
Société BIC

92611 Clichy Cedex (France)

www.bicworld.com

Honor
the Past,
invent
the Future

2004 Sustainable Development Report



1

3

6

8

11

15

19

22

25

26

30

32

CONTENTS 

Contents, scope and choice of indicators 

Message from Bruno Bich

Our business

Our vision and values

A shared commitment to ethics

Our products

Our factories

Our subcontractors

Our local communities

A case study : BIC South Africa (Pty) Ltd.

Our employees

Our customers

Our stakeholders

Glossary

Contacts

See also our financial reports:
annual report and reference document

SCOPE AND CHOICE OF INDICATORS 
The period covered is January 1, 2004, to December 31, 2004.
Indicators have been chosen to allow clear interpretation of the data.
Only indicators are considered that reflect the activities of the Company and their impact. Data is the result
of consolidating Company-wide information from all French and foreign sites, except when only local data
is available, or when it is more relevant than consolidated information.
The sustainable development committee members verify the accuracy of the published data.
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GLOSSARY

Ecodesign
Process that consists of taking into account
the environment when designing products. Ecodesign aims
to reduce all aspects of environmental impact, throughout
the life cycle of a product.

End of life
All the tasks relating to waste collection and disposal
(recycling, incineration, land disposal…).

GRI
Global Reporting Initiative: independent international
institution that recommends rules to be followed
in preparing reports on sustainable development.

ILO
International Labour Organization.

ISO
International Organization for Standardization.

Life Cycle
Series of phases in the life of a product, from the extraction
of raw materials, production, distribution and usage
to the disposal at end of life.

Loi Nouvelles Régulations Économiques (NRE)
French law (dated May 15, 2001) that stipulates new economic
regulations. Article 116 requires listed French companies,
to disclose the way they deal with the social and
environmental consequences of their activities.

Reference document
Report containing all relevant accounting, legal and financial
information, necessary to the presentation of a company
for a given fiscal year. The content is defined by the circular
COB no. 98-01 for companies, listed on the Premier Marché
of the Paris Bourse.

Stakeholders
The different audiences who participate in, observe,
and are directly or indirectly influenced by an enterprise:
employees, customers, consumers, suppliers, shareholders,
NGOs, legal representatives, governments, local authorities,
and others.

Sustainable Development
“…development which meets the needs of the present
without compromising the ability of future generations
to meet their own needs." The Bruntland Report (1987),
Our Common Future.

The preparation of this report has been
under the direction of Christine Desbois,
Sustainable Development Director.

This report reflects a comprehensive team effort
on the part of the Company, and numerous
employees from across the entire Group have
participated in its preparation.

Contacts 

sustainable.development@bicworld.com
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Message from Bruno Bich
Chairman and Chief Executive Officer

It is popular to point one’s finger at disposable commodities.
In the case of our products at the end of their life, whether
they are incinerated or end up in landfills, the environmental
impact is small. Nevertheless, an objective look at our products
has enabled us to identify potential improvements and to initiate
an adapted ecodesign line of reasoning.

We manufacture 89 percent of our products in our own factories,
and it is now time to compile resources and strengthen our
environmental policies. We are also accelerating our program
in favor of social responsibility, in place since the year 2000
with our partners with whom we contract, further encouraging
them to follow our path to continuous progress.

Our sustainable development program is also a great opportunity
to share with our 8,650 employees, worldwide, our corporate
vision and values. It has always been our policy to foster a sense
of individual responsibility and its corollary, the necessity
for irreproachable personal integrity. This program has allowed
us to bring to the forefront many charitable works, which
our subsidiaries have been involved in for some time. For us,
these local efforts give substance to our social commitment,
notably in the field of education.

The nature of our business probably means that its
environmental and social impact will be less than is the case
elsewhere. However, I am convinced that it is our responsibility
to do everything within our power to contribute to the
emergence of an economy which is more respectful
of the environment. We owe this to future generations,
while remembering that today, more than ever, it is the consumer
who decides what products to buy.

Our good works make it possible today to present our first
sustainable development report. It is intended for our employees
and all other stakeholders in this enterprise. We have been
mindful to conform to a common framework for sustainability
reporting, broadly following the recommendations of the
Global Reporting Initiative (1).

We hope that we are clear and to the point…in a word, very BIC.

Bruno Bich

“Art imitates nature,” theorized Aristotle in his Physics, Book 2.
Citing this quotation in our annual report 20 years ago,
our founder, Marcel Bich, demonstrated his respect for nature
and the environment. Indeed, it was often this attitude that
dictated his policy choices. What better proof is there than his
letter to the shareholders of the Company, just after our initial
public offering. “It is the function that determines the means,”
he wrote in expressing his idea of good business management.

Today, we remain firmly convinced that harmony and balance still
have a central role to play in our business practices. With a view
to sustainable development, we are asking ourselves how we can
further contribute to the development of human civilization,
yet protect our planet’s ecology for future generations.

Finding answers is more urgent than ever. In fact, one out of four
people in the world live on less than 1 US$ per day. One out of five
cannot read, nor have easy access to drinking water. Moreover,
it would take three times the entire planet’s resources to meet
the needs of humanity, if everyone enjoyed the same standard
of living as the one we currently have in developed countries.

In 2003, we set up a working team, comprised of
25 individuals of different nationalities. The members came
from all departments: research and development, manufacturing,
purchasing, sales and marketing, communications, logistics,
legal, human resources, and general management.
During the first six months, this committee analyzed actions
currently and already underway, and determined the stakes
and priorities for the BIC Group. In March 2004, their conclusions
served as the basis for the formal launch of our sustainable
development program.

The BIC® product philosophy has always focused on what’s
strictly essential, simplicity, functionality, value and the best
price/quality tradeoff. As Leonardo da Vinci would say,
“Simplicity is the ultimate sophistication.”

We are now taking this thinking further. Our sustainable
development program has led us to gain a better understanding
of the true impact of our mass-manufactured products
on the environment. We have commissioned simplified life cycle
evaluations concerning certain of our core products.
This work uses methodologies which are recommended
by specialists in the field.

(1) See http://www.globalreporting.org
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Corporate
governance
Sustainable development

is one of BIC’s objectives

In 2003, our chairman set up a structure dedicated to sustainable
development.

The sustainable development director is now in charge and
reports directly to Marie-Aimée Bich-Dufour, one of three Group
executive vice presidents.

The sustainable development committee is comprised
of members of different nationalities, namely French, American
and Brazilian, coming from diverse departments within various
Group subsidiaries. This committee:

makes proposals to the Executive Committee,
concerning intentions and plans, and informs
it as to the progress achieved;
ensures the fulfillment of action plans underway
within the Group.

This committee meets every two months.

In 2005, sustainable development will be on the agenda
in several internal meetings, will be the topic of an internal
communication program, and will be discussed in numerous
Company internal and external publications.

Governance: legal obligations

and voluntary recommendations BIC PERFORMANCE
One third independent directors Board Audit Compensation
(having no relationship with the Company, of Directors Committee Committee
the Group or its managers that could be 
construed to constitute a conflict of interest)(1) 4/9 3/3 2/3
Number of Board meetings
during the year(1) 4
Attendance rate(1) 97%

Board members Existence of standing committees(1) 2 committees

Number of standing committee meetings Audit Committee Compensation Committee
during the year(1) 2 3
Attendance rate(1) Audit Committee Compensation Committee

100% 100%
Evaluation of Board performance At the beginning of 2005, performance was evaluated by a confidential 
once every 3 years(1) questionnaire. No change was made to the Board’s rules of order.

Multiple mandates(2) All members conform to the rules concerning multiple mandates.

Auditors
Auditors do not sell consulting services 
to the Company(1) In compliance

Shareholders Quorum for shareholder meetings 67.5% in response to the first invitation

(1)  according to the Viénot or Bouton reports.
(2)  French law concerning corporate governance (Nouvelles Régulations Economiques, NRE).

For more details on corporate governance at BIC, see our reference document
and visit our Web site at www.bicworld.com.

Christine Desbois

Sustainable Development director

“At BIC, sustainable development was already one of the
Company’s priorities for 2004, even before the publication
of our first sustainable development report.

Even more important than the publication of this report
is the decision to integrate sustainable development into
the Company’s strategy. The report is primarily a snapshot
of our intentions and the initiatives we have undertaken
with all simplicity and with pride. Moreover, it presents our
ambitions, which we are progressively bringing to fruition.

Our goal is to conduct this project in a simple, yet
pragmatic and ambitious fashion. This is what we often
call the BIC approach, the same as is evident in the
simplicity and functionality of our products, the same
approach that drives our Company.”

INSIGHT

The BIC Group governance
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The BIC® Cristal® ballpoint pen revolutionized writing habits.
With BIC lighters, producing a flame became safe and efficient.
With the first BIC® shaver, shaving gained in practicality
and simplicity.

The Company is still facing these same challenges, while changes
in the marketplace, in technologies and in consumer needs have
constantly driven our innovative approach, backed by the values
that have defined our trademark and our product brands.

Today, BIC is the world’s leading manufacturer of ballpoint
pens and each day sells 22 million stationery products.
BIC® is also a world market leader in lighters (4 million lighters
sold daily in the world) and in shavers (11 million shavers sold
daily in the world).

Our skills
BIC manufactures and markets stationery products, lighters
and shavers. The Company has also diversified into water sports
equipment and into promotional products.

A pioneer in its core businesses, BIC® has been simplifying life
for millions of consumers for over 50 years. The Company
has always relied on its innovative approach to understand needs
and find solutions that deliver distinctive consumer benefits.

OUR BUSINESS

Total Group Net Sales by category in euro millions

Total Group Sales in euro millions

Total Group sales were 1.386 billion Euro, up 1.9% from 2003.
On a comparative basis, i.e. at constant perimeter and constant currencies,
the increase was 6.0%. The cumulative negative impact of currency
fluctuations was 5.3 points on the growth in 2004. 

As reported and on a comparative basis, sales grew in our three categories,
stationery, lighters and shavers. In stationery (+5.6% on a comparative
basis), BIC gained market share, particularly in North America
and Western Europe with both classic and value-added products.
In lighters (+7.9% on a comparative basis), sales performance was driven
by the Americas. In shavers (+4.9% on a comparative basis), triple-blade
sales increase offset single- and twin-blade decline.

BIC is a multinational enterprise with operations in 5 continents.
It markets its products in over 160 countries worldwide, either through its
directly-owned subsidiaries or through its network of certified distributors.

Total Group Sales by Region in euro millions Operating Margin Evolution

Consolidated income from operations was 215 million Euro, up 2.9%
from 2003. The operating margin increased slightly by 0.1 points to 15.5%
of net sales. This reflects our focus on costs, in spite of material price
increases and currency fluctuations. For the 11th consecutive year,
the operating margin is above 15%.

Income before tax decreased by 10.9%, to 160 million Euro in 2004
due to the USA restructuring costs of 40 million Euro for the planned
closure of BIC® ballpoint pen, BIC® shaver and Sheaffer® pen
manufacturing operations by the end of 2006. Group net income
decreased from 110 million in 2003 to 99 million Euro.

OUR 2004 KEY FIGURES

52%
Stationery

25%
Lighters

19%
Shavers

4%
Other products

33%
Western Europe

46%
North America
and Oceania

13%
Latin America

8%
Eastern Europe,
Middle East,
Africa and Asia



Indicators
Plastic is the main material
used by the Group

Plastic accounts for 16%
of product shop costs

we have 11 main suppliers
for plastics

4 to 5 g of plastic
in each BIC® Classic shaver
and  BIC® Cristal® ballpoint pen

Main impact
Consumption of non-renewable
resources

BIC® Cristal® ballpoint pens:
90% of total environmental impact,
linked to the product life cycle,
results from the extraction and
transformation of raw materials.
(See: Our products)

BIC® Classic shaver: 13.6%
of total environmental impact,
linked to the product life cycle,
results from the extraction and
transformation of raw materials.
(See: Our products)

Areas of improvement
Improve the use of materials
through the eco-design
of new products

Indicators
24 factories

8,650 employees

89% of production
takes place at BIC sites

Main impact
Consumption of water and energy

Areas of improvement
Progress through  environmental
management systems

Materials procurement

Production

GASES

PLASTICS

METALS

PLANT

Our business4
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Indicators
In Europe, 80% of shipping
is by road, while combined rail
and road is the other 20%

Number of BIC® Cristal® pens
per truck: 2.7 million;
number of BIC® Classic shavers
per truck: 845,000

Sales in 160 countries

Sales in developing countries*
represent about 29.1%
of volume and 13.5% of value

Main impact
Transportation impacts
air pollution, and consequently
the greenhouse effect

Areas of improvement
Maintain/increase “combined”
transportation.

Consider river transportation.

* HDI definition
(human development indicator)

Indicators
A BIC ballpoint pen can draw
a line from 2 to 3 km long

A BIC maxi lighter supplies
3,000 lights

A BIC shaver is good
for 7 days of shaving

A shave consumes on average
2 liters  of water

Best-selling products worldwide
(in volume): BIC ®Cristal® pen,
BIC® Classic shaver, Round Stic™ pen

Main impact
BIC® Classic shaver water
consumption during shaving

78.5% of the total environmental
impact linked to the life cycle
of the BIC® Classic shaver relates
to the time spent shaving
(See: Our products)

Areas of improvement
Continue to raise consumer
awareness

Indicators
• Household waste in France:

21.1 million tonnes per year

• Percentage going to landfills: 80%

• Percentage  recycled /incinerated: 20%

Weight of BIC products sold
in France each year: 5350 million tonnes,
that is less than 0.0255%
of total French waste 

Main impact
Depending on the process:
ground, air or water pollution.

Process availability varies locally.

BIC® Cristal® ballpoint pens:
0.2% of the total environmental
impact linked to the product life cycle
relates to the end of the product’s life. 
(See: Our products)

BIC® Classic shaver: 0.05%
of the total environmental impact
linked to the product life cycle relates
to the end of the product’s life.
(See: Our products)

Areas of improvement
Areas of improvement:
Develop new uses of materials
through wider use of ecodesign.

Distribution

Utilization

End of life

SALES FLOOR

SHIPPING

WRITING

RECYCLING

INCINERATION

LANDFILL

SHAVING

LIGHTING

Our business 5



OUR VISION, OUR VALUES

Over 30 years ago our Founder, Marcel Bich, wrote a letterto BIC shareholders outlining some of the fundamental valuesof our Company. These values are as meaningful todayas they were over 30 years ago.
1. Business is built by taking a practical “hands-on” approach.2. We take risks…but by covering our risk we increaseour chances of success.

3. Beware of Technocracy…never let technocrats or bureaucratsrun your business. Businesses should be managedby business people.
4. We place confidence in our people and foster a senseof individual responsibility.
5. Financial, industrial and commercial strength are requiredto prosper worldwide.
The original credo of our Founder is alive and well in our Companytoday. These values will continue to guide our effort to strengthenBIC’s position and to prosper in today’s global marketplace.Building on these principles, we have worked with an internal teamto develop an updated version of BIC’s Vision and Values forthe future. Our intention with this update is to give everyoneat BIC a sense of shared purpose, to focus our energy and effortin a common direction, and to reinforce the principles that willcontinue to serve as an underlying part of our future success.

Bruno Bich
Mario GuevaraChairman
Executive Vice-Presidentand Chief Executive Officer and Chief Operating Officer

Our Vision
Our Vision for BIC is simple. Here it is:

We offer Simple, Inventive
and Reliable choices for Everyone,
Everywhere, Every time 

Simple & Inventive 
When we ask consumers about the meaning of the BIC brand,
they tell us that BIC invented simple ways to do simple things…
and they expect us to continue our inventive ways. We will.

Everyone 
Our products will always offer great value at prices
accessible to all.

Everywhere 
Our products will be available in outlets the world over.

Every time 
The quality of our products ensures reliable performance
– first time, every time.

Our Vis ion, Our Values6



Our Values
Honor the Past,
Invent the Future
BIC has a history rich in innovation that
is embedded in our culture. We often refer
to the phrase “Honor the Past, Invent the Future.”
It is symbolic of the way we will build
our future together.

This philosophy is a central element of our culture
and is guided by our shared values:

Our Vis ion, Our Values 7

The BIC Values

Ethics

We conduct our daily business with Honesty,

Trustworthiness and Respect.

Responsibility

We deliver our commitments to consumers,

customers and colleagues; and we hold ourselves

accountable for our work and our decisions.

Teamwork

We believe that a diversity of people from

different cultures keeps our minds open to new

opportunities; and that working in teams allows

us to take advantage of these opportunities. 

Simplicity

We believe that simple solutions are often

the best solutions. When faced with complexity,

we respond with clarity.

Ingenuity 

We find clever, practical and efficient solutions

to the challenges that confront us.

OUR OBJECTIVES FOR 2005

In early 2005, the updated Vision and Values for
the future were communicated to all BIC employees
throughout the world. Specific events were organized
in all BIC locations, with BIC Values “Ambassadors”
training local employees on:

BIC Values in Action;

principles and behaviors best corresponding
with the BIC values, with local examples;

what are the traits of a true BIC person.

Adherence to the BIC values will be included
in employee personal evaluation forms
and individual development plans.



A shared commitment to ethics8

As is the danger with any written corporate policy

statement - simply adopting an ethics policy is

not enough. Educating employees about what

it truly means, when to ask questions, who to go

to for help, and the importance of ethical conduct

to the Company is critical. This is followed closely

by the need to show all stakeholders that the

policy is effective, i.e., it works.

BIC Corp (USA) has had a written ethics policy

(BIC Business Code of Ethics) in place for many

years. However, BIC’s reputation for integrity

and fair dealing was well established long

before this written policy was developed.

The standards of acceptable business ethics set

forth in this written policy have been the

cornerstone of the basic business principles

which drive BIC’s success.

Marie-Aimée Bich-Dufour

Executive Vice-President

A SHARED COMMITMENT TO ETHICS 

A new Code of Ethics
It was in the offices of BIC Corporation (USA) that the Company
penned its first Code of Ethics. Mindful of the quality of this
initiative, we decided to transform this document into
a Company-wide policy. Our Business Code of Ethics sets
forth the principles by which we all must abide, as well as
the resources necessary for their application. It goes without
saying that each subsidiary has complete latitude over
the implementation of this Code with respect to local
practices and culture, as long as the fundamental principles
and objectives of the Code are maintained.

The objectives of our Code of Ethics

To constitute the sole reference document for the Group.

To make available a useful document for day-to-day affairs:
simple to read and accessible to all.

To provide simple guidelines for correct conduct
in the event of a dilemma.

To be flexible enough so that our subsidiaries
can adapt it to their activities and culture.
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Christian Jouan

Purchasing Director Europe

“I consider that ethics is first of all a matter of behavior
rather than process. Ethics is an integral part of our
purchasing strategy and each purchaser has an obligation
to apply this policy daily. Purchasing for the most part
is conducted by professional specialists who ensure fair
dealing in their choices, even if those decisions might
minimize or penalize the financial performance of the end
result. Our suppliers are selected according to rules that
everyone knows. Criteria for evaluation are economic,
environmental, social and respectful of BIC values.
Step by step, we are looking to improve our behavior
in order to make ethics a part of ’business as usual.’
We heavily involve our suppliers, without compromising
ourselves, in order to integrate them better into
our approach, sharing best practices along the way.”

INSIGHT

The principles

of our Code of Ethics

Principles of action:

Respect for fundamental human rights: 

standards of the International Labour

Organization (ILO), forbidding all forms

of harassment and discrimination.

Respect for the environment: 

health, safety and environmental protection

in factories, sharing our objectives and values

with our sub-contractors, low impacting

products, ecological awareness in the office.

Respect for law.

Social dialogue.

Principles of behavior:

Avoid conflicts of interests.

Protection of Company property.

Professional responsibility.

Integrity and honesty in relations

with our customers and suppliers.

For more details, visit www.bicworld.com

Mediators
The Code of Ethics will be a success if it is widely disseminated.
We have established the position of mediator in order
to assist our employees in the event of questions or dilemma
in the application of these ethical principles.

Our mediators have the mission of receiving the questions and
comments of all of our employees (in their national languages),
exercising discretion and working outside of hierarchical
boundaries. It is imperative that questions of ethics be treated
by our mediators in a spirit of total independence, with
our ethical principles as their only authority. We are setting up
a working protocol that will allow:

any- and everyone to transmit simply and quickly their
questions or comments to a mediator;

the mediator to receive in a timely fashion the original
message, translated into English or French, in order to be able
to offer the best response, as quickly as possible (the answer
in turn, translated into the original language as needed).

Golden rules for each activity
We are currently finalizing the Company’s Code of Ethics for each
activity. A page of specific recommendations is intended to assist
each function: purchasing, logistics, finance, et cetera. We chose
to make it short and simple in order to ensure these skill-specific
guidelines will be used and applied.

Golden Rules for Purchasing:

Make a sincere contribution

to the commitments and values of BIC

Rule 1
Maintain exemplary behavior with suppliers:
fair dealing, honesty and transparency.

Rule 2
Be ethically impeccable.

Rule 3
Become an active contributor to the BIC sustainable
development program.
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Disseminate the Code of Ethics to all our employees.

Formalize our golden rules by skill center
for finance, legal, human resources,
communications, sales and marketing.

Raise awareness among managers
in the various regions of the golden rules
for their respective activities.

OUR OBJECTIVES FOR 2005

Tom Kelleher

Senior Vice-President
– Administration, General Counsel
& Secretary – BIC Corporation

A successful company cannot be measured by profits alone.
Among other things, it must be judged by the quality
of its products. BIC has an ethical obligation to provide
its customers and consumers with simple, high quality
products at a fair price. The word “BIC” is synonymous
with this philosophy.

BIC’s reputation for integrity, honesty and fair dealing
took years to achieve. Knowingly producing a product
which does not meet the quality standards BIC has
established and maintained can do irreparable harm
to the Company in a matter of days. A corollary of this
philosophy is that the Company has an ethical obligation
to defend its products, its employees and its other
stakeholders when its products are wrongfully accused
of being inferior, especially when it is alleged that the
product caused personal injury and/or property damage.

Twenty years ago in the United States, BIC was confronted
with an onslaught of product liability lawsuits, media
attacks, and government investigations claiming its lighters
were dangerous, causing injuries and property damage.
Contrary to the prevailing school of thought that such
attacks should be disposed of quickly by means of large
monetary settlements and often the recall or discontinuance
of a product, BIC made a conscious decision to defend its
products in the courtroom and the court of public opinion.
Consistent with its ethical obligation to its stakeholders,
BIC viewed this decision as the only viable option.

Twenty years later, after successfully defending itself
in nearly 150 lawsuits, BIC® lighters remain one of the best
selling disposable lighters in the world. Sales are strong
and the number of claims and lawsuits brought against
the Company are a small fraction of what they were
twenty years ago.

CASE STUDY

Anti-discriminationand anti-harassmenttraining in USA
BIC Corporation (USA) has taken substantive actionto ensure irreproachable ethical attitudes:Anti-harassment and anti-discrimination policiesare permanently posted in the workplace.Training is organized to raise everyone’s awarenessof these issues.
Forbidden behavior is clearly defined for everyone,chiefly concerning sexual harassment(verbal, physical, visual and electronic).Complaints can be addressed to one’s supervisor,or to a human resources manager, or the seniorvice president for human resources, or to the generalcounsel, and that in any order.

Protection is provided to employees.All trainees sign the anti-discriminationand anti-harassment protocol.
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OUR PRODUCTS

BIC product philosophy
and design
The BIC® product philosophy has always been focused
on simplicity, functionality, quality and the best price/quality
tradeoff.

Since the launch of the BIC® Cristal® pen, the style
and design of BIC® products, and the materials that go into them,
have had but one purpose: perfect harmony between their
form and the use they are designed for.

There has never been any place for the superfluous.

In addition, BIC designs the vast majority of its products
for a maximum of use – a BIC® pen draws a line up to 3 kilometers
long; a BIC® lighter provides up to 3,000 lights; and a BIC® shaver
is good for a week of shaving.

In our factories, BIC production processes are constantly being
optimized, notably to reduce materials usage. That is the effort it
takes to enable us to offer the best products at the best price.

“Perfection is achieved, not when
there is nothing more to add, but when
there is nothing left to take away.”
Saint-Exupéry

For many of us, the BIC® brand symbolizes quality products

that are practical and affordable. However, for some

people, it also means products that are disposable....

From baby-wipes and diapers to household appliances

or consumer goods, many of the products that we use

daily are finally disposable.

And yet, one has to examine the true environmental

impact of a product, including the simplified life cycle

evaluation, which consists of analyzing everything

that one puts into or takes away from the environment,

from the extraction of raw materials to disposal

at the end of the product’s life.

This pragmatic, scientific approach enables us to better

understand the impact of our products on nature. It also

helps us to clearly identify the potential for improvement.

Indeed, we’re striving to integrate “ecodesign” principles

and methods progressively into development processes.

Christine Desbois

Sustainable Development Director



Our products12

BIC® product
life cycle evaluation
Every product has an impact on the environment.
From the extraction of raw materials to disposal at the end
of the product’s life, and including the production, distribution
and usage phases in between, products impact our natural
resources and more or less pollute.

In order to fully master their impact on the environment,
BIC initiated assessments of its products and their interactions
with our environment at each phase of their life cycle.
For this purpose, BIC uses the method, Eco-indicator 99.
Developed by Pré consultants, partnering with the Netherlands
Ministry of Housing and the Environment, this method allows
for estimating and comparing the environmental impact
of products throughout the life cycle. It is used by many
designers, worldwide, who see it as both a practical and efficient
solution for improving the environmental quality of products.

Our shavers

Independent experts* have determined that during the life cycle
of our shavers, contrary to what we had expected, the elimination
of products as waste at the end of the life cycle accounts
for less than 0.1 percent of their total impact.
The main environmental impact occurs when shaving,
essentially due to the use of water, but also due to
the use of shaving foams. This phase in their life cycle accounts
for three quarters of the environmental impact of our shavers.

The secondary environmental impact of shavers, like other
BIC® products, is the depletion of nonrenewable resources,
in particular crude oil.

Water
statistics

Water covers over 70% of the total surface

of the planet. 
Fresh water accounts for 2.5% of the water

on earth. Only 0.3% of this fresh water
is accessible to people.An adult needs, as a minimum, 2 liters

of water a day.Source: UNEP, Global International Waters Assessment.
A shave, a shower or a bath requires,

respectively, about 2 liters, 50 liters
and 250 liters of water.

Without
usage step

Simplified life cycle evaluation BIC® Comfort™ 3
Breakdown of environmental impact

57.3%
Raw material

29.2%
Production

13.1%
Distribution

0.4%
End of life

14.2%
Raw material

7.2%
Production

3.5%
Distribution

75.0%
Usage

0.1%
End of life

*  02 France Agency.
For more detail, visit www.bicworld.com 
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Our ecodesign approach
Ecodesign means integrating environmental considerations,
starting at the product design phase.

Do more with less – our concern for economy and the elimination
of the superfluous is fully consistent with this approach.

Moreover, the effectiveness of this approach is already apparent.
A recent project to optimize the industrialization of BIC® Cristal®
pens in Europe, notably by reducing materials usage, effectively
enabled us to bring a similar product to market, yet reduce
the total impact of the BIC® Cristal® pen on the environment
by 33 percent.

Now that we have an objective assessment of the impact
of our products, we can progressively integrate ecodesign
into our Research & Development processes.

Our final objective is to systematize this approach for all
of our new products.

Our new products
Our new, more sophisticated products are enjoying a growing
success in every category. At the same time, consumers want
more comfort in product use, more flexibility and greater ease.
This trend does nothing to simplify product design requirements.

A comparative study between our traditional BIC® Cristal® pen
and the recently introduced BIC® Velocity Gel Refresh pen
shows that to draw a 2-kilometer line with each of the two pens,
the BIC® Velocity Gel Refresh pen has an environmental impact
5 times greater than that of the BIC® Cristal® pen. In order
to be easier and more comfortable to use, the BIC® Velocity Gel
Refresh pen uses more materials during production, in addition
to less economical gel technology.

This way, BIC gives consumers a choice, offering broad product
ranges from the simplest to the most sophisticated, yet remains
loyal to its philosophy of the best product, at the best price,
in a spirit of universality.

Our pens

The life cycle assessment of our BIC® Cristal® pens reveals that
the disposal at the end of the pen’s life only amounts to less
than 0.2 percent of the total impact. 89.9 percent of their
environmental impact results from the use of materials,
essentially of 5 grams per unit of plastic materials,
which contributes to the depletion of a nonrenewable
natural resource, namely crude oil.

Oil statistics

Annual global oil consumption amounted to

3.6 billion metric tons in 2003 (+15%: base 1993).

4% of the world’s oil consumption serves

to produce some 169 million metric tons

of plastic each year (+56%: base 1993).

4g and 5g of plastic, respectively, are used

to manufacture our celebrated BIC® Classic

shavers and BIC® Cristal® pens.

The fossil fuel consumption of a small car,

traveling 100 kilometers, is equivalent

to the oil needed to produce the plastic

in 3,200 BIC®Cristal® pens, or 2,800 BIC®

Classic shavers, which provide, respectively,

three generations of writing, or 50 years

of shaving!

Simplified life cycle evaluation BIC® Cristal®
Breakdown of environmental impact

89.9%
Raw material

5.3%
Production

4.6%
Distribution

0.2%
End of life

For more detail, visit www.bicworld.com 
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Packaging
Many products are sold without any packaging that

would otherwise end up in the consumer’s wastebasket.

In Europe, 68% of BIC lighters (the 4 most popular

models) are sold to consumers without any packaging.

In addition, 50% of BIC writing instruments

(the 10 most popular models) are sold to our clients

in boxes of 12, 20 or 50 units, then sold to consumers

without any packaging; 70% of our shavers

(the 15 most popular models) are sold to consumers

in packs of 5, 10 or more, in lightweight pouches.

As for our other products, BIC has initiatives to limit

the quantity of materials used in packaging.

OUR OBJECTIVES FOR 2005

Have available a complete ecodesign tool.

Train our designers in the use of ecodesign
and the importance of sustainable development.

Initiate the integration of ecodesign into
our Research & Development projects.

Product safety policy

Before any BIC product goes to market, it has to meet our strict
product safety requirements. Systematic testing and evaluation
processes are adapted to the characteristics and intended use
of each product. Because consumer safety is one of our highest
priorities, our pen caps, for example, are designed to minimize
the risk of suffocation if they are accidentally swallowed.

Quality and safety of our lighters

Four million lighters are produced each day across four sites,
located in France, Spain, the U.S. and Brazil. Quality and safety
are the heart of the production process. Each BIC® lighter
is subject more than 50 systematic and individual quality
controls during the manufacturing process.

BIC quality assurance requirements for its lighters conform
to or exceed those of international safety standards for lighters,
established by ISO (International Organization for
Standardization), ASTM (American Society for Testing and
Materials), US CPSC (US Consumer Product Safety Commission)
and all other relevant government bodies.



The Manaus plant, Brazil 
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Quite simply, continuous improvement is a primarygoal of BIC’s environmental, health and safety efforts.To help ensure continuous improvement, our strategyfor the next two years is to further refine andimplement Environmental, Health and Safety (EH&S)management systems at all of our manufacturingfacilities around the world. This action plan is a directreflection of a new Group policy on the environment,health and safety.
Mark Sullivan
Environment
BIC Corporation

OUR FACTORIES
Reducing impact in factories

A new Group policy
As a leading consumer products company, BIC has long been
committed to providing exceptional value to our customers and
consumers. That value includes our commitment to protecting
the health and safety of our customers, consumers, employees
and neighbors, as well as minimizing the impact of our products
and operations on the environment that we all share.

In our relentless effort to continually improve that value,
BIC has implemented a new, unified Group policy on
the environment, health and safety. This policy is backed up
with a set of worldwide objectives and guidelines that direct
the efforts of our product designers, manufacturers and supply
chain personnel toward achieving continuous improvement.
To carry out our policy and objectives, we are currently focused
on revising or establishing site-specific EH&S management
systems at each BIC location.

ISO 1400 certification is not implemented in the whole Group
but for selected factories which have chosen this way to make
progress. However, we do not promote nor forbid the usage
of this certification.

We believe that a locally grown management system is best
suited to address the products, risks, regulations and culture
associated with the areas served by each BIC facility.
Measurement and tracking of results through both local and
global Key Performance Indicators (KPIs) helps keep us focused
on our objectives, as well as continual improvement.

In the BIC tradition, our approach to environmental, health
and safety issues is simple and practical, but designed to achieve
results. We take a big-picture view and make an effort to involve
our stakeholders, especially BIC’s most valuable resource,
our employees. This is illustrated in an excerpt from our Group
Environmental, Health & Safety policy entitled, “Responsibility
and Challenge”.
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Objectives for environment,
health and safety
BIC periodically develops or revises a simple set of general
objectives to guide the worldwide efforts of our facilities
to minimize the environmental, health and safety (EH&S)
impacts of our operations, products and packaging.
Our current Objectives, in no particular order, are:

Prevent pollution from operations. We must continue
to reduce the quantity and toxicity of wastes, air emissions
and water discharges from our manufacturing facilities.

Minimize consumption of resources. We must
continually optimize our consumption of energy, water
and raw materials resulting from product manufacture,
packaging and distribution.

Reduce the environmental impact of our products
and packaging, to the extent feasible. We must strive
to identify and reduce environmental and safety impacts
throughout the product life cycle, considering product design,
packaging, distribution and final disposal.

Protect and promote the safety, health and well-being
of our most valuable resource, our employees. BIC must
continue to improve on safe work practices and encourage
employee behaviors that identify and minimize risks
to the safety, health and wellness of our employees.

Protect the health and safety of our neighbors.
We will continue to design our products and operate
our manufacturing facilities with a priority on prevention
of accidents affecting people or the environment.
Nevertheless, comprehensive emergency preparedness
must be maintained to respond quickly and effectively
to accidents, should they occur.

Share our objectives, progress and successes with
stakeholders. We must clearly communicate our efforts,
and more importantly our results, to our employees,
customers, consumers, business partners, investors
and other interested parties.

Responsibility

and Challenge

Extract of the BIC Policy

“Environment, Health and Safety”

Ethical conduct toward our employees, consumers,

customers, suppliers and shareholders is a fundamental

and pervasive operating principle within the BIC Group.

Accordingly, BIC has maintained a long-standing

commitment to protecting the environment, as well as

safeguarding the health and welfare of our employees,

neighbors and consumers.

We recognize that nearly every aspect of a manufacturing

business, including the production, distribution, and end

disposal of a product and its packaging, has the potential

to impact the environment, human health or safety.

It is clearly our responsibility to minimize those impacts.

The challenge is to develop solutions that protect people

and the environment and allow us to maintain the

product quality and value that consumers demand.

BIC accepts this responsibility and this challenge.

Our approach is to collaborate with our employees,

suppliers, customers and consumers to identify, assess

and minimize the environmental, health and safety

impacts resulting from our manufacturing operations,

our products, and our product packaging.

Results are Everything:two examples
BIC has always maintained a serious commitment
to protecting the environment and looking out for the safety
and health of our employees – a commitment that is as old
as the Company itself. The following is a brief look at a few
of the historic efforts and results from around the world.
Awards in Mexico
Who was the first writing instrument manufacturer in Mexico
to be awarded the government’s Clean Industry Certificate?
It was BIC’s Mexico facility No Sabe Fallar. In fact, we have
received the prestigious Certificate for three consecutive years.
The Clean Industry Certificate recognizes manufacturers who
pass a voluntary audit of environmental issues, including waste
management, pollution control and energy efficiency.Environmental management system in BrazilBIC Amazonia is located in an environmentally-conscious region

of Brazil. In 2003, the facility completed the implementation
of a new environmental management system, with a special
focus on training and involving their employees in continuous
environmental improvement. As a result of employee efforts, 
an impressive 80% of all factory wastes are now recycled
or reused. Our efforts are now focused on the remaining 20%.
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Performance 2004

Water

Total water consumption for the BIC Group did not increase
between 2003 and 2004, despite a significant increase in reported
production. Water-use efficiency, represented by consumption per
tonne of product, actually improved by 13% over 2003.

Cooling water usage at only two manufacturing plants
represents 86% of the total water consumption for the BIC
Group. Since most of the water is used only for cooling,
the environmental impact is very low. Nevertheless,
these 2 plants will be targets of opportunity for significant
reductions in water usage in the next few years.

Most BIC facilities achieved significant improvements
in water-use efficiency as a direct result of local actions
implemented by the plants to reduce their water consumption.
Examples of activities include: the installation of new flow
meters to monitor and manage consumption, improvements
in the efficiency of a recycled water system, improvements
to existing cooling tower systems, and even collection
of rain water for watering of gardens.

Waste water generated from product manufacturing
or sanitary uses is mainly discharged in the public water
treatment system or is internally treated.

Energy

Electricity used for machinery, buildings and support functions
is supplemented by fuel gas and fuel oil, used primarily
for building or process heating. The mix of electricity,
gas and oil varies for each facility depending on facility
operational needs, the regional availability of energy and local
environmental restrictions.

Despite a significant increase in production, the BIC Group
has documented an 11% reduction in energy consumed per tonne
of production compared to 2003.

In 2004, most of our plants improved their energy efficiency
by improving the efficiencies of building heating systems
and compressed air power systems.

Waste

Although manufacturing output increased in 2004, the amount
of hazardous waste generated per tonne of production dropped
by approximately 9% for the entire BIC Group.

We experienced a slight increase in our generation of
non-hazardous waste in 2004 when normalized to production.
Successes in manufacturing waste reduction were countered
by exceptional waste generating activities in 2004 including
demolition of obsolete buildings and operations as well
as start up of new activities 

Distribution of water consumption
between the main activities in the plants of the BIC Group
(% of total expressed in cubic meters)

Annual water consumption normalized to production
BIC Group (cubic meters/tonne)

Annual energy consumption normalized to production
BIC Group (Giga Joules/tonne)

2004 total energy consumption by source
BIC Group (% of total expressed in Giga Joules/tonne)

90%
Cooling process

4%
Manufacturing process

5%
Domestic use

1%
Other uses

78%
Electricity

15%
Fuel gas

7%
Fuel oil
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with François Bich 

Executive Vice-President

“You are asking me, as an executive, what I expect regarding
the areas of Environment, Health & Safety in our factories.

I expect that our commitment to the health and safety
of our employees and our neighbors, as well as our respect
for the environment will be matched every year by
improving results.

I expect from our factories some common sense initiatives
as they work toward continuous improvement.

To help them carry out this goal, I have set up a task force
to define the minimum requirements of a common
Environmental, Health & Safety (EH&S) management 
system that can be applied across all our facilities.

I have asked that these systems be simple, results oriented
and based on continuous improvement principles.

Finally, I have defined a couple of KPI’s that will allow us
to measure the performances of our factories and highlight
the main areas of improvement for years to come.

INSIGHT

OUR OBJECTIVES FOR 2005

Early 2005: Implementation of the Group
Environmental Management System at selected
pilot plants.

2005: Beginning of the implementation
of the Group Health and Safety Management
System at selected pilot plants.

Starting 2006: worldwide rollout
of the Group Environmental Management System
for all BIC factories.

Starting 2006: worldwide rollout of the Group
Health and Safety Management System
for all BIC factories.

Starting in 2004, BIC has implemented a new internal standard
to identify wastes generated within the BIC Group that may be
hazardous to human health or the environment, regardless
of the country of origin. This classification system is interpreted
conservatively, therefore it often includes wastes that would be
classified as non-hazardous the plant’s host country.

Because of a deliberate preference for energy recovery, recycling
and treatment, less than 9% of BIC’s hazardous waste is
managed via land disposal. In most cases, these are wastes
that are not suitable for any other form of treatment and land
disposal is the last option.

Annual production of hazardous waste normalized
to production - BIC Group (tonne/tonne)

Annual production of non hazardous waste normalized
to production - BIC Group (tonne/tonne)

Note: “Other treatments/Destruction” represents all other forms
of waste treatment, including incineration without energy recovery.

2004 waste
production
BIC Group
(% of total
expressed in tonne)

2004
hazardous
waste
treatment

2004
non hazardous
waste
treatment

12%
Recycled

44%
Incinerated with 
energy recovery

35%
Other treatments/
Destructions

9%
Land disposal

83%
Non hazardous waste

17%
Hazardous waste

57%
Recycled

7%
Incinerated with 
energy recovery

1%
Other treatments/
Destructions

35%
Land disposal
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BIC derives 89% of its sales from products

manufactured in its own factories.

As a leading global consumer products company,

BIC is committed to conducting its range of business

activities, from manufacturing to marketing and sales,

in a socially responsible manner. The BIC Group Code

of Conduct is a set of business and social principles

describing our commitment to work with contract

manufacturers who share a commitment

to these principles.

Cheryl L. Chadwick

Vice President and Assistant General Counsel

BIC Corporation

Corporate Social
Responsibility (CSR)
Program Management
Since 2000, BIC has established a Corporate Social Responsibility
Program (CSR) that is an integral part of the qualification process
for our new products manufactured by contract manufacturers.
Participation in BIC’s Social Responsibility Program – which
includes compliance with BIC’s Code of Conduct for Contract
Manufacturers and factory assessments by an independent
external monitoring agency – is mandatory for all BIC contract
manufacturers.

Partnering Philosophy

BIC views Corporate Social Responsibility as a partnership with
its contract manufacturers to further shared values. We develop
this partnership by motivating improvement, setting goals and
seeking commitment to improvement rather than termination.
BIC seeks to work with those contract manufacturers who show
a commitment by responding promptly and providing a detailed
and honest plan for improvement.

OUR SUBCONTRACTORS
BIC Corporate Social Responsibility

BIC manufactures89% of its productsin its own factories
The major BIC plants are located in Brazil,France, Greece, Mexico, South Africa, Spainand the United States.

All BIC factories conduct their operationsin a manner which is consistent with the businessand social principles that are formalized in ourBIC Group Code of Conduct. This commitmentis being monitored by a self-assessment processin our factories.
BIC expects its contract manufacturers to committo the same Code of Conduct. Although BIC derivesonly 11% of its sales from outsourced products,mainly in the stationery business, BIC hasimplemented a specific program to monitorhow the Code of Conduct is actually implementedby contract manufacturers.
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Evaluation process

Step 1
BIC contract
manufacturer signs
the BIC Group Code
of Conduct

Step 2
Independent
external monitoring
agency conducts
an initial assessment
of the contract
manufacturer 

Step 3
Contract
manufacturer
presents
a Corrective
Action Plan
(“CAP”)

Step 4
Contract
manufacturer
implements the CAP
within an agreed
and reasonable
time frame

Step 5
Follow-up
assessment(s)
to confirm
implementation
of corrective action 

Step 6
Ongoing
assessments
(every 2 years)

FACTS AND FIGURES

11%
% of products
produced by contract
manufacturers.

30
Number of contract
manufacturers currently
retained by BIC.

28
Total number of contract
manufacturers who have
signed BIC Code of
Conduct and have been
subject to a factory
assessment.

China, Korea,
Japan and Malaysia

Main countries
from which products
are sourced by BIC.

3 to 18 months

Time needed by contract
manufacturers
to fully implement
corrective actions.

1. health and safety
2. fair wages
3. working hours

Most common deficiencies
observed during initial
assessment of contract
manufacturers.

Principlesof BIC Code of ConductSafe and Healthy Work Environment
Engage in Fair and Ethical Employment Practices

– Fair Wages and Reasonable Working Hours

– No Child Labor– No Forced Labor– No Discrimination– Freedom of Association– Legal ComplianceNo Animal TestingEnvironmental ResponsibilityPublication

For the entire version of the BIC Code of Conduct,

please visit www.bicworld.com

Difficult issues we face
BIC has faced some challenges in furthering its Corporate Social
Responsibility Program. One such challenge has been in gaining
commitment to improvement by its contract manufacturers,
particularly in local environments where noncompliance
is tolerated. We have attempted to overcome this challenge
through contract negotiations, continuous communication
and the support of external resources such as independent
monitoring agencies. BIC experiences the greatest success when
our expectations are clearly defined and understood, but we have
at times been challenged with how to develop effective methods
for communicating our expectations. In order to address this
challenge, BIC has developed a presentation which is used
by BIC’s Sourcing Department and Project Managers as a tool
to educate our contract manufacturers regarding BIC’s Corporate
Responsibility Program.

When deficiencies are identified, contract manufacturers require
time to correct the deficiencies – generally between 3 and 18
months. BIC strives to shorten the time frame for corrective
action through use of Supplier Notification Letters and open
communication.

Due to the relative early stages of BIC’s Social Responsibility
Program, it is not possible for BIC to measure sustained
compliance by BIC’s contract manufacturers over time. However,
ongoing assessments (every 2 years) will enable us to make
this evaluation in the future.
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OUR OBJECTIVES FOR 2005

Case Study:
Guangdong, China

Initial assessment of pen factory in Guangdong, China,
was conducted in August 2003.

Deficiencies identified during assessment included legal
compliance, fair wages, working hours, women’s rights
and health & safety.

The factory struggled with some of the requirements, such as
the working hours arguing that workers are young and want
to earn as much money as they can. The view of the factory
was that some of the Chinese laws are outdated and
applicable to a State-run enterprise and not private enterprise.
Furthermore, the factory advised that overtime is considered
by employees as an important way to earn more money
in a shorter period of time. Consequently, the factory was
concerned that employees would leave the factory if there
were not enough overtime opportunities. Even in light
of these issues, the factory did acknowledge room for
improvement of their current practices.

The factory tackled corrective action in stages. For example,
Health & Safety deficiencies were corrected within one month
of the audit. Other corrective action took more time.

BIC looked to the independent monitoring company that
had conducted the initial assessment to help clarify questions
the factory had with legal requirements.

At times, BIC was concerned that the factory was not
committed to make the “more difficult” improvements.
In addition, the factory indicated that it would pass along
to BIC substantial price increases if required to comply
with working hour requirements.

Initial discussions between the factory and BIC management
began in October 2003 and were unproductive. In February
2004, BIC’s Group Stationery/Sourcing Manager Asia
imposed more pressure on the factory and through ongoing
conversations and meetings, BIC was able to gain the
commitment of the factory to make improvements.
BIC also agreed to give the factory time to implement
systems/processes to correct the deficiencies. The factory
also engaged in discussions with local government agencies
which resulted in exceptions to limits on overtime work
during peak periods.

At the same time, BIC worked to further educate its
representatives about the BIC CSR Program and expectations.
This helped the BIC sourcing team to discuss/explain
BIC’s rationale to the factory.

A follow-up assessment of the factory was conducted
in August 2004 (one year later) and most improvements
were made. There was only one deficiency regarding
the probationary period.

BIC now has confidence that the factory is committed
to making improvements necessary to comply with
BIC’s CSR Program.

Increased communication of BIC’s Social Responsibility
Program and education through development
of a handbook for contract manufacturers.

Development of a self-assessment tool for
BIC-owned factories. Once developed, it is
BIC’s intention to test the tool at four BIC-owned
factories during 2005-2006.

Survey of BIC-owned factories to identify the local
contract manufacturers they may use to manufacture
products for local markets. Develop a monitoring
plan for these local contract manufacturers
in 2005-2006.
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Five highlights of 2003/2004

Country Domain Beneficiary Action

Australia Education Schoolchildren Literacy program 
financial donation

Ecuador Education Homeless children Pen donation

France Health Homeless people Shaver donation
in Paris suburbs

Kenya Education State Elementary Pen donation
Schools

United States Education Children ages 3 to 5 Play Safe! Be Safe!®
and their parents program

Since Marcel Bich founded BIC more than a half-century ago,the spirit of community involvement has always been partof the day-to-day experience for every BIC employee.In fact, community involvement is central to our approachof creating simple, inventive and reliable products for citizensthe world over to use every day.
As a worldwide manufacturer of these everyday, usefulproducts, BIC subsidiaries donate products to a wide rangeof charitable causes. Like BIC, these donations are focusedon local needs and practical in their intent, often addressinga challenging situation (shavers for hurricane victimswho are living in a shelter, for example.)

The Company certainly makes financial donations whenappropriate, but more often the BIC products themselves arethe most sought after and needed items and the recipientsare always happy to have them.
Our approach does not come from a formalized corporatemandate or policy, but is driven by local needs and initiatives,which is the essence of corporate giving and citizenship.Therefore, BIC does not consolidate “community activities”as a corporate indicator.

Claire Gerard and Linda KwongCorporate Communications 

OUR LOCAL COMMUNITIES



Our local  communit ies 23

Our local approach 

It’s a BIC world

BIC’s passion for involvement and improvement is also evident
in the variety of Company-sponsored activities, programs
and community events, which are as varied as the people, needs,
customs and cultures they support and celebrate.

Through its subsidiaries and presence in more than 160 countries,
BIC employees are actively involved with many international
organizations, including Junior Achievement, Red Cross, Save
the Children, Special Olympics, Students In Free Enterprise (SIFE),
UNICEF and United Way.

We also encourage and support employee volunteerism.
For example, in the USA we have the “Community Service
Volunteer Fund.” Employees can apply for a cash grant from
this fund to be donated to an organization in which they devote
their time and energy. In this way, we can support a variety
of causes and continue our goal of involvement and improvement.

Around the world, our product donations and employee
volunteerism in communities are often tied to two universal
themes for BIC: education and social initiatives.

Education Initiatives : pen donations

To meet truly local needs and customs, the programs
and approaches are varied. In Guatemala, in response to a plea
from the minister of education, we donated ballpoint pens
in February 2004. In Ecuador, we donated pens to the
“Padre Amador” foundation for homeless children in April 2004.
In the USA, we have in-school programs, such as “Quality Comes
In Writing,” which features an essay contest for students
in grades four through six.

In Romania we donated products to a kindergarten class
in Bucharest in April 2004. In France, we supported more than
30 different national or foreign education projects with pen
donations. In the UK, BIC supported the work of the “Feed the
Children” organization by donating pens to their offices, while BIC
Sweden chose to support a South African orphanage in 2004.

The list of causes and donations is long and varied, but our
philosophy is true to each local community and cultural need.
In addition, many of our distributors have the same philosophy
of giving to the community. In Kenya, for example, our distributor,
Haco, in cooperation with UNICEF, made a donation in 2003
of ballpoint pens and graphite pencils to Kenyan schoolchildren
as school attendance is now mandatory.

Social initiatives :

Giving Back to Our Communities

On an ongoing basis, BIC also supports programs in hospitals,
such as in Italy with the Ail Association for children with
leukemia. BIC France also makes regular donations of shavers
to associations such as Secours Populaire, Secours Catholique,
and Red Cross, which help homeless people. BIC Spain donates
shavers to prisoners at the Instituto Prisonal de Monsanto.
In Brazil, we donate to a home for children with cancer.

In addition to these programs, BIC supports local social initiatives
around its factory or office locations. These activities are varied:
from supporting local sports teams to donating funds for centers,
such as the Anixi municipality and cultural center in Greece,
which received support from the Company in 2003.
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Highlights
of a Specific Program

“Play Safe! Be Safe!®”

Play Safe! Be Safe! is an award-winning children’s fire
safety program sponsored by BIC in the USA and BIC Canada.
Since it was first launched in the USA in 1994, it has been
translated into two languages, in addition to English.
Both the French-Canadian and Spanish versions also feature
their own websites so parents can reinforce important
safety information with their children at home.

Play Safe! Be Safe!®
(www.playsafebesafe.com)

j’suis prudent! j’suis content! TM/MC

(www.jsuisprudentjsuiscontent.com)

¡niños seguros! ¡niños contentos!™
(www.ninossegurosninoscontentos.com)

Highlights of 10 Years of BIC

Sponsorship of “Play Safe! Be Safe!®”

Award-winning children’s fire prevention and safety education
program launched by BIC Corporation in 1994:

Director’s Choice Award for Best Curriculum,
Early Childhood News,
National Association for the Education of Young Children, USA.

Rolf H. Jensen Partners in Public Education Award,
National Fire Protection Association (NFPA), USA.

More than 90 BIC-sponsored community workshops
have been held in the USA and Canada.

Reaching more than two million children and families.

More than 62,000 kits in circulation.

After BIC completed the Spanish adaptation of the program,
¡niños seguros! ¡niños contentos™, we were honored to receive a
formal letter of endorsement from the International Association
of Hispanic Firefighters (IAHF), which reads,
in part, “The IAHF believes the program is an excellent resource
and plays an important role in fire prevention education for all
children.”

OUR OBJECTIVES FOR 2005

Sharing Our Practices

Share a sense of pride and accomplishment
by posting product donations and community
activities on BIC employee intranet.

Share good practices, while encouraging
all BIC subsidiaries to take a local and practical
approach to improving the communities
in which they live and work.
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Once an employee has tested positive for HIV, he or she is
placed into the wellness program. This consists of counseling
on healthy living, nutritional supplements, prophylactic
antibiotics, treatment for opportunistic infections, and laboratory
monitoring. At the appropriate time, individuals who meet
clinical criteria are offered antiretroviral medication.
The Company is paying for the vast majority of the medical
expenses. The rest is funded by an employee fund and
by a symbolic fee from the people in the wellness program.

Many benefits accrue from running

a HIV/AIDS program

Several employees are currently on antiretroviral therapy.
Some of them would almost certainly have died by now
without the medication, but instead they are well, strong
and productive. All of them are supporting their families.
Sadly, the Company has experienced AIDS-related deaths.

People are far more aware of the risk of HIV than before.
The use of condoms has risen.

Absenteeism due to sickness and hospitalization has
decreased for those employees in the care program.

The program is good for the morale of the employees, who see
that the Company cares about them and is willing to help.

* Sanlam survey.

A CASE STUDY :
HIV/AIDS PROGRAM
AT BIC SOUTH AFRICA

A will to change

South Africa, where approximately 5.6 million people are
infected (15.20% of the total population), has one of the most
severe HIV/AIDS epidemics in the world.

According to a large insurance company’s recent survey*,
50% of companies have no official workplace programs
to manage HIV/AIDS, 68% do not offer voluntary testing
and counseling and 73% have not implemented any healthcare
provision. Organizations can expect a 25% lower productivity
rate from staff with full-blown AIDS.

BIC South Africa started with a program to educate employees
in 2000. At that time, only a few large companies had
put HIV/AIDS programs in place. Even now, very few small
to medium-sized companies like BIC South Africa (250 people)
run such programs.

Three areas of focus: Education,

Voluntary Counseling and Testing,

and Health Management

Education on HIV/AIDS at BIC SA has taken many forms:

Videos covering basic facts about HIV and real stories.

Special speakers, including someone living with AIDS.

Peer educators have been trained. They play a vital role
by providing each department with numerous presentations
and discussion sessions. They also arranged two special days
for outreach to family members of employees.

Industrial theatre, organized during work time.

The goal in the HIV/AIDS education is behavior change
and trying to keep the uninfected employees from becoming
infected. As the virus is mainly spread by unsafe sexual practices,
people have to be persuaded to live safely and avoid risk.

BIC South Africa opened a clinic in the factory. Since the
beginning of voluntary counseling (May 2002), only about
a quarter of the employees have come to the clinic for voluntary
and anonymous testing. HIV testing is usually motivated
by a decline in their health: some start to experience health
disease and directly ask for a test or the clinic staff recommends
a patient to be tested for HIV because of a suspicious health
problem. Denial is a major concern.
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Opinion poll
In 2004, BIC conducted an opinion poll among its employees
in France, concerning their level of commitment to BIC.
Findings revealed a level of commitment on a par
with the average in the European Union, and greater
than the average in France. Significant points, identified
and commented on by BIC employees, included:

the strength and notoriety of the BIC® brand;

the image and reputation of the Company itself,
and of its products;

a multinational enterprise, which is also family-run
(offering a human dimension) and has a history;

an ethical company with strong values, which are shared
by its employees;

the location and environment of the workplace,
which is adapted to the nature of the business
(sites, offices, IT, plants, et cetera).

Findings also led to suggestions for improvement.
An action plan has been launched with regard to:

improving internal communications (departmental meetings,
quarterly communications in Europe),

explaining processes and internal procedures,

involvement and commitment by department heads
for evaluating employee performance, and

launching stress management programs at work.

Similar studies, at regular intervals, are planned in other countries.

The priority of BIC is to help develop

its employees to reach their full potential.

Our company wishes to develop

the talents and capacities of employees

by offering them opportunities

of growth and challenging jobs.

François Eyssette

Group Human Resources Director

OUR EMPLOYEES

The People
Development program
The program, called People Development, has a mission to:

identify and train upwardly mobile managers at BIC;

improve the operational performance of teams
and their managers;

disseminate BIC culture and values throughout the Group.

Within this framework, our objective in 2004 was to put
into place individual development plans in order to enable
our managers to reach their full potential. BIC provides
its employees with, among other things, practical training
and challenging opportunities. By taking on ambitious
assignments, the best performers also gain access
to opportunities for rapid advancement.

Engagement rate

Source : Hewitt 2003-2004
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Thanks to everyone’s effort, this objective was reached,
based on the process implemented within the Group:

individual development plans, formalized following personal
interviews with 98 percent of managers, depending
on the geographic region;

identification and accelerated promotion of “talents,”
i.e., those viewed as future Group directors;

succession plans (76% of key positions have one or several
designated successors);

declared policy of favoring promotion from within
the Company (over 80% of promotions to managers
were given to current employees);

encouragement to pursue professional training and practice.

An “international” manager
who benefited from the People
Development program:

Carlos Avila

recently appointed from Brazil
to Marketing Manager Group Shaver,
based in the US

“Assuming a global position within the Company was
for me an unparallel opportunity to grow not only
professionally but also personally. In my view, what counts
for the Company is the employee’s level of dedication,
commitment, skills and the right attitude, regardless
of the country in which he or she works. 

The most exciting part of my job is the chance to work
with colleagues from different offices around the world
and the challenge of being part of a multitask team
in a multicultural environment. Starting a business day
dealing with a Continent Marketing Team, then
participating in a conference call with our colleagues
in Greece or Japan, then jumping into a meeting
with Legal or HR in the US is a very enriching challenge
that only a truly global company like BIC can provide.

The encouragement and support I received from BIC
upper management made this major change in my life
smooth and very rewarding.”

INSIGHT

BIC University
Since 1998, BIC University (a.k.a. BIC U) trains Group employees
at all levels of responsibility. BIC U, operating at sites in Clichy
(France), Milford (USA) and Manaus (Brazil), offers instruction
in practical and applied subjects, such as:

BIC culture and values;

technical know-how;

fostering management skills;

BIC business;

personal development;

language studies and IT.

In addition, survey subjects are taught, with implications
for all sectors of the business, such as the economic model
practiced in China, the evolution of design, and the importance
of innovation.

Each site dispenses trainings that are adapted to local
operational practices (by continent, or by factory), and group
trainings that allow all of the participants to acquire the same
knowledge and understanding.
For instance, 145 days of training were organized in Clichy
and in the Europe, Middle-East, Africa region in 2004,
benefiting 1,664 people, with a level of satisfaction upon
completing courses that was 4.50 out of 5.
In 2004, over 10,300 days of training were dispensed across
all sites, compared with a total in 2003 of 7,710 days.

2003
7,710 days of training

(Group total)

2004
10,300 days of training

(Group total)
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Educa-BIC
On July 19, 2004, Educa-BIC, a BIC Amazonia (Manaus,

Brazil) adult education program, was launched.

This program is open to all BIC employees who have not

had the opportunity to complete their basic schooling.

Educa-BIC is in support of a national initiative on the part

of the Brazilian Ministry of Education. Consequently,

the teachers are Brazilian civil servants, delegated

by the Ministry, but paid by BIC. BIC’s objective is to

complete the participants’ schooling by the end of 2009.

Beyond financial support, BIC provides the classroom,

uniforms and school supplies. The teaching is in traditional

subjects, such as literature, history and science.

Nonetheless, teachers try to make the classes appropriate

for adults and as interactive as possible. Indeed, the needs

of an adult are different from those of a child.

Rose Batista, a training manager at BIC Amazonia had

this to say: "We have employees, with 30 years of seniority,

who have never had the opportunity to complete their

education. Now it’s possible."Graciete Cardosois, who is 45 and has worked at BIC

since the age of 14, appreciates the chance. "Being able

to go back to school is the best thing that ever happened

to me," she said.

OUR SOCIAL INDICATORS

For the fiscal year ending 31th December 2004,
BIC Group had 8650 permanent employees
and 842 temporary employees throughout the world.
Total permanent employment in 2004 decreased by 56 despite
the Group acquisition of BIC Kosaido KK (workforce: +27)
and Stypen (workforce: +114). In addition, on November 1st 2004,
BIC sold its BALLOGRAF® business and manufacturing operation
in Sweden (workforce 38.5) to BALLOGRAF’s management.

The decrease in the total permanent workforce is mainly explained
by the implementation of the manufacturing rationalization
program in North America.

Workforce 2004 by activity

Workforce 2004 by geography

Workforce 2004 - Permanent/temporary
The permanent employees represent 90% of the total workforce
whereas temporary employees represent 10%.

Temporary employees represent an interim staff,
short term contract staff and student interns.

Most temporary employees are located in the United States,
Greece, Mexico and Indonesia. Due to BIC’s strong seasonal
activities, they are hired for manufacturing (76% of temporary
employees), sales support (12%) and distribution (6%). 

62%
Manufacturing
and R&D

19%
Sales force and
customer services

19%
Logistics, Marketing and
Administration
Department

44%
Western Europe

23%
North America 
And Oceania

24%
Latin America

9%
Eastern Europe,
The Middle East Africa and Asia
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Manager/Non manager 2004
(permanent)

The definition of a manager within the BIC Group is to be an employee
that coordinates the use of resources with the delegated autonomy
that enables the manager to pursue and be responsible for the
achievement of at least annual objectives. Management may concern
the staff, projects, processes or technology, clients or suppliers.
BIC managers are on average 40 years old with 7 years of seniority.
27% of these managers are women.

Men/Women 2004
(permanent)

Women represented approximatly 40% of the Group permanent
workforce in 2004 (35% in Europe, Africa, Middle-East,
45% in North America, 41% in latin America).

Remuneration
In the Group, 2004 labor cost per employee was on average
41,300 Euros per year (including social security payroll taxes).
This represents a decrease of 1.7% versus 2003. The decrease
is mainly due to the EUR/USD exchange rate variation in 2004.

At constant currency, we have a 2.6% increase compared to 2003,
generated by the following factors :
– increase of the average gross salary (+1.2%) 
– increase of fringe and other payroll benefits

(+1.4% due to increasing social security costs)

Partial closing
of the plants in Milford
and Fort Madison (USA)
In April 2004, BIC USA Inc. announced that, in an effort
to consolidate worldwide operations, the Company had made
a decision to close its ballpoint pen and single-blade shaver
manufacturing operations by the end of 2006, affecting
approximately 300 positions in Milford, Connecticut, USA.
BIC’s North American headquarters and lighter manufacturing
facility are expected to remain in the USA. On March 29, 2004,
BIC USA Inc. also announced its decision to close its Sheaffer Pen
facility in Fort Madison, Iowa, in 2006, affecting approximately
120 positions.

BIC management met with employees, union, government
and community leaders to explain the market forces behind
the decision to consolidate operations to lower-cost facilities
within BIC Group. The Company also pledged to do its best
to lessen the impact of this difficult decision on its employees.
For example, employees were offered enhanced retirement
programs and separation packages.

Under the United States Department of Labor Employment
& Training Administration, BIC and Sheaffer workers are also
eligible for Trade Adjustment Assistance (TAA) and Alternative
Trade Adjustment Assistance (ATAA) Services and Benefits.
These help trade-affected workers who have lost their jobs
as a result of increased imports or shifts in production
out of the United States.

BIC’s Human Resources representatives played an active role
in applying for and researching these benefits for employees,
as well as having in-house workshops to educate employees
about the resources available to them.

OUR OBJECTIVES FOR 2005

Improve the quality of the People Development
process across the entire Group: individual
development plans, year-end assessments,
dissemination of job openings on the Company’s
intranet, succession plans for key positions.

Raise awareness among all employees as to the stakes
in sustainable development for BIC.

2 days of training for all employees per year.

Personal performance reviews and training plans
for all non-management employees (starting in 2005).

20%
Manager

80%
Non Manager

40%
Women

60%
Men
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As part of our role as a good corporate citizen, we have

a commitment to our customers and consumers.

This means constantly listening to consumer needs

and expectations. We have to foster responsible

usage of our products. Furthermore, we need

to work hand-in-hand with our distributors, focusing

on a common goal, and striving together to improve

our social and environmental performance.

Marc Rugi

Sales Director

Europe-Middle East-Africa

BIC® products are renowned for providing a simple solution
to the everyday needs of millions of consumers. The result is
that our products naturally find their place in a myriad
of distribution channels: from book stores to office supply
outlets, from tobacconists to service stations, from mom
& pop shops to the most modern hypermarkets.

In order to be present in such a broad range of locations,
we have to have a flexible offering. Through listening to our
consumers and distributors, we look for products that meet
their specific needs in terms of usage and distribution.

Everyday. Everywhere.

OUR CUSTOMERS
Constantly listening to our distributors and consumers

A pen
for Southeast Asia

Writing in Asian languages poses a twofold challenge.

Firstly, one holds the pen virtually perpendicular

to the paper. Secondly, penmanship is complex,

combining broad strokes with extremely fine accents.

Following these observations, we designed a point

specifically adapted to these writing requirements

and to tropical climates. It is a pen equipped with an

anti-corrosion point and tropicalized ink. We call it the

NS Fine pen.

Adapting
packaging formats
In Eastern Europe as well as in Africa, one findsnumerous shops that sell goods, such as laundrydetergent, soap and matches, individuallyor in small quantities rather than in bulk or in lots.The reason is simple: many consumers in thesemarkets do not have the purchasing powerto buy more than one at a time.

In light of this practice, BIC® shavers are availableto these consumers in pouches of 1 insteadof pouches of 5 or 10 as one normally sees.Moreover, the pouch remains a market necessity,to protect the shaver blade and ensure the product’squality and safety.
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BIC® Dark Skin :

a shaver for a test market

in Africa

Although BIC’s reputation in writing instruments is rock solid

after more than 50 years in the African marketplace, the

legitimacy of our brand for shavers remains to be established.

In 2003, several in-depth studies of African consumers

revealed an essential need, still not addressed by any product

on the market. In fact, for the vast majority of black African

consumers, shaving can cause bumps and skin irritation.

Through analysis of the characteristics of the blades in each

of our shavers, we discovered and verified in tests that one

of them (at that time not marketed in Africa) was perfectly

adapted to this skin type. These findings led to the BIC Dark

Skin shaver, launched in 2003 in Kenya, then in 2004,

in a formal market test in countries in Western Africa.

Towards sustainable
consumption
We strive to be a responsible enterprise and, consequently,
we want to give our consumers the choice to use our products
in a responsible fashion.

We design our products in conformity with our product safety
policies. Furthermore, we dedicate resources to bringing
to the attention of our consumers their responsibilities
concerning the risk of accidents in the home:

Our packaging includes the necessary warnings
to ensure the safe usage of our products.

Our Web site provides advice on usage for our core products.

We have made a particular effort to raise awareness
among our American customers as to the risks
of using poor-quality lighters, which do not conform
to industry safety standards.

We have implemented or supported different initiatives
to raise awareness among the general public as to the risk
of accidents in the home, such as the campaign
“Play Safe! Be Safe!” (see Our local communities).

Working with our customers
Responding to the sustainable

expectations of our customers

A growing number of our customers are keenly interested
in sustainable commerce. Because this represents a shared
responsibility, it is no longer possible for manufacturers
and distributors to pursue separate paths. That is why we
envision this new form of partnering in a spirit of continuous
progress. In fact, we are currently responding to questionnaires
emanating from customers, which is just one more aspect
of our firm commitment to sustainable development.

Strengthening operational

partnerships

While our ultimate objective remains operational performance,
numerous joint projects with our distributors involve
the optimization or reduction of shipping operations:

Reducing the frequency of placing orders allows
for fewer trips between warehouses, both ours and those
of our distributors.

Improving sales forecasts enables us to plan better
for the securing of supplies and to reduce shipments
needed to fulfill incomplete orders.

Our effort to reduce lead times in order processing improves
our organization: each day saved is one more day available
for filling orders and getting better organized.

This all means more reliable sharing of information with each
of our distributors, and the role of Information Technology (IT)
has thus become critical.

A beneficial spin-off effect of these technologies is to be able
to move towards a zero-paper business process. In 2005,
we foresee additional efforts to implement electronic data
interchange for orders and invoices, as well as electronic
archiving of documents.

All of these projects require changes in working methods,
shipping and handling processes, and allocation of IT resources.
In addition, success starts with operational tests, not only at BIC,
but also at each of our distributors, and at our respective
shipping agents.

That is why a partnering spirit with our customers is
fundamental. Through sharing our objectives and planning
together for testing and rollout, we hold the keys to doing
more with less.

OUR OBJECTIVES FOR 2005

Sensitize the commercial staff of our European
subsidiaries and gather the expectations
of their main customers regarding sustainability.

Our customers 31
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OUR STAKEHOLDERS

Our stakeholders Communication channels

Consumers Customer services, accessed via the Web
Product information, accessed via the Web
Consumer market testing
See “Our products”

Customers Operational partnerships with distributors,
for logistics and IT solutions
Participation in trade fairs
See “Our products”

Employees Dialogue and negotiations with workforce/union 
committees (onsite) 
Information and training for employees:
BIC University, internal newsletters, intranet (Maestro)
Employee awareness programs :
Vision and Values, Code of Ethics, Sustainable Development
Employee satisfaction survey, initiated
at head offices in France
Health and safety management at the different sites
See “Our employees”

Governments Dialogue with government authorities at all levels

Local communities Participation in local initiatives in support
of education and social issues
See “Our local communities”

Professional organizations Active participation in national and international
professional organizations (WIMA, EWIMA, European 
Federation of Lighter Manufacturers, and others)

Shareholders Annual general meeting
and the financial community Shareholders’ meetings

Annual Report, Reference Document
Letters to shareholders
Toll-free number 
Road shows, visiting institutional investors
Meetings and conference calls
with financial analysts and journalists
Regular information by telephone and by e-maill
Internet site

Suppliers and contractors Partner relations 
Partnering with contract manufacturers in order
to foster economic, social and environmental progress
See “Our subcontractors”

The media Press conferences, press releases
Regular contacts with the press corps
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