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MADE
TO LAST
Like any true innovation, BIC is made to last.
Adopted by millions of consumers the world over, BIC®
ballpoint pens, lighters and shavers are icons of today.
As in timeless. Because, above and beyond their
practical use, BIC® products live on in the collective
memory, infusing pop culture, the arts and history.
They actually change our ways of doing things.
The BIC® revolution? The brand took sustainability
to heart before the term was even on our radar screens!
With excellent products whose performance span/
weight ratio was designed—from the very beginning—
to make a minimal impact on the environment, while
remaining affordable, readily available and modern.
65 years later, BIC continues to reinvent that modernity.
65 years later, new generations continue to join
the ranks of BIC® lovers worldwide. 65 years young.
And made to last.
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WHY EVERYBODY
LOVES BIC®
Attracted by truly outstanding value for money,
more than three generations of “BIC® addicts”
have embraced the brand’s products
as modern-day icons. Today’s fans keep adding
to yesterday’s aficionados, as BIC’s cult design
thread lives on in the 2015 collection…
and the original brand identity takes
on myriad faces across social networks.

In every time zone,
millions of children begin
the school day with BIC®.
From the first BIC® Cristal® pen to
the ergonomics BIC® Kids learner
tools, the brand has evolved, and new
generations of children scribble, draw and
learn to write with BIC®, boosting their
self-confidence along the way. Soon they
will be grown-ups, with a favorite
BIC® pen for every use!

A steamy shower,
a fragrant scrub…
and a smooth shave
by BIC®.
For her, that means flawless
underarms and legs, thanks to
BIC®’s full range of shavers specially
designed for women. For him, BIC®'s
shavers are tough on the beard but
soft on the skin, even in those hard
to reach areas!

Where there’s a
party, there’s a BIC®
lighter, whatever
the hemisphere.
A pocket-sized Classic or
Special Edition or a long-armed
muti-purpose for lighting the
candles or the barbecue, every
BIC® lighter meets or exceeds
the international standards and
regulation requirements.

WHY EVERYBODY LOVES BIC®

The Permanent
Collection
The mythical BIC® Cristal® ballpoint pen, the emblematic pocket-sized
BIC® Maxi lighter, the ubiquitous BIC® one-piece, single-blade shaver...
Pioneering products whose original designs—intact and still current
today—have triggered a cult following across the decades.

THE BIC® CRISTAL®
BALLPOINT PEN

Pure and simply functional
I
Crystal—the most organized form of solid matter—is known
for its transparency, shock resistance and longevity. Introduced
in 1950, BIC® Cristal®, the world’s first high quality and
affordable ballpoint pen, with its unique clear body and cap
matching ink color created quite a stir. The revolutionary pen
dribbled a little, and wrote a bit thickly on the first strokes…
but, as for each new product to come, a state-of-the-art
industrial process is evolved, combining technological and
chemical advances to deliver the “perfect object.”
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THE BIC® POCKET-SIZED
MAXI LIGHTER
Safety and ergonomics

I
With its perfect design and convenient lighting system,
the first pocket-sized BIC® lighter made its debut
in 1973. Maxi’s innovative oval shape is a natural fit
for the hand. It is also way ahead of its time in terms
of safety and flame reliability!
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WHY EVERYBODY LOVES BIC®

The 2015
Collection
“New” never squeezes out the “old” at BIC— it inspires
the Company to keep its classics in the groove, constantly improve
performance and to make every product more sustainable.

MAKE YOUR
OWN SUN WITH
BIC® SIMPLY
SOLEIL® CLICK™!

BREAKING THE ICE
Ivory Coast

North America

To infuse the BIC® brand with a younger
image and expand the ballpoint offer
in Sub Saharan Africa, BIC® Cristal® Fine
was launched in Ivory Coast. A full media
campaign rolled out in August, with
the accent on cool style and finesse.

Last spring, a four-week sweepstakes on
Facebook celebrated the U.S. launch of BIC®
Simply Soleil® Click™, a triple-blade shaver
that offers the convenience of six replaceable
cartridges, while delivering the value of a
one-piece. The sweepstakes garnered nearly
150,000 entries and 6,500 new “likes,”
creating a sunny start for the new shaver!

BIC® XTRA FUN: TWOTONED COLOR BARRELS,
THAT’S WHY WE LOVE YOU

North America

BIC® Xtra-Fun #2 pencils were a back-to-school must
have for U.S. students and the only #2 pencil in the U.S.
market that features two-toned color barrels.

BIC® Xtra Fun sharpens easily and
features ultra-solid, break-resistant lead
and latex-free eraser.
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THE CASE OF THE
MELTING HEADMASTER

BIC® ICONS WITH
A STAR WARS™
TWIST

India

Benelux and France

Cello ® Pen’s ButterflowTM ballpoint starred
in a fun commercial this year. The scene?
A broken clock, a furious headmaster and
two shaking, cricket-loving schoolboys.
When the headmaster asks for a pen to write
a report to their parents, the boys’ ButterflowTM
literally skims across the page melting his ire…
like butter!

Inspired by the cult
saga, packaging and
in-store displays
lured fans in France,
Belgium and the
Netherlands. But the
true Force lay in
Tipp-Ex ® Mini Pocket
Mouse ®, BIC® Cristal®,
BIC® 4 Colours® pen…
with a Star Wars™
twist!

With a tip made of Swiss nickel
silver and its unique Lubriflow ink
system, Cello® Pen’s Butterflow™
ball point writes “as smooth
as butter!”

A BRIGHT,
SUNSHINY
FUTURE FOR
BIC® SOLEIL®

FIRED UP
FOR THE
2015 WORLD
CUP

A year after its release in Latin
America, colorful BIC® Soleil®
ranked as one of the most
successful recent product
launches in the female
disposable shaver segment.
Riding the crest, Soleil® Summer
Limited Edition was released
in October, its lacy openwork
handle set for high tide in Latin
America!

BIC South Africa
celebrated the
nation’s rugby
team with a
lighter series
honoring the
Springboks’
participation in
the 8th Rugby
World Cup.

Latin America
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South Africa

WHY EVERYBODY LOVES BIC®

“HE SHOOTS…
HE SCORES…”
Japan

Lighters are BIC’s top sales driver
in Japan, where new colors and
original decors keep the brand
ahead. A case in point?
The special-edition BIC® Golgo
13 lighter series, with the hero
of Japan’s longest-running manga
still in print.

FLOWER POWER

North America

BLOCK BUSTER
MINIONS

BIC® Multi-purpose Fashion Edition
Design lighters are right on trend with
their floral-inspired design that is sure
to complement your home décor and
will be noticed when lighting candles!

Asia

In the wake of their hit movie,
Despicable Me, the Minions
now adorn BIC® Asia’s first
licensed product series.
From ball pens to pencils,
highlighters and crayons,
response has been positive.
The cute blockbuster range
forges on in Thailand, Singapore,
Korea, the Philippines, Japan
and Hong Kong…

NEW ADDITIONS
TO THE BIC®
ATLANTIS® FAMILY

Worldwide

The leading retractable ball pen Atlantis®
family welcomed BIC® Atlantis® Ultra Comfort
to the U.S. This product features an extra soft
silicone grip that conforms to your hand for
the ultimate writing experience and offers
BIC’s exclusive super-smooth glide ink system.
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BIC GRAPHIC:
MAXING OUT
IMPRESSIONS

A WINNING
FACE FOR BIC®
4 COLOURS® PEN

Worldwide

Europe

The first contest inviting
French My BIC Pen
Facebook fans to vote
for a special-edition BIC®
4 Colours ® pen décor
was so successful it was
extended to European
followers in 2015.
The tattooed “Zombie”
4 Colours ® prevailed!
Its October launch
confirmed that the
Europe-wide contest
is here to stay.

BIC Graphic continues to focus
on full-color, digital quality imprints
for maximum impact. Its assortment
continues to grow, driving trends
in technology, drinkware, writing
instruments and bags. BIC Graphic
is raising the bar in product and
imprint technology!

FLEX
COMFORT:
ROUNDS
3 AND 4!

MINI POCKET
MOUSE® GOES
TRENDY

Europe

Europe

A new look for the #1 selling correction
tape in Europe, Tipp-Ex® Mini Pocket
Mouse®! A colorful tape wheel—and
nose—in four trendy hues make it fun
to undo errors.
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With three spring-mounted blades, a pivoting
head and ergonomic handle, BIC® Flex 3
Comfort’s launch in France held great promise
for a Europe-wide release. Together with
four-blade BIC® Flex 4 Comfort, the pair made
top grade and rounded out BIC®'s premium
blister shaver offer.

WHY EVERYBODY LOVES BIC®

WORLD PREMIERE
FOR BIC® FLEX 5™

North America

Launched in the U.S. and Canada,
the BIC® Flex 5™ is the only
five-blade, one-piece shaver with
a unique balancing sphere for
better control. The shaver’s head
includes a lubricating strip
and pivots 40°. Boosted by the
“Smooth Up, Men” campaign,
which set social media abuzz,
the product’s sell-through has been
remarkable just 12-months after
its launch. The BIC® Flex 5™ is now
also available in South Africa.

The shaver’s patented
head features
a precision edging
blade that helps shave
difficult spots, such
as under the nose and
around side burns.

LIGHTING UP
WITH MARILYN

Europe

BIC SPORT SUP
PERFORMER 9'2:
DISCOVER
THE WAVES!

Worldwide

BIC Sport SUP’s ACE-TEC composite
is legendary for durability
and lightweight performance.
It’s the base of the new 9’2 Performer:
a stable cruiser for the flat-water novice
under 150Ibs, it’s a maneuverable surf
SUP for heavier (180lbs) intermediate
riders. This Stand Up Paddle is also
a breeze to carry and store.
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Under European license with Fox
in 2015, BIC created collectible
Marilyn Monroe decors for BIC®
Mini and Maxi lighters. A limitededition way to “Light Up Your Icon!”

CULT
MOMENT
2001 - NEW YORK, UNITED STATES

THE DAY…

BIC BECAME MUSEUM
MATERIAL

In 2001, BIC® Cristal® ballpoint pen was
selected for the Architecture and Design
Department’s permanent collection at the
Museum of Modern Art
in New York City.
Four years later, in February 2005, BIC®’s Maxi
J1 lighter joined the MoMA collection.
And both products, together with the original
one-piece, single-blade BIC® shaver, entered
the permanent collections of the National
Modern Art Museum, Centre Georges Pompidou,
in Paris in 2006.
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From a familiar
emblem…
On the one hand, a timeless logo,
barely retouched in more than 60 years…

About to launch his Cristal® ballpoint pen in
1950, Marcel Bich simply brands it with his
own name, minus the “h.” His first logo
consists of the word “BIC,” inscribed in a red,
round-edged parallelogram. In 1952,
he calls upon celebrated French poster
designer, Raymond Savignac, to mastermind
the “Elle court, elle court, la pointe BIC®”
(it runs, it runs, the BIC® point) advertising
campaign, illustrated by a little boy running

after a BIC® Cristal® pen. For the Nouvelle
Bille (new ballpoint) campaign in 1960,
Raymond Savignac stops the boy in his
tracks: dressed as a schoolboy with a pen
on his back, he faces the public with a
ballpoint head! The little character, placed
next to the letters B-I-C, is an immediate
success. Orange and black are now BIC’s
official colors and the logo has remained
unchanged ever since.
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…To remarkable presence
across today’s media
... On the other hand, the brand’s playful spirit takes
on a multitude of faces, presented through campaigns
that have gone viral across the Web. Let's review 2015.

NORTH AMERICA

FLEX 5™ SHAVER,
SMOOOOOTH OPERATOR!

An exclusive BIC® Flex 5™ media event in New York City kicked off
the new “Men, It’s Time to Smooth Up” media campaign, followed
by social events attended by media, influencers and consumers.
Digital ads, online videos, a new micro-site and an @BICRazors
Twitter handle kept the conversation going throughout the year.
Tips, articles and videos posted to the Facebook page and in-store
displays helped achieve the sales for this popular shaver.

LATIN AMERICA

SUB SAHARAN AFRICA

GIANT BIC® CRISTAL® CAP
ON TOUR IN BRAZIL

BIC Brazil created a giant, 2.5-meter version
of the BIC® Cristal® cap and took it on tour
for 35 days, stopping at landmarks such
as Copacabana Beach, the São Paulo Zoo,
the Mineirão Soccer Stadium… BIC Brazil’s tour
updates on social media and a multitude
of selfies taken with the Giant Cristal® Cap
on Twitter generated more than 400K hits!

NORTH AMERICA

ONE MILLION LIKES
FOR THE BIC LIGHTER PAGE

This year, the U.S. BIC® Lighter Facebook
page made BIC history with one million
fans! A quirky brand voice through its
“Complete the Convo” sweepstakes and
irreverent promotions like the “Pick Your
BIC®” program, where BIC asked its loyal
Facebook followers to vote on their
favorite pocket lighter design, are the
secrets to the page’s success.

A WHOLE LOTTA LOVE
FOR BIC® 1

To further establish BIC® 1 as the smart shaving
solution for Sub Saharan Africa, a new TV
campaign was launched in Ivory Coast, Ghana,
Nigeria and Cameroon. The TV ads starred loyal
users and radio and billboard ads reinforced the
“real people” impact with the slogan “BIC® 1 Razor…
so unique, so many reasons to love it!”

CULT
MOMENT
FEBRUARY 3, 1975 - ATHENS, GREECE

THE DAY…

BIC REVOLUTIONIZED
SHAVING

Forty years ago, when the complicated
to use double-edge was all the rage,
BIC launched the single-blade, one-piece
plastic shaver. Nobody had ever seen
anything like it! Lightweight, practical,
accessible, BIC® 1’s single, premium blade
was safely embedded in the shaver head
at just the right angle for a great wet shave.
It was, and remains, so handy you could
even tuck one in your briefcase for an
after-work touch-up! The BIC® one-piece
became an instant classic—a “quiet
masterpiece” at the origin of a full range.

WHY IT WORKS
From a Paris suburb to an international group…
and a world leader in its markets, BIC philosophy
has never varied. But BIC always strives to adapt
to change, play its strong suits and pilot every
aspect of its performance.
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Look further
A solid growth maintened in 2015,
through the same fondamentals
Bruno Bich*, Chairman of the Board
et Mario Guevara*, Director and CEO
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*Following Mario Guevara’s
decision to retire, and
subject to the decisions of
the Shareholders' Meeting
of May 18th, 2016, the Board
of Directors will combine the
Chairman and Chief Executive
Officer functions and will
nominate Bruno Bich Chairman
and Chief Executive Officer.

How would you describe 2015?
MARIO GUEVARA: 2015 was another

good year for BIC. Sales rose by 6.2%
on a comparative basis. Consumer
activities (Stationery, Lighters and
Shavers) progressed by 6.9%, with strong
growth in Lighters and Shavers. Every
geographical zone contributed to this solid
performance, including Eastern Europe and
Latin America. We maintained or increased
marketshare in all three main categories,
thanks to the success of our classic and
our new products. BIC Graphic net sales
also progressed, despite a difficult context.
On target, we improved our Normalized
Income from Operations Margin, attaining
19.3%. Last but not least, we reinforced
our financial structure with a net cash
position of 448 million euros at the end
of December 2015.
BRUNO BICH: Our solid performance
in 2015 confirms the growth trend of
the past five years, with Group net sales
progressing annually by 5% on average.
In a challenging macro-economic
environment, we have strengthened
our positions around the world. In
France, we gained market share in
Stationery for the eleventh consecutive
year. In the United States, BIC® Flex 5™,
our newest men’s shaver, has become

the category volume leader in just
one year. In Latin America,
in addition, we have reinforced
our position in Lighters once more,
particularly in Mexico and Brazil.
In December, we completed the
acquisition of Cello Pens. A key strategic
step that reinforces our writing instrument
brand leadership in India, and will also
accelerate our development in Asia.
You have also announced a significant
increase of shareholders remuneration?
B.B.: Yes, in light of our healthy
performance in 2015 and our strong
balance sheet, the Board of Directors
will recommend the payment of an
extraordinary dividend of 2.50 euros
at the next Annual Shareholders Meeting,
in addition to the ordinary dividend
of 3.40 euros per share.

As in 2011, we have also decided to
reward BIC employees with an exceptional
bonus. It is our way of recognizing the
daily commitment and performance
of our teams worldwide.
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+6.2%
2015 NET SALES
GROWTH ON A
COMPARATIVE BASIS

19.3%
NORMALIZED INCOME
FROM OPERATIONS
MARGIN

WHY IT WORKS

“WE WILL IMPROVE THE GROUP’S MID-TERM
AND LONG-TERM GROWTH PROFILE, WHILE
CONSOLIDATING OUR CURRENT MARKET
POSITIONS AND SUPPORTING THE LAUNCH OF
NEW PRODUCTS…”
Mario Guevara

worldwide: stationery in France and India,
lighters in France, Spain and the United
States, and shavers in Greece, Brazil
and in Mexico.
And what about BIC Graphic?

€6.89
EARNINGS PER SHARE
(GROUP SHARE)

448
MILLIONS EUROS
NET CASH POSITION

What are BIC’s perspectives
for 2016?
M.G.: In 2016, we foresee net sales
growth of 5% on a comparative basis,
and a decrease of our IFO margin, while
maintaining operational cash flow
to ensure the shareholders remuneration.

2016 will be an important year for BIC.
We have decided to step up our
investments in Research and Development
and to reinforce our brand support
investments. We will improve the Group’s
mid-term and long-term growth profile,
while consolidating our current market
positions and supporting the launch of
new products in our three consumer
categories around the world.
The acceleration of mid-term growth
demands foresight and the expansion
of our production capacities. To do so
we have embarked upon an ambitious
industrial investment program. Here
too, all three categories are concerned
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B.B.: The Board of Directors has decided
to initiate a review of strategic alternatives
for BIC Graphic. For the past two years,
the teams at BIC Graphic have done a
wonderful job; they have restored the
confidence of their distributors, re-opening
the path to growth. The Promotional
Products industry has recently undergone
a considerable evolution. We are seeing
consolidation among manufacturers and
distributors alike, as well as the emergence
of new players. Our strategic review will
focus on the best long-term solutions
for BIC Graphic.
You have announced important
changes at the helm of the Group
as well as at the governance level.
Can you elaborate?
B.B.: After 24 years with BIC, 10 of
which were spent as Chief Executive
Officer, Mario Guevara has decided
to retire. Under his direction, BIC has
reinforced its market edge around the
world and has seen its sales and results
progress significantly. I would like to

express our deep gratitude to him for his
contribution to the success of our Group.
Next May, pending on 2016 Shareholders’
Meeting decisions, the Board of Directors
will combine the functions of Chairman
of the Board and Chief Executive Officer
and will nominate me as Chairman
and CEO. One of my missions will be
to continue to prepare the next CEO.When
the future CEO is appointed, in a little over
two years, we will revert to the separate
functions of Chairman and CEO, because
it has proven to be a good principle
of governance.
Do you have any idea who might
be BIC’s next CEO?
B.B.: The Board of Directors sees my

son, Gonzalve Bich, as a valid potential
candidate. He has been with the Group
for 14 years and has exercised various
functional and operational positions,
with equal passion. He is currently
in charge of developing markets.

Your brother, François Bich,
has also retired this year:
another big change…
B.B.: Indeed, this is a big change.

François achieved excellence in terms
of industrial processes, safety and
product quality, market share gains,
as well as profitability for over 40 years,
that has made BIC today’s uncontested
leader in lighters in most of the world.
François has trained his successor
and, like Mario Guevara, remains a
member of the Board. Their expertise
and experience will be of great value
to the future managers of the Group.

€5.90
TOTAL DIVIDEND PER
SHARE PAID (3.40 EUROS
ORDINARY DIVIDEND
AND 2.50 EUROS
EXCEPTIONAL DIVIDEND)

“TODAY, OUR GROUP CAN COUNT
ON PROFESSIONALS OF THE HIGHEST
CALIBER WORLDWIDE AND ON ITS
STRONG FAMILY ROOTS TO GUARANTEE
OUR LONG-TERM STRATEGIC VISION.”
Bruno Bich

In the course of his tenure, Mario has
carefully built up our senior management
teams across the globe. Today, our Group
can count on professionals of the highest
caliber worldwide and on its strong
family roots to guarantee our long-term
strategic vision.
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9
10

8

3

6

5

1
4

2

BOARD OF DIRECTORS
1 Bruno BICH Chairman (1) • 2 Mario GUEVARA Director and CEO (1)
3 François BICH Director and Executive Vice President (2) • 4 Elizabeth BASTONI Director (3)
• 5 Marie-Pauline CHANDON-MOËT Director • 6 John GLEN Director (3)
• 7 Marie-Henriette POINSOT Director • 8 Frédéric ROSTAND Director (3)
• 9 Pierre VAREILLE Director (3) • 10 Société MBD - Edouard BICH (4) Director

•

AUDIT COMMITTEE
•

John Glen Chairman (3)

•

Edouard Bich-Société MBD (4)

•

Pierre Vareille (3)

COMPENSATION AND NOMINATION COMMITTEE
•

Frédéric Rostand Chairman (3)

•

Elizabeth Bastoni (3)

•

Marie-Henriette Poinsot

AUDITORS
Deloitte & Associés Statutory Auditor • Grant Thornton Statutory Auditor
BEAS Substitute Auditor • Institut de gestion et d’expertise comptable Substitute Auditor
•

•
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LEADERSHIP TEAM IN 2015

•

•

• Mario Guevara Chief Executive Officer (1)
François Bich Lighters and Executive Vice President (5) • Benoit Marotte Stationery
• Thomas Brette Shavers
• Edgar Hernandez Promotional Products BIC Graphic

• Billy Salha Europe
Chris Mills North America
• Gonzalve Bich

•

Marie-Aimée Bich-Dufour

Legal and Executive Vice President (6)
• Alison James Human Resources
• Jim DiPietro Finance

Developing Markets

(1) Following Mario Guevara’s decision to retire, and subject to a change in the Company’s by-laws in order for the Chairman
to exercise his functions until 72 years old, Chairman and Chief Executive Officer functions will be combined and Bruno Bich will be
nominated as Chairman and Chief Executive Officer in May 2016. (2) Since March 1, 2016, François Bich is no longer Executive Vice President.
(3) Independent. (4) Bich family holding company, represented by Édouard Bich. (5) François Clément-Grandcourt succeeded François Bich
as General Manager, Group Lighters on March 1, 2016. (6) Edouard Maruani succeeded Marie-Aimée Bich-Dufour
as Group General Counsel on February 1, 2016.

25

WHY IT WORKS

Key
Figures
NET SALES 2015

by category (in percentage)
and BIC's position in the world market

14%

2.3 MILLION
PROMOTIONAL
PRODUCTSBIC GRAPHIC
Europe

2 ND

North
America

4 TH

3%

OTHER PRODUCTS

33%

18.5 MILLION
STATIONERY
PRODUCTS

1ST

Europe, Africa,
Latin America, India

2 ND

North America,
Oceania

32 MILLION

BIC Group products
purchased every
day (1) worldwide

20%

30%

7.1 MILLION
SHAVERS
Europe, North
America,
Latin America
(non-refillable
shaver market)

4.1 MILLION
LIGHTERS

2 ND

1ST
(1) Base 365 days.
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Worldwide for
branded pocket
lighters

71,300

~4 M

clients (distributors and wholesalers)

points of sale offer BIC® products

NET SALES 2015
by geography

24%

46%

30%

EUROPE

NORTH AMERICA

DEVELOPING MARKETS

NET SALES 2015

GROUP NET INCOME

(in million euros)

2014

1,979.1

(Middle East, Africa,
Latin America, Oceania and Asia)

(in million euros)

2015

2014

2,241.7

262.1

+13.3% as reported
+6.2% on a comparative basis (1)

2015

325.1

+24.0% as reported

(1) See glossary page 30

27

WHY IT WORKS

NORMALIZED
INCOME FROM
OPERATIONS (1)
(in million euros)
2014

2014

2014

84.5

219.3

67.7

9.7

2015

2015

2015

2015

2015

83.4

257.9

Other products

2014

2014

2014

10.4

2015: -3.4

2014

2014

12.5

37.7

17.8

3.5

2015

2015

2015

2015

2015

11.5

38.2

18.5

FREE CASH FLOW AFTER
ACQUISITION & DISPOSALS (1)

CAPITAL EXPENDITURES
(in million euros)

112

2014: -11.3

83.6

18.7
19.3

2014

2014

370.0
432.0

NORMALIZED
IFO MARGIN (1)
(in percentage)

2014

(in million euros)

2015

2014

121

194.4
(1) See glossary page 30
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2015

203.6

3.3

WORKFORCE
by geography

2014
17,438

2015
17,805

3,850

2,311

11,277

EUROPE

NORTH AMERICA

DEVELOPING MARKETS

3,928

2,317

11,560

EUROPE

NORTH AMERICA

DEVELOPING MARKETS

DISTRIBUTION
TO STAKEHOLDERS
IN 2015
The distribution of revenues
to stakeholders does not
include the change in net
current working capital

(Middle East, Africa,
Latin America, Oceania and Asia)

(Middle East,Africa,
Latin America, Oceania and Asia)

SHAREHOLDERS

€161.1 M

GOVERNMENTS

€160.3 M
CUSTOMER
TURNOVER:

€2,241.7 M

NET INVESTMENTS

€103.5 M
BANKS

(net interests received)

€10.9 M

SUPPLIERS

€1,095.7 M

COMMUNITIES

EMPLOYEES

(Internal valuation)

€2.7 M

€602.1 M
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Shareholders
information
CAPITAL OWNERSHIP AS OF DECEMBER 31, 2015

42.7%

55.7%

1.6%

BICH FAMILY
INCLUDING
MBD (a)

PUBLIC

TREASURY
SHARES (b)

EXERCISABLE VOTING RIGHTS AS OF DECEMBER 31, 2015 (c)

59.5%

40.5%

BICH FAMILY
INCLUDING
MBD

PUBLIC

GLOSSARY
Comparative basis: at constant currencies and constant
perimeter. Figures at constant perimeter exclude
the impacts of acquisitions and/or disposals that occurred
during the current year and/or during the previous year,
until their anniversary date.
Normalized IFO: normalized means excluding non-recurring

items (for more information, please refer to BIC Full Year 2015
Results press release).
Free cash flow after acquisitions and disposals: net cash from
operating activities - net capital expenditures +/- other
investments - acquisitions/disposals of equity investments/
subsidiaries/business lines.

(a)Bich family holding company. (b)Treasury shares temporarily without voting right. (c)On December 31, 2015, the number of voting rights was 68,686,613.
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PER SHARE DATA

2011

2012

2013

2014

2015

Earnings (Group Share)
per share in euros

5.00

5.48

5.13

5.57

6.89

Dividend per share
in euros

2.20

2.56

2.60

2.85

3.40 (1)

Exceptional dividend

1.80

Payout ratio

44%

2.50 (1)
46%

51%

51%

49%

Average number of shares outstanding net of treasury shares in 2015: 47,173,339
For the fiscal year 2011, the Company paid a special dividend of 1.80 euro.
(1) At the shareholders meeting on May 18, 2016 the Board of Director will propose an ordinary dividend of 3.40 euros and an exceptional dividend
of 2.50 euros.

BIC SHARE PRICE IN 2015 ON EURONEXT PARIS
Base 100 as of December 31, 2014 - Financial data as of December 31, 2015
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BIC SHARE PRICE SINCE 2006 ON EURONEXT PARIS
Base 100 as of December 31, 2005 - Financial data as of December 31, 2015
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2012

2013

2014

2015

CULT
MOMENT
JUNE 4, 1973 – PARIS, FRANCE

THE DAY…

BIC HELD ITS FIRST
SHAREHOLDERS’ MEETING

In his address, the founder of BIC Company
shared three of his guiding management
principles. 1. Take risks, but keep them
covered, “This explains why you will not
find in our balance sheet any medium- or
long‑term debt.” 2. Trust your people,
“By placing confidence in workers, employees
and executives, everything becomes easier.”
3. Think global, “In order for a business
to truly prosper, it must operate on
a worldwide scale.” These three principles
continue to guide the Group day after day.

Listen to
Marcel Bich

WHY THEY LAST
It’s always been about modern design—and reliable, lasting
performance. The BIC® Cristal® ballpoint that writes up to three
kilometers, the BIC® Maxi lighter that offers up to 3,000 steady
lights, the BIC® Flex 3 shaver that deliver up to 17 shaves…
BIC® products are made to last. Simple and compact in form
while offering high performance, their designs are optimized
to require the least possible amount of carefully-selected raw
materials. They are manufactured to meet the most rigorous
standards of safety and durability. The final product is not only
well-designed, lightweight and safe, but reliable, too.
Read on to learn more about why they last,
in every sense of the word.
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WHY THEY LAST

They’re
“homemade”

27

FACTORIES
14 - Stationery
5 - Lighters
4 - Shavers
4 - Promotional
products

Do it yourself: the best way
to guarantee product quality,
whatever the region. BIC creates
and manufactures its own products
and also designs its own state-of-theart industrial tools—from mold to
machine to factory. They not only
guarantee the universal quality
of BIC® products, but can make the
incremental adjustments (color,
packaging…) that provide a better fit
for each region, if needed.

Personnel is well-trained to ensure
the same leading-edge production
methods and quality standards the
world over. Employees at all plants
and industrial sites have a strong
knowledge of the products and the
manufacturing process. They proudly
commit, individually and collectively,
to the protection of BIC’s customdesigned machines and precious trade
secrets, shared—in-house only—
for 65 years.
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“The Group’s
net sales share
coming from
BIC® products
manufactured in
its own Factories
is 86%.”

BIC plants
BIC owns and maintains 27 principal plants around the world,
developed according to specific product expertise, and to better serve
the Group’s markets locally.

Stationery

Lighters

Shavers

Promotional Products
(BIC Graphic)

*The factory in Vannes (France) is also dedicated to BIC Sport products manufacturing.
The stationery factory in Shanghai (China) was closed in February 2016.
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WHY THEY LAST

They’re tested,
re-tested,
re-re-tested…
It’s all in the testing. Before a new BIC® product
arrives on the market, it is put to the test at every stage
of its development and manufacturing process.
BIC manufactures 32 million products.
Daily. Wherever they are made in the
world their quality is constant, checked
and rechecked by visual, technical,
mechanical, often automatic controls.
There is in-house testing and real-life
testing. Assembly checks. Water
submersion and humidity tests
for inks, with results that have led to
developing 12 different inks
for optimal use under every climate
and to suit the handwriting styles of
different world habits and traditions.

There are stopwatch-measured
ink-drying tests to outlaw smears.
Glide contests for pens, shavers…
and Stand Up Paddles! And productpunishing torsion, crush and wear
tests to control material resistance.
BIC Graphic, the Group’s personalized
products category, has even invented
sticky tape tests to verify imprint
durability, and fingernail-shaped tool
for scratches! Like we said, it’s all
in the testing. Another BIC strong suit
that ensures products that last.
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03

02

01

04

06

05

08

07

09

Fact Check
01 • 100% of pen balls are controlled. Perfectly spherical, they are almost harder than a diamond. 02 • 100% All BIC® pocket lighters meet
or exceed international standards and regulation requirements (ISO 9994, EN13869, ASTM F400, US CPSC). 03 • 100% of all shaver blades
are visually inspected: dimensional statistical checks, sharpening angle measurement, perfect smoothness of the blade-edge assessment, etc.
04 • 25% One quarter of an operator’s workday in a BIC® lighter factory is dedicated to quality checks. 05 • 30 Different controls to make a 3,
4 or 5-blade shaver that conforms to BIC’s stringent quality standards. 06 • 50 Before leaving the factory, every BIC® lighter undergoes more
than 50 automatic quality and security checks. 07 • 7,250 kilometers The length of writing tests carried out in 2015 on batches of ballpoint
pens, gel pens and rollers. 08 • 5 lighter plants With the exact same rigorous production processes and quality checks.
09 • 32 million products are manufactured daily in BIC factories. Their quality is checked by multiple controls that respect
national and international safety regulations/requirements.
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WHY THEY LAST

They’re
classic
but always
new

• 2013 •
BIC® Cristal® Stylus

• 2015 •
BIC® Flex 5™

At the core of BIC’s
innovation philosophy is
the constant reinvention
and optimization of BIC®
“classics,” so that they may
continue to withstand
the test of time.
It is a model rooted in incremental—often
invisible-to-the-naked-eye—changes that
enable BIC® products to continually
improve performance and stay new.
At BIC, everyone can be “eyes and ears”
when it comes to anticipating new
consumer demands, inspired by simply
observing a BIC® product in use
or triggered by ideas that come through
the employee pipeline. When a new need
is identified —a shaver head even
better‑adapted to navigating facial curves
or to grooming a goatee. A pen to fit and
naturally guide a young child’s hand.
A multi-purpose lighter that safely lights
candles or the barbecue. BIC research and
development teams concentrate every
effort on evolving the most astute,
practical and efficient technical advances
to optimize the required gesture and/or
performance. Responsibly.

• 2015 •
BIC® Maxi Décor

• 1972 •
BIC® Maxi

• 1979 •
BIC® 1 Sensitive
• 1965 •
BIC® Orange Original
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CULT
MOMENT
JUNE 5, 1991 - REDON, FRANCE

THE DAY…

BIC CREATED A FASHION
ACCESSORY

Tired of the plain-colored lighter,
BIC asked Publicis to dream up
a limited-run, decorative series
for the Maxi lighter. Voilà the
“California”sleeves with ten different
designs that almost take you there.
A complete collection that was pure
pop art. Once it sold out, there would
be no more, making the Maxi an even
hotter item! Today, the Group produces
hundreds of decor series yearly.

WHY THEY LAST

They’re
durable
Keeping in mind that every product is designed to meet a real
consumer need and is used far more than once, BIC’s nothingsuperfluous approach considers every angle, from design to raw
materials, production, packaging and shipping.

For example, the already lightweight
BIC® Cristal® now weighs 12% less
than the original product. Simply
Soleil® Click has a hollow handle
to weigh as little as possible—with six
cartridges for a longer performance
life. And the BIC® Easy™/BIC® Hybrid™
shaver’s ribbed handle reduces plastic
content by 20%. Continuing research
into recycled and new materials has
engendered the expanding BIC®
Ecolutions® range, made of at least
50% recycled materials. R&D has
tested 79 alternative materials
including recycled, plant-based and
hybrid plastics. What’s more, BIC
factories have reduced energy
consumption by more than 30% in
the past 10 years. The brand makes
a point of favoring no packaging
or less-is-more solutions, made
of recycled materials for cardboards,
for example. And BIC continues
to engage consumers to join Europe’s
first dedicated recycling program for
used writing instruments, born of its
2011 partnership with TerraCycle.
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UP
TO
3,000 lights
for a BIC®

Maxi lighter

NF

Environment

certified

Eco-designed

Light and

long lasting UP TO 3 kilometers
AFFORDABLE

for a BIC® Cristal® pen

SIMPLE

UP TO
17 shaves
for a BIC®

FLEX 3
SAFE

PRODUCTS

E v e r y w h e r e

f o r

Optimized

packaging
Just what’s

necessary

e v e r y o n e

BICTerracycle
re c ycl i n g

USE OF

BIC® Ecolutions®

materials

p r o g r a m
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recycled

THE BIC SUSTAINABLE DEVELOPMENT
BAROMETER: A LONG-TERM COMMITMENT
BIC Group is committed to achieve a wide palette of results in December 2016.
Focus on major ones.

PRODUCTS

50% of all BIC® products will present one
or more environmental benefits.
Three environmentally-responsible product
innovations will have seen the light, along
with eight new products designed for the needs
of developing markets.

PACKAGING

90% of all pack cardboard
will be derived from certified or recycled
sources, and PVC-free plastics also
attaining 90%.

PLANT ENVIRONMENTAL
PERFORMANCE

Energy consumption will stabilize
at 12.68 GJ,while water use will show
a reduction of 20%,and 1% less unrecycled
waste will be produced by BIC plants.

EMPLOYABILITY

The internal developmental
moves and promotion rate
will reach 25% each year.

Sustainable actions,
initiatives of 2015
U SG
IN
E OJPE TTEHZR OLPAWOLYS!!
SNT
T YW
VP EONS SS A
Thanksa to
Grace
BICBIC
et TerraCycle
and TerraCycle
vos
stylos
theyvides
can be
se recycled
recyclent !

INTER-SITE
MULTIMODAL TRANSPORT
IN THE AMERICAS

TOWARD
THE PERFECT CIRCLE?

Since 2015, 76% of BIC® shavers packaged in
the Saltillo, Mexico, plant and dispatched to
the Charlotte, North Carolina (United States)
warehouse, for the U.S. market, are shipped via
multimodal rail/road transport. Not only cost
effective, this measure reduces GHG emissions
by 747 tons CO2 equivalent .

BIC’s strategic European partnership with TerraCycle
intensified joint research on circular economy.
The material generated by the recycling of used
writing instruments, mostly collected by schools,
is being tested to examine the potential end products
the material could be turned into in the end.
The program is complemented by BIC “No more waste”
teaching module that also aims to raise awareness
among tomorrow's citizens.

WRITING HISTORY
AT THE PARIS CLIMATE
CONFERENCE

ENERGY EFFICIENCY
IN FRANCE AND GREECE FACTORIES

Imprinted by BIC Graphic, official BIC 4 Colours pens
and BIC® Evolution™ graphite pencils, certified by French
eco-label, NF Environnement, were given to 30,000 state
and government leaders, ministers and diplomats at the
COP21 international conference organized by the United
Nations (UN). BIC also participated in the Solutions COP21
exhibition, to show how BIC® products can help consumers
reduce their carbon footprint.
®

®

The Samer (France) stationery factory and
the Athens (Greece) shaver plant, were both certified
ISO 50001 – standard for energy management.
Optimizing energy consumption enables GHG
and cost reduction.
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WHY THEY LAST

They're made
for everyone
From the Parisian suburb,
where its story began, to every
continent across the globe,
BIC® is ubiquitous. The brand’s
simply-designed, reliable
and affordable products are
the same the world over.

BIC® products are made with everyone
in mind. Every day, the company strives to
meet the specific needs and economies of
each region and to make sure the right
products are available in the right place.
This process requires extensive coordination
and input of local teams, whose invaluable
insights on products' use, local shopping
behaviors, social and economic concerns,
help BIC develop the most effective global
distribution, ensuring wide consumer access.
Here are some examples. For markets that
aspire to offer more environmentallyfriendly, socially-responsible products, BIC
offers its innovative Ecolutions® stationery
range and accelerates research into
alternative materials, recycling initiatives,
and more! BIC® is keeping up with the
evolving landscape of e-commerce
through the expansion of its presence at
pure-play e-retailers and brick-and-click
stores, and has launched a new, direct-toconsumer e-commerce website in the U.S.
BIC® products are affordable for everyone,
including consumers who live in lowerincome countries, because the company

engages with local distributors
to offer locally assembled, low-unit
packaging. In Asia, where the cultures and
geography are extremely diverse, BIC®
is developing products that are specific
to the region, its climate and local writing
habits. Now, with a new BIC lighter factory
in China, it is also able to produce localinterest sleeve designs to better serve
customers and consumers across Asia.
You might say that BIC belongs to everyone!
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160

COUNTRIES
SELL BIC®
PRODUCTS

SHOPBIC.COM IN THE USA
In the United States, consumers are spending more
time researching product information, interacting
with brands and being influenced by what they see
online and in social media, before making
purchases in-store or directly online. So, to meet
this need, BIC has recently launched, ShopBIC.com,
a website that makes BIC® products more directly
accessible to consumers. Complementary to retail
channels, the site offers consumers the
opportunity to purchase their favorite BIC®
products, especially harder-to-find items,
including writing instrument refills, a full selection
of ink colors, and new unique or discontinued lines.
They can also learn more on how the company
is active in its local communities.

A SPECIAL BIC® SOLEIL®
EDITION FOR LATIN AMERICA
With developing Latin American
economies in mind, BIC introduced BIC®
Soleil® featuring an ergonomic and lighter
weight handle, plus a pivoting head.
This shaver is produced in the Group’s
Manaus, Brazil factory.
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Lasting impressions
The Group’s expert Advertising and Promotional Products category, BIC
Graphic, is all about leaving lasting impressions.

31%

OF U.S. CONSUMERS OWN

Today, BIC Graphic’s worldwide B2B
customers benefit from premium,
personalized imprints —performed
at specialized BIC plants— on a wide
selection of quality products such
as stationery, bags, drinkware,
housewares…and the largest choice
of calendars in the industry. When you
think that a promotional bag is used
nearly six times a month, or that the
promotional calendar, typically hung
in the kitchen by three-quarters of all
U.S. households, is consulted daily,
you begin to get the (big) picture.

The imprinted brand —and eventual
slogan or message— are seen
hundreds and thousands of times,
leaving as many impressions in users’
and viewers’ minds! BIC Graphic takes
lasting impressions even further with
BritePix™. This leading imprint
technology enables larger, more
colorful imprint areas and
personalization down to an
individual’s name, a date, a location...
Talk about lasting: with your name
on it, you’ll probably keep it forever!

A PROMOTIONAL BAG

3.12

AVERAGE NUMBER OF PRINTED
CALENDARS PER HOUSEHOLD
IN THE U.S.

4 Th

IT'S ESTIMATED THAT
DRINKWARE IS THE 4TH LARGEST
PROMOTIONAL PRODUCT
CATEGORY IN THE U.S.
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WHY WE STAY
Whatever the continent, there are many reasons behind
the enduring allegiance of BIC’s 17,805 team members.
The products, the values, the culture. A working environment
that is conducive to personal and professional growth.
Continuing education and training that broadens perspectives,
with job opportunities to match capabilities. An “idea bank”
open to all team members. And, for those set on expanding
their horizons, a global landscape that encourages
international mobility. At BIC, people can build career paths
as unique as the brand and the products they are so proud
to make, promote, distribute and market. Day after day.

WHY WE STAY

Why we join
With experience ranging from three to 40 BIC years, four team
members tell their stories and discuss what keeps them
motivated. The common denominators? A remarkably
accessible, open-minded leadership. And trust that empowers.

Virginie Rollet
FOR
GEOGRAPHIC
AND
CULTURAL
DIVERSITY

“

Finance Director, Cello Pens /
Mumbai, India
BICtrotter since 2002

The challenges, the culture, the international
scope — BIC was an obvious fit. As a controller, and
later, Finance Director of the plants and R&D in the
Stationery category, Virginie traveled the world,
coordinating the financial results of 11 plants and
taking part in the creation of new sites. From 2008,
she ensured the financial control for Europe’s
distribution subsidiaries, with special coaching for
the Eastern European teams. But her wanderlust
didn’t stop there. “My wish for an international
position in a developing market came true in March
2015. At Cello Pens, BIC's latest acquisition and
N°1 brand in India, I’m pursuing the integration of
this fine brand. Another exciting challenge!”
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Sarah Donaldson
FOR THE
VALUES
WE SHARE

Associate Trade Marketing Manager/
Shelton, Connecticut, USA
BIC enthusiast since 2012

Sarah embraces BIC values with a passion.
“The wonderful camaraderie and the crossfunctional teamwork I have found here fosters
ingenuity, the key to staying on top. People act
responsibly to the brand, our consumers,
shareholders and stakeholders… We feel
empowered to take initiatives that will bring
simplicity to the lives of all the above. And the
value of ethics is a key focus at every level.”
Even before making the move from the west
coast, Sarah’s not-for-profit past made her
particularly receptive to BIC’s environmental
and community commitments. “Causes like
‘Adopt a Classroom’ and the United Way, and
the variety of programs that support employee
well-being and development show that BIC
cares about the future—and about our future!
Did I say I love my job?”

“

• FOCUS •

THE PEOPLE PROMISE: BIC’S COMMITMENT TO ITS TEAM MEMBERS
In the words of HR’s Alison James, “our People Promise encapsulates our employment value proposition.
It expresses the experience we want to offer, in exchange for the commitment and performance of our team
members, from the rewards and benefits to the more intrinsic elements of management style, work
environment and culture.” It has been designed to attract, develop and retain the right talent for BIC. BIC’s
People Promise was built on research from employee surveys as well as the contributions of 15 focus groups
worldwide and discussions with our Leadership Team. The initiative is being rolled-out progressively around
the world using local examples that bring the global People Promise to life. With a strong claim that invites
future and current team members to “Unlock the Best You!” the BIC People Promise reinforces the principle
that people continue to be at the heart of its philosophy.
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Carlo Cavadini

FOR THE
UNIQUE
SAVOIRFAIRE

Plant Director / Manaus, Brazil
BIC trailblazer since 1976

At 24, Carlo embarked for Brazil in search of his first job. BIC
Brazil’s search for someone to oversee flint- making at their
newly-built plant led the Italian-Belgian engineer to the Amazon
rainforest. “The majestic, remote location, the people’s simplicity
and BIC’s trust” spoke to our young trailblazer. At the age of 28
he took on responsibility for the factory. “I arrived at the right
moment—the lighter taught me everything, it forged my
character!” With the support of François Bich, Carlo acquired a
unique savoir-faire, enhanced by visits to the “mother ship” in
Redon (France). He continues to send his teams there for
advanced training. Over the years, the Manaus site grew, adding
writing instruments and shavers to its activity. Today it's a major
plant for the BIC Group, and Carlo is its legend!

FOR THE
PASSION
THAT THE
BRAND
& THE
PRODUCTS
INSPIRE

“

”

Elif Dierickx

Marketing Director Middle-East, Africa and Southern
Asia / Dubai, United Arab Emirates
BIC addict forever

For as long as Elif can remember, BIC® has been present.
Her mother, a teacher, exclusively corrected papers with a
BIC® Cristal® pen, her father always shaved with a BIC® shaver,
and “only BIC” filled her schoolgirl pencil case, with a
preference for the 4 Colours® pen. Today, “the brand’s
incredible potential, charisma, and commitment to education”
mirror her personal values. Just like the products: “icons or the
latest innovation, the unique combination of simplicity and
technology, unrivalled reliability and wide accessibility” have
kindled her passion for BIC® for nearly four years, as she
accompanies the brand across this vast zone of 76 countries.
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17,805 EMPLOYEES
9,640 BIC EMPLOYEES & 8,165 CELLO PENS EMPLOYEES

9,640

EMPLOYEES

UNDER THE MAGNIFYING GLASS (1)

Millions of products are produced and marketed daily by the BIC Group all over the world,
thanks to the dedicated men and women who make it happen. Whatever the continent,
area of activity or age, BIC makes sure that team members have the means to evolve and grow,
acquire new expertise. This is the key to why they stay.

Women

8 9

GEOGRAPHIC
AREA

45% & 55%

Men

N A T I O N A L I T I E S

POLE OF ACTIVITY

AGE PYRAMID
MEN

EUROPE

3,928

18%

SALES - CUSTOMER
SERVICE

NORTH AMERICA

2,317

DEVELOPING
MARKETS
Middle East,
Africa,
Latin America,
Oceania, Asia

3,395

63%

PRODUCTION
R&D

19%

DISTRIBUTION - MARKETING
ADMINISTRATION

TRAINING

In 2015, 8,874 employees received training
with an average of 2.7 days per employee.
NUMBER OF TRAINING DAYS
BIC GROUP : 24,079

17,791

20,293

24,079

TOTAL

9,640

2013

2014

2015

(1) Numbers are calculated without Cello Pens
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0.1%
0.3%
1.7%
4.3%
5.9%
7.9%
9.6%
9.5%
8.5%
5.2%
1.8%
0.1%

70-74
65-69
60-64
55-59
50-54
45-49
40-44
35-39
30-34
25-29
20-24
15-19

WOMEN
70-74
65-69
60-64
55-59
50-54
45-49
40-44
35-39
30-34
25-29
20-24
15-19

0.1%
0.3%
1.4%
3.9%
5.6%
5.8%
6.6%
7.2%
7.1%
5.0%
1.9%
0.1%

THE BIC STRUCTURE BY AAU ANASTAS, University of Miami, and Yann Santerre
IASS Expo 2015, Amsterdam, The Netherlands
A sculpture installation made of 10,000 BIC® Cristal® pens and designed by designers, engineers and researchers
from architecture, design and engineering schools in Marne la Vallée (France) and Miami (United States).
It uses the mechanical and aesthetic properties of the BIC® Cristal® pen to change its function
into a structurally innovative pavilion.
http://aauanastas.com/iass-pavilion-2015/
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SOCIÉTÉ BIC
Limited company, capital
euros 183,108,384.24
Divided into 47,934,132 shares
of euros 3.82
Quoted on Eurolist Euronext Paris
Isin: FR0000120966
Mnemonic: BB
Continuous quotation
552.008.443 registered in Nanterre,
France

Design and Production
.
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