
The Lagardère group commitments

To meet these objectives, Lagardère’s CSR (Corporate Social Responsibility) strategy 

has four priorities: 

• being a responsible employer; 

• developing the business while respecting the environment; 

• promoting access to information and knowledge; 

• being a media group that fosters social cohesion. 

For each of these four priorities, Lagardère has made commitments that it is pursuing 

as part of a continuous improvement approach.

SUSTAINABLE DEVELOPMENT

THE LAGARDÈRE GROUP MUST INCORPORATE SUSTAINABLE DEVELOPMENT 

INTO THE PRODUCTION PROCESSES OF ITS VARIOUS BUSINESSES AND INTO 

THE DAY-TO-DAY ACTIVITIES OF ITS SUBSIDIARIES, ASSUME THE 

RESPONSIBILITIES THAT RELATE SPECIFICALLY TO LAGARDÈRE’S MEDIA 

ACTIVITIES, IN WHICH DIGITAL TECHNOLOGY IS LEADING TO FUNDAMENTAL 

CHANGE, AND INNOVATE TO MEET THE EXPECTATION OF STAKEHOLDERS.

Using CSR as a tool to help the Group 
adjust to developments in society 
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Environmental commitments 

These refl ect the issues and challenges involved in the Group’s various 

business activities: 

• preserving natural resources, particularly those used to make paper;

• promoting energy effi ciency and helping to adjust to climate change;

• fostering employee commitment to environmental issues. 

Within each division, the sustainable development strategy is implemented 

by a sustainable development departmen t, which works closely with 

the Executive Committee. At Group level, the Sustainable Development 

Department – reporting to Thierry Funck-Brentano, Co-Managing 

Partner of Lagardère SCA – co-ordinates a steering committee in which 

several Group-wide departments are represented (Human Resources, 

Communications, Purchasing, Legal and Financial). 

In 2013, Lagardère will seek to use CSR as a tool to help it adjust to 

developments in society.

Social commitments 

These commitments relate to the responsibilities that arise specifi cally 

from Lagardère’s media activities: 

• defending information pluralism and ensuring content diversity; 

• facilitating access to content and listening to various audiences;

• supporting the digital transformation of society;

• encouraging dialogue about sustainable development; 

• making a commitment to promoting culture and sport; 

•  taking a community-based approach and promoting 

the emergence of young talent. 

Workforce-related commitments 

These refl ect the Lagardère group’s desire to create a dynamic, attractive 

working environment that empowers, motivates and encourages creativity 

among its staff: 

• ensuring workforce balance and diversity; 

• promoting harmonious working conditions; 

• encouraging the development of skills.



Six initiatives that were started or continued in 2012-2013
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This project to carry out a disability review of the Group’s 

divisions was very appealing to me. I had very constructive 

discussions with HR departments and various disabled 

employees. We met people who want to create a simpler 

and fairer way for disabled people to fi nd work.

The priority was to carry out various staff 

awareness-raising initiatives. The Group could consider 

better ways to share best practice in order to guide, 

support and develop our relationships with the main 

institutions, for example by setting up a Group disability 

initiative.

Of course, the initial focus is on directly employing disabled 

people, for example through work placements, work-study 

programmes, assisted contracts and France’s “jobs for 

the future” programme. We also want to increase use of 

the protected sector, such as through “support-through-

work organisations” (ESATs) and socially-responsible 

purchasing, when buying various services. There is 

limited awareness of these services, which are therefore 

underused.

DISABILITIES:
raising employee 
awareness

MICHAËL JEREMIASZ
Special adviser 
to the Group Human 
Resources Department

www.lagardere.com
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Hachette Book Group (HBG) initially got involved with 

the “It Gets Better” project in order to support all young 

LGBT(1) people in the USA who experience a sense of 

malaise. The project also provided an opportunity for 

us to convey HBG’s openness to all forms of diversity, 

strengthen our reputation as the best place to work 

and establish our credentials with younger generations 

attracted by the world of publishing, which is known for 

its open-mindedness. 

From start to finish, the project was run by employees 

themselves. At the very first meeting, when we chose 

the theme of the Write Your Own Future video, some 

50 employees with different professional backgrounds, 

ages and levels of seniority volunteered either to speak 

on camera or to assist with the technical aspects 

of producing the video. When it was completed, we 

arranged screenings at our main offices in New York, 

Boston, Nashville, Toronto and Indianapolis. It was a 

highly emotional occasion.

WRITE YOUR OWN 
FUTURE:
a video promoting diversity

SARAH BAILEY
Associate Director, 
Communications, 
Hachette Book Group

www.hachettebookgroup.com

The emergence of social networks has totally changed 

the journalist’s role in the public sphere. 

Upstream, the conversations that citizens have with 

public fi gures on social networks provide a fertile new 

source of material, which Lab Europe 1 seeks to exploit. 

Downstream, readers, listeners and Internet users are 

constantly commenting on the work done by journalists 

on social networks. This dialogue is now an integral part 

of the journalist’s work.

In the age of the Internet and rolling news, people are 

faced with a mass of information every day, and much 

of it is contradictory. As a result, the journalist needs to 

guide the public. 

We are seeing digital innovations not every year, but 

every month. At a time when people, companies and 

public bodies are rapidly making use of these new tools, 

Europe 1’s Des clics et des claques programme has 

covered news relating to the Internet and social media 

since 2011.

SOCIAL NETWORKS:
journalists’ role 
in guiding the public

LAURENT GUIMIER
Director 
of Digital News, 
Lagardère Active

http://lelab.europe1.fr

(1)Lesbian, Gay, Bisexual, Transgender.
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From the outset, Aelia wanted to take a responsible 

approach to the design, construction and operation of this 

warehouse, which opened on 12 December 2012 close to 

Paris-Charles-de-Gaulle airport. 

AELIA:
an environmentally-friendly  
warehouse

SOPHIE BOASSON
Supply Chain Manager, Aelia

www.aelia.com

The main measures involved:

•  reducing energy consumption;

•  selecting insulation materials, installing solar panels, 

and recovering rainwater for use in the hot water 

system;

•  sorting waste;

•  providing electric vehicles to make deliveries to the 

airport;

•  arranging for an acoustics specialist to limit the site’s 

noise emissions, and to improve working conditions 

within the building. 

Obtaining certification for the building was not an 

objective in itself. However, as we made our decisions, 

we realised that Aelia should obtain recognition for its 

efforts by adopting a recognised standard and then 

publicising it effectively. As a result, the warehouse 

has BREEAM(1) certification.

(1)See defi nition of BREEAM on page 24 of this document.
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In the second half of the 19th century, the 

Folies Bergère building was a bed linen shop. 

It was therefore not designed as an entertainment 

venue. In addition, it is surrounded by residential 

buildings, which causes noise problems. Based 

on identifi ed sources of sound leakage, we improved 

sound insulation through work on the roof and in all 

passageways (corridors, doors etc.). 

To reduce energy loss, we also carried out 

renovation work, mainly on the building’s roof and 

façades. Double glazing has been installed, and 

the roof has been replaced. It is now made of zinc, 

as it was originally. The main façade has also been 

restored, and is now identical to how it was in the 

1920s, and insulation has been improved in terms 

of both heat and sound. Finally, some of the 

electrical and plumbing systems have been replaced, 

and presence detectors have been installed.

FOLIES BERGÈRE:
improved sound 
and heat insulation

FRANCK PEYRE
Deputy Director of the Group 
Real Estate Department

 www.lagardere-unlimited.com

The IAB(1) Europe framework for online behavioural 

advertising, which we have signed, governs the use 

of targeted advertisements, which are often regarded 

as intrusive by consumers who do not know how 

they come to appear on their screens. It gives online 

consumers a way of stopping this practice.

We are one of 170 signatories, and the fi rst French 

media group to make a full commitment alongside 

IAB Europe on this subject. Digital technology entails 

new responsibilities with respect to the public and 

Internet users. It is our responsibility to give Internet 

users more control over the way in which their 

personal data are collected, used, stored and shared 

by websites and online media sales companies. 

The pan-European portal www.youronlinechoices.eu 

lies at the heart of the system. The website is 

available in several languages and gives users 

a tool for managing their personal data.

LAGARDÈRE 
PUBLICITÉ:
protecting the personal data 
of Internet users

CONSTANCE BENQUÉ
CEO, 
Lagardère Publicité

www.lagardere-pub.com

(1)Interactive Advertising Bu reau.



Building Research 
Establishment Environmental 
Assessment Method (BREEAM)
Environmental certification standard selected for Aelia’s 

new warehouse, to obtain recognition of all measures 

taken to limit the project’s environmental impact.

Indice écologique des 
magazines (magazine 
environmental index)
Name of the tool for assessing the environmental 

impact of magazines, resulting from work done by the 

sustainable development committee of the Syndicat 

des éditeurs de la presse magazine (French magazine 

publishers’ union), to which Lagardère Active made a 

major contribution.

Write Your Own Future
Name of the video produced by Hachette Book Group 

to combat discrimination, as part of the US project to 

support young gay people entitled “It Gets Better”.

Diversité Active 
Name of one of Lagardère Active’s 22 transformation 

projects, intended to embed diversity more deeply into 

all of the division’s activities. 

Book carbon footprinting tool
Tool for measuring the carbon footprint of books, used 

by Hachette UK’s production teams.

Oscar
Corporate philanthropy Oscar awarded by Admical 

(French association for the promotion of corporate 

philanthropy) to the Elle Foundation in November 2012. 

Gold Award
Award won by LS travel retail in August 2012 for the 

environmental performance of its stores in Hong Kong 

airport. 

Reporters Sans Frontières (RSF)
Charity benefiting from sales of the 100 photos pour la 

liberté de la presse photobook, which Relay stores sold 

for the tenth consecutive year in 2012, with all proceeds 

going to RSF. 

Alter’Actions
New social partnership initiative adopted by Lagardère 

to help students taking CSR courses including 

assignments in the charity sector.

BAT’LIB®

Name of the service involving Matra electric scooters, 

lithium batteries and self-service charging stations.
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580
tonnes of CO

2 
equivalent

Emissions generated by the 
fi lming of eight episodes of 
the TV series Jo, following 

efforts to reduce the carbon 
footprint of the shoot

448 

Number of Lapker employees, 
out of a total of 560, receiving 

a health check-up offered 
by the company as part 
of its illness prevention 

efforts in Hungary

80%

Percentage of advertising 
inserts supplied by advertisers 

to Lagardère Active 
made from recycled 

or certifi ed paper

30,170 m2

4,500
Number of books 

available as part of 
Hachette Livre’s 

print-on-demand service 
in France at end-2012

860
Number of hours of programmes with an anti-obesity 

message broadcast by Lagardère Active’s youth channels 
(Gulli, Canal J and TiJi) over four years

2012 
KEY 

FIGURES

Area of beach in Montpellier cleaned following 
Gulli’s campaign in support of the Surfrider 
Foundation Europe charity, after 6,142 people 
attended Gulli’s 2012 Earth Day event

7,680
Number of tennis balls collected by the French tennis federation 
at the La Croix Catelan site, to be used in making sports surfaces 

at the Robert-Debré children’s hospital in Paris

219
Number of grants awarded by the Jean-Luc Lagardère Foundation 

between 1990 and 2012

€80,387
Amount collected by Aelia stores in France, Spain and the UK 

as part of the “Time for Action” anti-hunger campaign, 
organised in partnership with Action contre la Faim


