number of calendars was 1.13 carried on a person. The average on-person number in 

1981 was 1.33. 

 The average number of calendars in the car was 1.01 with 13 percent having at least one. The 

average in 1981 was 1.02.  

 13 percent had “other” printed calendars in their home and the average was 1.36.  

 86.3 percent did not have a calendar in any “other” areas. 
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Number Of Different Types Of Calendars Present In The Home 

 

How many of the following types of printed calendars do you have in your home? NOTE: (IF YOU DO NOT HAVE 

A PARTICULAR TYPE OF PRINTED CALENDAR THAT IS LISTED BELOW PLEASE CHECK "NONE".) 

 
One Two Three Four Five Six or more None 

Desk calendar 265 (32%) 37 (4%) 6 (1%) 2 (0%) 4 (0%) 1 (0%) 514 (62%) 

Wall calendar 373 (45%) 193 (23%) 89 (11%) 52 (6%) 23 (3%) 11 (1%) 88 (11%) 

Calendar in day planner that you 

carry 
299 (36%) 25 (3%) 4 (0%) 4 (0%) 5 (1%) 2 (0%) 490 (59%) 

Magnetic calendar 196 (24%) 31 (4%) 8 (1%) 4 (0%) 4 (0%) 1 (0%) 585 (71%) 

Wallet calendar 173 (21%) 16 (2%) 4 (0%) 6 (1%) 4 (0%) 2 (0%) 624 (75%) 

Desk blotter calendar 80 (10%) 6 (1%) 3 (0%) 3 (0%) 2 (0%) 3 (0%) 732 (88%) 

Other 95 (11%) 13 (2%) 5 (1%) 6 (1%) 0 (0 %) 2 (0%) 708 (85%) 
Note for the “average” calculations for types of calendars below, the outliers are excluded. 

 Wall calendars were the most popular (by count). Eighty-nine percent of households 

had at least one wall calendar. There were an average number of 1.9 or two wall 

calendars present in 829 households. 

 The second most popular by count were calendars in day planners. Forty-one 

percent of 829 households had at least one day planner in their home. There was an 

average of 1.08 day planners present in households. 

 The third most popular by count were desk calendars with 38 percent of 829 

households having a desk calendar in their home. These were an average of 1.13 per 

household.  

 Twenty-nine percent of 829 households had a magnetic calendar with an average of 

1.17 calendars among those who had them. 

 Wallet calendars came in next with an average of 1.14 of these among the 25 

percent who carried these types of calendars.  

 “Other” calendars came in next with an average of 1.22 among the 15 percent who 

had them. 
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 Desk blotter calendars came in last with an average of 1.06 calendars among the 12 

percent of 829 households who had them. 

 

Number Of Different Types Of Calendars Present In The Home (2010 Vs. 1981) 

 

The charts below show the type of calendars that existed in the home in 1981 vs. 2010. While categories 

of calendars are slightly different, based on the way the question was asked, it gives a good overview. 

The numbers are based on the estimated total number of calendars present in the household. This 

estimated total is based on the question which asked how many calendars they had of each of the 

various types. The estimated total was derived after taking out outliers and assuming that the maximum 

number of a certain type was six at most. 

                                    1981                                                                            2010    

              

                     

     While calendar categories are not quite the same for the two years, we find the following to be true: 

 Wall calendars made up almost six out of 10 calendars in 1981 whereas now they make up 

almost four out of 10 calendars in the home. 

 Desk calendars made up 13 percent of calendars in 1981 vs. 15 percent in 2010. 

 Wallet calendars made up nine percent in 1981 vs. 10 percent in 2010. 

 Magnetic calendars are more common today. 

Wall 
Calendars, 

57%

Desk, 13%

Pocket, 
11%

Wallet, 9%

Book, 4% Other, 6%

Types of Calendars in household in 1981

Wall Calendars Desk Pocket Wallet Book Other

Wall 
Calendars, 

37%

Desk, 15%

Calendar in 
Day 

Planner, 
16%

Magnetic 
calendars, 

12%

Wallet, 10%

Deskblotter 
calendar, 

4%
Other, 6%

Types of Calendars in household in 2010

Wall Calendars Desk
Calendar in Day Planner Magnetic calendars
Wallet Deskblotter calendar
Other
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 Calendars in day planners make up 16 percent in 2010 whereas they were probably included 

in the four percent in book calendars in 1981. Nevertheless these are more commonplace 

today. 

 Desk blotter calendars do not seem to be common—especially in the home. 

Types Of Calendars By Room 

 

Question 11, which asked respondents where they kept calendars, was cross-tabulated with Question 

13, which asked how many types of calendars they had. Respondents could select multiple types of 

calendars and multiple locations for where they kept them. This next section attempts to quantify the 

percentage of each type of calendar by location in the house. 

 Desk 

Calendar 

(n=315) 

Wall 

Calendar 

(n=741) 

Calendar in 

Day 

Planner 

(n=339) 

Magnetic 

Calendar 

(n=244) 

Wallet 

Calendar 

(n=205) 

Desk 

Blotter 

Calendar 

(n=97) 

Other 

(n=121) 

Kitchen 78% 79% 76% 80% 80% 74% 65% 

Living Room 15% 12% 12% 16% 21% 18% 14% 

Dining Room 11% 9% 9% 12% 12% 13% 7% 

Bedroom  1 33% 27% 33% 33% 32% 34% 35% 

Bedroom 2 13% 10% 13% 16% 15% 13% 12% 

Hallway 5%  5% 4% 8% 6% 5% 7% 

Home Office 62% 46% 49% 53% 58% 68% 47% 

Garage/Workshop 13% 8% 9% 13% 15% 20% 8% 

In your purse /wallet/ 

briefcase 

- - - - 57% - 33% 

In your car - - 8% 11% 11% - 7% 

Other 4% 3% 4% 8% 3% 3% 10% 

 

 Wall calendars again are the most common type of calendars used in homes with 

the kitchen (76 percent) and home office (46 percent) being the primary locations 

for wall calendars. 
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 Calendars in day planners came in as the second most popular type of calendar. The 

majority of these are kept in the kitchen (76 percent) followed by 49 percent in the 

home office and then in the bedroom (33 percent). 

 The desk calendar is the third most popular with the kitchen the primary location 

(78 percent) for these types of calendars followed by the home office (62 percent) 

and then bedroom 1 (33 percent). 

 Magnetic calendars came in as the next most popular with the kitchen (80 percent) 

being the primary location followed by the home office (53 percent) and then 

bedroom 1 (33 percent). 

 Other calendar types also followed similar patterns for location. It is probably safe 

to assume that the primary work areas in the home tend to be either the kitchen or 

a home office or perhaps a workspace in the bedroom. These tend to be places 

where decisions are made and as a natural consequence, an ideal location for a 

calendar. For calendars in day planners and wallets or purses, location is also 

determined by where people leave these in their home. Again the workspace at 

home seems to be a natural selection to leave a wallet, purse or day planner. 

Advertising Calendars Or Promotional Calendars 

 

Obviously, the area most critical to the promotional products industry is the “advertising calendar”. We 

asked questions about advertising calendars to determine effectiveness as an advertising medium; to 

measure the number of advertising calendars recipients could recall having in their possession, the 

impact of these calendars and finally, recall of the advertiser and the messaging imprinted on the 

calendar. We also tried to gauge respondents’ general attitude to receipt of advertising calendars. We 

first defined advertising calendars in the following fashion. “An advertising calendar is one that is 

customized and imprinted usually with the company name, logo and contact information. These 

calendars are promotional in nature and are typically given out for free by a company to its customers, 

vendors and sometimes employees.” 

General Attitude To Advertising Calendars 
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Types Of Advertising Calendars Households Would Use And Keep 

 

When asked what types of advertising calendars respondents were most likely to keep and use, not 

surprisingly, the wall calendar came out on top followed by desk calendars and a calendar in a day 

planner. Magnetic and pocket calendars also held their own with almost a fourth of respondents stating 

a preference for them. 

Only 6 percent stated they would not keep a free advertising calendar. 

 

 

Enjoyment In Receiving Advertising Calendars As A Complimentary Gift 
 

The majority (82 percent) of households enjoy receiving calendars as a complimentary gift. 
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Number Of Advertising Calendars Present In The Home 

 

Of the 829 households who had a printed calendar in their home, we asked how many were advertising 

calendars:  

 Seventy-eight percent of households who had a printed calendar at home had at least one 

advertising calendar 

 Thirty-one percent of households reported having one advertising calendar 

 Twenty-four percent had two advertising calendars 

 Eleven percent had three advertising calendars 

 Five percent had four  

 Seven percent had five or more 
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 Of those who had a printed calendar at home, we know that 78 percent had an 

advertising calendar. But we also know that if we looked at the entire sample of 

households surveyed regardless of whether they had a printed calendar at home or not, 

61.4 percent of the sample (or 646 households out of the 1,052 surveyed) had one or more 

advertising calendars in their home that they had received as a complimentary gift. 

Essentially every six out of 10 households surveyed had an advertising calendar. In the 

1981 study sponsored by the Calendar Advertising Council, 70 percent of the respondents 

had reported receiving an advertising calendar as a complimentary gift. 

 With nearly a three-decade gap between when the two studies were conducted, the 

number of advertising calendars present in the household only decreased 8.6 percent 

from 70 percent in 1981 to 61.4 percent in 2010. With the various technological advances 

since 1981 and the various options for calendars that exist today, it does seem that the 

printed advertising calendar is here to stay. 

 ²ƘŀǘΩǎ ƳƻǊŜΣ ŀŘǾŜǊǘƛǎŜǊǎ ǎǘƛƭƭ ǎŜŜ ǘƘŜ ǾŀƭǳŜ ƻŦ ǘƘŜ ŎŀƭŜƴŘŀǊ ŀǎ ŀƴ ŀŘǾŜǊǘƛǎƛƴƎ ǾŜƘƛŎƭŜΦ  

Additional cross-tabulations were conducted to see what types of calendars were given to the 646 

households that had at least one advertising calendar. Based on the results of the cross-tabulation the 

following came to light: 
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 Wall calendars made up the bulk of advertising calendars present in the household. Of the 646 

households that had one or more advertising calendars, 91 percent (589 out of 646 households) 

reported having at least one wall calendar. 

 Nearly 43 percent (276 out of 646 households) reported having at least one desk calendar. 

 Nearly 43 percent (275 out of 646 households) had a calendar in their desk planner which they 

received as a promotional product. 

 Almost 34 percent (219 out of 646 households) had a magnetic calendar that they had received 

as an advertising calendar. 

 177 out of 646 households or 27.3 percent of households had received a wallet calendar. 

 12.4 percent (83 households) had a desk blotter calendar. 

 Sixteen percent mentioned they had other types of ad calendars which were not specified. 

 

 So how effective are advertising calendars? 

 

2ÅÃÁÌÌ /Æ !ÄÖÅÒÔÉÓÅÒȭÓ .ÁÍÅ !ÎÄ 0ÒÏÄÕÃÔ /Î !ÄÖÅÒÔÉÓÉÎÇ #ÁÌÅÎÄÁÒÓ 2ÅÃÅÉÖÅÄ 

 

We looked further into the group of 646 households that reported that they had an advertising calendar 

in their home. Those who had an ad calendar were divided into five groups based on the number of 

calendars they had received—namely one, two, three, four and five or more calendars. We then asked 

each group to try and recall: 

 Who gave them the calendar – we asked for the name of the company 

 What product or service/message was advertised on the calendar 

 If they had done business with the advertiser prior to receiving the calendar from them 

 Whether they had a favorable impression of the company that gave them the calendar 

 Whether they would be likely to do business with the advertiser in the future and 

 Whether they would recommend the advertiser to a friend 

 

Results are presented for three groups below namely those who had one, two or three advertising 

calendars. Group 1 has 253 people in it. Group 2 has 200 people and group 3 had 94 people who had 
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received three ad calendars. The other two groups had too few responses in order to present 

statistically relevant results. 

 

Group 1: Those households that had one advertising calendar in their possession: 

Two hundred and fifty three households had at least one advertising calendar in the home. Of this 

group: 

 Seventy-four percent could remember the name of the company that gave them the calendar. 

 Seventy-two percent could remember the type of product/service advertised on the calendar. 

 Seventy-one percent had done business with the company that gave them the calendar prior to 

receiving the calendar. 

 Forty-eight percent reported having a more favorable impression of the advertiser after having 

received the calendar. 

 Seventy percent plan to do business with the company that gave them the calendar 

 Forty-one percent had referred somebody else to the company that gave them the calendar 

 

       These results are every advertiser’s dream. Put simply:  

 Seven out of 10 recipients of one advertising calendar remembered the name of the company 

and product or service advertised. 

 Seven out of 10 recipients had previously done business with the company that gave them the 

calendar. 

 Seven out of 10 recipients plan to do business with the advertiser in the future. 

 Almost five out of 10 recipients had a more favorable impression of the advertiser. 

 Four out of 10 recipients reported referring someone else to the advertiser on the calendar. 

We were curious about the people who said they plan to do business with the company that gave them 

the calendar. We wondered if this loyal group was made up of any special demographic. So we looked 

further and found the following: 

 Forty-eight percent of these recipients tend to fall between the ages of 26 and 45 years 
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 Sixty percent were women 

 Twenty percent were made up of one-person households; 32.5 percent were two-person 

households;  13.6 percent were three-person households and the rest (33.5 percent ) had more 

than three people in the household 

 No other demographics stood out in particular 

 

So what about those who had received two advertising calendars? How did they do? 

Group 2: Those households that had two advertising calendars in their possession: 

Two hundred households had at least two advertising calendars in the home. Of this group: 

 Seventy percent could remember the name of Company 1 that gave them the calendar and 57 

percent could remember the name of Company 2 

 Sixty four percent could remember the type of product or service advertised on the calendar 

given by Company 1 and 56.5 percent could remember the product or service of Company 2 

 Seventy percent had done business with Company 1 and 61 percent had done business with 

Company 2 prior to receiving calendars from them 

 49.5 percent reported having a more favorable impression of Company 1 and 46.5 percent had a 

more favorable impression of Company 2 

 Seventy-two percent plan to do business with Company 1 in the future and 63 percent with 

Company 2 

 Thirty-five percent had referred somebody else to Company 1 and 29.5 percent had referred 

someone else to Company 2  

The numbers for Group 2 are only slightly lower than that of Group 1. Ability to recall the name of the 

company and the number of referrals seemingly goes down a little bit with an increase in the number of 

calendars in their possession. 

Among recipients of two advertising calendars, the following again bodes very well for the use of 

advertising calendars to reach specific response, goodwill and referral – key ingredients in any 

advertising campaign. 
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 Seven out of 10 recipients remembered the name of the Company 1 and almost six out of 10 

could recall the name of Company 2  

 Six out of 10 recipients remembered the product or service of Company 1 and five out of 10 

could recall the product/service of Company 2  

 Seven out of 10 recipients had previously done business with Company 1 and six out of 10 with 

Company 2. 

 Seven out of 10 recipients plan to do business in the future with Company 1 and six out of 10 

with Company 2. 

 Almost five out of 10 recipients had a more favorable impression of Company 1 and four out of 

10 recipients of Company 2.  

 Nearly four out 10 recipients reported referring someone else to Company 1 and almost three 

out of 10 to company 2. 

 

Group 3: Those households that had three advertising calendars in their possession: 

Ninety-four households had three advertising calendars in the home. Of this group: 

 Seventy-eight percent could remember the name of Company 1, 69 percent could remember 

the name of Company 2 and 53 percent could remember the name of Company 3 

 Seventy-four percent could remember the type of product or service advertised on the calendar 

given by Company 1, 67 percent could remember the product or service of Company 2 and 55 

percent could remember the product or service of Company 

 Seventy-two percent had done business with Company 1 prior to receiving a calendar from 

them. Sixty-seven percent had done business with Company 2 before receipt of calendars and 

56 percent with Company 3 prior to receiving calendars from them 

 Sixty-one percent reported having a more favorable impression of Company 1, 57 percent had a 

more favorable impression of Company 2 and 49 percent with Company 3 

 Seventy-nine percent plan to do business with Company 1 in the future, 67 percent with 

Company 2 and 58 percent with Company 3 

 Fifty-two percent had referred somebody else to Company 1 and 44 percent to Company 2 and 

35 percent to Company 3 
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The following table has results of all three groups and will help better compare numbers across the 

groups. 

 Group 1 

People who had 

Received 1 

Advertising 

Calendar 

(N=253) 

Group 2 

People who had Received Two 

Advertising Calendars 

(N=200) 

Group 3 

People who had Received Three Advertising 

Calendars 

(N=94) 

 Calendar 1 

% of 

Respondents 

Calendar  1 

% of 

Respondents 

Calendar 2 

% of 

Respondents 

Calendar  1 

% of 

Respondents 

Calendar 2 

% of 

Respondents 

Calendar 3 

% of 

Respondents  

Recall of Company 

Name (Advertiser) 

74% 70% 57% 78% 69% 53% 

Recall of Product 

Advertised 

72% 64% 56% 74% 67% 55% 

Had previously done 

business with the 

advertiser 

71% 70% 61% 72% 67% 56% 

Has a favorable 

impression of the 

advertiser 

48% 50% 47% 61% 57% 49% 

Plans to do 

business with the 

advertiser in the 

future 

70% 72% 63% 79% 67% 58% 

Has referred 

someone else to 

the advertiser 

41% 37% 29% 52% 44% 35% 

Comparing the groups we have the following results: 

 Group 1 (Recipients of 1 calendar) had higher rates of recall for company name, product or 

service, and higher referral rates than Group 2. This was not a surprising result, as the 
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assumption could be made that the greater the number of calendars in the household, the 

greater the impediment to recall rates, referral rates and possible future business plans.  

However, this theory does not hold when examining results of Group 3.  

  Group 3 had three calendars in the household but the percentage of respondents that could 

recall the advertiser in Calendar 1, the product or service on Calendar 1, had a more favorable 

impression of the advertiser on Calendar 1, had plans to do business with the advertiser in 

Calendar 1 in the future and a greater number of referrals etc., were far greater in this group 

than Calendar 1 in the other two groups. So the multiplicity of advertising calendars does not 

necessarily affect the impact of the advertising. This is good news for all advertising calendar 

groups – suppliers, distributors and advertisers. 

 The number of calendars in the household may not hinder recall rates because the advertiser 

and the messaging obviously play a greater role in aiding recall than we expect. 

 Between 58 percent and 79 percent of recipients in all three groups plan to do business with the 

advertisers in the future. This is powerful. 

 All of the above points to the power of calendars as an effective promotional product but also 

speak to the effectiveness of this particular advertising medium. Specifically to:  

a. Aid recall in advertising 

b. Elicit referrals 

c. Create a greater propensity for repeat business 

d. Shows proof of loyalty 

e. Conveyance of  a message 

f. Creating/extending brand recognition 

 

So Who Were The Advertisers On The Calendars And What Products Were Advertised?  

 

We took a look at the responses of the respondents and have presented a sampling of the results in a 

“word cloud” image below. These are actual responses of names of advertisers provided by 

respondents. You’ll find a grand mix of national and local advertisers from quite a variety of industries 

and services: 

 



© 2010 Promotional Products Association International. All material in this report is proprietary and may not be reproduced in any form without the written permission of PPAI. 

35 
 

 

 

 



© 2010 Promotional Products Association International. All material in this report is proprietary and may not be reproduced in any form without the written permission of PPAI. 

36 
 

We also looked at their open-ended responses regarding recall of products and services and these are 

presented in the following word cloud below; where once again we see the versatility of messaging that 

can be accomplished with the long-term nature of the advertising calendar: 
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Kinds Of Industries That Had Given An Advertising Calendar  

 

While respondents who had advertising calendars had already told us which company had given them 

calendars we asked them to tell us the industries from which they had received calendars. Results 

presented below: 

Percentage and Number of Advertising Calendars received from various different Industries as reported: (Respondents could check all 

that applied.) 

Banks/credit unions/financial institutions 240 37% 

Insurance agencies 225 35% 

Government 48 7% 

Doctor's offices/medical facilities 67 10% 

Non- profit groups/charities/churches/membership 

organizations etc. 243 38% 

Real estate agents 129 20% 

Education 68 11% 

Restaurant/hospitality 66 10% 

Retail 171 26% 

Media/entertainment 27 4% 

Service providers (utilities, etc.) 87 13% 

Employers 57 9% 

Other (please specify) 107 17% 

 

As you can see above, banks, insurance agencies, nonprofits and charities, real estate agents, retail and 

the hospitality industries were biggest givers of advertising calendars. They are also among the top 

buyers of promotional products in general as we have found in other studies conducted by PPAI.  

 

Types Of Advertising Calendars Used Most Often By Respondents 

Respondents were asked which type of advertising calendars that they had in their possession, were 

used the most often. As always the wall calendar comes out on top. 
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Wall calendars were followed by calendars in day planners and then desk calendars. Looking at specified 

comments under “other,” pocket calendars or purse calendars were most frequently mentioned.  

Calendars Currently Present In The Home That Were Either Gifted Or 

Purchased 

 

We wanted to see how many printed calendars currently present in the home were received as gifts 

from friends and family as opposed to advertising calendars they had received. 

Number of Calendars Percent 

None 71% 

One Calendars 20% 

Two calendars 6% 

Three Calendars 1% 

Four Calendars 1% 

Five or More Calendars 1% 

 

 Nearly 30 percent of respondents said they had calendars that were gifts from family or friends. 

 Nine percent had more than one gifted calendar, while 20 percent received one calendar gift 

We also checked to see how many people who had printed calendars in their home had also purchased 

a calendar. As often cited, our industry has given up much of calendar sale share to the retail market 

over the past 25 years … but this data seems to be very significant to advertising calendar aficionado. 

Now we’ll just need to see how we can recapture some of this drive back into the industry channel.  
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 Number of Printed Calendars currently in the home that were purchased 

None 63% 

One Calendars 21% 

Two calendars 10% 

Three Calendars 5% 

Four Calendars 1% 

Five or More Calendars 0% 

 

 Twenty-one percent had purchased at least one calendar 

 Sixteen percent had purchased more than one calendar 

The Primary Calendar 

 

Human beings are creatures of habit and tend to have a “primary” way of doing everything. So it was 

safe to assume that people also had a “primary” or habitual way of looking for information on dates and 

days and a preference for one type of calendar. So we researched this further. We wanted to know what 

type of calendar took on the role of the primary calendar at home. With an abundance of methods of 

checking dates available to the average person, this was important to find out. This section of the report 

gets feedback from all 1,052 respondents regardless of whether they had a “printed” calendar in their 

home.  
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The Number Of Times A Calendar Is Viewed In A Given Day 

 

 Thirty-seven percent of people said they looked at a calendar once a day 

 Sixty-one percent looked at a calendar between two times a day and more than 10 times a 

day 

 Another 37 percent of households looked at a calendar more than three times a day  

 When looking at “other responses,” most respondents stated that they looked a couple of 

times a week or a couple of times a month  

When extrapolating value of the ad impression from advertising calendars, these responses 

once again confirm the extraordinary cost effective nature we’ve all come to take for granted. 
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What Is The Primary Calendar At Home? 

 

 

 Fifty-six percent of households stated that their primary calendar was a wall calendar 

 Eleven percent used a calendar in their day planner as their primary calendar 

 Eight percent used a calendar on their computer as a primary calendar 

 Nine percent used a desk calendar as their primary calendar 

 Seven percent used their cell phone calendar as their primary calendar 

Fifty-three percent of households had their primary calendar near a telephone and 47 percent did not. 

This statistic may provide some of the reasoning behind the high referral rates calendar advertisers see 

from recipients, as well as the use of calendars by impulse buy or reactionary services. Open-ended 

responses don’t seem to reflect much significant information with respect to nearness to phones, 

possibly due to the increasing number of cell phones replacing landlines for communications.  
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 The kitchen is the top location for the primary calendar with 34 percent of respondents keeping 

it in the kitchen. 

 An additional 12 percent kept their primary calendar on their refrigerator which implies they 

have magnetic calendars. Since respondents could only check one response this tells us that the 

kitchen really was the location for the primary calendar for a total of 46 percent of households. 

 The home office was the location of the primary calendar for 18 percent of households. 

 The bedroom was the location for the primary calendar for eight percent of households. 

 Seven percent of respondents stated that their primary calendar was on their computer and six 

percent had it on their person. On-person primary calendars could be electronic on their cell 

phones/PDAs/watches, day planners etc. that are virtually attached to some folks or 

pocket/wallet calendars. 

 Fourteen percent state “other” locations which were varied ranging from living rooms, dining, 

briefcase, bookcase, purse etc. Responses were too varied but did not unearth any unusual 

locations. Other responses revealed that the kitchen is also prime location for pocket calendars 

and calendars which are normally carried in purses/briefcases/backpacks which are then kept in 

the kitchen. 
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Use Of The Primary Calendar At Home In Conjunction With Other Calendars 

 

Thirty-two percent of respondents use their primary calendar in conjunction with other calendars. 

However the majority of households use one calendar as the primary calendar. Comments to this 

question revealed that the primary calendar is used in conjunction mostly with computer calendars, cell 

phone calendars, PDAs, calendars located in their workplace, pocket or purse calendars.  

Sharing The Primary Calendar With Others At Home 

 

 Thirty-eight percent of people did not share their primary calendar with anyone else. 
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 Thirty-five percent of people share the calendar with one other person who is allowed to add 

events to it. 

 Twenty-eight percent share the calendar with more than two people and 16 percent with more 

than three people. 

No matter how you add it up … the 63 percent who share calendar space offer an added influence 

opportunity for advertisers using calendars … time to consider adding more familial information to 

ad copy in presentations made to clients in our industry. 
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Types Of Events Recorded On The Primary Calendar At Home 

 

 

 The chart above shows that the majority of events recorded on the primary calendar at home 

are family-related events. 

 Forty-nine percent record professional appointments and 40 percent record work events on the 

primary calendars at home. 

 Other activities recorded were family and social events. 

 We looked at the “other” specified comments and a review of those revealed that the thrust of 

these comments centered on the following comments. 

 

1. School events 

2. Church events 

3. Birthdays and anniversaries 

4. Due dates for bills 

5. Vacation 

6. Visitors 

7. Work schedules 

8. Info on pets and vet appointments 

9. Hospital stays 

10. House maintenance reminders 
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11. Hunting season openings 

12. Job interviews 

13. Sports 

14. Daily work and chores 

15. Sporting events 

16. Tracking illnesses, diabetes logs, headache logs and other personal tracking info. 

17. College basketball games 

 

Primary Calendar At The Workplace 

 

In addition to primary calendars at home, we wanted to find out about primary calendars at the 

workplace. Twenty-six percent of individuals surveyed in the 1,052 households were either retired, 

unemployed or in school. So we focused on those who were employed and in looking at that group, 

once again we find that the wall calendar prevails. The table below shows which types of calendars 

serve as the primary calendar at work. Wall calendars were the primary calendar for 33 percent of those 

employed. It is the desk calendar that comes in second for 22 percent of those employed. Only 18 

percent of households reported using a calendar on the computer as their primary calendar at work. 

This finding is not only surprising but is also good news for our industry. A calendar in a day planner is 

the primary calendar for 13 percent of individuals who are employed. 

  



© 2010 Promotional Products Association International. All material in this report is proprietary and may not be reproduced in any form without the written permission of PPAI. 

47 
 

Which one of the following is your primary calendar at your workplace? (Please check one.)  

Type of Calendar Number Percent 

A printed wall calendar  261 33% 

A desk calendar  173 22% 

A calendar on your computer  139 18% 

A wallet calendar  24 3% 

A desk blotter calendar  21 3% 

A calendar in your day planner 103 13% 

A calendar on your phone  61 8% 

Total 782 100% 

 

When asked if they recorded family and personal events on their primary calendar at the workplace, 45 

percent of those employed did. Once again this speaks to the need for people to synchronize their work 

schedules and personal schedules, and it also opens opportunity for multiple style calendar gift set sales 

for our market. 

Calendar Purchasing And Gifting Habits 

 

Past Purchase Behavior 

 Seventy-two percent (n=752) of households surveyed had purchased a calendar in the 

past.  

 Twenty-eight percent had not.  

We looked at age groups to see if purchasing habits differed among age groups. There were no 

significant patterns in purchasing habits by age group. Age distribution was similar to that of ages in the 
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sample distribution. This was true of education level as well as number of people in the household and 

was also true of household income, gender and ethnicity. 

Where Calendars Were Purchased 

 

 

 Twenty-six percent of households had purchased a calendar in  a bookstore or an office 

supply store 

 Thirty-two percent had purchased a calendar in a discount store 

 Seventeen percent bought their calendars in a department store 

 Thirteen percent shopped for a calendar at a calendar club store 

 Twelve percent had bought their calendar at a card store 

 Ten percent had bought the calendar online 

 Twelve percent stated that they had bought their calendar at “other” locations. When 

looking at their specified comments, respondents mentioned art supply stores, gift 

stores, student fundraisers, dollar stores, hobby stores, drug stores and pharmacies. 
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Occasions For Which Calendars Were Purchased 

In evaluating purchasing habits, we found that the majority of calendars were not purchased for any 

particular occasion. Sixty-eight percent stated that they had no specific reason or occasion for their 

purchase other than for own use. Twenty-nine percent bought calendars as Christmas gifts, eight 

percent as birthday gifts and one percent as anniversary gifts. Eleven percent stated that they had 

“other” reasons. These included habitual year-end purchases for work, for specific types of views, 

replacement calendars, purchased when they bought gifts in general, fundraisers, etc. 

 

 

 

Amount Consumers Would Be Willing To Spend When Purchasing A Calendar 

 

We asked respondents how much they would be willing to spend on a calendar. A third of the respondents stated 

they would prefer to spend less than $5. Another 26 percent say they are willing to spend between $5 to $8 dollars 

and 20 percent state they would like to spend between $8 and $11. While these are their preferred budget 

amounts for a calendar, very few retail calendars fall within that range. In scanning prices of retail calendars, most 

stores had calendars priced more than $10. Interestingly, in the question that asked where calendars were 

purchased, 32 percent of respondents stated that they purchased calendars at a discount store. This perhaps is 

indicative of pricing in discount stores at times when they have deeper discounts. In our study, we neglected to ask 

when people purchase their calendars. The assumption is that most people purchase their calendars before the 
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end of the year. It could be that there are a substantial number of people that wait to get the calendar after the 

New Year when prices are cut by half. Only 21 percent stated they would be willing to spend more than $10 for a 

calendar. 
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Special Characteristics Of Calendars That Drive Purchasing 

 

Everyone has a personal preference as to how their calendar should look. In evaluating past purchasing habits we 

find that buyers of calendars had specific preferences that determined what type of calendar they purchase. 

 

Responses show that appearance is key. Respondents like the following in order of preference: 

 Over half the respondents had a preference for their calendars to have appealing pictures. With increased 

usage of digital cameras, there are a large number of appealing pictures available to calendar companies 

that are willing to purchase them. Informal reports on retail calendar sales point out that calendars with 

beautiful pictures depicting the changing seasons tend to be the biggest seller. 

 The size of the calendar was an important preference to almost half the respondents. 

 Forty-three percent prefer a certain theme for their calendar.  

 Almost a fifth of respondents like to have a large print calendar and prefer to have some artistic value. 

 

In cross-tabulating the above by age group, we find that the three important things to all age groups are appealing 

pictures, size of calendar and the theme. 
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The Ideal Printed Calendar 

Importance Of Certain Characteristics In An Ideal Calendar 

We asked respondents the importance of certain characteristics of a printed calendar. They were given a 

list of characteristics and asked to rate the importance of each. See table below for responses, 

percentages and mean scores. 

Top number is the 

count of 

respondents 

selecting the option. 

Bottom % is percent 

of the total 

respondents 

selecting the option. 

Unimportant Slightly 

important 

Important Very important Extremely 

important 

MEAN SCORE 

(On a scale of 

1 to 5, where 1 

= Unimportant 

and 5 = 

Extremely 

Important) 

Room to add notes 44 (4%) 87 (8%) 239 (23%) 287 (27%) 395 (38%) 3.86 

Attractive pictures 144 (14%) 175 (17%) 296 (28%) 248 (24%) 189 (18%) 3.15 

A theme 253 (24% 252 (24%) 294 (28%) 164 (16%) 89 (8%) 2.60 

Holidays shown 55 (5%) 65 (6%) 243 (23%) 360 (34%) 329 (31%) 3.80 

Commemorative 

dates shown 

84 (8%) 184 (17%) 342 (33%) 272 (26%) 170 (16%) 3.25 

A saying, quotation 

or slogan on each 

page 

407 (39%) 283 (27%) 213 (20%) 105 (10%) 44 (4%) 2.14 

Useful information, 

such as household 

hints, recipes, etc. 

330 (31%) 

 

 

295 (28%) 

 

 

260 (25%) 

 

 

122 (12%) 

 

 

45 (4%) 

 

 

2.29 

 

 The most important characteristic or feature was “Room To Add Notes” with a mean score of 3.86. Sixty-

five percent thought that this was either very important or extremely important. 

 The second most important characteristic was to have holidays shown on the calendar. Sixty-five percent 

of respondents thought that this was important or extremely important. 

 Third, respondents liked commemorative dates to be shown on the calendar with 42 percent stating it 

was either very important or extremely important. Clearly, respondents like to have their holidays and 

commemorative date already pre-populated in the calendar. 

 Attractive pictures were the next most important with 42 percent stating that this was very important or 

extremely important. Note that in the previous section when talking about purchases, attractive or 

appealing pictures was one of the primary reasons for purchasing a calendar. However, when it comes to 

the ideal calendar, this does not seem to matter as much as other features such as room for notes and 
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showing of holidays and commemorative dates. Aesthetics is only one part of the equation. Useful 

features and functions of calendars seem to take precedence over appearance.  

 Only 24 percent of respondents thought that the theme was very important or important. Again this 

finding is contrary to the question on purchase habits, where 46 percent viewed themes as important. 

Other features seem to matter more than a theme for the ideal calendar. 

 Quotations and useful household hints are least important in an ideal calendar with only 14 percent and 

16 percent of respondents stating that this was very important or important. 

 

The Ideal Calendar View 

 

 

 The monthly calendar with a page for each month is the obvious preferred view with 62 percent of 

respondents preferring this view. In addition, another 17 percent of respondents prefer a monthly 

calendar with the last month and next month on each page. 

 Eleven percent of respondents like the daily calendar and only two percent like the yearly calendar view. 
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 Five percent were not particular about printed calendars and three percent had other preferences. In 

reviewing the other preferences that they had, most preferred a weekly calendar and some a biweekly 

view. 

 

Actions Taken When Using A Printed Calendar 

 

Typically a printed paper calendar is used by people in a variety of ways. The ability to write on a printed calendar 

allows for creativity in record keeping and flexibility in just what can be added to the calendar and how. We looked 

into this and found that people had taken a variety of different actions. 

 

 Forty-six percent of respondents keep their calendars at the end of the year to refer back to it. 

The calendar essentially serves as a paper trail for some who want to look at the year in review.  

It provides a record of events and activities and takes on somewhat of an archival role for other 

notes added. 

 Twenty-six percent of respondents kept the calendar for its pictures.  
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 Seventeen percent put sticky notes on the calendar to add to it thereby expanding the space to 

add more information.  

 Seven percent keep it to create informal annual reports from it.  

 Ten percent kept it for recipes that were on the calendar.  

 

Two percent kept it for other reasons specified verbatim here: 

1. Clipped coupons from it 

2. Throw away at end of year 

3. Bought a pocket calendar - folder size to hold receipts and bills 

4. Used it to chart child’s behavior for incentive 

5. Copied info from last year to save then shred 

6. Kept it for memories 

7. Grandchildren’s pictures 

8. Kept the calendar because of the theme or content 

9.  I have cut the pictures out of past years' ....pictures of kittens and stuff like that - had them laminated, and 

then thrown away the expired date-parts of those calendars. 

10.  Put my dog’s heartworm stickers on it 

11.  Taxes 

12.  Kept one to go back and share memories with kids 

13.  I keep it for tax time. Mileage to and from; doctor’s appointments etc. 

14.  Wrote notes in it to remind myself of important dates and appointments. Then I forgot them anyway. 

15. Transfer info to the following year’s calendar  

16. Keep for info for IRS 

17. Used the calendar to copy down dates on to next year’s calendar 

18. Keep for scrap paper 

19. Cut picture out 

20. To write work notes on the daily spaces 

21. Kept calendar made of family pictures 

22. Kept calendar pages with quotes I liked on them 

 

 

The above responses are not surprising. With the ability to personalize and customize calendars, more and more 

people are reluctant to throw them away.  
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Future Plans For Purchase Of A Calendar 

When asked if respondents had plans to purchase a calendar in the future, 63 percent of respondents advised they 

would. 

 

We also asked them to add a comment about future plans to purchase a calendar. Below are verbatim comments. 

Note the number of comments that state that they only plan to buy one if they do not get one for free. 

1. I am using the computer calendar more and more 

2. I plan to buy a 2011 calendar 

3. If my bank stops giving me one for free 

4. Already have one for 2011 

5. Print my own with reminders and family information and personal pictures 

6. No 

7. I buy three new ones each year to replace the three old ones 

8. But that depends if I stop getting free ones or not may purchase one 

9. I make my own family calendar each year and have it bound 

10. If none received free 

11. Not if I can get it for free :) 
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12. Everyone knows I'm a fanatic about having calendars so I always receive them as gifts 

13. I like to make my own calendars on photo websites such as Shutterfly 

14. Will purchase one for my office for 2011 

15. I purchase different themes for different rooms. In my kitchen, I choose the kitchen-y type with recipes, 

etc. For my home office, I like black and white vintage photography. For my laundry 

room/basement/garage, I hang my church, etc. I buy Filofax refills every year for my day planner. 

16. The reason is given above - pictures, recipes 

17. If I don’t get an extra one as a gift 

18. If I don't get a free one I can use 

19. A daily planner for school 

20. We usually buy for my mom to help her keep track of appointments 

21. I usually get a wall calendar with exquisite pictures, noted holidays and room for notes. I also purchase a 

large year dry-erase calendar for the wall and a good large desk one we write all over. 

22. I'll purchase one if a free one does not arrive that fits my needs 

23. Maybe 

24. It's usually just always to get ready for the coming year, ahead of time 

25. Unless I don’t  get any 

26. The pictures and or themes 

27. Must have room for additional notes, appointments etc. 

28. I purchase the Ducks Unlimited fund-raiser calendar each year for $15  

29. Get more than enough free ones 

30. Depends upon the size and theme 

31. I will purchase a planner type calendar every year 

32. I get too many in the mail wanting donations 

33. If I don't receive one as a gift 

34. Only if I have to 

35. Especially if I find a humorous Page- A -Day calendar 

36. I get so many for free in the mail, I do not need to purchase them 

37. I might if my financial situation drastically improves. Otherwise, I will be using free ones or printing them 

out from the internet. 

38. Every year two monthly planners and a wall calendar 

39. Pocket planner 

40. If I don't get one with nice big days to make notes in 

41. Depending on the style I like 

42. Every year I buy a daily planner book 
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43. I always buy them at Borders after the New Year at the clearance rate 

44. Most likely railroad calendars 

45. Pertaining to my pitt bull theme 

46. If the price is right and there has to be pictures that I like enough to pay for it 

47. I receive many promotional calendars that meet my needs 

48. I enjoy having a calendar at my disposal if it comforts me to keep track of personal things 

49. For work 

50. Maybe but I seem to have no trouble getting them for free 

51. Need large desk calendar every year 

52. Good pictures and good price I will 

53. Refill for planner 

54. Depends if I don't get a free one 

55. Usually buy one a  year 

56. Cross stitch calendar 

 

Demographics 

 

Age:  

 

 

 Thirteen percent of respondents were between the ages of 18 to 25 years. 

 Thirty-eight percent of respondents were between the ages of 26 and 45 years. 
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 Thirty-two percent of respondents fell into the 46 to 65 year age bracket. 

 Seventeen percent were older than 66 years with 10 percent making up the 66 to 75 year age 

group. 

  The rest were accounted for in the over 75 age group.  

 

 

Education 

 

 

 Only two percent of respondents had less than high school education 

 Twenty-two percent had high school or their GED 

 Twenty-eight percent had some college 

 Twelve percent had a two-year college degree and 24 percent had a four-year college degree 

 Twelve percent had a master’s degree or a Ph.D. 

 Two percent either a JD, medical degree or some professional degree 
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Number of people in households 

 

 Almost four of 10 households were two- person households 

 Eighteen percent of households in the sample were one-person households 

 Seventeen percent were three-person households and seventeen percent were four-person 

households 

 Ten percent had more than five people per household 
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Total Household Income 

 

 The largest group was 13 percent and they were in the $20,000 to $29,000 income bracket 

 The $30,000 to $39,999 group was made up of 11 percent of the respondents as also the $40,000 to 

$49,999 group and the $50,000 to $59,999 groups  

 The $60,000 to $69,999 group made up  another 10 percent of the sample 

 Eight percent of the sample made up the $70,000 to $79,999 group 

 The rest of the income brackets were made up  of 4 -5 percent of the sample or in that range 

Gender: 
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Ethnicity: 

 

 Eighty-two percent of the households responding were Caucasian  

 Eight percent were Black/African American 

 Four percent were Hispanic 

 Four percent were Asian/Pacific Islanders 

 One percent of respondents were American Indian/ Alaskan Native and one percent were other. 

We had hoped that the sample would have enough diversity to do some segmentation especially for the 

Hispanic market but unfortunately we did not have enough participation from that segment. The panel of 

respondents was procured through Market Tools Inc. based in San Francisco, California, a panel provider that 

recruits respondents to answer surveys. They vet their respondents thoroughly and make sure that they are 

indeed qualified participants. The lack of ethnic diversity in the panel is indicative of the fact that there is a 

tendency for certain segments of the population to sign up for panel participation and not others. 
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Summary, Conclusions And Implications 

When PPAI and The Calendar Advertising Council embarked on this project it was with a little 

trepidation to find what was looming ahead for the industry in terms of the future of advertising 

calendars. We knew that the calendar segment in the promotional products industry was strong but we 

wondered what the future would bring especially with the presence of so many technological options as 

alternatives to a physical calendar. So we took a proactive step to find out. Plus while we were doing 

that, we also thought we’d test the effectiveness of calendars as an advertising vehicle. 

In the highly publicized 1981 study by the Calendar Advertising Council, it was found that almost all 

households had one or more calendars and 70 percent of those were advertising or promotional 

calendars. We also found that 85 percent of recipients of advertising calendars planned to do business 

with the advertisers. That was good news for our industry and the dated product segment. Then with 

increasing technological advances and the appearance of electronic calendars - those on computers, 

cells and smart phones, people began to wonder about the role of the paper calendar. In a research 

study on calendar practices in 1985 by Kincaid and Dupont, paper calendars were studied in comparison 

to electronic calendars that were available then. Results found that although electronic calendars 

offered certain additional capabilities, they did not achieve the flexibility of their paper counterparts; 

but speculation since that time was as with all paper, we would soon be green and paperless! 

Fast forward almost three decades to 2010 and have things changed?  The - results are still promising 

especially for our industry. Here are some things that stand out: 

 Seventy-eight percent of households report that calendars are either, important, very 

important or extremely important in their daily life. 

 Most Important uses of calendars were to check dates, make appointments and to keep 

track of special dates and holidays. 

 The wall calendar took the top spot in terms of the most popular calendar type – across 

many variables. 

 The kitchen is the prime location for calendars which confirms findings in other studies 

which speak to the kitchen being the area where most buying decisions are made. 

Seventy-five percent of households have a calendar in the kitchen versus 82 percent in 

1981. The home office is the second most popular location. 

 The average number of calendars in the household in 2010 was 3.12 versus 3.98 in 1981. 
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 Almost eight out of ten (79 percent) households own a printed calendar at home as 

opposed to 98 percent in 1981. This amounts to only 19 percent less than 1981. Three 

decades later and with massive advances in technology, electronics and presumed 

behaviors - this speaks volumes for the role of a printed calendar. Seventy-eight percent 

of the people who had printed calendars at home had at least one advertising calendar. 

Again, validating the validity of the medium, at least in advertiser and industry practitioner 

buy/sell behaviors. 

 Eighty-two percent of all households enjoy receiving an advertising calendar and were 

more likely to keep and use a wall calendar. In fact the wall calendar was the most 

commonly used advertising calendar followed calendars in day planners and desk 

calendars. 

 In 1981, seventy percent of calendars in the household were advertising calendars. Today 

that percentage is 61.4 percent … so some thirty years later our society still values the 

communal billboard of scheduling in the home. 

 The advertising calendar proved to be a very effective advertising vehicle. Of those who 

had one advertising calendar, 72 percent to74 percent could remember the name of the 

company, the product or service advertised, and had done business with the advertiser. 

What’s more, 70 percent planned to do business with the company in the future and 41 

percent referred the advertiser to someone else. These types of referral numbers are 

really very large from any form of advertising, and among those other segments in our 

industry. A 41 percent referral rate and 70 percent propensity to buy are extraordinary 

numbers. Recall and reaction of those that had received multiple calendars were not 

significantly lower than what is reported above and in fact, in some cases it was even 

higher. Multiplicity of advertising calendars in the home therefore does not hinder recall 

of the advertiser’s name nor reaction to the advertiser. In fact, the advertiser and the 

messaging on each calendar seem the effective triggers of the gift. 

 In all groups, be it those who had one advertising calendar or those who had two or three, 

between 58 and 79 percent of recipients plan to do business with the advertiser again and 

had referral rates ranging from 29 percent to 52 percent. These figures represent every 

advertiser’s dream, response and extended reach. 

 Calendars are effective in advertising, elicit referrals, increase the propensity for repeat 

business and can be a fabulous tool for brand management and message recognition. 
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 Industries recalled as advertisers were mostly banks and financial institutions, insurance 

agencies, not-for-profit, churches, charities and retail.  

 The wall calendar was the primary calendar in 56 percent of the households. 53 percent 

had their primary calendar next to a telephone and this may provide an explanation for 

high referral rates. Sixty-two percent of households share their primary calendar with 

others and 44 percent with more than one person. This is huge - as advertisers on 

calendars will have additional influence opportunity and provide an opportunity for our 

industry to add features to a calendar that cater to familial information. In open-ended 

comments there was mention of using the calendar for tracking health and medical 

related info (diabetes logs, medication reminders), school activities, bill payment dates 

and homework, suggesting use for the entire family. All of this provides options for 

reacting to the actual usages and designing new features for the calendar that suit a 

variety of users; from customization of back sheets and ad areas to accommodate to full 

blown custom date block options. 

 Thirty-two percent of respondents use their primary calendar in conjunction with other 

calendars. Comments revealed that these “other” calendars mentioned were mostly 

calendars on the computer, PDA’s, cell phones, calendars at work and pocket or purse 

calendars. Thirty-five percent of households prefer to have their calendar in a fixed 

location. In addition, forty-one percent of all households preferred to use a physical 

calendar in a fixed location along with a portable calendar. All of this point to the need for 

a physical print calendar of some sort creating an opportunity for our industry. The wall 

calendar was the primary calendar at work for 33 percent of households surveyed. A 

surprising statistic as most offices have calendars and shared scheduling programs on the 

computer. Keep an eye out for our 2nd part of the study – The Business Calendar Survey – 

scheduled for release in January 2011. 

 Thirty-seven percent of household respondents had never used a calendar on the 

computer. Forty-one percent of those who used a calendar on their computer have at 

some point printed a portion for portability and use.  

 Half the respondents in households had not ever used the calendar on their cell phone. 

Only six percent of respondents reported using a cell phone calendar every day. This 

statistic was surprising to see, given that cell phones – and in fact smart phones are so 

mainstream today, across all generations and economic status. Given all this, calendar 



© 2010 Promotional Products Association International. All material in this report is proprietary and may not be reproduced in any form without the written permission of PPAI. 

66 
 

usage on a cell phone or PDA is negligible. A 2000 study (Belotti and Smith) found that 

despite the availability of impressive new technology, paper tools such as day-timers are 

still used by a lot of people.  They also found that while some of their interviewees used 

online group calendar solutions, they still relied heavily on printed out copies to carry 

around. In another study by Belotti et al., it was found that users prefer paper because it 

provided a free input format and was also very accessible. People still used traditional 

paper-based tools to organize their information and keep track of scheduled meetings. A 

2005 study by Anna Sell that looked at PDAs as time-management tools found that mobile 

digital calendars did not offer all the benefits that people had hoped; in fact mobile 

calendars did not offer enough benefits compared to their usual paper calendars to 

replace them, even though mobility was a key element sought. While technology offers 

many options it seems like the paper calendar is here to stay. And while all of this is good 

news for calendar manufacturers, the rest of the promotional products industry and its 

advertisers, it also presents a challenge to innovate to increase the advertising calendar 

value before technology finds better solutions to serve our market.  

 In the past 30 years quite a lot has changed in the calendar production arena. Retail 

calendars have blossomed - some say stealing a good chunk out of our ad calendar 

market; print technologies have allowed commercial and quick printers to really take on a 

wider share of personalized and advertising calendars; consolidation within our own 

industry has pulled many options back … but we’re always seeing new players. Further 

technology has made it much easier for people using their desktop publishing and home 

printers to make their own personalized calendars. Many office supply and quick- print 

stores are making home-made calendars easily replicable for distribution to entire families 

and small-business customer bases. So it really was important to understand just what 

role calendar purchasing has in the calendar arena, and what we may learn about 

calendar features and values purchasers sought, in order to help our own segment 

respond to those expectations. And here is more specific data that was found:  

 When looking at purchasing history, 72 percent of households had purchased a calendar 

in the past. When asked about plans to purchase a calendar, 63 percent plan to purchase 

a calendar in the future. Some open-ended comments spoke to plans on buying calendars 

only if they did not receive one for free. Again, this is an opportunity for those who give 

out advertising calendars and a reason for our industry to promote the use of the 
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advertising calendar. Thirty-eight percent of those who purchased calendars did so in 

order to give them out as gifts. Thirty-two percent of calendars purchased were from a 

discount store, 26 percent from a bookstore and 26 percent from an office-supply store. 

Ten percent of households bought their calendar online.  

 When asked how much households would be willing to pay, a third stated that they would 

pay less than $5 and a fourth of respondents were willing to pay between $8 and $11. 

Very few retail calendars fall within this range so we have to assume there is a correlation 

to the price people are willing to pay and shopping at discount stores. Only 21 percent 

were willing to pay more than $10. 

 In purchasing calendars, appealing pictures were most important to respondents. The size 

of the calendar was also important. Forty-three percent purchase a calendar for a 

particular theme and a fifth of respondents like the calendars to have large print. 

 When looking at the ideal calendar and utility, features such as room to add notes and 

showing of important holidays and dates took precedence over appealing pictures 

whereas when purchasing a calendar, appealing pictures were important to half of the 

respondents. 

 With regard to calendar views, the preferred choice was a monthly view for six out of 10 

households wanting this view with a page for each month. An additional 17 percent 

wanted a monthly view with the last month and next month on each page. 

 When examining ways in which people use calendars, we find that calendars serve many 

uses. Other than the obvious purpose of scheduling and looking at dates and days, we find 

that respondents use it as a paper trail to look at the year in review as an archival role. A 

fourth of respondents keep the calendar for its appealing pictures. These provide 

advertisers with additional impressions if calendars are kept for longer than a year. Open-

ended comments revealed that the calendar is kept for various other reasons as well such 

as keeping it as a record for taxes and the IRS, to copy dates on to next year’s calendar, 

pet medication journals, etc.                    

The information gathered in this study bodes well for the calendar manufacturing industry as well as for 

the promotional products industry. In the three-decade interval between when the two studies on 

calendar usage were conducted, the use of the traditional physical calendar has been affected to some 

extent by calendars on cell and smart phones, online and on computers, but much less than other 



© 2010 Promotional Products Association International. All material in this report is proprietary and may not be reproduced in any form without the written permission of PPAI. 

68 
 

printed media has fared against new technologies. Eight out 10 households have a printed calendar in 

the household as opposed to almost all in 1981. This year, we also found that eight out of 10 households 

that had a printed calendar in their home stated that they had at least one advertising calendar. 

What’s more, when trying to compute just how many households had an advertising calendar in their 

home, we found that 61 percent had one as opposed to 70 percent in 1981. So in almost 30 years we 

find that the physical calendar as well as the advertising calendar has held its own. The kitchen remains 

the prime location regardless of whether it was a printed calendar that was purchased or whether it was 

an advertising calendar received as a free gift.  

The wall calendars reign supreme with respondents in virtually every way we measured. Be it just a 

regular printed calendar or an advertising calendar it is the one type of calendar that most respondents 

have, are most likely to use and would like to receive.  Out of the households that had at least one 

advertising calendar, 91 percent had a wall calendar. However when looking at the number and types of 

calendars in the home (all printed calendars—not just advertising calendars), we find that the presence 

of the wall calendar is a little less ubiquitous than 30 years ago –less by 20 percent.  

So what does the future hold for the physical calendar?  In reviewing calendar usage literature we came 

across some interesting findings. A 2003 study (Crabtree, Hemmings and Rodden) looks at the 

development of calendar systems for domestic or household use. The study finds that the household 

calendar is a unique animal. It has specific features that distinguish it from every other type of calendar 

both physical as well as electronic. One unique characteristic of the household calendar is its 

collaborative nature. By placing the calendar in a central location (i.e., the kitchen) it lends itself to 

collaborative use among members of a family or cohabitants in a household. There is a certain implicit 

understanding of the protocols of coordination, which are that members can update the calendar to 

reflect schedules and to show potential conflicts. The researchers also point out that calendar sharing at 

home is very different from sharing a calendar at work. Sharing a calendar at home is not characterized 

by a coordination of activities on an hourly basis. In the home calendar, to a large extent, the personal 

and the social are already intertwined by default or through local agreement. Moreover, the calendar at 

home can be used in a very unique way and it can be annotated or customized in different ways by 

members of a household as long as each member of the household can communicate his or her 

schedule to the others. An office electronic/computer calendar does not allow for such a free-form 

annotation capability. As long as these unique features of the home calendar exist, along with those 

requirements of the ideal calendar as expressed by respondents to our survey, are unable to be 



© 2010 Promotional Products Association International. All material in this report is proprietary and may not be reproduced in any form without the written permission of PPAI. 

69 
 

reproduced by technology, the printed calendar will remain king. And as long as the printed calendar 

exists, so too will the advertising calendar. The future of the printed calendar and in turn the advertising 

calendar depends entirely on how technology will evolve to come up with a way to access the household 

calendar from an off-site location. Any design of such a calendar will have to maintain the calendar’s 

physical presence in the home while enabling access from outside. As the researchers in the above-

mentioned study state, any design to merge the digital calendar and the physical should allow users to 

situate the electronic calendar in a physical space (i.e., the kitchen) and also access it from outside the 

home. Until and unless this can be done in a seamless and user-friendly way, the printed physical 

calendar will hold its own as will the advertising calendar.   But we all need to keep our eyes open and 

possibly aid in developing some new options for electronic calendars such as those we see in our 

industry today, coupled with clocks and other electronic promotional products. 
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Appendices 

 
HOUSEHOLD CALENDAR SURVEY FINAL FOR MARKETOOLS LAUNCH 
 
Created: October 26 2010, 2:10 PM 
 

 
Household Calendar Survey 
 

Page 1 - Heading  

Note: This survey will take approximately 10 or 12 minutes.  
  
All questions in this survey are mandatory. 

 

Page 1 - Heading  

SECTION 1: CALENDAR USAGE 

 

Page 1 - Question 1 - Rating Scale - One Answer (Horizontal)  

How important is a calendar to your work/daily/personal activities? 

 

Ç Unimportant 

Ç Slightly important 

Ç Important 

Ç Very Important 

Ç Extremely Important  

 

Page 1 - Question 2 - Choice - Multiple Answers (Bullets)  

For what reasons do you use a calendar? (Please check all that apply.) 

 

Ç To check dates 

Ç To keep track of special dates and holidays 

Ç To track sporting events 

Ç To make notes 

Ç To jot down phone numbers 

Ç To keep a record of expenses 

Ç To make a note of appointments 

Ç To keep records of events 

Ç Other, (please specify) 
 

 

Page 1 - Question 3 - Choice - Multiple Answers (Bullets)  

When you refer to a calendar, to which type of calendar do you refer? (Please check all that apply.) 

 

Ç A wall calendar 

Ç A desk calendar 

Ç A magnetic calendar 

Ç A calendar in your day planner or diary 

Ç A calendar on your computer 

Ç A cell phone calendar 

Ç Other, (please specify) 
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Page 1 - Question 4 - Choice - One Answer (Bullets)  

How often do you use the calendar on a computer? (Please check one.) 

 

¾ Once a day 

¾ 2 to 4 times a day 

¾ 5 to 8 times a day 

¾ More than 9 times a day 

¾ A few times a week 

¾ Once a week 

¾ Once a month 

¾ Never 

¾ Other, (please specify) 
 

 

Page 1 - Question 5 - Choice - One Answer (Bullets)  

Have you ever printed a calendar from a computer? 

 

¾ Yes 

¾ No 
 

Page 1 - Question 6 - Choice - One Answer (Bullets)  

How often do you use the calendar on your phone? (Please check one.) 

 

¾ Once a day 

¾ 2 to 4 times a day 

¾ 5 to 8 times a day 

¾ More than 9 times a day 

¾ A few times a week 

¾ Once a week 

¾ Once a month 

¾ Never 

¾ Other, (please specify) 
 

 

Page 1 - Question 7 - Choice - One Answer (Bullets)  

For which of the following types of calendars do you have a preference? (Please check one.) 

 

¾ A portable calendar 

¾ A calendar that is affixed at a central location 

¾ Like to use both in conjunction with each other 
 

Page 2 - Heading  

SECTION 2: PRINTED CALENDARS AND ADVERTISING CALENDARS 
  
Note: An advertising calendar is one that is customized and imprinted usually with a company name, logo and contact information. These calendars are promotional in nature 
and are typically given out for free by a company to its customers, vendors and sometimes even its employees. 

 

Page 2 - Question 8 - Choice - Multiple Answers (Bullets)  

Which of the following types of advertising calendars are you most likely to keep and use if you receive a complimentary calendar? (Please check all those that apply.) 

 

Ç Wall calendar 

Ç Magnetic calendar 

Ç Desk calendar 

Ç Calendar in day planner 

Ç Calendar in diary 

Ç Pocket calendar 

Ç Wallet calendar 



© 2010 Promotional Products Association International. All material in this report is proprietary and may not be reproduced in any form without the written permission of PPAI. 
 

Ç None 
 

Page 2 - Question 9 - Yes or No  

Do you enjoy receiving an advertising calendar as a complimentary gift? 

 

¾ Yes 

¾ No 
 

Page 2 - Question 10 - Choice - One Answer (Bullets)  

Do you have a printed calendar (wall, desk, magnetic or calendar in day planner/diary) in your home? 

 

¾ Yes 

¾ No [Skip to 10] 
 

Page 3 - Question 11 - Choice - Multiple Answers (Bullets)  

If yes, in which of the following locations in your home do you have a printed calendar? (Please check all that apply.) 

 

Ç Kitchen 

Ç Living room 

Ç Dining room 

Ç Bedroom 1 

Ç Bedroom 2 

Ç Hallway 

Ç Home office 

Ç Garage/workshop 

Ç In your purse/wallet/briefcase 

Ç In your car 

Ç Other, (please specify) 
 

 

Page 3 - Question 12 - Rating Scale ï Matrix 

Please try to recall how many printed calendars you have in the following areas?  Check ñnoneò if you have none in a particular area 

  

 O n e  C a l e n d a r  T w o  C a l e n d a r s  Three Calendars Four Calendars F ive  Ca le nd ar s Six of More Calendars N o n e 

Kitchen ¿ ¿ ¿ ¿ ¿ ¿ ¿ 

Living Room ¿ ¿ ¿ ¿ ¿ ¿ ¿ 

Dining Room ¿ ¿ ¿ ¿ ¿ ¿ ¿ 

Bedroom1 ¿ ¿ ¿ ¿ ¿ ¿ ¿ 

Bedroom 2 ¿ ¿ ¿ ¿ ¿ ¿ ¿ 

Hallway ¿ ¿ ¿ ¿ ¿ ¿ ¿ 

Home Office ¿ ¿ ¿ ¿ ¿ ¿ ¿ 

Garage/Workshop ¿ ¿ ¿ ¿ ¿ ¿ ¿ 

In your purse/wallet/Briefcase ¿ ¿ ¿ ¿ ¿ ¿ ¿ 

In your Car ¿ ¿ ¿ ¿ ¿ ¿ ¿ 

Other ¿ ¿ ¿ ¿ ¿ ¿ ¿ 

 

 
  



© 2010 Promotional Products Association International. All material in this report is proprietary and may not be reproduced in any form without the written permission of PPAI. 
 

Page 3 - Question 13 - Rating Scale ï Matrix 
How many of the following printed type of calendars do you have in your home? 
If you have none of a particular kind, please check ñnoneò 

Type 1 2 3 4 5 6 or more None 

Desk Calendar        

Wall calendar        

Calendar in Day 
Planner you carry 

       

Magnetic calendar        

Wallet calendar        

Desk calendar        

Desk Blotter 
Calendar 

       

Other        

 

Page 3 - Question 14 - Choice - One Answer (Bullets)  

How many of the printed calendars in your home were given to you by a business as an advertising calendar? (i.e., a complimentary advertising or promotional calendar with 
company name and contact information etc.)  (Please check one.) 

 

¾ None [Skip to 10] 

¾ 1 [Skip to 4] 

¾ 2 [Skip to 5] 

¾ 3 [Skip to 6] 

¾ 4 [Skip to 7] 

¾ 5 or more [Skip to 8] 
 

Page 4 - Question 15 - Open Ended - One or More Lines with Prompt  

In the last question you stated that you received one complimentary advertising calendar from a company. Now please try and remember the name of the company/business 
that gave you the calendar and enter it below.  
  
If you don't remember who gave you the calendar, state "do not recall." 

 
Name of Company on Calendar 1_____________________________________________________________________________________________________ 

Page 4 - Question 16 - Open Ended - One or More Lines with Prompt  

In addition, please try to remember the type of product or service advertised on the calendar and enter below or state "do not recall" if you cannot remember. 

 
Name of Product or Service advertised on Calendar 1_____________________________________________________________________________________ 

Page 4 - Question 17 - Yes or No  

Had you done business with  the company that gave you the calendar prior to receiving the calendar from them? 

 

¾ Yes 

¾ No 
 

Page 4 - Question 18 - Yes or No  

Do you have a more favorable impression of the company that gave you the calendar? 

 

¾ Yes 

¾ No 
 

Page 4 - Question 19 - Yes or No  

Do you plan to do business (buy products or services) with the company that gave the calendar? 

 

¾ Yes 

¾ No 
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Page 4 - Question 20 - Yes or No  

Have you referred someone else to the company that gave you the calendar? 

 

¾ Yes 

¾ No 
 
 
 [Skip Unconditionally to 9] 

Page 5 - Question 21 - Open Ended - One or More Lines with Prompt  

In the last question you stated that you received two complimentary advertising calendars. Now please try and remember the names of the company/business that gave you the 
two calendars and enter it below.  
  
If you don't remember who gave you a calendar, state "do not recall." 
In addition, please try to remember the type of products or services advertised on the two calendars and enter it below or state "do not recall" if you cannot remember. 

 
Name of Company on Calendar 1:              
Name of Company on Calendar 2:             
 
 

Page 5 - Question 22 - Open Ended - One or More Lines with Prompt  

In addition, please try to remember the type of products or services advertised on the three calendars and enter it below or state "do not recall" if you cannot remember. 

 
Type of Product or service on Calendar 1:           
  
Type of Product or service on Calendar 2:           
  
 
 

Page 5 - Question 23 - Rating Scale - Matrix  

Had you done business with the two companies that gave you a calendar prior to receiving the calendars from them? 

 
YES  NO 

Company 1  Ä  Ä 
Company 2  Ä  Ä 

 

Page 5 - Question 24 - Rating Scale - Matrix  

Do you have a more favorable impression of the two companies that gave you a calendar? 

 
YES  NO 

Company 1  Ä  Ä 
Company 2  Ä  Ä 
 

Page 5 - Question 25 - Rating Scale - Matrix  

Do you plan to do business (buy products or services) with the companies that gave you a calendar? 

 

YES  NO 
Company 1  Ä  Ä 
Company 2  Ä  Ä 
 

Page 5 - Question 26 - Rating Scale - Matrix  

Have you referred someone else to the companies that gave you a calendar? 

 
 

YES  NO 
Company 1  Ä  Ä 
Company 2  Ä  Ä 
 
 
 
 [Skip Unconditionally to 9] 
 
 

Page 6 - Question 27 - Open Ended - One or More Lines with Prompt  

In the last question you stated that you received three complimentary advertising calendars. Now please try and remember the names of the company/business that gave you 
the three calendars and enter it below.  
  
If you don't remember who gave you a calendar, state "do not recall." 

 
Name of Company 1 __________________________________________________________ 
Name of Company 2 __________________________________________________________ 
Name of Company 3 __________________________________________________________ 
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Page 6 - Question 28 - Open Ended - One or More Lines with Prompt  

In addition, please try to remember the type of products or services advertised on the three calendars and enter it below or state "do not recall" if you cannot remember. 

 
Type of Product or Service on Calendar 1: __________________________________________________________ 
Type of Product or Service on Calendar 2__________________________________________________________ 
Type of Product or Service on Calendar 3__________________________________________________________ 
 
 

Page 6 - Question 29 - Rating Scale - Matrix  

Had you done business with the three companies that gave you a calendar prior to receiving a calendar from them? 

   
YES  NO 

Company 1  Ä  Ä 
Company 2  Ä  Ä 
Company 3  Ä  Ä 

 

Page 6 - Question 30 - Rating Scale - Matrix  

Do you have a more favorable impression of the three companies that gave you a calendar? 

 
YES  NO 

Company 1  Ä  Ä 
Company 2  Ä  Ä 
Company 3  Ä  Ä 
 
 

Page 6 - Question 31 - Rating Scale - Matrix  

Do you plan to do business (buy products or services) with the three companies that gave you a calendar? 

   
YES  NO 

Company 1  Ä  Ä 
Company 2  Ä  Ä 
Company 3  Ä  Ä 
 

Page 6 - Question 32 - Rating Scale - Matrix  

Have you referred someone else to the three companies that gave you a calendar? 

 
  YES  NO 
Company 1  Ä  Ä 
Company 2  Ä  Ä 
Company 3  Ä  Ä 
 
 
 [Skip Unconditionally to 9] 
 

Page 7 - Question 33 - Open Ended - One or More Lines with Prompt  

In the last question you stated that you received four complimentary advertising calendars. Now please try and remember the names of the company/business that gave you 
the four calendars and enter it below.  
  
If you don't remember who gave you a calendar, state "do not recall." 

 
Name of Company 1 __________________________________________________________ 
Name of Company 2 __________________________________________________________ 
Name of Company 3 __________________________________________________________ 
Name of Company 4 __________________________________________________________ 

Page 7 - Question 34 - Open Ended - One or More Lines with Prompt  

In addition, please try to remember the type of products or services advertised on the four calendars and enter it below  or  state "do not recall" if you cannot remember. 

 
Type of Product or Service on Calendar 1:_________________________________________________________ 
Type of Product or Service on Calendar 2__________________________________________________________ 
Type of Product or Service on Calendar 3__________________________________________________________ 
Type of Product or Service on Calendar 4__________________________________________________________ 

 

Page 7 - Question 35 - Rating Scale - Matrix  

Had you done business with the four companies that gave you a calendar prior to receiving a calendar from them? 

 
  YES  NO 
Company 1  Ä  Ä 
Company 2  Ä  Ä 
Company 3  Ä  Ä 
Company 4  Ä  Ä 
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Page 7 - Question 36 - Rating Scale - Matrix  

Do you have a more favorable impression of the four companies that gave you a calendar? 

 
  YES  NO 
Company 1  Ä  Ä 
Company 2  Ä  Ä 
Company 3  Ä  Ä 
Company 4  Ä  Ä 
 

Page 7 - Question 37 - Rating Scale - Matrix  

Do you plan to do business (buy products or services) with the four companies that gave you a calendar? 

 
  YES  NO 
Company 1  Ä  Ä 
Company 2  Ä  Ä 
Company 3  Ä  Ä 
Company 4  Ä  Ä 
 

Page 7 - Question 38 - Rating Scale - Matrix  

Have you referred someone else to the four companies that gave you a calendar? 

 
  YES  NO 
Company 1  Ä  Ä 
Company 2  Ä  Ä 
Company 3  Ä  Ä 
Company 4  Ä  Ä 
 
 
 [Skip Unconditionally to 9] 
 

Page 8 - Question 39 - Open Ended - One or More Lines with Prompt  

In the last question you stated that you received five complimentary advertising calendars. Now please try and remember the names of the company/business that gave you 
the five calendars and enter it below.  
  
If you don't remember who gave you a calendar, state "do not recall." 

 
Name of Company 1 __________________________________________________________ 
Name of Company 2 __________________________________________________________ 
Name of Company 3 __________________________________________________________ 
Name of Company 4 __________________________________________________________ 
Name of Company 5 __________________________________________________________ 
 

Page 8 - Question 40 - Open Ended - One or More Lines with Prompt  

In addition, please try to remember the type of products or services advertised on the five calendars and enter it below or state "do not recall" if you cannot remember. 

 
Type of Product or Service on Calendar 1:_________________________________________________________ 
Type of Product or Service on Calendar 2__________________________________________________________ 
Type of Product or Service on Calendar 3__________________________________________________________ 
Type of Product or Service on Calendar 4__________________________________________________________ 
Type of Product or Service on Calendar 5__________________________________________________________ 
 

Page 8 - Question 41 - Rating Scale - Matrix  

Had you done business with the five companies that gave you a calendar prior to receiving a calendar from them? 

 
YES  NO 

Company 1  Ä  Ä 
Company 2  Ä  Ä 
Company 3  Ä  Ä 
Company 4  Ä  Ä 
Company 5  Ä  Ä 
 

Page 8 - Question 42 - Rating Scale - Matrix  

Do you have a more favorable impression of the five companies that gave you a calendar? 

 

YES  NO 
Company 1  Ä  Ä 
Company 2  Ä  Ä 
Company 3  Ä  Ä 
Company 4  Ä  Ä 
Company 5  Ä  Ä 
 

Page 8 - Question 43 - Rating Scale - Matrix  

Do you plan to do business (buy product or service) from the five companies that gave you a calendar? 

 
YES  NO 

Company 1  Ä  Ä 



© 2010 Promotional Products Association International. All material in this report is proprietary and may not be reproduced in any form without the written permission of PPAI. 
 

Company 2  Ä  Ä 
Company 3  Ä  Ä 
Company 4  Ä  Ä 
Company 5  Ä  Ä 
 

Page 8 - Question 44 - Rating Scale - Matrix  

Have you referred someone else to the five companies that gave you a calendar? 

YES  NO 
Company 1  Ä  Ä 
Company 2  Ä  Ä 
Company 3  Ä  Ä 
Company 4  Ä  Ä 
Company 5  Ä  Ä 
 
 
 [Skip Unconditionally to 9] 
 

Page 9 - Question 45 - Choice - One Answer (Bullets)  

Of all the types of advertising calendars that you have at home which one do use the most often? (Please check one.) 

 

¾ Wall calendar 

¾ Desk calendar 

¾ Wallet calendar 

¾ Desk blotter calendar 

¾ Calendar in organizer/day planner/diary 

¾ Magnetic calendar 

¾ Other, (please specify) 
 

 

Page 9 - Question 46 - Choice - Multiple Answers (Bullets)  

Please select the different kinds of companies that have given you an advertising calendar: (Please check all that apply.) 

 

Ç Banks/credit unions/financial institutions 

Ç Insurance agencies 

Ç Government 

Ç Doctor's offices/medical facilities 

Ç Non profit groups/charities/churches/membership organizations etc. 

Ç Real estate agents 

Ç Education 

Ç Restaurant/hospitality 

Ç Retail 

Ç Media/entertainment 

Ç Service providers (utilities, etc.) 

Ç Employers 

Ç Other (please specify) 
 

 

Page 9 - Question 47 - Choice - One Answer (Bullets)  

Of the printed calendars you have in your home how many were given to you as a gift from a family member or friend? (Please check one.) 

 

¾ None 

¾ 1 

¾ 2 

¾ 3 

¾ 4 

¾ 5 or more 
 

Page 9 - Question 48 - Choice - One Answer (Bullets)  

How many of the printed calendars in your home were purchased by you? (Please check one.) 

 

¾ None 
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¾ 1 

¾ 2 

¾ 3 

¾ 4 

¾ 5 or more 
 

Page 10 - Heading  

Just a few more pages to go... 

 

Page 10 - Heading  

SECTION 3: PRIMARY CALENDAR USAGE 

 

Page 10 - Question 49 - Choice - One Answer (Bullets)  

How often do you look at any calendar in a given day? (Please check one.) 

 

¾ Once a day 

¾ Twice a day 

¾ 3 to 5 times a day 

¾ 6 to 10 times a day 

¾ More than 10 times a day 

¾ Other (please specify) 
 

 

Page 10 - Question 50 - Choice - One Answer (Bullets)  

Which of the following type of calendar is your primary calendar at home? (Please check one.) 

 

¾ A printed wall calendar 

¾ A printed desk calendar 

¾ A desk blotter calendar 

¾ A magnetic calendar 

¾ The calendar in your day planner/diary 

¾ A calendar on your computer 

¾ The calendar on your cell phone 

¾ A wallet calendar 

¾ Other (please specify) 
 

 

Page 11 - Question 51 - Yes or No  

Is your primary calendar at home located near a telephone? 

 

¾ Yes 

¾ No 

¾ Additional Comment 
 

 

Page 11 - Question 52 - Choice - One Answer (Bullets)  

Where in your home do you keep your primary calendar? (Please check one.) 

 

¾ Kitchen wall 

¾ Refrigerator 

¾ Home office 

¾ Bedroom 

¾ On your computer 

¾ On your person 

¾ Other (please specify) 
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Page 11 - Question 53 - Yes or No  

Do you use your primary calendar at home in conjunction with any other types of calendars? 

 

¾ Yes 

¾ No 

¾ If yes, please specify what type of calendar you use with it: 
 

 

Page 11 - Question 54 - Choice - One Answer (Bullets)  

How many other people in the family share your primary calendar at home and are allowed to add events to it? (Please check one.) 

 

¾ None 

¾ One 

¾ Two 

¾ Three 

¾ Four 

¾ Five 

¾ Six or more 
 

Page 11 - Question 55 - Choice - Multiple Answers (Bullets)  

Which of the following types of events are recorded on your primary calendar at home? (Please check all that apply.) 

 

Ç Family events 

Ç Medical appointments 

Ç Social events 

Ç Kids events 

Ç Work events 

Ç Professional appointments 

Ç Other, please specify 
 

 

Page 12 - Question 56 - Choice - One Answer (Bullets)  

Which one of the following is your primary calendar at your workplace? (Please check one.) 

 

¾ A printed wall calendar 

¾ A desk calendar 

¾ A calendar on your computer 

¾ A wallet calendar 

¾ A desk blotter calendar 

¾ A calendar in your day planner 

¾ A calendar on your phone 

¾ Other (please specify) 
 

 

Page 12 - Question 57 - Yes or No  

Do you also record personal appointments and family events in addition to work-related meetings and events on your primary calendar in the workplace? 

 

¾ Yes 

¾ No 

¾ Additional Comment 
 

 

Page 13 - Heading  

SECTION 4: PURCHASE OF CALENDARS 
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Page 13 - Question 58 - Yes or No  

Have you purchased a calendar in the past? 

 

¾ Yes 

¾ No [Skip to 15] 
 

Page 14 - Question 59 - Choice - Multiple Answers (Bullets)  

Where have you purchased a printed calendar in the past? (Please check all that apply.) 

 

Ç Card store 

Ç Bookstore 

Ç Grocery store 

Ç Department store 

Ç Calendar stores (e.g. Calendar Club) 

Ç Office supply store 

Ç Discount store 

Ç Online store 

Ç Other (please specify) 
 

 

Page 14 - Question 60 - Choice - Multiple Answers (Bullets)  

For which of the following occasions have you purchased a printed calendar in the past? (Please check all that apply.) 

 

Ç Birthday gift 

Ç Anniversary gift 

Ç Christmas gift 

Ç No specific reason 

Ç Other (please specify) 
 

 

Page 14 - Question 61 - Choice - One Answer (Bullets)  

If you were to purchase a printed calendar, how much would you be willing to spend? (Please check one. ) 

 

¾ $1 to $4.99 

¾ $5 to $7.99 

¾ $8 to $10.99 

¾ $11 to $14.99 

¾ $15 to $19.99 

¾ $20 to $24.99 

¾ $25 or more 
 

Page 14 - Question 62 - Choice - Multiple Answers (Bullets)  

Please state reasons as to why you have purchased a printed calendar in the past or why you would be likely to purchase a calendar in the future? (Please check all those that 
apply.) 

 

Ç Appealing pictures 

Ç Specific theme 

Ç Large print 

Ç Artistic value 

Ç Size of calendar 
 

Page 15 - Heading  

SECTION 5: YOUR IDEAL PRINTED CALENDAR 
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Page 15 - Question 63 - Rating Scale - Matrix  

If you have an ideal printed calendar, tell us what it would be by rating the importance of characteristics listed below that you would like to see in a printed calendar. (On a scale 
where 1=unimportant and 5=extremely important.) 

 U n i m p o r t a n t S l i g h t l y  i m p o r t a n t I m p o r t a n t V e r y  i m p o r t a n t E x t r e m e l y  i m p o r t a n t 

 
Room to add notes 

¿ ¿ ¿ ¿ ¿ 

 
Attractive pictures 

¿ ¿ ¿ ¿ ¿ 

 
A theme 

¿ ¿ ¿ ¿ ¿ 

 
Holidays shown 

¿ ¿ ¿ ¿ ¿ 

 
Commemorative Dates Shown 

¿ ¿ ¿ ¿ ¿ 

 
Saying, quotation or slogan on each page 

¿ ¿ ¿ ¿ ¿ 

 
Useful info, household hints, recipes etc. 

¿ ¿ ¿ ¿ ¿ 

 

Page 15 - Question 64 - Choice - One Answer (Bullets)  

Which of the following calendar views do you prefer for your ideal calendar? (Please check one.) 

 

¾ Daily calendar with a page for each day 

¾ Monthly calendar with a page for each month 

¾ Yearly calendar with all months on one page 

¾ Monthly calendar with the last month and next month on each month's page 

¾ Not particular about printed calendars 

¾ Other (please specify) 
 

 

Page 15 - Question 65 - Choice - Multiple Answers (Bullets)  

If you use/have used a printed calendar in the past, which of the following actions have you taken? (Please check all that apply.) 

 

Ç Kept the calendar at the end of the year in order to refer back to it 

Ç Put sticky notes on it to add to it 

Ç Generate informal annual reports from the info entered in it 

Ç Kept the calendar for the pictures on the calendar 

Ç Kept the calendar for the recipes on the calendar 

Ç None of the above 

Ç Never used one in the past 

Ç Other (please specify) 
 

 

Page 15 - Question 66 - Yes or No  

Are you likely to purchase a printed calendar in the future? 

 

¾ Yes 

¾ No 

¾ Additional Comment 
 

 

Page 16 - Heading  

SECTION 6: DEMOGRAPHICS (This information is for classification purposes only). 

 

Page 16 - Question 67 - Choice - One Answer (Drop Down)  

What is your age? 

 

¾ 18 to 25 years 

¾ 26 to 35 years 

¾ 36 to 45 years 

¾ 46 to 55 years 

¾ 56 to 65 years 
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¾ 66 to 75 years 

¾ 75 to 85 years 

¾ 86 or more 
 

Page 16 - Question 68 - Choice - One Answer (Drop Down)  

What is your highest level of education? 

 

¾ Less than high school 

¾ High School or GED 

¾ Some college 

¾ 2 year college degree (Associate degree) 

¾ 4 year college degree (BA/BS) 

¾ Masters Degree 

¾ Ph.D 

¾ Professional Degree (MD/JD) 
 

Page 16 - Question 69 - Choice - One Answer (Drop Down)  

How many people live in your household? 

 

¾ 1 

¾ 2 

¾ 3 

¾ 4 

¾ 5 

¾ 6 

¾ 7 

¾ 8 

¾ 9 

¾ 10 or more 
 

Page 16 - Question 70 - Choice - One Answer (Drop Down)  

What is your total household income? 

 

¾ Less than $10,000 

¾ $10,000 to $19,999 

¾ $20,000 to $29,999 

¾ $30,000 to $39,999 

¾ $40,000 to $49,999 

¾ $50,000 to $59,999 

¾ $60,000 to $69,999 

¾ $70,000 to $79,999 

¾ $80,000 to $89,999 

¾ $90,000 to $99,999 

¾ $100,000 to $149,999 

¾ $150,000 or more 
 

Page 16 - Question 71 - Choice - One Answer (Drop Down)  

What is your gender? 

 

¾ Male 

¾ Female 
 

Page 16 - Question 72 - Choice - One Answer (Bullets)  

What is your ethnicity? 
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¾ Asian/Pacific Islander 

¾ Hispanic/Latino 

¾ White/Caucasian 

¾ Black/African American 

¾ American Indian/Alaskan Native 

¾ Other (please specify) 
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THANK YOU FOR YOUR TIME! 

 
 

 

 


