








Internet Server Uses BIC Magnet to Announce Merger with 
Major Competitor

PRODUCT: BIC
®

Magnet

CUSTOMER: Internet Server

OBJECTIVE: Announce Merger to Employees 

CASE HISTORY

CATEGORY: Merger Acquisition

OVERVIEW: The HR department of an internet server wanted to put together a program
to announce its merger with its largest competitor to all employees of both 
companies. The merger affected approximately 20,000 employees on a
national level. They decided to imprint a BICMagnet with important phone 
numbers of staff prepared to answer questions about job status, changes taking 
place and other issues. They chose a magnet for its easy accessibility.

DISTRIBUTION: The Company handed out a BIC Magnet to all employees.

OUTCOME: The HR department succeeded with their program. The call rate to HR was quite 
high, and the employees did not feel out of the loop during the merger.

56



Leading Investment Firms Utilize SheafferWriting Instruments 
to Commemorate Merger

PRODUCT: Sheaffer
®
 Legacy

®
2 Roller Ball 

CUSTOMER: Financial Services and Investment Company

OBJECTIVE: Commemorate the merger and act as a gift 

CASE HISTORY

CATEGORY: Merger/Acquisition

OVERVIEW: Two nationwide leading financial investment firms announced that they were merging at
the beginning of the year and changing names. To celebrate the event, the financial 
companies turned to a local distributor for help. The distributor met with leaders from
each company to learn about each company’s characteristics. After determining that
each company had a longstanding history of world-class quality, service and tradition,
the distributor suggested using a high end Sheaffer Writing Instrument to sign the 
agreement and commemorate the merger. To promote the new company name, the 
distributor suggested a Prelude Roller Ball with a custom diestruck emblem of the
new logo on the clip.

DISTRIBUTION: At the signing of the merger, the president of each company was presented with a 
personalized Sheaffer Legacy2 Roller Ball to sign the document. In addition, 
members of the boards of directors were given a leather portfolio and a 
personalized Sheaffer Prelude Roller Ball with a diestruck emblem on the clip. 

OUTCOME: The event was a tremendous success with the principals of each company receiving a gift 
to remember the event.
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Mouse Pads Ease Transition for Employees during Merger

PRODUCT: BIC
®

Mouse Pad 

CUSTOMER: Manufacturing Companies

OBJECTIVE:    To aid organization within recently merged companies

CASE HISTORY

CATEGORY: Merger/Acquisition

OVERVIEW: A large amount of confusion and disorganization often arises within companies
during mergers and acquisitions. Employees often don’t know whom to contact 
within the new company regarding HR issues such as health care, retirement, etc. 
When one manufacturing company acquired its competitor and moved both 
companies into one location, it developed a mouse pad for all personnel with the 
purpose of alleviating confusion and worries. They imprinted the mouse pad with 
the new company name/logo, location information, and departmental information.

DISTRIBUTION: All employees received a mouse pad for their desk.

OUTCOME: The employees felt relieved to know whom to call for their HR issues, and the 
transition during the acquisition was very smooth.
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Bank Uses Magnets and BIC
®
 Sticky Note

™
 Combo Packs

to Promote New Low-Interest Mortgage Loans and
Online Banking 

PRODUCT: BIC
®
 Sticky Note

™
, BIC

®
Magnets and BIC

®
 Mouse Pads

CUSTOMER: 1
st
 Nations Bank

OBJECTIVE:  Promote new low-interest home loans and online banking

CASE HISTORY

CATEGORY: Product Launches 

OVERVIEW: 1st Nations Bank was looking for products to promote its new low-interest home loans 
and online banking service to potential customers. The company hired a local distributor 
to search for quality promotional products for these promotions. The products needed to
be functional, capture the theme of the banking services and have brand recognition.
The bank planned to launch the new promotions with a weekend-long special event at 
each branch.

DISTRIBUTION: Two weeks before the special event, the bank sent each existing customer a BIC 
Message Magnet customized with words related to buying a house. The Magnet 
also included the special event date and the Bank’s logo. To promote online 
banking, the distributor suggested using a computer stock-shaped BIC® Sticky 
Note™ as an advertisement on the front page of the local newspaper. At the event, 
the bank used House Themed BIC® Sticky Note™ Combo Packs as door 
giveaways and also gave a house-shaped Mouse Pad to each customer who signed 
up for the online banking service. 

OUTCOME: The event was very successful. Over the weekend-long promotion, the bank used 100% 
of the promotional giveaways and increased online banking users by 25%. 
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Car Manufacturer Sells BIC Mouse Pad Coaster Set in
Catalog Program

PRODUCT: BIC
®
 Mouse Pad Coasters

CUSTOMER: Car Manufacturer

OBJECTIVE: Creatively launch a new product 

CASE HISTORY

CATEGORY: Product Launches 

OVERVIEW: A car manufacturer wanted to include a few low cost options in its catalog. This 
maker of fine automobiles, world renowned for impeccable style and reliability, 
planned to introduce four series of cars in the coming year. Filling a void in the 
catalog for low-cost options available for sale, the company decided to create BIC 
Mouse Pad Coaster sets emphasizing these four new cars.

DISTRIBUTION: Distributed via direct mail through catalog sales. 

OUTCOME: This cost-effective solution emphasized the four new cars very well and the
company achieved its first year forecast on this new car series. The 4-color 
process produced outstanding images.
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Financial Institution Launches New Website Services 

PRODUCT: BIC
®

Mouse Pad (7  x 8 ; 1/16  Firm Surface)

CUSTOMER: Bank

OBJECTIVE: Increase web site traffic

CASE HISTORY

CATEGORY: Product Launch

OVERVIEW: A bank that recently updated its online banking services wanted to encourage
customers to use the website for banking services rather than making visits
to the branches. The bank designed a 7 x8  mouse pad with the logo and
web address.

DISTRIBUTION: The bank sent a mouse pad to every customer.

OVERVIEW: The campaign proved to be very successful. Traffic on the bank’s web site increased 20% 
as a direct result of the promotion.
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Financial Group Uses the ReStick Mini to Launch New
Software Program

PRODUCT: BIC
®
 ReStick Mini

CUSTOMER: Financial Group

OBJECTIVE: Provide easy access to phone numbers

CASE HISTORY

CATEGORY: Product Launches

OVERVIEW: A financial group launching a new software program for its data entry employees 
needed to assist staff with any questions that arose about the new software. They 
distributed a training packet to everyone in the department. They included a 
ReStick Mini imprinted with the names and numbers of the software trainers, who 
could assist with any problems or questions about the new software system. This 
gave employees quick access to the phone numbers and avoided delays caused by 
calling the wrong people or looking up the numbers in the training manual. The 
ReStick was particularly useful for this application because it could be placed 
anywhere in the work area without getting lost or damaging anything.

DISTRIBUTION: The company gave all employees in the data entry department a Mini ReStick, 
and instructed them to place it in their immediate work area.

OUTCOME: The implementation and troubleshooting of the new software package went smoother and 
easier than any other installation in the past.
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Fitness Gym Uses BIC ReStick to Promote Member Benefits 
and Product Promotions

PRODUCT: BIC
®
 Mini ReStick

CUSTOMER: Fitness Gym 

OBJECTIVE:   Advertise monthly promotions

CASE HISTORY

CATEGORY: Product Launch

OVERVIEW: Since equipment at the gym is used by thousands of people on a daily basis, the 
gym wanted to be able to advertise its monthly promotions right at the machines.
The ReStick Mini provided an eye-catching, four-color process image that could 
be directly adhered to every machine in the gym. Because of the low product cost,
the gym would be able to switch out advertising messages frequently. The 
members were drawn to the fresh new ads, and the ReStick did not leave residue 
on the expensive equipment.

DISTRIBUTION: Placed on fitness equipment throughout the gym.

OUTCOME: The gym is able to keep a fresh face on their campaign. This item is
a constant reorder since the promotions change on a monthly, if not
bi-weekly, basis. 
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Liquor Manufacturer Uses Counter Mats to Launch New After
Dinner Drink 

PRODUCT:  BIC
®
 Counter Mats

CUSTOMER:  Liquor Manufacturer

OBJECTIVE:  Promote a new drink

CASE HISTORY

CATEGORY: Product Launch

OVERVIEW: A liquor manufacturer of premium beverages launching a new after dinner drink 
was aware of the popularity and high visibility of counter mats in its industry.
The company created a counter mat designed to highlight existing products and 
feature their new premium after dinner drink in the center of the mat.

DISTRIBUTION: The company distributed BIC® Counter Mats to suppliers, distributors, retail 
environments and bars/restaurants. They provided suppliers with incentives to 
encourage the distribution of the counter mats. The distributors placed the mats in 
very visible locations. Retail establishments used the mats at cash registers. The 
company decided to utilize co-branding with an established restaurant chain that 
placed counter mats on both counters and tables.
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OUTCOME:              The counter mats helped the new after dinner drink gain exposure. The drink became the 
top selling item in its category. 



Schnapps Manufacturer Promotes Launch with Steel Colors 
Ball Pen

PRODUCT: BIC
®

Steel
®
 Colors Ball pen

CUSTOMER: Schnapps Manufacturer

OBJECTIVE: Promote and position new product

CASE HISTORY

CATEGORY: Product Launch 

OVERVIEW: A new manufacturer of flavored schnapps wanted to position their products to the
high-end consumer market. They decided to differentiate themselves from their 
established competitors in the promotion of their new apple flavored schnapps. The 
beverage manufacturer thought BIC’s green Steel Colors ball pen would generate 
awareness of the new product in a unique and stylish manner. The company’s
competitors usually just gave distributors an inexpensive plastic pen or mug. The 
manufacturer imprinted the pens with the company logo and product name.

DISTRIBUTION: Green steel color pens given as a gift/sales incentive to distributors.

OUTCOME: This promotion proved to be very successful and generated increased revenues for the 
manufacturer. The distributors were pleasantly surprised to receive their gift. 
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Large Non-Profit Hospital Uses BIC Mouse Pads to Inform 
Staff of New Program

PRODUCT: BIC
®

Mouse Pad

CUSTOMER: Non-profit hospital

OBJECTIVE: Advertise new program 

CASE HISTORY

CATEGORY: Product Launch 

OVERVIEW: A non-profit hospital implementing a new Respiratory Care Management
Information System to assist in providing patient data to nurses wanted to hand 
out a product to all program participants in order to increase brand recall. The
hospital created mouse pads imprinted with the name of the new program,
RC-MIS. The participants included respiratory care nurses, members of the IT 
department and other hospital staff.

DISTRIBUTION: The hospital handed out BIC Mouse Pads (rectangle shape) at training sessions.

OUTCOME: The promotion for RC-MIS proved to be a great success because the mouse pads 
continuously reminded new users of the program name.
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Large Racing Company Promotes New Drivers with Lighters 

PRODUCT:   BIC
®
 Lighter

CUSTOMER: Car Racing Company 

OBJECTIVE:   Introduce new drivers

CASE HISTORY

CATEGORY: Product Launch 

OVERVIEW: Sporting events are highly visible, multi-million dollar moneymakers for many
industries. Car racing has become one of America’s most popular events to attend 
and watch. In order to maintain a high enthusiasm level among fans, a car racing 
company wanted to introduce four new drivers beginning the circuit with a 
usable, lasting item that would be in people’s hands a lot of time. They chose the 
BIC lighter because the majority of racing fans are smokers. The company
imprinted an array of colors with the official company logo and the names of the 
new drivers onto the lighters.

DISTRIBUTION: The lighters were handed out to the first 10,000 people who arrived at the event. 

OUTCOME: The new drivers gained high visibility throughout the day because their names
were in the hands of 10,000 fans. 
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Restaurant Chain Uses BIC ReStick to Promote its New “To
Go” and Catering Services 

PRODUCT: BIC
®

ReStick

CUSTOMER: Restaurant Chain

OBJECTIVE:   To promote “To Go” business and ability to cater corporate lunches 

CASE HISTORY

CATEGORY: Product Launch

OVERVIEW: With more people dining out, the competition for dining dollars is greater than 
ever. Customers are strapped for time and may not be able to spend their lunch 
hour at the restaurant. As a result, restaurants are increasingly offering delivery or 
pick-up service. One restaurant is promoting its “To Go” business and its ability 
to cater corporate lunches. It is using the BIC ReStick to promote the ability to 
fax, e-mail or phone in orders ahead of time. By having the company’s logo on 
each BIC ReStick, the customer will always be reminded of this restaurant when 
it comes time for lunch.

DISTRIBUTION: The BIC ReSticks were part of a direct mail campaign that targeted companies
near each location. Each mailing included six Mini ReSticks and a letter 
explaining where to place them (computer, fax, phone, etc.) The restaurant also 
had the wait staff hand them out with each bill, and a small basket of them was 
placed by the cash register.

OUTCOME: The restaurant has given out a large number of ReSticks and their “To Go” business 
continues to increase.
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ABC Car Dealership Needs a Way to Generate Better Return 
of Surveys 

PRODUCT: BIC
®
 Widebody

®
 Ice 

CUSTOMER: Auto Dealership

OBJECTIVE:  To improve survey participation

CASE HISTORY

CATEGORY: Recruiting Incentives

OVERVIEW: ABC car dealership sells cars for one of the “Big 3” automakers. The dealership is 
required to submit a minimum number of completed surveys from customers that buy 
cars and utilize their maintenance garage. These surveys are important to ABC because 
they determine standing within the organization and can affect rebates that are critical to 
the bottom line. The problem was that only 15% of customers were filling out the surveys 
and returning them. Plus, it was suspected that a disproportionate number of that 15% 
were from customers having bad experiences. So, the challenge was to increase survey
response and the overall rating ABC turned to its corporate office for help. ABC wanted 
something with impact that was also cost effective, and something its customers would 
keep. A BIC sales rep thought of the BIC Widebody Retractable Ice. This pen had a huge 
imprint area which would fit the company's logo, website, phone number, and a message
that read “Complimentary Survey Pen.” The new program launched in July 2003 and 
ABC just reported that giving out the pen has doubled their response rate. 

DISTRIBUTION: Pens are given out with the survey, which makes the result even more intriguing. 

OUTCOME: The 3rd quarter response rate more than doubled to 32%! More importantly, the 
dealership’s overall rating based on the returned surveys tripled!
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Police Department Uses BIC Evolution Pencil as a
Giveaway at Job Fairs 

PRODUCT: BIC
®
 Evolution

®
 Pencil

CUSTOMER: Police Department

OBJECTIVE: Giveaway item to recruit officers

CASE HISTORY

CATEGORY: Recruiting Incentives

OVERVIEW: A police department participates in numerous job fairs throughout the year in an 
effort to recruit new police officers. As part of the recruitment process, potential 
candidates are required to use a #2 pencil when filling out a short survey and a 
preliminary data card. The Police Department decided to use the BIC Evolution 
Pencil imprinted with its name and phone number as a giveaway to all candidates. 

DISTRIBUTION: After the candidates used the Evolution pencils to fill out the necessary
application information, they were encouraged to take the pencil with them, and 
to proceed with the recruitment process by calling the number on the pencil.

OUTCOME: The Police Department received an excellent call response and was able to hire a 
complete class for its academy. The Department was very pleased with both the
product and the outcome, and plans to use the BIC Mechanical Pencil for next year’s 
recruiting efforts. 
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University Uses Mouse Pad to Recruit Students for
Cross-Cultural Events on Campus 

PRODUCT: BIC
®
 Mouse Pad 

CUSTOMER: University

OBJECTIVE: Create awareness of programs and festivities

CASE HISTORY

CATEGORY: Recruiting Incentives 

OVERVIEW: A university needed a way to advertise their Camel Back program, which brings 
students together in the middle of the campus, in the middle of the week for 
various cross-cultural events.

DISTRIBUTION: The University chose to give out a BIC Mouse Pad imprinted with the schedule of 
upcoming Camel Back events to incoming freshmen, as well as to currently 
enrolled students.

OUTCOME: The University saw an increase in the attendance at the Camel Back events and 
continues to order new mouse pads each quarter, imprinted with the upcoming
schedule of Camel Back events.

119





Cafe Holds Sports Themed Sales Meeting to PromoteTeam
Building and Team Spirit 

PRODUCT: BIC
®
 Sticky Note

™
 Notepads, WideBody

®
 Designs and BIC

®
 Coasters 

CUSTOMER: Cafe/Coffee House 

OBJECTIVE: Promote “sports” theme of sales meeting and motivate employees

CASE HISTORY

CATEGORY: Sales Meeting

OVERVIEW: A national coffee house wanted to consistently communicate a fun, team-building
message at its upcoming sales meeting. They carried out the theme “Together We
Can Win,” off-hours with softball and paint ball team building games, and within 
the conference setting by filling the rooms with basketballs, soccer balls,
baseballs, tennis balls and golf balls. In addition, the company wanted to 
communicate its message through the materials handed out to attendees. To
achieve this, they printed images of sports balls on stock circle adhesive notepads 
and coasters, and completed the set with the WideBody Designs Sports pen. The 
coffee house personalized all items with its company name.

DISTRIBUTION: Every meeting attendee received a theme pack with a Sticky Note pad, coaster
and pen. 

OUTCOME: The sales people all returned to their offices with these items, which serve as 
constant reminders to think like a team. The coffee house will continue to use BIC 
products for all sales meetings in the future.

.
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Insurance Company Uses BIC Products for Sales Seminars 
PRODUCT: BIC

®
 Clic Stic

®
, BIC

®
 Brite Liner Grip, BIC

®
 Mechanical Pencil w/Color Grip and

4x6 50-Sheet BIC
®
 Sticky Note

™
 Notepads 

CUSTOMER: Insurance Company

OBJECTIVE: Giveaway useful promotional products at seminars 

CASE HISTORY

CATEGORY: Sales Meetings

OVERVIEW: An insurance company planning regional seminars for potential sales recruits wanted to 
give away promotional products that could be used at the seminars to take notes and keep 
after the meeting. The promotional items needed to be imprinted with the company logo 
and tagline. The products had to be lightweight and capable of delivery to many drop ship 
locations. Their promotional products distributor suggested cello-packing a BIC Clic Stic, 
Brite Liner Grip and Mechanical Pencil together and placing a 4x6  50-sheet BIC® Sticky 
Note™ notepads with ruled lines in front of each seat. The company chose BIC products 
because of the significant cost savings of no set-up charges and multiple shipping origins 
for a variety of items. It was also convenient for the distributor to purchase a variety of
products from one supplier.

DISTRIBUTION: Placed on the seats of each attendee.

OUTCOME: The products were such a success at the meeting that the company continued to order the 
same products for seminars later in the year and the following year.
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Company Motivates Sales Force with BIC

Message Magnet
PRODUCT: BIC

®
 Message Magnet

CUSTOMER: Travel Agency 

OBJECTIVE: Motivate sales representatives

CASE HISTORY 

CATEGORY: Sales Meetings

OVERVIEW: A travel agency’s national sales meeting was approaching. The company wanted to 
motivate its sales representatives to work harder and sell more. They decided to offer an 
all expenses paid Caribbean Cruise as a prize. They ordered 1,000 units of the BIC 
Message Magnet with a custom message. The magnets would then be used to 
“unscramble” messages about the exciting destination.

DISTRIBUTION: The BIC® Message Magnets were mailed a week before the meeting to entice the 
representatives.

OUTCOME: At year-end, overall sales were up 18% above forecast. Initially only three trips were to 
be awarded, but since so many sales reps surpassed their goals, two additional trips were 
awarded. Because of the positive outcome and the success of the trip, the company will 
continue to offer incentives and entice representatives throughout the year with 
promotional reminders like the BIC Message Magnet. 
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