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Business district La Défense
in Paris: The French capital

is the undisputed hub of the ¢
French economy.




Nhen talking about a country and its promo-
onal proaucts market, one of the first ques-
tions that arises is how big this market is. It
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in Europe

Many small companies

Yet, the average size of a French promotional
products agency is not big: According to the
findings of another survey, many of the mar-
ket players in France are small companies. This
survey was carried out by the French publishing

company 656 Editions in the spring of 2014 in
ooperation with 2fpco in the course of the last
CTCO Show in Lyon (February 4-6, 2014) when
183 visiting promotional products distributors
mostly

were interviewed. The respondents

executives — were questioned on among oth-
ers their company’s alignment, customers and
product trends. According to the results, 88%
of the interviewed companies employ less than
ten people, whereby the majority of the jobs
are in the sales sector. The annual turnover of
35% of the respondents lay between 300,000

and 1 mil. Euros and only around 22% of the
y
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sectors, one cannot really claim that any ong
sector is particularly active. In terms of the areas

of application, the end-of-year business plays
a major role as well as trade fairs and events,
for example in the sport sector.” According to
the survey, the price is decisive for the purchase

decision
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Upside potential

This i1s not surprising in terms of the European
comparison or against the background of the
economic situation in France: The economy
is flagging and the effects on the promotional
products industry are immediately tangible: Ac-
cording to IREP, advertising spending in France
declined by around 3% in France in 2013, and
in fact by 3.5% in the promotional products sec-
tor. “The mood on the market is rather flat and
hesitant,” confirmed Renard. “That in turn af-
fects the order behaviour: The users often take
last minute, overhasty decisions.”

Guillaume Abou, CEO of 656 Editions, comes
to a similar conclusion: “It is difficult to make a
forecast. One can say that it is generally more
difficult for big companies with high overheads.
Specialists and companies that place their bets on
innovation have a clear advantage. As far as the
distributors are concerned, many companies are
expanding their business with new areas and ser-
vices, such as printing services for instance. The
attendance figures of the C!Print, the printing
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Good framework conditions
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iAngel
iAngel Health Wristband

Dlscover a whole new experience to super-fitness.

~ TN 1. Daily Activity: Track steps, calories burned,

e distance, activity time
2. One Year Memory: Clearly know progress in
the whole year, motivated to stay fit.
3. Mobile & Online: Set personal info, view
charts and history data.
4. Sleep Monitor: Better understand sleep quality
5. Bluetooth Low Energy 4.0: Sync to smartphone
and PC with ultra low power consumption

Available for :



