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9. Appendix 
 

Appendix 1 

Media use in Germany, France and the UK 

 

 

Publisuisse, 2012, “Guide médias”, 

http://www.publisuisse.ch/mm/mm003/Media_Guide_2012_f.pdf, consulted on 05/02/2013 

 

Appendix 2 

 

 

 

Capgemini Consulting, 15/01/2013, “Observatoire de l’e-pub – 9è edition”, http://www.sri-

france.org/wp-content/uploads/2013/01/Prsentation9emeObservatoiredelepub_VF.pdf  (slide 

6), consulted on 22/01/2013 

http://www.publisuisse.ch/mm/mm003/Media_Guide_2012_f.pdf
http://www.sri-france.org/wp-content/uploads/2013/01/Prsentation9emeObservatoiredelepub_VF.pdf
http://www.sri-france.org/wp-content/uploads/2013/01/Prsentation9emeObservatoiredelepub_VF.pdf
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Appendix 3 

A more important slowdown in France 

 

Capgemini Consulting, 15/01/2013, “Observatoire de l’e-pub – 9è edition”, http://www.sri-

france.org/wp-content/uploads/2013/01/Prsentation9emeObservatoiredelepub_VF.pdf  (slide 

7), consulted on 22/01/2013 

Appendix 4 

 

Capgemini Consulting, 15/01/2013, “Observatoire de l’e-pub – 9è edition”, http://www.sri-

france.org/wp-content/uploads/2013/01/Prsentation9emeObservatoiredelepub_VF.pdf (slide 

8), consulted on 22/01/2013 

 

 

http://www.sri-france.org/wp-content/uploads/2013/01/Prsentation9emeObservatoiredelepub_VF.pdf
http://www.sri-france.org/wp-content/uploads/2013/01/Prsentation9emeObservatoiredelepub_VF.pdf
http://www.sri-france.org/wp-content/uploads/2013/01/Prsentation9emeObservatoiredelepub_VF.pdf
http://www.sri-france.org/wp-content/uploads/2013/01/Prsentation9emeObservatoiredelepub_VF.pdf
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Appendix 5 

 

Capgemini Consulting, 15/01/2013, “Observatoire de l’e-pub – 9è edition”, http://www.sri-

france.org/wp-content/uploads/2013/01/Prsentation9emeObservatoiredelepub_VF.pdf (slide 

14), consulted on 02/02/2013 

Appendix 6 

Display sector 

 

Kantar Media, July 2012, “Résultats du baromètre IAB-SRI investissements publicitaires 

bruts online au 1er semestre 2012”, http://www.sri-france.org/wp-

content/uploads/2012/07/Bilan-Display-1er-semestre-2012.pdf (slide 12), consulted on 

17/12/2012 

 

 

http://www.sri-france.org/wp-content/uploads/2013/01/Prsentation9emeObservatoiredelepub_VF.pdf
http://www.sri-france.org/wp-content/uploads/2013/01/Prsentation9emeObservatoiredelepub_VF.pdf
http://www.sri-france.org/wp-content/uploads/2012/07/Bilan-Display-1er-semestre-2012.pdf
http://www.sri-france.org/wp-content/uploads/2012/07/Bilan-Display-1er-semestre-2012.pdf
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Appendix 7 

Display sector - Distribution 

 

Kantar Media, July 2012, “Résultats du baromètre IAB-SRI investissements publicitaires 

bruts online au 1er semestre 2012”, http://www.sri-france.org/wp-

content/uploads/2012/07/Bilan-Display-1er-semestre-2012.pdf (slide 15), consulted on 

17/12/2012 

 

 

 

 

 

 

 

 

http://www.sri-france.org/wp-content/uploads/2012/07/Bilan-Display-1er-semestre-2012.pdf
http://www.sri-france.org/wp-content/uploads/2012/07/Bilan-Display-1er-semestre-2012.pdf
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Appendix 8  

Top company shares in France for the “Beauty and personal care” category 

 

* I did not take LVMH into account because their products rather concern fragrances and 

colour cosmetics. These products ranges are different from what McBride produces.  

Regarding Yves Rocher, their products are not sold in mass markets (hyper-, supermarkets 

and hard discounts), so it is not really a competitor for McBride. 

 

Euromonitor, “statistics”, 

http://www.portal.euromonitor.com/Portal/Pages/Statistics/Statistics.aspx, consulted on 

11/02/2013 

 

 

 

 

 

 

 

 

 

 

 

 

 

* 

* 

http://www.portal.euromonitor.com/Portal/Pages/Statistics/Statistics.aspx
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Appendix 9 

Top company shares in the UK for the “Beauty and personal care” category 

 

Euromonitor, “statistics”, 

http://www.portal.euromonitor.com/Portal/Pages/Statistics/Statistics.aspx, consulted on 

11/02/2013 

 

 

 

 

 

 

 

 

 

http://www.portal.euromonitor.com/Portal/Pages/Statistics/Statistics.aspx
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Appendix 10 

Top company shares in Germany for the “Beauty and personal care” category 

 

Euromonitor, “statistics”, 

http://www.portal.euromonitor.com/Portal/Pages/Statistics/Statistics.aspx, consulted on 

11/02/2013 

 

 

 

 

 

 

 

 

http://www.portal.euromonitor.com/Portal/Pages/Statistics/Statistics.aspx
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Appendix 11 

Top company shares in France for the “Home care” category 

 

Euromonitor, “statistics”, 

http://www.portal.euromonitor.com/Portal/Pages/Statistics/Statistics.aspx, consulted on 

11/02/2013 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.portal.euromonitor.com/Portal/Pages/Statistics/Statistics.aspx
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Appendix 12 

Top company shares in the UK for the “Home care” category 

 

Euromonitor, “statistics”, 

http://www.portal.euromonitor.com/Portal/Pages/Statistics/Statistics.aspx, consulted on 

11/02/2013 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.portal.euromonitor.com/Portal/Pages/Statistics/Statistics.aspx
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Appendix 13 

Top company shares in Germany for the “Home care” category 

 

Euromonitor, “statistics”, 

http://www.portal.euromonitor.com/Portal/Pages/Statistics/Statistics.aspx, consulted on 

11/02/2013 

Appendix 14 

The 15 biggest advertisers in the world 

 

Advertising age, 2010, “Les quinze premiers annonceurs dans le monde”, 

http://www.uda.fr/fileadmin/documents_pdf/publications_etudes/Chiffres_cles_des_annonceu

rs_2012.pdf, consulted on 11/02/2013 

 

http://www.portal.euromonitor.com/Portal/Pages/Statistics/Statistics.aspx
http://www.uda.fr/fileadmin/documents_pdf/publications_etudes/Chiffres_cles_des_annonceurs_2012.pdf
http://www.uda.fr/fileadmin/documents_pdf/publications_etudes/Chiffres_cles_des_annonceurs_2012.pdf
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Appendix 15 

Retailers in France 

 

 

 

* Lidl is the biggest hard discounter in France but is not a McBride’s customer because when 

a company produces for them, it is a whole factory which is monopolized and it is too risky. 

So I have chosen Leader price. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

* 
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Appendix 16 

Retailers in the UK 

McBride data (From Kantar, January 20th 2013) 

 

Personal care category (share in volume) 

  

52 w/e 
Jan 20 
2013 
Share 

TOTAL MARKET 100.0 

 Sainsbury's 11.0 

 Tesco 25.9 

 Asda 12.7** 

 Morrisons 7.7 

 Waitrose 1.1 

 The Co-Operative 1.4 

  Total Co-Op 1.4 

  Somerfield 0.0 

 Lidl 1.0 

 Aldi 1.1 

 Boots 14.7* 

 Lloyds Chemist 0.2 

 Other Chemist 0.5 

 Superdrug 5.7 

 Bodycare 1.0 

 Savers 1.5 

 Other Drugstores 0.3 

 Wilkinson 5.9 
 Marks and 
Spencer 0.1 

 Bodyshop 0.1 

    

McBride data (From Kantar, January 20th 2013) 

 

* Boots is not taken into account because it is rather a drugstore. 

** I have not chosen Asda, even if it is the second most important retailer. I rather favour 

Sainsbury’s because McBride can influence what they do online as a supplier more than 

Household category (in volume) 
 RETAILER  52 w/e Jan 20 2013 

ALDI   43,539 

ASDA   228,455 

CO-OP   58,041 

LIDL   32,515 

M&S   4,332 

MORRISONS   149,750 

SAINSBURYS   175,781 

TESCO   396,401 

TOTAL UK 1,438,141 

WAITROSE   42,016 

WILKINSONS   80,309 

Grand Total 2,649,280 
 

 

** 
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McBride can ASDA. Also McBride’s Sainsbury team has a much greater understanding of 

online communication than McBride’s internal ASDA team. 

 

The two boards are not expressed in the same measure unit but what interest me are general 

trends. 

 

 

Appendix 17 

Retailers in Germany 

 

McBride data (From Lebensmittelzeitung, August 2012) 

 

 * For the same reason as previously, I have chosen Aldi and not Lidl. 

 

 

* 


