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 5 - 3 Corporate social responsibility and corporate citizenship – Ethics
The Lagardère Group firmly intends to pursue business development through an approach that reconciles growth 
and responsibility towards employees, the community and the environment. The pursuit of excellence and success can 
only be promoted by incorporating the concerns of the men and women who work for the Group, shareholders and society 
at large.

Over the past few years, considerable progress has been made. The Group has endeavoured to:

-  Create a stimulating, appealing work environment that fosters creativity, independence and the imagination of 
employees, all key factors for success. 

-  Meet the changing expectations of viewers, readers and listeners by providing them with quality contents; and continue 
to promote the corporate values of excellence, respect for the individual and team spirit, particularly through the action 
of the Jean-Luc Lagardère Foundation.

-  Reconcile business expansion with the necessary respect for the environment.

This same determination will guide us through the challenges to come, with the commitment of all of the employees of the Group.

 5-3-1 The Group’s commitment

 5-3-1-1 Implementation of the CSR (corporate social responsibility) policy

In order to integrate CSR concepts and instruments into the daily life of the Group’s various companies, the operating units 
and their respective managements are responsible for defi ning labour, social and environmental policies.

In 2004, a Steering Committee (the CSR committee) was set up by the Managing Partners to formally defi ne the Group’s position 
on labour, social and environmental responsibilities, initiate discussions and implement the resulting actions in cooperation 
with the divisions.

 A) The players in the CSR process

 A - 1 The CSR Committee

At Group level, the CSR committee is run by the Group’s Legal Division and comprises representatives of the Human 
Resources and Finance Divisions. The committee’s mission is to:

•  Provide information, raise awareness and motivate a network of divisional correspondents on matters relative to 
the Group’s labour, social and environmental responsibilities;

•  Oversee continuous improvement of the Group’s actions in this respect, particularly:
-  promote and organise the sharing of good practices, 
-  refl ect on ways of improving existing actions,
-  act as a source of proposals for launching new initiatives,
-  encourage the creation of working parties on given themes or for specifi c situations,

•  Implement, coordinate and improve internal reporting

•  Communicate with the CSR ratings organisations and respond to their queries regarding CSR issues.

 A - 2 Human resource divisions

The Human resource divisions and teams of the different entities are responsible for their own “human resources” policies 
and labour-related and social information reporting. The Group Human Relations Department and the Human Resource 
Directors of each division examine the Group’s labour-related and social issues at bimonthly meetings. The Group’s strategy 
is discussed, defi ned and formalised in cooperation with the operating managers of each division.

 A - 3 General secretaries and technical departments

In cooperation with the CSR committee, the General Secretaries and Technical Departments of the divisions are in charge 
of the continuous improvement of environmental actions, and play an active role in environmental reporting.

 A - 4 The Group procurement division

The Group Procurement Division implements environmental actions, in particular through Procurement Coordination, 
which involves all of the divisions. Sustainable Development criteria are also being progressively incorporated into 
contracts with suppliers (see section 5.3.1.2.B) and the Group’s procurement policy, implemented in 2008, includes 
Sustainable Development as one of its eight fundamental principles.
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 B) Creation of new dedicated entities within the divisions

In 2007, a dedicated Sustainable Development department was set up within Lagardère Active; the aim of the department 
is to raise the awareness of decision-makers and employees of the social and environmental issues at stake for the Division, 
and to promote and facilitate the implementation of actions for Sustainable Development. One practical example is 
the participation of a Group representative in the new Sustainable Development Commission set up by the French Press 
and News Magazines association, the Syndicat de la Presse Magazine et d’Information, in 2008. With the support of 
the Corporate Communications Division, Lagardère Active intends to make Sustainable Development one of the major 
themes of its “mission statement”.

The very nature of Lagardère Active’s business accentuates the importance of the company’s 
responsibility with respect to Sustainable Development: the media help to build social fabric, 
acting as an instrument for positive change in society and mindsets, and a vehicle for spreading 
cultural diversity.

The aim of the Group’s Sustainable Development action is to integrate economic, social and 
environmental concerns into its projects both within and outside the company, as part of a long-term 
process based on:
-  creating value to ensure the company’s growth and long-term existence;
- respect for all contributors to the business: employees, customers, suppliers and partners;
- responsibility towards present and future generations.

Lagardère Active is well aware of the issues at stake, and intends to intensify its Sustainable 
Development action, making it an integral part of its mission statement.

Anne-Marie Couderc – Secretary General of Lagardère Active, 
in charge of Human Resources and Sustainable Development

Similarly, as part of the Group’s overall approach, in early 2008 Lagardère Publishing set up a Sustainable Development 
Commission to take charge of implementing the division’s CSR policy.

 5-3-1-2 The Group’s approach to its main stakeholders

 A) Governing laws and standards

 A - 1 Legislation and regulations

Lagardère attaches great importance to the principles of the Universal Declaration of Human Rights and the International 
Labour Organisation (ILO), and to the OECD guidelines for multinational corporations; the Group’s Code of Conduct (see section 
2 below) affi rms the Group’s commitment to applying these international standards by defending principles such as:

•  Freedom of association; 

•  Prohibition of forced labour, compulsory labour and child labour;

•  Recognition of the right to negotiate enterprise agreements;

•  Equitable employment practices and equal treatment, which presupposes, among other things, the avoidance of 
(i) all forms of discrimination for reasons of an individual’s race, lifestyle, age, gender, political or religious opinions, 
union membership or disability, and (ii) all forms of harassment;

•  Respect for privacy;

•  Prohibition of corruption.

Lagardère joined the United Nations Global Compact in 2003, marking its attachment to Universal values. In so doing, 
the Group undertook to promote the respect of the Compact’s ten principles of good governance, taken from the Universal 
Declaration of Human Rights, the fundamental principles of ILO on labour rights and the Rio principles on the environment 
and development, and the OECD guidelines.

The principle of strict compliance with legislation and regulations in force is repeated in the procurement policy the Group 
implemented in 2008.
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 A - 2 The Lagardère Group’s Code of Conduct

The Code of Conduct in force within the Group draws its inspiration from the fundamental values on which Lagardère 
has built its legitimacy and reputation – respect for others, team spirit, striving for excellence, loyalty and independence. 
This Code is intended to serve as a reference for the business practices of each member of the Group. This document 
states a certain number of fundamental principles concerning the Group’s relations with employees, outside partners 
and competitors, customers, shareholders and the community at large.

• Concerning the Group’s relations with employees, the Code addresses the following issues in particular:
-  working conditions, health and safety conditions; 
-  respect for fundamental rights and equitable practices in terms of employment (particularly, avoidance of all types of 

discrimination and harassment);
- respect for employee’s privacy.

The Group intends to foster the development of professional skills by means of training and promotion.

•  Concerning relations with non-Group partners and competitors, the Group reaffi rms the principle of respect for fair 
business practices and free competition; it prohibits all forms of corruption in France and elsewhere, and forbids 
contributions to political parties by or on behalf of the companies in the Group. The Code also stipulates a certain number 
of rules regarding the giving and receiving of business gifts. 

The principle of strict compliance with the code of conduct for relations with suppliers is repeated in the procurement 
policy the Group implemented in 2008.

•  Concerning customer relations, the Group reaffirms the principles of honouring commitments to customers and 
the confidentiality of customer information; its objective is to provide customers with high-performance products 
and services appropriate to their needs and expectations, and information that is as accurate and fair as possible.

The Group intends to act in the interests and in consideration of its shareholders and, in this respect, the Code states 
that Lagardère will strive:

-  not only to achieve an optimum level of asset valuation but also to protect assets to the best of its ability; 
-  to provide shareholders with information that is intelligible, relevant and reliable, and to be attentive to shareholders, 

particularly through the intermediary of the Shareholders’ Committee.

•  Concerning Group relations with the community at large, the Code stipulates the principle of strict compliance with 
the laws and regulations in force and its determination to contribute to Sustainable Development.

 B) Incorporating ethical, social and environmental criteria into relations with our partners

Beyond the principles stated in the Code of Conduct (see above), Lagardère considers that its Sustainable Development 
actions must be conducted in close cooperation with its various partners. This is why the Group has been progressively 
incorporating ethical, labour-related, social and environmental criteria into both calls for tender and the general terms 
of new contracts and framework agreements since 2006, particularly through the Sustainable Development Charter. 
The Procurement policy implemented by the Group in 2008 includes this Charter.

The Group also conducts an active programme of supplier/partner awareness raising and the monitoring of performance levels. 

 B - 1 Incorporating specifi c criteria into calls for tender and contracts

•  Lagardère has drawn up a Sustainable Development Charter to convey the Group’s social, ethical and environmental principles.

The criteria in the Charter concern, in particular:
-  respect of the principles defended by the International Labour Organisation (including the prohibition of child labour 

and all forms of forced or compulsory labour);
-  prohibition of illegal employment;
-  anti-corruption measures;
-  compliance with applicable social welfare regulations;
-  existence of risk prevention measures for work safety;
-  implementation of a labour policy based on a quality approach;
-  respect of the fundamental principles of environmental protection;
-  compliance with the environmental legislation in force;
-  control of the environmental impact of business activities through the implementation of an environmental policy 

based on the principle of continuous improvement;
-  promotion of the above principles to business partners.

In the event of any failure by a business partner to honour these commitments, Lagardère reserves the right to consider 
terminating the partnership if the partner concerned does not remedy the situation in a timely manner.
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The example of Lagardère Active

In December 2006, Lagardère Active launched a call for tenders with the intention of optimising 
its portfolio of paper suppliers over the period 2007-2008 for the Group’s magazines in around 
twenty countries in Europe, the United States and Asia. The fi nal selection of partners, in 2007, 
was conditional on the signature of a Sustainable Development Charter, under the terms of which 
the paper suppliers undertake to respect certain social, ethical and environmental principles.

Furthermore, to date, all the printers working for the Press division in France and elsewhere 
have signed the Sustainable Development Charter and committed to respecting the principles 
contained therein.

•  In 2007, a new code of conduct covering the three components of Sustainable Development (social, environmental 
and economic) was drawn up at Lagardère Publishing(1); this new code will be implemented progressively with 
the division’s paper suppliers and printers. The provisions of the code will be imposed contractually on new partners, 
but also on existing providers who will commit to applying the code by signing an addendum to their original contract.

The publishers of Hachette Collections have issued a specifi c code of conduct as a formal statement of the fundamental 
principles of human rights and children’s rights to all suppliers and subcontractors directly or indirectly involved in 
the book production processes. To this end, contracts signed with external service providers stipulate the enforceability 
of this code, so that the principles are binding on the suppliers and subcontractors.

The code sets forth a certain number of fundamental values to be respected by the company’s suppliers and 
subcontractors, mostly derived from the principles of the International Labour Organisation (ILO): prohibition of 
child labour, discrimination, forced labour and disciplinary measures; a commitment to ensure health and safety in 
the workplace, acceptable terms of remuneration and reasonable working hours.

Lastly, the Hachette Collections code stipulates that the publishing houses are entitled to verify that these principles 
are applied by their suppliers and subcontractors, and consequently may initiate compliance audits during the term of 
the contracts on the premises of suppliers and subcontractors, or on any of the suppliers’ and subcontractors’ production 
sites. In the event of failure to respect the provisions of the code, sanctions including cancellation of the contract and 
fi nancial penalties, may be applied against the defaulting party.

In Asia, such audits were carried out by independent third parties. Some gave rise to requests for corrective action on 
the part of the suppliers and subcontractors concerned (principally a reduction in employees’ weekly working hours and 
application of the rules for working conditions and hygiene). Follow-up inspections performed in 2006 led to fi ve suppliers 
being excluded. In 2007, four further audits were performed.

 B - 2 Supplier/partner awareness raising and monitoring of performance levels

•  The Press division regularly requires all its paper suppliers and printers to state their policy and environmental 
performances by means of questionnaires.

Paper suppliers are questioned about issues relating to environmental management, sustainable forest resource 
management, traceability of supplies, use of chlorine-free technology and production of paper incorporating recycled 
fi bres. 

The printers are questioned on subjects such as health & safety policy, use of hazardous substances, emission of pollutants 
(particularly volatile organic compounds resulting from the evaporation of inks containing solvents) and waste 
management. Up until 2006, only French printers were questioned about their environmental performances; in 2007, 
the Press division extended printer performance monitoring to its principal subcontractors (in Italy, Spain, the United Kingdom, 
the USA and Russia), which represent approximately 65% of printing expenditure outside France.

The answers to these questionnaires are presented in section 5-3-4-4 below.

(1)  Regarding people, this charter stipulates the respect of children’s rights, (particularly the refusal to employ “child” labour) and human rights (refusal of 

all forms of slavery and discrimination); it guarantees decent pay and satisfactory working conditions with respect to health, safety and hygiene. 

Regarding the environment, the charter obliges suppliers to respect the provisions of the environmental laws and regulations in force, particularly by 

abstaining from the use of hazardous or toxic products, adopting a responsible waste management policy and encouraging the use of recyclable paper. 

The charter also obliges suppliers to optimise the quality of their production, the integrity of their business, and their independence with respect to 

employees 

and representatives of Lagardère Publishing.
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•  The book publishing division – Lagardère Publishing –  conducts a policy of promoting environmental and social issues 
to its paper suppliers and printers, in France and abroad, through a certifi cation incentive scheme.

Lagardère Publishing requires its partners to initiate action to obtain ISO 14001 environmental certification; 
to date, more than 95% of Lagardère Publishing’s paper suppliers are ISO 14001-certifi ed (compared to 90% in 2006 
and 80% in 2005). 

In terms of raising supplier awareness on employee issues , Lagardère Publishing’s efforts initially focused on 
subcontractors operating in countries where social and environmental legislation is less strict than in Europe. Primarily 
as a result of these awareness-raising operations, to date, half the Group’s French and European printers, representing 
at least 1% of Lagardère Publishing’s procurement expenditure, have signed framework agreements comprising a 
labour clause, or have obtained labour-related certification: working conditions, health and safety, OHSAS 18001. 
Outside Europe, 45% of suppliers have already obtained OHSAS 18001 certifi cation (a standard that is recognised the 
world over for health, safety and working conditions). These awareness-raising operations will be continued not only 
with subcontractors outside Europe, but also with Lagardère Publishing’s European printers which currently handle 
85% of the Division’s printing work. This fosters continuous improvement of the environmental performances of printers 
working for Lagardère Publishing, which carries out regular monitoring of subcontractors’ certifi cation status.

 C) Our approach to Group employees

In addition to the provisions of the Code of Conduct concerning employees (see section 5.3.1.2A), the Group has implemented 
several charters that employees undertake to respect. Lagardère also conducts operations to raise employee awareness of 
Sustainable Development issues by means of the Group’s intranet site.

 C - 1 The charters

A “Charter for Transactions carried out on Lagardère SC A shares by employees of the Lagardère Group” contains 
a detailed description of the legal obligations incumbent on company employees in possession of “Privileged Information” 
(they may not undertake transactions involving the shares concerned or divulge the corresponding information) as well as 
the corresponding administrative and/or criminal sanctions applied in the event of infringement of these obligations. 
The charter also sets forth the additional prohibitive measures intended to reduce the risk of such misdemeanours being 
committed; Group employees who have regular access to Privileged Information concerning Lagardère SCA by virtue of their 
position may only carry out transactions on the Group’s listed shares three times per year: during the four-week periods 
following presentation of the annual results, the half-yearly results and the Annual General Meeting of Shareholders, 
naturally on condition that they are not in possession of Privileged Information; employees of the Group who through their 
position may have occasional access to Privileged Information, and the benefi ciaries of Lagardère SCA stock options, may 
only carry out such transactions during the forty-fi ve day period preceding the publication of the annual and half-yearly 
results and during the thirty-day period preceding the Annual General Meeting.

In compliance with the applicable stock market legislation, a procedure was introduced to establish the list of persons with 
regular or occasional access to Privileged Information concerning Lagardère SCA. At the same time, the Managing Partners 
set up an Insider Committee comprising a representative from their ranks, the Group’s Legal Director, the Financial Director 
and the Human Resources and Communications Director. This Committee is responsible for compiling and updating 
the lists of persons with access, and proposing measures to reduce the risks of misdemeanours or failure to comply with 
the relevant legislation.

The Group also has an IT charter specifying the rules governing the use of computer tools; this charter applies to all of 
the Group’s employees.

 C - 2 Raising employee awareness of Sustainable Development issues

Lagardère also has a dedicated “area” on its Intranet for Sustainable Development, which went online in March 2007, with 
the aim of raising Group employees’ awareness of Sustainable Development issues and encouraging them to become involved. 

This mini-site comprises a number of topics providing employees with information on Sustainable Development issues; 
it is also intended to present the Group’s commitments and action in terms of CSR.
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 D) Customer relations

In addition to the provisions of the Code of Conduct concerning customers (see section 5.3.1.2.A), Lagardère attaches 
particular importance to attentiveness to customers’ needs and raising customer awareness.

 D- 1 Being attentive to our customers

Being attentive to the Group’s television viewers, listeners, readers, web surfers and customers is a prerequisite 
for providing them with editorial contents that match their expectations. This is why the Group listens carefully to 
its customers’ opinions. 

In France, the Relay sales outlets provide a freephone number for customer complaints, suggestions and remarks. Calls are 
processed systematically and a personal reply is issued to resolve the situation described. Furthermore, Relais H conducts 
regular customer opinion surveys, particularly through consumer surveys (general or specifi cally targeted, for instance 
concerning new concepts), or postage paid cards to be returned to the company.

The majority of Lagardère Active’s subsidiaries have set up their own customer relations system: in the past, this took 
the form of readers’ opinions pages but more recently, blogs and forums have been set up and are widely used, since 
they enable direct contact. Quality and satisfaction surveys conducted by independent agencies are also increasingly used. 

Here are some illustrations of this practice:

•  The various French and international editions of Elle magazine have a “readers’ letters” section, and highly interactive 
websites. In France, the Elle magazine website has a tailor-made page with facilities for readers including subscription 
to the RSS feed of www.elle.fr; in December 2007, the website attracted 1,191,000 unique visitors (source: Nielsen 
NetRatings). Qualitative and quantitative reader surveys have been conducted in China, the Netherlands, Russia, 
the United Kingdom, Italy and Germany.

•  Auto Moto devotes two pages to readers’ opinions and the magazine website’s forum has the highest traffi c in this sector 
of activity.

•  Viewers of youth channels sent in 14,000 emails in 2007 (5,708 to Tiji, 1,864 to Gulli, 1,400 to Filles TV and 4,748 to Canal J); 
the channels also conducted satisfaction surveys in 2007 (brand recognition of Youth channels in the 7-14 age group, 
observatory of cable and satellite channels, qualitative perception studies conducted by Canal J in October 2007, 
Filles TV in March 2007 and Gulli in January 2007).

•  Médiamétrie’s audience ratings and certain “quality” surveys conducted by the communication departments of 
broadcasters provided Image & Cie, one of the Group’s production companies, with feedback on the satisfaction of 
television viewers, the end-consumers of the productions.

•   The Journal du Dimanche does not have a readers’ letters section, but the editorial committee and the Delegated 
Management replied to all the correspondence received (emails and letters). The Journal du Dimanche website, which went 
online in 2005 and was re-styled in 2007, provides daily editorial contents that differ from the printed newspaper content. 
Through the site web surfers can interact with each other, but also with the journalists via the “editor’s blog”; more blogs 
are planned for 2008. At the end of December, the site had attracted 933,000 unique visitors (source: Nielsen NetRatings).

•  The “Relations” unit of Télé 7 Jours magazine answers readers’ messages and takes telephone calls; in 2007 a mediation 
service was set up, and relayed on the magazine’s website. The magazine contains a full page devoted to readers’ letters 
and mediation every week. The Télé 7.fr website went online in October 2007, and offers highly interactive content with 
blogs and forums; this site attracted more than 1 million unique visitors in December 2007 (source: Nielsen NetRatings). 
The magazine assesses the level of customer satisfaction each year through a reader survey. Télé 7 Jours also has 
“quality rating” surveys conducted by an independent agency and publishes results in the “Survey news” section of 
the magazine. These ratings cover subjects such as programme quality, new programmes, delays, punctuality, the sound 
level of advertising and programme cancellations.

•  Version Fémina has added a “readers’ letters” section to all its issues. Ipsos studies on quantitative and qualitative 
aspects of contents have been conducted every six months for the past fi ve years and round tables are organised 
once a year in four French cities. The www.femina.fr website has a section devoted to “female surfers”, enabling a wide 
community of women from a variety of cultural, social and ethnic backgrounds to exchange views, and contribute to 
the contents of the site.

•  The Group’s radio stations and television channels make particular use of the audience ratings compiled by Médiamétrie 
to measure the satisfaction of their listeners and viewers; they have all created blogs and/or forums on their websites. 
Europe 1’s site, for example, was the leading general site with1,065,000 unique visitors (source: Nielsen NetRatings).
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 D - 2 Raising the awareness of our customers

•  The Group aims to raise the general public’s awareness of Sustainable Development issues through its editorial contents 
and distribution activity: some of the contents produced and delivered (whether books, magazines, newspapers, 
internet sites, radio and television programmes or fi lm and television productions) deal with the subject of Sustainable 
Development, thus making the general public conscious of the related issues.

In 2007, these awareness-raising operations were stepped up in both the audiovisual business and magazine publishing sector:

•  Europe 1 devoted more than 100 hours of broadcasting to environmental discussions (not counting the relevant coverage in 
other programmes) and almost 50 hours to social issues;

•  The Group’s magazines devoted a large number of pages to items related to the environment: more than 50 pages in Elle 
France, almost 130 pages in Version Fémina, 112 pages of articles and advice in Mon Jardin ma Maison, more than 35 
pages in Auto Moto, etc.;

•  Approximately 5% of the editorial contents of the weekly Télé 7 Jours dealt with environmental issues in 2007, and 
the magazine even produced two “green issues”, one in April and one in October. The title of the three-page feature article 
published inside these issues was used as the catchline on the cover, and the editorial team intends to increase the 
number of pages devoted to Sustainable Development in 2008;

•  The Journal du Dimanche produced more than 50 full pages devoted to the environment, ecology, climate change, 
pollution, etc., not counting articles related to environmental themes in other sections (economy, society, foreign news, 
etc.)

•  In Paris Match, more than 100 pages covered the subject and in April a separate eight-page supplement was produced 
about the CNRS (French National Centre for Scientific Research), along with a DVD entitled “From the big bang to 
tomorrow”, inserted in 50,000 copies of the magazine

Certain channels and magazines took part in innovative projects intended to raise public environmental awareness, 
including the following: Virgin Radio (formerly Europe 2) provided live broadcasts of the eight mega-concerts organised by 
Al Gore to combat climate change; from May to July 2007, a number of international editions of Elle magazine published a 
“green issue” (Hong-Kong, USA, and the magazine was even published on recycled paper in Sweden, Turkey, Japan, Croatia, 
Thailand, Singapore, Belgium, Germany, Poland, Holland, and other countries) covering a number of environmental themes 
either in the cover story or inside the magazine.

Awareness-raising extends to youth audiences: the “Youth” channels produced many reports on environmental issues 
to encourage responsible behaviour from an early age; for example, Gulli broadcast specifi c programmes as part of 
World Water Day in March 2007. 

As part of this approach to raising the awareness of the general public, the majority of Lagardère Publishing’s French 
publishers added the following statements to their publications: “It is the publisher’s principle to use papers composed of 
natural fi bres that are renewable, recyclable and manufactured from wood produced in forests that adopt a sustainable 
management system. In addition, the publisher expects its paper suppliers to take the requisite steps to obtain recognised 
environmental certification”. Similarly, some of the publishers at Lagardère Publishing UK include a statement of 
their forestry resource management policy in their books, thereby declaring their commitments to their readers.

•  Lagardère Publishing has published a number of books that contribute to raising the awareness of Sustainable Development 
issues in readers of all ages. Examples include: Hatier, Didier, Foucher, Hachette Education and Dunod, in particular, published 
a wide range of textbooks from primary school to higher education level dealing with issues related to Sustainable 
Development. For example, the books in the “Citoyens en herbe” and “En avant ma planète” collections are published 
by Hatier for primary school pupils. Marabout also published works for young readers (“Eco Citoyen à vous d’agir !” 
“L’écologie des paresseuses”, etc.)

•  Calmann-Lévy, which publishes a collection of essays and major documents in the fi eld of ecology, released “Pour un pacte 
écologique” by Nicolas Hulot, “Ces forêts qu’on assassine” by Emmanuelle Grundmann, prefaced by Jane Goodall, “Le plan B: 
pour un pacte écologique mondial” by Lester R. Brown (the French edition of Plan B: Rescuing a Planet under Stress & a Civilization 
in Trouble), and “C’est bon pour la planète” by Evelyne Dhéliat.

•  Fayard publishing house and its subsidiary Mille Et Une Nuits published more than 25 essays on Sustainable Development topics;

•  Stock, Grasset and Lattès also published a certain number of works related to Sustainable Development (“Vers un nouveau 
capitalisme” and “Vers un monde sans pauvreté” by Muhammad Yunus and “Réparer la planète” by Maximilien Rouer and 
Anne Gouyon at Lattès, “Le Krach écologique” by Geneviève Férone at Grasset, etc.)
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  • Raising the awareness of children and defending children’s’ rights

Lagardère Active is particularly attached to raising the awareness of children and defending children’s’ rights through 
various initiatives:

-  As part of Operation Brikkado in partnership with UNICEF, Canal J keeps young viewers informed of UNICEF’s actions, 
particularly regarding the protection of the environment, solidarity and friendship.

-  TiJi and Gulli strive to convey positive values in their TV programmes, such as mutual aid, friendship, respect for others, 
etc. During children’s rights week in November 2007, Gulli adapted its programme schedule and broadcast “Ados le débat”, 
a programme dealing with the subject of “children’s rights”. Gulli organised a conference on 13 November 2007, on the theme 
of “Children – Screens: who’s eating who?” dealing with the problems inherent to children’s relationship with the media 
(narrative media– television, DVD, etc– and interactive media– video games, the Internet, etc.).

-  Elle magazine in France produced 22 pages on defending children’s rights; outside France, at the end of 2007 Elle Croatia 
organised a special operation (and documentary features) denouncing violence against children, which ran for several issues. 

-  Paediatrician and pedopsychiatrist Marcel Rufo has a slot on Europe 1 radio two days a week, from 23:00 to 23:59, as part 
of a programme devoted to the subject of young listeners.

In all the countries where it operates, Lagardère Services supports charity organisations that defend children’s rights: 
UNICEF in France, Child Focus in Belgium, SOS Kinderdorf in Germany, Caritas in Poland, Intervida in Spain, Calcutta Espoir 
in Switzerland and Make a Wish in Canada.

  •  Health and public health issues are another preferential domain for the Group’s operations in public awareness-raising. 
The major areas of medical research – principally cancer and AIDS – are given considerable coverage, particularly 
in magazines, television channels and radio stations. Lagardère Active’s television channels and radio stations give wide 
coverage to public health issues in order to raise awareness in their respective audiences. For example:

-  In 2007, in addition to live evening discussion programmes, Europe 1 devoted more than 75 hours to public health subjects 
such as AIDS, smoking, cystic fi brosis, and danger to children and child abuse; there is also a weekly one-hour programme 
in which a health professional answers questions put by listeners.

-  All the Youth channels also broadcast programmes related to health: the Fille TV channel broadcasts a live programme 
every Wednesday devoted to discussions of subjects such as anorexia, the campaign against AIDS, relationships with 
parents, healthy eating, etc.; Gulli and Tiji broadcast “patches” related to nutrition and health.

-  In partnership with Unesco, Paris-Match regularly organises public forums on public health issues. Leading academics and 
celebrities in their respective fi elds are invited to take part in the discussions. In January 2007, the subject of the forum was 
“cancer and the advances that save lives”.

-  Version Fémina regularly publishes articles about the operations performed by “Mécénat Chirurgie Cardiaque Enfants 
du Monde”, an organisation which provides surgery and care to children suffering from cardiac conditions. 

-  Elle magazine regularly covers health-related subjects (58 pages in 2007): food, nutrition, obesity, anorexia, AIDS, 
smoking and cancer; the subjects related to food, nutrition, obesity and anorexia are always covered in conjunction with 
recognised consultants or specialists.

-  The Journal du Dimanche devoted several pages to health articles (for example, nutrition, Alzheimer’s disease, handicaps, 
smoking, etc.).

 5-3-1-3 Performance indicators – summary and monitoring

The labour and social information presented in this Reference document is collected by means of a specifi c reporting 
system and the environmental data items concerning water and energy consumption have been integrated into 
the Group’s fi nancial data consolidation system since 2006.

 A) Scope of consolidation

The reporting system used to collect labour and social information is deployed in all subsidiaries within the scope of 
consolidation which are operationally managed by the Group, with the exception of:

•  Entities that were disposed of or deconsolidated in the course of the fi nancial year,

•  Certain entities acquired in the course of the year, for which the reporting system will be implemented gradually as 
they are integrated into the Group, and

•  Certain entities which have fewer than fi ve salaried employees.
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The labour and social data presented below (with the exception of data pertaining to changes concerning the total 
number of Lagardère employees) therefore covers 170 Group companies, representing more than 85% of Lagardère’s total 
workforce. The coverage rate is almost 90% for Lagardère Services, 90% for Lagardère Publishing, 80% for Lagardère Active 
(Press, audiovisual) and 90% for Lagardère Sports. Geographic coverage varies from 90% to 100% of employees depending 
on the area.

The environmental information concerning water and energy consumption has been integrated into the Group’s fi nancial 
data consolidation system. The corresponding data covers 100% of Lagardère’s consolidated subsidiaries, representing 
about 550 companies. The full list is appended to the consolidated fi nancial statements.

 B) Variations in scope

Changes in the scope of labour and social reporting are related to the development of the Group’s business activities over 
the past few years, principally through external acquisitions, and internal legal reorganisation. 

Variations in scope between 2006 and 2007 were related to the following:

•  Integration of new companies, particularly those acquired by Lagardère Sports and acquisitions to strengthen the digital 
arm of Lagardère Active in France (Nextedia) and the United States (Jumpstart).

•  Mergers of certain activities which led to legal reorganisation within the Group.

•  The disposal of certain activities, particularly at Lagardère Active and Lagardère Services:
- disposal of the Daily Regional Newspaper business;
- Lagardère Active’s withdrawal from certain countries (Sweden, Portugal, Poland, etc.);
- disposal of stores in the Virgin Stores and Furet du Nord networks.

It should be noted that some of the entities concerned were still in the fi nancial consolidation scope at 31 December 2007 
as the transfer operations had not been fully completed at that date, but were not integrated into the scope of labour 
and social reporting as the Group was no longer operational manager at that date, and the “operational management” 
criterion for inclusion was therefore not met.

As water and energy consumption indicators have been incorporated into the fi nancial reporting system, changes in 
the scope of this system are identical to changes in the fi nancial reporting scope (companies acquired in the course of 
the year are included in the scope for the entire year in which the acquisition took place, and companies disposed of 
are removed from the scope from the date of disposal, the relevant data being taken into account up to the actual 
disposal date).

 C) Choice of indicators and reference base used for reporting

Labour reporting follows the Group’s Human Resources policy, while taking into account the specifi c needs of each business 
line and geographic area. In 2006, driven by a concern for continuous progress, the Group improved the indicators used by 
refi ning the range of selected indicators in order to obtain a greater level of detail and precision. Certain parameters were 
also redefi ned to enable their application across the board of Lagardère’s global scope. In 2007, the Group decided formally 
defi ne the procedures included in the reporting reference base. 

The reference base for labour and socialreporting can be accessed through the Intranet by the 148 staff contributors; 
this reference base specifi es the procedures for collection and reporting of data, as well as the defi nitions of the selected 
indicators and the calculation formulas used, to ensure satisfactory, uniform comprehension by all contributors. 
The data is entered for each Group subsidiary that falls within the reporting scope, and then validated either by the Human 
Resources Director, where relevant, or by the subsidiary’s management; a second level of validation by each division 
is planned. Consistency checks are run on the data entered, including comparison with the data for previous periods 
and a systematic alert requiring explanation when the variances are deemed significant. These consistency checks 
guarantee data integrity data and therefore contribute to the reliability of the information system. At each level of 
contribution or validation, operators can extract consolidated reports on the data entered in order to make use of the data 
for operational management within their particular scope.

Regarding environmental reporting:

•  The instructions for information on water, energy and paper consumption define the selected indicators and 
the procedures relative to data collection and reporting. This reference base is sent to all the employees involved in 
reporting such information. Data is input by a contributor in each subsidiary in the Group’s consolidation scope. A data 
presence check is run and a consistency check is implemented (the data is compared to data from previous periods, 
with a systematic alert whenever a variance is deemed signifi cant, requiring explanations from the contributor).

•  The other environmental indicators selected correspond to the specifi c environmental issues of each business division; 
the corresponding data is consolidated and verifi ed at the level of the business divisions, on the basis of the information 
communicated by their subsidiaries.
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 D) Methodological limitations

The methodologies relative to certain labour-related and environmental indicators may present limitations due to:

•  Diffi culties in interpreting the data by some contributors, due to the absence of internationally-recognised defi nitions;

•  The necessary use of estimations, or the practicalities of data collection and entry.

 5-3-2 Labour information

The high performance levels of the Lagardère Group owe much to the skills of its staff. For optimum deployment of human 
resources that takes into consideration the specifi c features of the Group’s various business lines, the operating units 
manage human resources independently. Nonetheless, the principal concerns guiding human resource policies have been 
defi ned and formalised by Lagardère, in agreement with the Human Resources Directors of the divisions. 

The principal concerns for the Group are as follows:

•  preserving balance in the workforce, in a fair environment based on the principle of equitable employment practices 
(5-3-2-1);

•  fostering personal creativity and fulfi lment, particularly through skills development and internal career development 
(5-3-2-2);

•  providing an attractive remuneration package that is fair, based on the recognition and reward of merit and 
performance (5-3-2-3);

•  promoting dialogue between the workforce and management (5-3-2-4) and 

•  protecting health and safety at work (5-3-2-5).

In addition to the information given below, labour indicators consolidated in the labour reporting for 2007 are reported in 
the appendix (5-3-2-6).

 5-3-2-1 Preserving balance in the workforce

One of the major lines of the “labour” policy in each of the Group’s divisions is the search for balance in all its forms:

• Employee numbers appropriate to the needs of the business line;

• Balanced diversity;

• A proportion of supervisory staff appropriate to the business line.

 A) The Group’s employees

  Changes in the workforce

At 31 December 2007, the permanent workforce(1) totalled 27,597 compared to 30,487 at the end of 2006. This decrease is 
mainly due to the disposal of the Regional Daily Newspaper activity at the end of 2007 and of 80% of the Virgin group. These 
two operations, which led to a sharp fall in employee numbers in France, were not offset by acquisitions in the course of 
the year by the different divisions.

Number of employees on permanent and temporary work contracts (in full-time equivalents)

2001 2002 2003 2004 2005 2006 2007

Lagardère Média 27,774 27,147 26,600 31,126 31,324 31,522 28,545

(1) Permanent work contracts.
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The recruitment and separation table clearly shows these effects for Lagardère Active and Lagardère Services. The voluntary 
redundancy schemes set up at the end of 2007 at Lagardère Active are not yet visible in the fi gures for 2007, as their effects 
will mostly be apparent from the beginning of 2008.

Recruitment and separation of permanent workforce by division

Total Lagardère Active
– 1,475 + 1,635

Total Lagardère Sports
– 4

Total recruitment of permanent workforceTotal separation of permanent workforce

+ 89

Total Other Activities
– 43 + 144

Total Lagardère Publishing
– 853 + 934

Total Lagardère Services
– 3,276

– 4,000 – 3,000 – 2,000 – 1,000 1,000 2,000 3,000

+ 2,686

00000 00000 00000 00000 0000 0000 000000

Typology of incoming permanent staff

Mergers and acquisitions
4%

Recruitment
84%

Internal transfer
5%

Conversion of fi xed-term contracts into permanent contracts
7%

By mutual agreement
10%

Resignation
59%

Dismissal for individual reasons
9%

Redundancy for economic reasons
5%

Retirement
3%

Internal transfer
5%

Other
9%
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  Breakdown by geographic area

The international expansion of the Group, with operations in 30 countries, is refl ected in employee numbers: from 60% 
at the end of 2006, at the end of 2007 66% of the workforce was based outside France. The Group remains predominantly 
French-based, however, with 34% of the total workforce in mainland France. After France, the next two principal countries 
in terms of employee numbers are Russia and Spain. In 2007, the countries in which our presence increased were Germany, 
through the sports activities of Sportfi ve and Upsolut, and Sweden, with IEC.

Permanent workforce at 31 December by division and by geographic area

France

Rest of Europe

America

Asia

Other

Lagardère Active

Lagardère Sports

Other Activities

Lagardère Publishing

Lagardère Services

250120

2,000 14,000000
2,635

3,396

4,722

5,006

2,823 1,093
187

72,573

588

2,105

942

0 4,000 6,000 8,000 10,000 12,000

547

  Breakdown by occupational group

For France, Lagardère maintained the classifi cation distinguishing between executives/managers and other employees/
non-managers rather than the statutory reference of “cadre/non-cadre” used for local labour reporting. The workforce 
of Lagardère is therefore divided into four occupational groups: Executives (Cadres Dirigeants), Managers (Cadres), Journalists 
(including photographers) and Other Employees. 

The breakdown of the workforce by occupational group varies from one division to another, and refl ects the diversity of 
the Group’s activities and business lines. At Lagardère Services, for instance, the proportion of managers is 17% which 
can be explained by the large number of unskilled positions inherent to retail trade; in the other divisions, this proportion 
is between 40 and 60%, due in particular to the nature of editorial content publishing: journalists and photographers 
at Lagardère Active, editors at Lagardère Publishing, etc. This distribution remains stable from year to year.

Permanent workforce at 31 December by occupational group

Total Executives

Total Managers 
(excluding Executives)

Total Journalists 
and photographers

Other employees, total

Lagardère Active

Lagardère Sports

other Activities

Lagardère Publishing

Lagardère Services

0 2,000 4,000 6,000 8,000 10,000 12,000
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  A predominantly female workforce 

Women are still in the majority in Lagardère’s total workforce (58.5% in 2007 and 57% in 2006). In 2007 they represented more 
than 62% of total recruitments. Women account for 30% of executive job positions, 53% (up 3% over 2006) of managers and 65% 
of journalists (up 6% over 2006) and the proportion of women in the “other employees” group remains at 61%.

Permanent workforce at 31 December by occupational group and by division

Male executives 
in permanent workforce

Female executives 
in permanent workforce

Male managers 
in permanent workforce

Female managers 
in permanent workforce

Male journalists and photographers 
in permanent workforce

Female journalists and photographers 
in permanent workforce

Male Other employees 
in permanent workforce

Female Other employees 
in permanent workforce

Lagardère Active

Lagardère Sports

Other Activities

Lagardère Publishing

Lagardère Services

0% 20% 40% 60% 80% 100%

  A relatively young workforce with high loyalty to the Group 

The Group’s age pyramid refl ects the balance between a youthful workforce, with almost 60% of employees under 40 and 
25% under 30, and experience, related to the seniority of employees, which is a requisite in the fi eld of the traditional media.

Breakdown by age and by division

under 25 age group

25-to-30 age group

31-to-40 age group

41-to-50 age group

51-to-60 age group

over 60 age group

Lagardère Active
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Lagardère Services
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Breakdown by seniority and by division

Total workforce 
with less than 5 years seniority

Total workforce 
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Total workforce 
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Total workforce 
with over 30 years seniority
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Lagardère Services
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With an excellent reputation and strong brand names, Lagardère has the benefi t of tangible staff loyalty (30% of the 
Group’s total workforce have more than ten years’ seniority, a fi gure that rises to 40% in France) and has great appeal to 
potential applicants (165,000 job applications were received in 2007 compared to 170,000 in 2006 and 150,000 in 2005). Staff 
turnover increased from 10% to 14% this year, a reasonable fi gure given the nature of the business. This change refl ects the 
effect of an increase in the turnover rate among sales staff.

Furthermore, due to the nature of the press and audiovisual production business lines in France, Lagardère utilises specifi c 
occupational groups: freelance journalists and seasonal entertainment workers, known as “intermittents du spectacle”. 
Aware of the special status of these categories, the Group is involved in global discussions of changes affecting them, 
and in particular takes part in the divisions’ various negotiations regarding social security coverage, unemployment 
benefi ts and professional training. In 2006, Lagardère Publishing signed an agreement concerning professional training 
and social security coverage for home workers, and Lagardère Active implemented a system geared towards contributing 
to the continuous professional training of freelance journalists, through Mediafor, the organisation which collects 
contributions for the profession.

 B) The Group’s attachment to equal opportunities

Guaranteeing equal opportunities and treating all individuals fairly is Lagardère’s philosophy. With a diversity of activities 
and business lines, and staff skilled in their domains, the Group encourages diversity in the divisions. It endeavours to 
develop cross-divisional actions in this fi eld, particularly by identifying good practices in the different entities and sharing 
them across the Group.

In 2006 the Lagardère Human Resource Division initiated a meeting of the business divisions’ Human resources teams 
to consider the subject of equal opportunities and their implementation within the Group. This work was continued in 
France in 2007, leading to a partnership project with a voluntary organisation that assists newly-qualifi ed people from 
underprivileged areas in fi nding jobs. This partnership is expected to lead to concrete action from the beginning of 2008.

Concerning disabled employees, in 2007 Lagardère employed an average 8.5 disabled people for every thousand employees, 
with the proportion reaching 12 per thousand in Europe. At Lagardère Active, for instance, the mission to promote 
the integration of disabled employees continued its action in 2007 in terms of recruitment and industrial placements 
for disabled people, job security, outsourcing to sheltered workshops and staff awareness-raising on the subject of 
disability. An enterprise agreement regarding the integration of disabled workers was implemented, and the application 
for certifi cation was validated in 2007 by the Labour and Employment board in the Hauts-de-Seine department, testifying 
to the fulfi lment of the employment obligation.

 C)  Flexible work organisation

The Group takes care to respect the legal regulations specific to each country, both in terms of working hours and 
the management of overtime. The entities of the Group have implemented a work organisation scheme that provides 
the fl exibility to meet the specifi c requirements of the business lines while taking into account the aspirations of the workforce 
and the use of replacement staff in the event of sick leave or maternity leave. This scheme includes part-time work, overtime 
hours and temporary work contracts. 

Employment of temporary staff (on fi xed-term work contracts or through temporary staffi ng agencies) is an inherent 
part of the specifi c nature of certain business lines. This is particularly true for seasonal peaks in business at Lagardère 
Publishing and Lagardère Services (the publication of new works of literature, generally scheduled from September 
to November in France, school textbook orders and the Christmas season). Another factor is the constraints related to 
distribution activities (extensive opening hours, training of store managers, etc.). 

The Group has invested considerable efforts in optimising the use of temporary staff (who represent 4% of the total 
workforce, on a full time equivalent basis), leading to a reduction in the number of fi xed-term work contracts in 2007 
to 2,219 (compared to 2,789 in 2006). Lagardère aims to preserve the degree of fl exibility and responsiveness required for 
the management of its business activities, and at the same time maintain the proportion of staff on such contracts 
at around 10% of the global workforce.

As fl exibility and the optimisation of labour costs are essential to the distribution activities, Lagardère Services makes 
considerable use not only of temporary staff (see above), but also of overtime and part-time work, mainly in Asia and 
Central Europe. This situation explains the signifi cance of overtime hours (68%), part-time work (which is decreasing; 
67% compared to 74% in 2006) and temporary agency staff contracts (39% of total temporary jobs) in the Services division 
compared to the Group as a whole. This type of organisation is also to be found, to a lesser degree, in the distribution 
activities of the Book Publishing division, which is faced with the same needs.
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Flexibility of work by division

Overtime hours

Part-time work
Lagardère Services

Lagardère Publishing

Other Activities

Lagardère Active

Lagardère Sports

Temporary work (temp. contracts and agency staff)

  Absenteeism

The average number of days’ absence per person, taking all reasons together, fell from13.96 in 2006 to 9.58 in 2007. Paid sick 
leave and maternity or parental leave accounted for the vast majority of all paid leave.

Breakdown of paid leave of more than one day for permanent workforce, in days per person

Sick leave
60%

Maternity/paternity leave
29%

Accidents
5%

Other reasons
6%

Average days’ paid leave for permanent employees, by division (day/person)

2007

Sick leave Total 
average 

sick leave
Paternity 

leave
Maternity 

leave

Total average 
maternity/

paternity leave

Accident-related 
leave Total average 

accident-related 
leave

Other paid 
leave

Total 
other 
paid 
leave TotalM F M F M F

Lagardère 
Services 6.60 6.93 6.78 0.08 3.75 2.11 0.62 0.66 0.65 0.7 0.5 0.53 22.59

Lagardère 
Publishing 4.22 5.66 5.03 0.18 4.99 2.9 0.65 0.5 0.57 0.46 0.61 0.54 20.80

Other 
Activities 3.14 4.99 3.73 0.23 3.38 1.24 0.79 0.31 0.64 0.06 0.11 0.07 8.35

Lagardère 
Active 3.41 6.18 5.07 0.19 6.08 3.71 0.39 0.07 0.2 0.63 1.19 0.76 19.22

Lagardère 
Sports 4.36 6.12 5.02 0.04 3.17 1.22 1.41 0.01 0.88 0.19 0 0.12 11.59

Divisions 4.86 6.3 5.67 0.14 4.86 2.8 0.58 0.41 0.49 0.58 0.75 0.62 9.58
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 5-3-2-2 Fostering personal creativity and fulfi lment

In compliance with the principle of autonomy of the Group’s individual divisions, skills development and internal 
mobility measures are undertaken at the level of each entity. This illustrates Lagardère’s commitment to investing in 
the development of the professional skills and individual responsibilities of staff and fostering their career development 
through increased internal mobility.

In 2008, as in 2007, the Group’s main concerns will revolve around:
-  Acquiring the skills related to digital technologies, and in particular, their use in combination with traditional media, and 
- Improving the management of talents on a cross-business line basis, as well as between the divisions.

 A)  Encouraging skill development 

In terms of training, each division endeavours to foster and develop the skills of its employees. Training programs have been 
drawn up at every level and training efforts in 2007 were sustained: almost 41% of the Group’s permanent workforce attended 
at least one training course, for an average investment of €1,655 per employee trained in France (€985 for the Group as a whole) 
over an average duration of 2.58 days. 

Furthermore, the Group strives to build a corporate culture with its managers, and to foster development of the key 
values of creativity, independence, audacity and entrepreneurship. These values are conveyed through the in-house 
university “Media Campus”, which offers training designed for managers in the Group. Three programmes – “Leadership”, 
“Integration” and “Young Managers” – provide support to managers and serve to strengthen their management skills. 
In 2007, manager training represented 11% of the Group’s training budget.

Occupational

Health & safety or environment

Computing - management, 
editorial or offi ce automation

Languages

Management

Personal development, interpersonal 
and communication skills

Breakdown by type of training

32%

20%

11%

15%

10%

12%

 B) Encouraging integration of young people in the Group

Each entity has a signifi cant policy for exchanges with schools and universities, particularly through work placements. 
In 2007, Lagardère welcomed some 1,440 placement students, 42% fewer than in 2006. The decline is mainly due to the merger 
of the press and audiovisual businesses, which prevented Lagardère Active from taking on as many students as before. 
The number of alternate work/study contracts increased by 12% in 2007, to 430.

 C) Promoting internal mobility

Managed essentially by each of the business divisions, career management, internal promotion and internal career 
opportunities involve each entity’s management and Human resource teams. For example, annual interviews for assessment 
and promotion are gradually being introduced systematically throughout the Group. 

The Group’s Intranet contains tools with information on mobility which employees can use to help defi ne and facilitate 
their plans. The Intranet also contains information on positions available within the Group, with the possibility of setting 
up personalised alert messages for notifi cation when new vacancies of potential interest are published on line. 

Internal transfers represent 9% of recruitments in France, varying from one division to another. Although it is an important 
issue for the Group, mobility between divisions is hindered by the specifi c nature of the different entities, their business 
activity and distant geographic locations. Further organisation is required to amplify the movement, especially for support 
positions: special efforts will be made in this domain in 2008.
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 5-3-2-3 Providing an attractive pay package

In a highly competitive environment, the Group’s approach to salaries consists of offering attractive packages in tune 
with prevailing market practices (in terms of business activity and the economic and labour conditions in each country 
concerned).

Lagardère’s determination to maintain employees’ purchasing power and its aim to encourage commitment and 
performance is unaffected by its concern to control labour costs. 

The Group also has the medium-term objective of promoting the notion of global remuneration (salaries, variable salary 
components, social security, savings schemes, etc).

 A) Payroll, minimum salary and salary scales

Lagardère’s salary policy follows fair, equitable and consistent practices. Salary practices comply with local legislation and are 
also attuned to the economic and labour conditions prevailing in each country, and, where relevant, to agreements negotiated 
with the employee representative bodies of the business sector concerned (particularly in terms of minimum salary and general 
salary increase scales). In France, for example, the existence of a minimum wage is the result of national legislation applicable 
to the entire workforce; in certain other countries where the notion of a minimum wage may sometimes be purely symbolic, 
or there is no minimum wage, salary practices are defi ned according to the practices of the local labour market.

The average annual salary worldwide (including bonuses and variable remuneration) for all occupational groups taken 
together was approximately €39,260 in 2007 (compared to €37,844 in 2006).

Gross annual salary (€) of permanent workforce, by occupational group and by division

2007 Executives Managers
Journalists and 
Photographers Other employees All occupational groups

Lagardère Services 122,009 44,245 – 20,686 25,947

Lagardère Publishing 152,736 46,366 – 28,964 42,379

Other Activities 196,422 61,023 36,000 29,976 52,728

Lagardère Active 190,916 65,389 50,201 27,013 49,636

Lagardère Sports 211,608 95,378 – 49,652 75,600

Divisions 162,906 53,619 50,035 24,617 39,260

These averages are given as an indication only, and should be interpreted with care. They correspond to a wide diversity 
of situations due to the very nature of the activities and geographic locations, with the cost of living varying greatly from 
country to country.

Lagardère firmly intends to encourage equal pay for women and men, under equal conditions of employment and 
qualifi cation. The differences observed in the table below are essentially due to disparities in the nature of the positions 
and responsibilities held, as well as differences in age, seniority and level of qualification between the two groups. 
The salary scales implemented in some of the Group’s subsidiaries are one means of achieving this equality. 55% of all 
employees work in an entity which has defi ned salary ranges for each level.
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 B) Salary increases

The Group’s policy is to encourage salary increases that reward individual performance levels, assessed on quantitative and 
qualitative criteria defi ned by the subsidiaries. To take into account employees’ levels of skills, training and responsibility, 
and the specifi c nature of the sectors they are working in, individualised pay rises are therefore increasingly common.

 C) A complete range of variable components of pay

In addition to basic salary, most of the Group’s entities make use of individual and collective performance incentives 
(such as bonuses or a variable component of pay). These practices make it possible to link an employee’s remuneration 
to the achievement of personal targets and collective objectives at the level of the subsidiary concerned. More than 45% 
of the Group’s workforce has a variable component of pay (there is a certain disparity between different geographic areas, 
particularly due to different local market practices, with salary policy remaining the prerogative of local management). 
Schemes that allow employees to share in the fi nancial results of their company are common within the Group; they mainly 
take the form of profi t sharing and employee savings schemes. 36% of employees in France belong to an employee savings 
scheme. 1.84% of the shares issued by the Group are held by employees, including 0.72% held through mutual funds.

In France, Group employees also benefit from complementary health and social welfare plans partially funded by 
the employers. Some also have a special pension fund for one or more specifi c categories of employees, in addition to the general 
pension scheme.

Furthermore, the Group implements a specifi c policy of profi t sharing with employees according to their level of responsibility, 
performance and results, and encourages the development of a certain degree of loyalty in high potential employees. 
Each year, the Group allocates shares to employees, through stock options until 2006, and since 2007 through a free share 
allocation plan. A total of 594,350 shares were granted to 387 employees under this plan in 2007.

 5-3-2-4 Promoting dialogue between the workforce and management

Dialogue between employee representative bodies and the Group is an essential component of Lagardère’s human 
resources policy, based on the clear principle of seeking continuous balance between economic and labour issues, 
at all levels of the organisation (entities, divisions and Group).

 A) The Group Employees’ Committee and the European Works Committee

Beyond the principle of the autonomy of the divisions, the Group aims to promote cooperation and dialogue with employee 
representative bodies and between the various subsidiaries, in France and the rest of the world. Two Works Committees 
have been set up to this end: the European Employees’ Committee, set up in January 2003, and the Group Employees’ 
Committee, set up in January 2002. These two bodies have regular exchanges with the Management about the main issues 
and the transformations necessary for the Group’s business activities.

The Group Employees’ Committee comprises 30 members representing Lagardère Group employees and fi ve “observers” 
representing the EADS group (one for each nationwide union). The European Employees’ Committee also comprises 
30 members who are employees of the Lagardère Group in Europe (France holds 15 seats, and the remaining 15 are held 
by representatives from six other European countries - Spain, Belgium, Hungary, the United Kingdom, Italy and Germany; 
Poland and the Czech Republic could also have been represented, but as the Group’s companies in these countries have no 
employee representatives, no seats could be allocated to them). 

The respective articles of association of the Group Employees’ Committee and the European Employees’ Committee 
stipulate that each of these bodies must hold an annual meeting. In addition to the plenary sessions, meetings of the 
members of the Bureau and the Union Representatives may be held if required by the current situation. In 2007, the Bureau 
of the Group Employees’ Committee met three times. These meetings were the occasion for discussions of the measures to 
accompany the voluntary redundancy schemes at Lagardère Active, and the company’s organisation and strategy.

The Group Employees’ Committee was renewed at the end of 2007 and the fi rst meeting will be held in the fi rst half of 2008. 
This renewal took account of changes in structure and was attended for the fi rst time by representatives from the audiovisual 
sector. Under the cover of the Group Employees’ committee, an agreement was signed for the implementation of a special 
welfare fund.

 B) Employee representation

In 2007, employee representation concerned 73% of Lagardère’s total workforce. In France, the rate was over 94%. 
Employees not covered work in very small entities with only a few employees.
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 C)  Collective agreements

81 collective agreements were signed in the course of 2007; these agreements generally concerned pay, working hours, 
social welfare coverage, etc.

Percentage of the workforce covered by a collective agreement, by type:
• 76.32% of the workforce is covered by an agreement concerning working hours;
• 59.66% of the workforce is covered by an agreement concerning health & safety and working conditions;
• 72.06% of the workforce is covered by an agreement concerning pay;
• 60.14% of the workforce is covered by an agreement concerning social welfare;
• 26.97% of the workforce is covered by an agreement concerning training.

 D) Representative bodies in the media business

The Group belongs to a large number of representative bodies in the media, such as the Press and Book publishing Unions. 
In this capacity, it plays an active part in negotiations between management structures and employee representative 
bodies in France (particularly concerning freelance journalists, entertainment workers and home workers, see above 
(A relatively young workforce with high loyalty to the Group). 

In publishing, Lagardère Publishing is actively involved in joint negotiations between the French national Publisher’s Union 
and the trade union organisations. 2007 saw the application of a new divisional agreement concerning home workers: pay, 
workshop fees, the use of fl exible part-time working and training.

In press-related occupations, Lagardère Active plays an active role at the level of the general union and takes part in 
negotiations in France. In 2007, efforts focused on the rights of freelance journalists, intellectual property in the digital 
sector and vocational training.

 5-3-2-5  Promoting health and safety at work

The Group’s business activities are mainly concentrated in the services sector, where health and safety issues are of 
relatively limited importance, although those entities which comprise logistics and distribution activities have a relatively 
greater “safety culture”.

Nonetheless, in each of its divisions, Lagardère implements a policy of reducing health and occupational risks through 
preventive action and training. Among recent topics to emerge is the prevention of risks related to stress and more 
generally malaise in the workplace.

In order to reduce the frequency and severity rates of work accidents(1), Lagardère’s various divisions conduct continuous 
prevention campaigns as appropriate to the specifi c nature and constraints of their business lines. In 2007, the Group’s 
frequency rate decreased (an average of 9.68 for the Group compared to 12.45 in 2006 and 14.01 in France compared to 
15.21 in 2006) and in 2007 the severity rate of work accidents remained stable (an average of 0.31 for the Group compared 
to 0.29 in 2006 and 0.41 in France compared to 0.49 in 2006), at levels below those observed in France for retail activities 
(source: CNAMTS). Similarly, training in hygiene and safety is organised within the individual entities of the Group 
(see section 5-3-1-2 above).

 5-3-2-6  Appendices: Additional indicators

  Preserving balance in the workforce (see section 5-3-2-1)

  Permanent workforce (2007)

Permanent workforce at 31 December by division and by geographic area

2007 France Rest of Europe America Asia Other Total

Lagardère Services  2,635  4,722  2,106  170  363  9,996

Lagardère Publishing  2,573  2,823  1,093  7  189  6,685

Other Activities  588  588

Lagardère Active  3,396  5,006  942  547  67  9,958

Lagardère Sports  120  250  370

Total  9,312  12,801  4,141  724  619  27,597

(1)  Frequency rate = (number of work accidents resulting in sick leave x 106):number of hours worked. 

Severity rate = (number of days sick leave x 1,000): number of hours worked.
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Permanent workforce at 31 December by occupational group and by division

2007 Executives
% 

Executives Managers
%

Managers

Journalists 
and 

photographers 

% 
Journalists and 
photographers 

Other 
employees 

% 
Non managers Total

Lagardère Services 123 1% 1,579 16% – 0% 8,294 83% 9,996

Lagardère Publishing 306 5% 2,885 43% – 0% 3,494 52% 6,685

Other Activities 41 7% 179 30% 24 4% 344 59% 588

Lagardère Active 258 3% 2,787 28% 2,616 26% 4,297 43% 9,958

Lagardère Sports 28 8% 118 32% – 0% 224 61% 370

Divisions 756 3% 7,548 27% 2,640 10% 16,653 60% 27,597

Permanent workforce at 31 December by occupational group and gender, by division

2007

Executives Managers
Journalists 

and photographers Other employees

M F TotalM F Total M F Total M F Total M F Total

Lagardère 
Services 107 16 123 890 689 1,579 – – – 3,335 4,959 8,294 4,332 5,664 9,996

Lagardère 
Publishing 186 120 306 1,279 1,606 2,885 – – – 1,418 2,076 3,494 2,883 3,802 6,685

Other 
Activities 36 5 41 118 61 179 23 1 24 225 119 344 402 186 588

Lagardère 
Active 179 79 258 1,149 1,638 2,787 897 1719 2,616 1,378 2,919 4,297 3,603 6,356 9,958

Lagardère 
Sports 24 4 28 91 27 118 – – – 120 104 224 235 135 370

Divisions 532 224 756 3,527 4,021 7,548 920 1720 2,640 6,476 10,177 16,653 11,454 16,143 27,597

Breakdown of permanent workforce at 31 December by age and by division

2007 under 25 age group 25-to-30 age group 31-to-40 age group 41-to-50 age group 51-to-60 age group over 60 age group

Lagardère Services 14% 16% 27% 24% 16% 3%

Lagardère Publishing 5% 16% 31% 26% 19% 3%

Other Activities 3% 14% 28% 29% 21% 4%

Lagardère Active 9% 23% 37% 20% 10% 1%

Lagardère Sports 4% 21% 54% 16% 5% 1%

Divisions 10% 19% 32% 23% 14% 2%

Breakdown of permanent workforce at 31 December by age and by geographic area

2007 under 25 age group 25-to-30 age group 31-to-40 age group 41-to-50 age group 51-to-60 age group over 60 age group

France 5% 17% 33% 25% 18% 2%

Rest of Europe 10% 19% 34% 23% 12% 2%

America 17% 18% 24% 21% 15% 4%

Asia 13% 31% 39% 12% 5% 0%

Other areas 11% 26% 29% 20% 11% 3%

Areas 10% 19% 32% 23% 14% 2%
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Breakdown of permanent workforce at 31 December by seniority and by division

2007
less than 5 years 

seniority
6 to 10 years 

seniority
11 to 20 years 

seniority
21 to 30 years 

seniority
more than 30 years 

seniority

Lagardère Services 50% 22% 18% 7% 3%

Lagardère Publishing 40% 24% 21% 9% 6%

Other Activities 38% 14% 24% 15% 9%

Lagardère Active 57% 22% 14% 5% 2%

Lagardère Sports 60% 33% 6% 1% 0%

Divisions 50% 23% 17% 7% 3%

Breakdown of permanent workforce at 31 December by seniority and by geographic area

2007
less than 5 years 

seniority
6 to 10 years 

seniority
11 to 20 years 

seniority
21 to 30 years 

seniority
more than 30 years 

seniority

France 39% 24% 22% 10% 5%

Rest of Europe 52% 22% 16% 6% 3%

America 62% 20% 12% 5% 1%

Asia 67% 19% 10% 3% 1%

Other areas 68% 23% 8% 1% 0%

Areas 50% 23% 17% 7% 3%

  Permanent workforce (2006)

Permanent workforce at 31 December by division and by geographic area

Reporting scope 

(Divisions) France Rest of Europe America Asia Other areas Total 

Distribution  4,197  4,907  2,174  159  323  11,760

Press  3,705  3,963  899  514  9,081

New Media  157  68  61  286

Audiovisual  1,138  920  58  2,116

Books  2,713  2,804  1,100  3  183  6,803

Corporate  441  441

Total 12,351 12,662 4,234 676 564 30,487

Permanent workforce at 31 December by occupational group and by division

2006 Executives 
% 

Executives Managers 
% 

Managers 
Journalists and 
photographers   

% 
Journalists and 
photographers  

Other 
employees  

% Non 
managers Total

Distribution 133 1%  1,743 15% – 0% 9,884 84%  11,760

Press 159 2% 2,239 25%  2,768 30% 3,915 43%  9,081

New Media  13 5%  127 44%  19 7%  127 44%  286

Audiovisual  94 4%  579 27%  223 11%  1,220 58%  2,116

Books  346 5%  2,865 42% – 0%  3,592 53%  6,803

Corporate  34 8%  131 30% – 0%  276 63%  441

Divisions  779 3%  7,684 25%  3,010 10%  19,014 62%  30,487
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Permanent workforce at 31 December by occupational group and gender, by geographic area

Executives Managers
Journalists and 
photographers Other employees Employees

Total 2006 M F M F M F M F M F

France 231 93 2,073 2,278 704  638 2,633 3,701  5,641  6,710 12,351

Rest of Europe 244 109 1,119  968  426  925 3,577  5,294  5,366  7,296  12,662

America 41 17 474  553  115  198  892  1,944  1,522  2,712  4,234

Asia 7 9 50  76  4 –  147  383  208  468  676

Other areas 18 10 43  50 – –  166  277  227  337  564

Areas 541 238 3,759 3,925 1,249 1,761 7,415 11,599 12,964  17,523 30,487

Breakdown of permanent workforce at 31 December by age and by division

2006 under 25 age group 25-to-30 age group 31-to-40 age group 41-to-50 age group 51-to-60 age group over 60 age group

Distribution 14% 18% 29% 23% 13% 2%

Press 4% 17% 34% 26% 17% 2%

New Media 4% 29% 54% 11% 2% 0%

Audiovisual 10% 24% 39% 18% 8% 1%

Books 5% 15% 31% 27% 19% 2%

Corporate 2% 10% 27% 32% 27% 2%

Divisions 9% 17% 32% 24% 15% 2%

Breakdown of permanent workforce at 31 December by age and by geographic area

2006 under 25 age group 25-to-30 age group 31-to-40 age group 41-to-50 age group 51-to-60 age group over 60 age group

France 6% 17% 33% 25% 18% 2%

Rest of Europe 9% 17% 32% 26% 14% 2%

America 19% 17% 25% 21% 15% 4%

Asia 16% 29% 37% 15% 4% 0%

Other areas 13% 25% 28% 19% 12% 3%

Areas 9% 17% 32% 24% 15% 2%

Breakdown of permanent workforce at 31 December by seniority and by division

2006 less than 5 years seniority 6 to 10 years seniority 11 to 20 years seniority 21 to 30 years seniority more than 30 years seniority

Distribution 50% 24% 16% 8% 3%

Press 39% 23% 21% 13% 5%

New Media 59% 33% 7% 1% 0%

Audiovisual 50% 31% 14% 3% 2%

Books 35% 30% 21% 8% 6%

Corporate 31% 18% 27% 19% 5%

Divisions 43% 26% 19% 9% 4%
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Breakdown of permanent workforce at 31 December by seniority and by geographic area

2006 less than 5 years seniority 6 to 10 years seniority 11 to 20 years seniority 21 to 30 years seniority more than 30 years seniority

France 34% 26% 21% 13% 6%

Rest of Europe 43% 27% 19% 7% 3%

America 61% 21% 12% 5% 1%

Asia 67% 16% 12% 4% 1%

Other areas 72% 20% 7% 1% 0%

Areas 43% 26% 19% 9% 4%

  Temporary workforce (2007)

Average workforce on temporary contracts, in FTE, by division and by geographic area

2007 France Rest of Europe America Asia Other areas Total

Lagardère Services 231 552 11 5 172 970

Lagardère Publishing 176 99 8 – 20 303

Other Activities 24 24

Lagardère Active 201 559 5 92 7 865

Lagardère Sports 3 53 56

Total 636 1,263 24 97 199 2,219

Breakdown of workforce on temporary contracts, in FTE, by job position and by division

2007

Marketing/
Sales/

Procurement

Accounting/
Finance/

Management/
Strategy

Industry/
Production/

Logistics Media Administration
HR/Legal/

Communication IT Other

Lagardère Services 54% 6% 17% 1% 2% 1% 1% 19%

Lagardère Publishing 17% 4% 18% 52% 4% 1% 2% 1%

Other Activities 12% 2% 8% 0% 24% 5% 1% 48%

Lagardère Active 14% 4% 5% 53% 8% 2% 1% 12%

Lagardère Sports 81% 11% 2% 0% 2% 3% 0% 1%

Divisions 34% 5% 12% 28% 5% 2% 1% 14%

Average workforce on temporary contracts, in FTE, by occupational category, by gender and by division

Executives Managers
Journalists and 
photographers Other employees

Employees on 
temporary contracts

Total employees on 
temporary contracts 

calculated on basis of 
occupational category2007 M F M F M F M F M F

Lagardère Services 0% 0% 0% 0% 0% 0% 18% 25% 18% 26% 44%

Lagardère Publishing 0% 0% 1% 4% 0% 0% 3% 6% 4% 10% 14%

Other Activities 0% 0% 0% 0% 0% 0% 1% 0% 1% 0% 1%

Lagardère Active 0% 0% 2% 2% 6% 11% 7% 12% 14% 25% 39%

Lagardère Sports 0% 0% 0% 0% 0% 0% 2% 1% 2% 1% 3%

Divisions 0% 0% 3% 7% 6% 11% 29% 44% 38% 62% 100%

DocRef07_ch5-03_UK-v6.indd   84DocRef07_ch5-03_UK-v6.indd   84 15/04/08   19:54:2515/04/08   19:54:25



Lagardère Reference Document 2007
85

Chapter 5  Information on the business activities of the Company and the Group

  Temporary workforce (2006)

Average workforce on temporary contracts, in FTE, by division and by geographic area

Reporting scope
(division) France Rest of Europe America Asia Other area Total

Distribution 373 716 13 3 143 1,248

Press 208 535 – 99 842

New Media 12 1 – 12

Audiovisual 54 248 3 305

Books 192 111 30 – 41 374

Corporate 8 8

Total 847 1,611 43 102 187 2,789

Breakdown of workforce on temporary contracts, in FTE, by job position and by division

2006

Marketing/
Sales/

Procurement

Accounting/
Finance/

Management/
Strategy

Industry/
Production/

Logistics Media Administration
HR/Legal/

Communication IT Other

Distribution 55% 5% 15% 0% 1% 1% 0% 22%

Press 15% 2% 12% 63% 4% 2% 1% 1%

New Media 0% 0% 0% 87% 6% 0% 5% 2%

Audiovisual 9% 4% 0% 47% 20% 3% 1% 16%

Books 19% 4% 23% 44% 5% 2% 2% 2%

Corporate 12% 10% 12% 0% 18% 10% 25% 12%

Divisions 35% 4% 14% 26% 4% 2% 1% 14%

Average workforce on temporary contracts, in FTE, by occupational category, by gender and by division

Executives Managers
Journalists and 
photographers Other employees

Employees 
on temporary 

contracts
Total employees on 

temporary contracts 
calculated on basis of 

occupational group2006 M F M F M F M F M F

Distribution 0% 0% 0% 1% 0% 0% 15% 29% 15% 29% 45%

Press 0% 0% 0% 1% 8% 12% 3% 6% 11% 19% 30%

New Media 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Audiovisual 0% 0% 0% 0% 1% 1% 4% 5% 5% 6% 11%

Books 0% 0% 1% 3% 0% 0% 4% 5% 5% 9% 13%

Corporate 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Divisions 0% 0% 2% 5% 9% 13% 26% 45% 37% 63% 100%
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  Recruitment – Separation (2007)

Permanent staff recruited by type, by gender and by division

2007

Number of people
recruited on 
permanent 
contracts 

during the year

Number of people joining 
the entity’s permanent staff 
following internal transfer 

during the year

Number of people joining 
the entity’s permanent staff 

following a merger 
or acquisition during the year

Number of people 
whose temporary 

contract was 
converted into a 

permanent contract Total

TotalM F M F M F M F M F

Lagardère Services  865  1,426  46  57  48  88  55  101 38% 62%  2,686

Lagardère Publishing  289  542  11  11  8  6  13  54 34% 66%  934

Other Activities  45  26  3  7  38  17  7  1 65% 35%  144

Lagardère Active  522  855  44  72  – –   45  97 37% 63%  1,635

Lagardère Sports  27  13  12  7  5  3  17  5 69% 31%  89

Divisions  1,748  2,862  116  154  99  114  137  258 38% 62%  5,488

Typology of permanent staff recruited, by geographic area

2007 Recruitment Internal transfer Mergers & acquisitions Conversion of contract
Total permanent staff 

recruited

France 77% 10% 4% 9%  1,469

Rest of Europe 76% 6% 7% 11%  2,077

America 99% 0% 1% 0%  1,316

Asia 93% 0% 0% 7%  397

Other areas 99% 1% 0% 0%  229

Areas 84% 5% 4% 7%  5,488

Permanent staff recruited by type, by gender and by geographic area

Recruitment
Internal 
transfer

Mergers/ 
acquisitions

Temporary contract 
converted into 

permanent contract Total Total 
permanent 

staff recruited2007 F M F M F M F M F M

Total Lagardère Services 1,426 865 57 46 88 48 101 55 1,672 1,014 2,686

Total Lagardère Publishing 542 289 11 11 6 8 54 13 613 321 934

Total Other Activities 26 45 7 3 17 38 1 7 51 93 144

Total Lagardère Active 855 522 72 44 0 0 97 45 1,024 611 1,635

Total Lagardère Sports 13 27 7 12 3 5 5 17 28 61 89

Total 2,862 1,748 154 116 114 99 258 137 3,388 2,100 5,488
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Number of separations, permanent staff, by division

2007 Resignation
By mutual 
agreement

Dismissal for 
individual 

reasons

Redundancy 
for economic 

reasons Retirement
Internal
transfer Other 

Total 
separations 
permanent 

staff

Lagardère Services 59% 13% 6% 5% 2% 4% 10%  3,276

Lagardère Publishing 58% 2% 16% 5% 9% 2% 8%  853

Other Activities 40% 0% 26% 0% 7% 21% 7%  43

Lagardère Active 57% 5% 16% 6% 2% 7% 7%  1,475

Lagardère Sports 59% 7% 27% 2% 0% 2% 2%  41

Total 58% 9% 10% 5% 3% 5% 9%  5,688

Number of separations, permanent staff, by type and gender, by division

Resignation 
By mutual 
agreement

Dismissal for 
individual 

reasons

Redundancy 
for economic 

reasons Retirement
Internal 
transfer

Other 
reasons

Total 
separations

Total 
separations 
permanent 

staff2007 F M F M F M F M F M F M F M F M

Total Lagardère 
Services 1,292 638 279 157 115 83 85 95 45 31 98 46 123 189 62% 38% 3,276

Total Lagardère 
Publishing 344 148 10 10 66 70 28 15 33 43 10 9 39 28 62% 38% 853

Total Other 
Activities 5 12 0 0 3 8 0 0 2 1 3 6 3 0 37% 63% 43

Total Lagardère 
Active 538 305 50 28 122 107 47 40 13 14 65 42 54 50 60% 40% 1,475

Total Lagardère 
Sports 7 17 1 2 1 10 0 1 0 0 0 1 0 1 22% 78% 41

Total 2,186 1,120 340
 

197 307  278 160 151  93 89 176  104 219 268 62% 38% 5,688

  Recruitment – Separation (2006)

Number of people recruited on permanent contract by type, gender and division

Number of people
recruited on 

permanent contracts 
during the year

Number of people joining 
the entity’s permanent staff 
following internal transfer 

during the year

Number of people joining 
the entity’s permanent staff 

following a merger 
or acquisition during the year

Number of people 
whose temporary 

contract was 
converted into a 

permanent contract

2006 M F M F M F M F Total

Distribution 955 1,560 31 31 23 79 144 251 3,074

Press 216 580 30 56 30 29 65 64 1,070

New Media 40 16 4 2 – – 4 6 72

Audiovisual 101 168 16 13 3 10 27 36 374

Books 327 569 16 18 32 50 47 68 1,127

Corporate 26 13 – 2 84 23 4 1 153

Divisions 1,665 2,906 97 122 172 191 291 426 5,870
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Typology of permanent staff recruited, by geographic area

2006 Recruitment Internal transfer Mergers & acquisitions Conversion of contract Total permanent staff recruited

France 65% 9% 10% 16% 1,927.00

Rest of Europe 69% 2% 8% 21% 1,914.00

America 99% 0% 1% 0% 1,360.00

Asia 98% 0% 0% 1% 325.00

Other areas 98% 1% 1% 1% 344.00

Areas 78% 4% 6% 12% 5,870.00

Permanent staff recruited by type and gender, by geographic area

2006

Number of people
recruited on 
permanent 
contracts 

during the year

Number of people joining 
the entity’s permanent 
staff following internal 
transfer during the year

Number of people joining 
the entity’s permanent 

staff following a merger 
or acquisition 

during the year

Number of people 
whose temporary 

contract was 
converted into 

a permanent contract Total

TotalM F M F M F M F M F

Total France 524 730 74 102 106 82 145 164 849 1,078 1,927

Total Rest of Europe 407 911 18 19 61 99 142 257 628 1,286 1,914

Total America 469 872 3 0 5 8 1 2 478 882 1,360

Total Asia 129 191 0 1 0 0 1 3 130 195 325

Total Other areas 136 202 2 0 0 2 2 0 140 204 344

Total Areas 1,665 2,906 97 122 172 191 291 426 2,225 3,645 5,870

Typology of permanent staff separations, by division

Percentage separations, permanent staff

2006 Resignation 
By mutual 
agreement 

Dismissal for 
individual reasons

Redundancy for 
economic reasons Retirement

Internal 
transfer Other

Total separations, 
permanent staff

Distribution 58% 15% 14% 2% 2% 1% 7% 3,632

Press 50% 2% 15% 8% 4% 4% 16% 1,202

New Media 47% 3% 19% 5% 0% 19% 7% 59

Audiovisual 47% 14% 21% 3% 1% 8% 6% 287

Books 50% 2% 23% 5% 7% 4% 9% 980

Corporate 10% 3% 34% 7% 24% 21% 0% 29

Divisions 54% 10% 16% 4% 4% 3% 9% 6,189
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Number of separations, permanent staff, by type and gender, by division

2006

Percentage separations, permanent staff

Total
Total separations, 

permanent staff

Resignation
By mutual 
agreement

Dismissal for 
individual reasons

Redundancy for 
economic reasons Retirement

Internal 
transfer

Other 
reasons

F M F M F M F M F M F M F M F M

Total 
Distribution 1,397 705 324 231 297 213 41 24 53 33 24 18 141 131 63% 37% 3,632.30

Total Press 460 137 14 12 99 82 73 27 20 29 34 18 149 48 71% 29% 1,202.00

Total 
New Media 8 20 0 2 4 7 3 0 0 0 5 6 2 2 37% 63% 59.00

Total 
Audiovisual 74 62 21 20 29 30 6 3 1 3 16 6 8 8 54% 46% 287.00

Total Books 343 145 8 7 115 111 35 17 36 35 18 18 65 27 63% 37% 980.00

Total 
Corporate 2 1 1 0 6 4 1 1 5 2 0 6 0 0 52% 48% 29.00

Divisions 2,284 1,070 368 272 550 447 159 72 115 102 97 72 365 216 64% 36% 6,189.30

  External workforce (2007)

Number of staff from temporary staffi ng agencies, in FTE, compared to average permanent 
and temporary workforce in FTE, by division

2007 France Rest of Europe America Asia Other areas Total

Lagardère Services 0.01 0.06 0 0 0 0.03

Lagardère Publishing 0.12 0.05 0.02 0 0 0.07

Other Activities 0.01 0.01

Lagardère Active 0.01 0.03 0 0.02 0 0.02

Lagardère Sports 0 0.01 0.01

Total 0.04 0.05 0.01 0.02 0 0.04

  External workforce (2006)

Number of staff from temporary staffi ng agencies, in FTE, compared to average permanent 
and temporary workforce in FTE, by division

Reporting scope (division) France Rest of Europe America Asia Other areas Total

Distribution  0.01  0.06 0  0.01 0  0.03

Press  0.01  0.05 0  0.02  0.02

New Media 0 0 0 0

Audiovisual  0.01 0 0 0

Books  0.12  0.06  0.02  0.29  0.01  0.08

Corporate  0.01  0.01

Total  0.03  0.05  0.01  0.02 0  0.04 
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  Working hours (2007)

Minimum working hours

Reporting scope 

(geographic area)

Minimum

Minimum 
[hours/year]

Corresponding number of 
days worked

Corresponding number of 
hours worked per day

France 1,372 196 7

Rest of Europe 0 0 0

America 1,610 230 7

Asia 1,666 238 7

Other areas 1,786 235 7.6

Maximum working hours

Reporting scope 

(geographic area)

Maximum

Maximum 
[hours/year]

Corresponding number of 
days worked

Corresponding number of 
hours worked per day

France 1,778.40 228 7.80

Rest of Europe 2,200.00 220 10.00

America 2,080.00 260 8.00

Asia 2,640.00 264 10.00

Other areas 2,288.00 286 8.00

  Working hours (2006)

Minimum working hours

Reporting scope 

(geographic area)

Minimum

Minimum 
[hours/year]

Corresponding number of 
days worked

Corresponding number of 
hours worked per day

France 1,372 196 7

Rest of Europe 1,449 207 7

America 1,610 230 7

Asia 1,694 242 7

Other areas 1,733 231 7.5

Maximum working hours

Reporting scope 

(geographic area)

Maximum

Maximum 
[hours/year]

Corresponding number of 
days worked

Corresponding number of 
hours worked per day

France 2,115 235 9

Rest of Europe 2,080 260 8

America 2,080 260 8

Asia 2,510 251 10

Other areas 2,288 286 8
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  Overtime (2007)

Number of hours overtime worked in 2007, by division and geographic area

America Asia Other areas Rest of Europe France Total

Lagardère Services 51,380 10,984 157,291 53,819 273,474

Lagardère Publishing 2 – – 21,438 39,427 60,867

Other Activities 5,249 5,249

Lagardère Active 38,862 – – 21,990 3,495 64,347

Lagardère Sports 779 – 779

Total 90,244 10,984 – 201,498 101,990 404,715

  Overtime (2006)

Number of hours overtime worked in 2006, by division and geographic area

Reporting scope 

(division) America Asia Other areas Rest of Europe France Total

Distribution 1,583 119,436 98,190 6,190 225,399

Press 38,748 – 23,077 33,808 95,633

Books 2 – – 19,655 23,624 43,281

Corporate 539 539

New Media 50 – 198 248

Audiovisual – – 562 562

Total 40,383 – 119,436 140,922 64,921 365,662

  Part-time work (2007)

Permanent workforce at 31 December in part-time work

2007

Permanent 
workforce, male, 
in part-time work

% permanent 
workforce, 

male

Permanent 
workforce, female, 
in part-time work

% permanent 
workforce, 

female
% permanent 

workforce
Total workforce 

in part-time work

Lagardère Services 642 15% 1,695 30% 23% 2,337

Lagardère Publishing 72 3% 467 12% 8% 539

Other Activities 36 9% 22 12% 10% 58

Lagardère Active 96 3% 436 9% 7% 532

Lagardère Sports 7 3% 19 14% 7% 26

Divisions 853 8% 2,639 18% 14% 3,492
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Conversion of permanent employees to part-time work

2007

Number of 
employees changing 

to part-time work 
during the year at 

their own initiative % of total

Number of employees 
changing to part-time 
work during the year 

at their employer’s 
initiative % of total

Total number of 
employees changing to 

part-time work 
during the year

% compared to 
part-time 
workforce

Lagardère Services 101 65% 54 35% 155 7%

Lagardère Publishing 94 85% 17 15% 111 21%

Other Activities 3 75% 1 25% 4 7%

Lagardère Active 23 66% 12 34% 35 7%

Lagardère Sports 1 100% 0 0% 1 4%

Divisions 222 73% 84 27% 306 9%

  Part-time work (2006)

Permanent workforce at 31 December in part-time work

2006

Permanent 
workforce, male, 
in part-time work

% permanent 
workforce, 

male

Permanent 
workforce, female, 
in part-time work

% permanent 
workforce, 

female
% permanent 

workforce

Total workforce 
in part-time 

work

Distribution 915 18% 2,397 36% 28% 3,312

Press 52 2% 466 11% 7% 518

New Media 10 6% 15 14% 9% 25

Audiovisual 40 4% 67 6% 5% 107

Books 68 2% 443 12% 8% 510

Corporate 5 2% 9 6% 3% 14

Divisions 1,090 9% 3,397 21% 16% 4,486

Conversion of permanent employees to part-time work

2006

Number of 
employees changing 

to part-time work 
during the year at 

their own initiative % of total

Number of employees 
changing to part-time 
work during the year 

at their employer’s 
initiative % of total

Total number of 
employees changing to 

part-time work 
during the year

% compared to 
part-time 
workforce

Distribution 162 93% 12 7% 174 5%

Press 12 46% 14 54% 26 5%

New Media 3 100% 0 0% 3 12%

Audiovisual 6 86% 1 14% 7 7%

Books 93 94% 6 6% 99 19%

Corporate 3 100% 0 0% 3 21%

Divisions 279 89% 33 11% 312 7%
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  Part-time staff by geographic area (2007)

Permanent workforce in part-time work by gender and by geographic area

2007 Part time employees, male Part-time employees, female Total part time employees

France  596  156  752

Rest of Europe  1,271  423  1,694

America  656  241  897

Asia  52  18  70

Other areas  64  15  79

Total  2,639  853  3,492

  Part-time staff by geographic area (2006)

Permanent workforce in part-time work by gender

2006
Permanent workforce, male, 

in part-time work
Permanent workforce, female, 

in part-time work
Total workforce 

in part-time work

Total France 214 993 1,206

Total Rest of Europe 406 1,357 1,763

Total America 274 787 1,061

Total Other areas 196 260 456

Total  1,090  3,397  4,486

  Integration of disabled employees (2007)

Number of disabled employees per thousand permanent employees at 31 December

2007 France Rest of Europe America Asia Other areas Total

Lagardère Services 5.69 18.85 0.47 0 0 10.5

Lagardère Publishing 11.66 8.15 0 0 0 7.93

Other Activities 18.71 18.71

Lagardère Active 6.77 4.48 3.18 5.48 0 5.35

Lagardère Sports 0 8 5.41

Total 8.48 11.88 0.97 4.14 0 8.36
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  Integration of disabled employees (2006)

Number of disabled employees per thousand permanent employees at 31 December

Reporting scope

(division) France Rest of Europe America Asia Other areas Total

Distribution 6.19 18.14 0.46 0 0 9.86

Press 21.86 4.82 3.34 1.95 13.21

New Media 6.37 14.71 0 6.99

Audiovisual 2.64 2.17 0 2.36

Books 12.9 7.49 0.91 0 0 8.38

Corporate 20.41 20.41

Total 12.55 11.42 1.18 1.48 0 9.93

  Local employment and regional development (2007)

Permanent workforce at 31 December by division and by geographic area

2007 France Rest of Europe America Asia Other areas Total

Lagardère Services  2,635  4,722  2,106  170  363  9,996

Lagardère Publishing  2,573  2,823  1,093  7  189  6,685

Other Activities  588  588

Lagardère Active  3,396  5,006  942  547  67  9,958

Lagardère Sports  120  250  370

Total  9,312  12,801  4,141  724  619  27,597

  Local employment and regional development (2006)

Permanent workforce at 31 December by division and by geographic area

Reporting scope

(division) France Rest of Europe America Asia Other areas Total 

Distribution  4,197  4,907  2,174  159  323  11,760

Press  3,705  3,963  899  514  9,081

New Media  157  68  61  286

Audiovisual  1,138  920  58  2,116

Books  2,713  2,804  1,100  3  183  6,803

Corporate  441  441

Total  12,351  12,662  4,234  676  564  30,487
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  Fostering personal creativity and fulfi lment (see section 5-3-2-2)

  Training (2007)

Proportion of the permanent workforce at 31 December, by occupational group, 
who attended at least one training course, by division

2007 Executives Managers
Journalists and 
photographers Other employees Total

Lagardère Services 2% 21% 0% 78% 40%

Lagardère Publishing 5% 47% 0% 48% 42%

Other Activities 15% 31% 0% 53% 32%

Lagardère Active 2% 41% 22% 35% 45%

Lagardère Sports 5% 29% 0% 65% 15%

Divisions 3% 35% 7% 55% 41%

Proportion of the permanent workforce at 31 December, by occupational group, 
who attended at least one training course, by geographic area

2007 Executives Managers
Journalists and 
photographers Other employees Total

France 2% 52% 8% 38% 45%

Rest of Europe 3% 21% 8% 67% 44%

America 5% 43% 7% 45% 18%

Asia 3% 14% 0% 83% 55%

Other areas 5% 16% 0% 80% 72%

Areas 3% 35% 7% 55% 41%

Proportion of each type of training course in relation to total 
(number of employees who followed at least one training course, by sector)

2007

Personal development, 
interpersonal and 

communication skills
Health & safety 
or environment

Computing - 
management, editorial 

or offi ce automation Languages Management
Occupational 

training course Total

Lagardère
1,325 

(9.88%)
2,648 

(19.74%)
2,032 

(15.15%)
1,543

 (11.5%)
1,490

 (11.11%)
4,376 

(32.62%)
13,414

Average number of days training of permanent employees who attended training, by division and by geographic area

2007 France Rest of Europe America Asia Other areas Total

Lagardère Services 4.5 2.5 1.2 0.9 1.2 2.8

Lagardère Publishing 2.7 2.7 0.7 1.1 2.4

Other Activities 4.3 4.4

Lagardère Active 2.8 2.0 0.3 1.3 2.8 2.4

Lagardère Sports 0.3 2.2 2.0

Total 3.4 2.4 0.8 1.1 1.4 2.6
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Average expenditure on training of permanent employees, by division and by geographic area

2007 France Rest of Europe America Asia Other areas Total

Lagardère Services  1,890  576  428     41     427     923    

Lagardère Publishing  2,040  370  226     362     899    

Other Activities  2,454  2,454    

Lagardère Active  1,248  807  175  774     88     1,004    

Lagardère Sports –  3,986  3,551    

Total  1,655  606  267  459     379     985    

Percentage permanent workforce at 31 December having followed at least one training course by gender, 
occupational group and division

2007

Executives Managers
Journalists and 
photographers Other employees

TotalM F M F M F M F

Lagardère Services 1% 0% 12% 9% 0% 0% 31% 47% 40%

Lagardère Publishing 3% 2% 18% 29% 0% 0% 18% 30% 42%

Other Activities 12% 4% 18% 13% 0% 0% 35% 18% 32%

Lagardère Active 1% 1% 16% 25% 7% 15% 11% 24% 45%

Lagardère Sports 5% 0% 22% 7% 0% 0% 36% 29% 15%

Divisions 2% 1% 15% 20% 2% 5% 21% 34% 41%

  Training (2006)

Proportion of the permanent workforce at 31 December, by occupational group, 
who attended at least one training course, by division

2006 Executives Managers
Journalists and 
photographers Other employees Total

Distribution 1% 16% 0% 82% 53%

Press 1% 38% 23% 37% 44%

New Media 4% 41% 13% 42% 41%

Audiovisual 6% 31% 2% 61% 38%

Books 5% 49% 0% 46% 50%

Corporate 7% 39% 0% 54% 46%

Divisions 3% 31% 5% 61% 49%

Proportion of the permanent workforce at 31 December, by occupational group, 
who attended at least one training course, by geographic area

2006 Executives Managers Journalists and photographers Other employees Total

France 1% 34% 9% 56% 57%

Rest of Europe 4% 27% 2% 67% 48%

America 4% 38% 3% 55% 25%

Asia 2% 14% 0% 84% 51%

Other areas 4% 18% 0% 78% 75%

Areas 3% 31% 5% 61% 49%
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Proportion of each type of training course in relation to total

2006 Total number of permanent staff who attended at least one training course in:

Reporting 

scope

Personal development, 
interpersonal and 

communication skills
Health & safety 
or environment

Computing - 
management, editorial 

or offi ce automation Languages Management

Occupational 
training 
course Total

Lagardère
1,397

(8.27%)
3,841

(22.73%)
2,478

(14.67%)
1,335
(7.9%)

1,607
(9.51%)

6,239
(36.92%)

16,897

Average number of days training of permanent employees who attended training, by division and by geographic area

Reporting scope

(division) France Rest of Europe America Asia Other areas Total

Distribution 2.1 1.9 1.7 0.0 1.5 1.9

Press 3.6 2.2 0.2 0.9 3.0

New Media 2.5 4.6 10.0 3.4

Audiovisual 2.3 2.5 3.9 2.5

Books 2.4 3.0 0.4 13.0 1.8 2.3

Corporate 5.3 5.3

Total 2.8 2.4 0.6 0.5 1.8 2.4

Average expenditure on training of permanent employees, by division and by geographic area

Reporting scope

(division) France Rest of Europe America Asia Other areas Total

Distribution 709 448 388 32 369 558

Press 1,181 1,863 105 749 1,208

New Media 993 1,875 8,039 1,415

Audiovisual 1,386 1,232 118 1,249

Books 1,788 298 221 3,000 494 710

Corporate 1,986 1,986

Total 1,094 610 244 428 359 812
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  Providing an attractive remuneration package (see section 5-3-2-3)

  Salary increases and variable components of pay (2007)

Proportion of permanent workforce, by occupational group and by gender, who received a salary increase, by division

2007

Executives Managers
Journalists and 
photographers Other employees

All occupational 
groups together

All occupational 
groups togetherM F M F M F M F M F

Lagardère Services 77% 106% 68% 74% 0% 0% 83% 82% 80% 81% 81%

Lagardère Publishing 83% 83% 90% 84% 0% 0% 87% 87% 88% 86% 87%

Other Activities 47% 80% 60% 62% 87% 0% 85% 83% 75% 76% 75%

Lagardère Active 34% 57% 57% 62% 64% 60% 44% 48% 53% 56% 55%

Lagardère Sports 21% 0% 41% 26% 0% 0% 63% 53% 50% 46% 49%

Divisions 61% 76% 72% 73% 65% 60% 77% 75% 74% 73% 74%

Proportion of permanent workforce, by occupational group and by gender, who received a salary increase, by geographic area

2007

Executives Managers
Journalists and 
photographers Other employees

TotalM F M F M F M F

France 77% 100% 68% 74% 0% 0% 83% 82% 81%

Rest of Europe 83% 83% 90% 84% 0% 0% 87% 87% 87%

America 47% 80% 60% 62% 87% 0% 85% 83% 75%

Asia 28% 38% 53% 54% 55% 46% 31% 35% 43%

Other Areas 21% 0% 41% 26% 0% 0% 63% 53% 49%

Areas 58% 67% 70% 69% 56% 46% 73% 69% 68%

Proportion of permanent workforce at 31 December, by occupational group and by gender, 
who received a variable component of pay, by division

2007

Executives Managers
Journalists and 
photographers Other employees

All occupational 
groups together

All occupational 
groups togetherM F M F M F M F M F

Lagardère Services 91% 100% 93% 99% 0% 0% 34% 35% 47% 43% 45%

Lagardère Publishing 92% 101% 68% 55% 0% 0% 57% 50% 64% 54% 58%

Other Activities 69% 80% 34% 20% 0% 0% 3% 3% 18% 11% 16%

Lagardère Active 69% 92% 56% 61% 17% 9% 34% 37% 39% 37% 38%

Lagardère Sports 71% 75% 80% 52% 0% 0% 73% 55% 76% 55% 68%

Divisions 82% 97% 70% 65% 17% 9% 39% 39% 49% 44% 46%
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Proportion of permanent workforce at 31 December, by occupational group, 
who received a variable component of pay, by geographic area

2007 Executives Managers
Journalists and 
photographers Other employees

All occupational 
groups together

France 76% 71% 17% 73% 67%

Rest of Europe 92% 56% 8% 25% 31%

America 91% 78% 7% 25% 37%

Asia 100% 45% 0% 58% 57%

Other areas 88% 82% 0% 28% 38%

Areas 87% 67% 12% 39% 46%

  Salary increases and variable components of pay (2006)

Proportion of permanent workforce, by occupational group and by gender, who received a salary increase, by division

2006

Executives Managers
Journalists and 
photographers Other employees

All occupational 
groups together

All occupational 
groups togetherM F M F M F M F M F

Distribution 80% 94% 71% 73% 0% 0% 89% 85% 85% 83% 84%

Press 49% 48% 67% 72% 60% 60% 55% 64% 61% 65% 63%

New Media 58% 100% 74% 85% 100% 100% 48% 45% 64% 66% 65%

Audiovisual 36% 39% 46% 44% 34% 31% 25% 24% 33% 30% 32%

Books 88% 95% 88% 86% 0% 0% 87% 87% 87% 87% 87%

Corporate 54% 67% 58% 62% 0% 0% 53% 69% 54% 67% 59%

Divisions 71% 80% 74% 76% 57% 59% 78% 77% 75% 75% 75%

Proportion of permanent workforce at 31 December, by occupational group and by gender, 
who receive a variable component to pay, by division

2006

Executives Managers
Journalists and 
photographers Other employees

All occupational 
groups together

All occupational 
groups togetherM F M F M F M F M F

Distribution 91% 94% 86% 75% 0% 0% 33% 33% 44% 38% 41%

Press 86% 84% 42% 54% 5% 4% 15% 30% 22% 28% 26%

New Media 100% 100% 42% 59% 13% 0% 16% 21% 34% 33% 34%

Audiovisual 76% 68% 64% 64% 45% 50% 43% 45% 52% 51% 51%

Books 94% 100% 65% 55% 0% 0% 53% 48% 61% 53% 56%

Corporate 64% 67% 58% 56% 0% 0% 7% 37% 27% 44% 33%

Divisions 88% 92% 64% 59% 10% 7% 34% 36% 43% 40% 41%
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Proportion of permanent workforce at 31 December, by occupational group, 
who received a variable component of pay, by geographic area

2006 Executives Managers
Journalists and 
photographers Other employees

All occupational 
groups together

France 85% 68% 10% 57% 56%

Rest of Europe 95% 55% 6% 21% 28%

America 90% 46% 7% 25% 29%

Asia 94% 33% 0% 51% 48%

Other areas 82% 86% 0% 28% 40%

Areas 89% 62% 8% 35% 41%

  Salary scales and employee savings schemes (2007)

Permanent workforce at 31 December in an entity that has defi ned salary ranges, by geographic area

2007
Permanent workforce at 31 

December
In an entity that has defi ned 

salary ranges
Proportion of the workforce in 

an entity that has defi ned salary ranges

France  9,312     6,117    66%

Rest of Europe  10,694     5,067    47%

America  4,141     2,106    51%

Asia  724     385    53%

Other areas  619     363    59%

Areas  25,490     14,038    55%

Permanent workforce at 31 December in an entity that has an employee savings scheme, by division

2007
Permanent workforce 

at 31 December
In an entity that has an 

employee savings scheme
Proportion of the workforce in an entity 

that has an employee savings scheme

Lagardère Services 9,996 7,712 77%

Lagardère Publishing 6,685 1,373 21%

Other Activities 588 383 65%

Lagardère Active 7,851 4,750 58%

Lagardère Sports 370 – 0%

Divisions  25,490 14,038 55%

  Salary scales and employee savings schemes (2006)

Permanent workforce at 31 December in an entity that has defi ned salary ranges, by geographic area

2006 Proportion of the workforce in an entity that has defi ned salary ranges

France 80%

Rest of Europe 44%

America 52%

Asia 54%

Other areas 57%

Areas 61%
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Permanent workforce at 31 December in an entity that has an employee savings scheme, by geographic area

2006 Proportion of the workforce in an entity that has an employee savings scheme

France 38%

Rest of Europe 12%

America 14%

Asia 0%

Other areas 0%

Areas 23%

  Employee social welfare contributions (in thousands of euros)

Social welfare contributions by division

2005 2006 Change

Distribution  77,275  78,155  880 

Press  120,000  121,035  1,035 

Books  72,165  75,055  2,890 

Audiovisual  57,845  59,195  1,350 

Corporate  10,210  11,340  1,130 

Total  337,495  344,780  7,285 

Social welfare contributions by geographic area

2005 2006 Change

Total France  259,725  259,390 –335

Total Rest of Europe  59,410  61,235  1,825

Total America  11,965  18,910  6,945

Total Asia  6,240  5,045 –1,195

Total Africa  50  50

Total Latin America  155  150 –5 

Total 337,495 344,780 7,285

  Promoting dialogue between employee representative bodies and the Group (see section 5-3-2-4)

  Labour relations (2007)

Proportion of permanent workforce at 31 December in an entity with employee representation, by geographic area

2007 % covered by employee representation

France 94%

Rest of Europe 75%

America 38%

Asia 30%

Other areas 0%

Areas 73%
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Proportion of permanent workforce at 31 December in an entity with employee representation, by division

2007 Total permanent workforce at 31 December

Lagardère Services 83%

Lagardère Publishing 79%

Other Activities 100%

Lagardère Active 27%

Lagardère Sports 0%

Divisions 61%

  Labour relations (2006)

Proportion of permanent workforce at 31 December in an entity with employee representation, by geographic area

2006 % covered by employee representation

France 97%

Rest of Europe 77%

America 39%

Asia 31%

Other areas 0%

Areas 77.67%

Proportion of permanent workforce at 31 December in an entity with employee representation, by division

2006 % covered by employee representation

Distribution 88%

Press 70%

New Media 55%

Audiovisual 49%

Books 78%

Corporate 95%

Divisions 77.67%

  Collective agreements (2007)

Collective agreements, by geographic area

2007 Existing collective agreements in force at 31 December Collective agreements signed during the year

France 340 67

Rest of Europe 67 12

America 3 0

Asia 3 2

Other areas 0 0

Areas 413 81
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Collective agreements, by division

2007 Existing collective agreements in force at 31 December Collective agreements signed during the year

Lagardère Services 19 95

Lagardère Publishing 19 134

Other Activities 7 24

Lagardère Active 36 140

Lagardère Sports 0 20

Total 81 413

  Collective agreements (2006)

Collective agreements, by geographic area

2006 Existing collective agreements in force at 31 December Collective agreements signed during the year

France 500 73

Rest of Europe 53 12

America 3 2

Asia 1 1

Other areas 0 0

Areas 557 88

Collective agreements, by division

2006 Existing collective agreements in force at 31 December Collective agreements signed during the year

Distribution 95 22

Press 243 27

New Media 12 0

Audiovisual 55 19

Books 131 18

Other Activities 21 2

Areas 557 88

  Promoting health and safety at work (see section 5-3-2-5)

  Health and Safety training (2007)

Proportion of type of training in relation to total 
(number of permanent staff who attended at least one training course per sector)

2007

Personal development, 
interpersonal 

and communication skills
Health & safety 
or environment

Computing - 
management, 

editorial or offi ce 
automation Languages Management

Occupational 
training course Total

Lagardère
1,325

(9.88%)
2,648

(19.74%)
2,032

(15.15%)
1,543

(11.50%)
1,490

(11.11%)
4,376

(32.62%)
13,414
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  Health and Safety training (2006)

Proportion of type of training in relation to total

Reporting scope 

(geographic area)

Number of permanent staff who attended at least one training course in:

Total

Personal development, 
interpersonal and 

communication skills
Health & safety 
or environment

Computing - 
management, 

editorial or offi ce 
automation Languages Management

Occupational 
training 
course

Lagardère
1,397

(8.27%)
3,841

(22.73%)
2,478

(14.67%)
1,335
(7.9%)

1,607
(9.51%)

6,239
(36.92%)

16,897

  Regular medical check-ups (2007)

Health and safety: does your company provide regular medical check-ups for employees?

2007 Yes No

France 100%

Rest of Europe 64% 36%

America 9% 91%

Asia 50% 50%

Other areas 20% 80%

  Regular medical check-ups (2006)

Health and safety: does your company provide regular medical check-ups for employees?

2006 America Asia Other areas Rest of Europe France

Total
10%: yes
90%: no

50%: yes
50%: no

20%: yes
80%: no

66.1%: yes
33.9%: no

100%: yes

  Existence of a unit responsible for Health and Safety (2007)

Health and safety: does your company possess a unit responsible for health & safety?

2007 Yes No

France 43% 57%

Rest of Europe 62% 38%

America 55% 45%

Asia 0% 100%

Other areas 100% 0%

  Existence of a unit responsible for Health and Safety (2006)

Health and safety: does your company possess a unit responsible for health & safety?

2006 America Asia Other areas Rest of Europe France

Total
40%: yes
60%: no 100%: no

80%: yes
20%: no

67.8%: yes
32.2%: no

44.94%: yes
55.06%: no
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  Frequency rate and severity rate of work accidents, by division and by geographic area (2007)

Frequency rate of work accidents

2007 France Rest of Europe America Asia Other areas Total

Lagardère Services 17.11 14.83 11.12 7.3 4.64 14.01

Lagardère Publishing 22.85 9.69 2.4 0 0 12.37

Other Activities 13.72 13.72

Lagardère Active 3.08 2.24 0 0 0 2.07

Lagardère Sports 11.73 0 3.3

Total 13.34 9.54 5.82 2.1 2.62 9.68

Severity rate of work accidents, by division and by geographic area

2007 France Rest of Europe America Asia Other areas Total

Lagardère Services 0.59 0.44 0.22 0.13 0.07 0.41

Lagardère Publishing 0.86 0.17 0.14 0 0 0.39

Other Activities 0.69 0.69

Lagardère Active 0.11 0.1 0 0 0 0.08

Lagardère Sports 1.89 0 0.53

Total 0.51 0.26 0.14 0.04 0.04 0.31

  Frequency rate and severity rate of work accidents, by division and by geographic area (2006)

Frequency rate of work accidents

2006 France Rest of Europe America Asia Other Total

Distribution 22.51 19.09 5.45 153.05 7.26 20.26

Press 7.35 3.48 3.71 1 5.12

New Media 4.05 0 0 1.98

Audiovisual 9.39 0.58 0 4.96

Books 19.98 8.03 3.1 0 0 10.84

Corporate 7.46 7.46

Total 15.21 11.12 4.24 43.72 3.83 12.45

Severity rate of work accidents, by division and by geographic area

2006 France Rest of Europe America Asia Other Total

Distribution 0.73 0.35 0.08 0.15 0.10 0.41

Press 0.32 0.07 0 0.08 0.18

New Media 0.03 0 0 0.01

Audiovisual 0.21 0.02 0 0.11

Books 0.59 0.19 0.08 0 0 0.30

Corporate 0.06 0.06

Total 0.49 0.22 0.06 0.10 0.05 0.29
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 5-3-3 Corporate citizenship

The business activities of Lagardère constitute an essential vehicle for conveying ideas and cultural diversity. Given its extremely 
diverse customer base, Lagardère SCA’s principal commitment is to propose responsible editorial contents that satisfy 
society’s expectations through its programmes, press articles and websites. Over and above this commitment, the Group 
intends to weave a social fabric with the community at large, as principally refl ected in the work of the Jean-Luc Lagardère 
Foundation and sports sponsorship operations, but also through operations instigated by the divisions.

 5-3-3-1 Lagardère SCA’s specifi c challenge: responsible content

As a global media player, the Group’s aim is to provide its listeners, viewers and readers with contents that meet 
their expectations in terms of quality and diversity. 

The companies in the Lagardère Active division actively promote responsible broadcasting: programmes are pre-viewed 
and articles to be published are re-read, providing security that is indispensable in a fi eld where consideration for audience 
sensitivity, particularly towards younger audiences, is essential.

This commitment is also expressed through content diversity (politics, history, sports, the environment, society, etc.) 
as proposed through magazines, newspapers, websites, television channels, radio stations and production companies, 
on a national and international scale.

 A) Diversity and access to contents

As a global media player intent on satisfying expectations and curiosity, Lagardère strives to provide the public with 
a wide variety of contents through various modes of production, distribution and consumption, thereby facilitating 
access to culture and promoting diversity in opinions and ideas.

  Diversity of contents and media:

•  Lagardère Services runs an international network of more than 3,600 cultural product outlets and manages the promotion 
and distribution of newspapers and magazines in 17 countries (handling the distribution and daily delivery of millions 
of copies of national and international publications), and offers a wide range of cultural and entertainment products: 
newspapers, magazines, books, music, video and multimedia.

•  Lagardère Active’s audiovisual segment offers the public access to a variety of cultural contents:
-  The focus of programme scheduling at Europe 1 is on current affairs, news and discussions;
-  The Group’s music radio stations (Virgin Radio, formerly Europe 2, and RFM in France and 23 mainly music radio stations 

outside France) and music TV channels promote diversity of artistic expression by broadcasting contents from different 
musical genres: light music, pop, rock, rap, classical, jazz, etc. Furthermore, VirginMega (co-owned by Lagardère Services) 
offers a catalogue of 1.5 million music tracks for legal download, and is the second-largest operator in France for legal 
music downloads;

-  The Youth channels provide a wide range of genres (animation, drama, documentaries, etc.) in their programme grids, 
and programme types differ greatly depending on the channel: comedy on Canal J, early learning and discovery on Tiji, 
understanding others and culture on Gulli and entertainment on Filles TV.

-  The Group’s Audiovisual production and distribution companies supply television channels with programme archives 
(drama, documentaries, animation) and programmes for immediate broadcast (features, light entertainment, prime-time); 
their rich catalogue, comprising a total of approximately 14,000 hours of viewing, is composed of an extensive range 
of diverse editorial contents. For example, the programmes proposed by the production company Image & Compagnie 
offer wide diversity in terms of the programme genres proposed and delivered (drama, features, documentaries, etc.), 
writers and producers (the fi lms delivered by the company in 2007 made use of 33 different writer-producers, 13 different 
scriptwriters and 13 different musicians) and of broadcasters, for whom the programmes are made (in 2007, there were 
2 productions for France 2, 3 productions for France 3, 5 productions for France 5 and 4 productions for Arte).

•  Lagardère Publishing’s historic vocation is to publish, sell and distribute high-quality innovative books which meet 
readers’ expectations in terms of knowledge, culture and entertainment. The Group’s portfolio is extremely diversifi ed 
across the editorial spectrum: general literature, illustrated books, part-works, dictionaries, youth works, etc. Lagardère 
Publishing plays a fundamental role in terms of education, and publishes a large number of school textbooks and 
academic works, as well as reference works and dictionaries.

•  With almost 240 titles published worldwide, the Press division covers a wide range of press publications (television, 
current affairs, celebrities, women’s and men’s magazines, parental, lifestyle, leisure, automobile, youth, games, etc.), 
plus the websites and other information systems developed over the past few years, covering all target publics and every 
fi eld of information

Lastly, the autonomy and independence of the publishing houses at Lagardère Publishing and Lagardère Active contribute 
to the extensive range of editorial contents these two divisions produce.
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  Lagardère Active is particularly attentive to the need to provide access to audiovisual contents for people who are deaf 
or hard of hearing:

•  Télé 7 Jours and TV Hebdo are campaigning to make television programmes accessible to people who are deaf or hard of 
hearing: these magazines have raised these issues with the channels and have also created signing to show the deaf and 
hard of hearing which programmes carry subtitles; in 2007, Télé 7 Jours published a feature on subtitling and also took part 
in the Congress run by the National Union for the Social Integration of the Deaf (UNISDA) on the theme of “TV Programmes, 
fi lms, DVDs, Advertising: accessibility for deaf and hard of hearing audiences/subtitling”;

•  The production company Images & Compagnie supplies broadcasters with programme versions designed for subtitling for 
the deaf and hard of hearing;

•  Since 2007, the Youth channel content procurement contracts stipulate that production companies should deliver CEEFAX 
versions designed to carry subtitling.

Similarly, in February 2008 Lagardère Publishing set up an innovative company which facilitates the accessibility of books 
for the visually impaired: the fi rst audio books by Audiolib (a company created by Lagardère Publishing, Albin Michel 
and France Loisirs) went on the market, taking books from paper to a portable, electronic format that can be listened to 
on a walkman, computer or in the car. Audiolib has adapted fi ction and works of psychology and personal development, 
and enjoyed considerable success in 2007: La femme du Ve by Douglas Kennedy, “Ni d’Eve, Ni d’Adam” by Nathalie Nothomb, 
“Un Secret” by Philippe Grimbert, etc. Around thirty other titles are already planned for 2008, including, in particular, 
“Le Rapport de Brodeck” by Philippe Claudel, winner of the Goncourt des lycéens literary prize. Audiolib intends to develop 
the concept to include titles from all the publishing houses and not only those of Albin Michel and Lagardère Publishing.

 B) The Group’s vigilance concerning contents (particularly in terms of advertising)

Lagardère Publicité is committed to self-regulation of the advertising it sells; the company checks that regulations 
are respected in terms of advertising, with the support of Lagardère Active’s Legal Division, which is in regular contact with 
the advertising brokers to provide advice (particularly concerning the domains of advertising that are subject to regulation). 

In the same way, Lagardère Active’s Legal Division answers any specifi c questions from operational staff about the content 
of the advertising messages broadcast on all media (television, radio, magazine press and the Internet). 

Each Chief Editor of a publication and Head of a television channel is responsible for questions of editorial ethics, 
in compliance with the regulations in force. All advertising in the sectors subject to regulation (for example, offers 
of loans, health and food product claims, clairvoyance, comparative advertisements, compulsory use of the French 
language, compliance with the Evin law on cigarette and alcohol advertising, the regulations pertaining to toys and games 
and those relating to home information services) are systematically submitted for the approval of the Legal Division. 
The validity of the advertisements is assessed in the light of the laws in force, the provisions of the Consumer Code 
and therecommendations of the Advertising Verifi cation Bureau. 

Furthermore, advertising of alcoholic drinks and food products must be approved by the Advertising Commission of 
the magazine promotion association APPM (Association pour la Promotion de la Presse Magazine), of which Lagardère Active 
is a member. Similarly, editorial articles referring to brands of alcoholic drinks or including competitions are submitted to 
the Legal Division which makes sure they meet requirements, particularly concerning health messages.

The Image & Cie production company is vigilant about the contents produced; viewing is arranged with Lagardère Active’s 
Legal Division, and with an independent outside consultant for subjects deemed sensitive.

Out of concern for the moral integrity of the television viewer, the Management of Télé 7 Jours and TV Hebdo are very cautious. 
They make sure all programmes are pre-viewed to assess their contents and respond in accordance with the pictures viewed; 
the magazine prints a highly responsible and visible (colour-coded) opinion on the level of violence, eroticism or disturbing 
contents under each programme title in the form of pictograms or insets, giving viewers the maximum information for 
their viewing selection.

 C) Ethics in the editorial professions and journalism

In the Audiovisual business, the General Management of the Europe 1 news and current affairs radio station is particularly 
attentive to application of the code of ethics for journalism, which guarantees the credibility of the company, as any 
infringement could severely jeopardise its business operations. The same vigilance is exercised by the General Management 
of the music radio stations, with regard to the Chief Editors of these radio stations.

Similarly, the production companies are attentive to the code of ethics for journalists right from the recruitment stage, making 
sure new recruits possess a press card or a diploma guaranteeing an ethical approach to the profession of journalist.
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The Youth channels perform intense monitoring of the code of ethics of journalism due to the age of the target audience. 
Gulli and Tiji have set up an ethics committee of child specialists, which produces a report on the channels’ policy in terms 
of professional ethics.

At the magazine publishing business in France, an ethics charter is given to journalists when they join the group. 
This charter contains a detailed defi nition of the code of conduct applicable to journalists in all the editorial sections. 
The charter also defends self-regulation by the profession, and speaks out against threats of press censorship. It asserts 
the fundamental values of journalism: critical thinking, impartiality, equity, independence, respect of the public, honesty 
and an open mind.

 D) Child protection

The Group’s broadcasters make sure that the legislation and regulations in force are respected, as are the conventions 
signed with the French broadcasting authority (Conseil supérieur de l’audiovisuel (CSA)); the Group’s television channels are 
rigorous in applying the provisions of the CSA concerning the protection of minors and, more particularly, the recommendations 
or decisions relative to:

•  The system of children’s programme rating symbols and the classifi cation of children’s programmes, which was the subject 
of major new regulations issued in 2005; a viewing commission allocates the programmes between fi ve categories depending 
on the level of violence, eroticism or potential adverse effects for wellbeing and personal fulfi lment;

•  The presentation of fi lm or audiovisual works, video games or telephone services, home information services or websites 
that are subject to access restrictions for minors;

•  The appearance of minors in television programmes;

•  The broadcasting of advertising messages for premium rate services likely to exploit children’s credulity.

Each of the Group’s channels has signed a convention with the CSA stipulating the permitted broadcasting times of programmes 
depending on their classifi cation.

Each broadcaster also implements their own specifi c measures to protect minors:

•  In all the programmes broadcast, the Management of the music radio stations monitors the application of the principles 
of respect for the individual and protection of children and young people. It is particularly attentive to preventing 
unplanned events or statements that could be disturbing for young listeners. To this end, programme presenters’ work 
contracts stipulate the conditions governing their broadcasting activity, and systematically impose an obligation to 
respect the laws on public order, morality and national security. The radio stations and advertising brokerage companies 
also intervene in favour of child protection by broadcasting advertising spots and placing advertising banners for French 
children’s charities such as SOS Villages Enfants and Petits Princes.

•  All of the Group’s Youth channels make sure children are protected against dangerous content; this is the guiding 
principle behind all editorial choices. Programmes are also broadcast to inform and protect minors (for example, 
the “Ados” programme on Gulli or the “faut K’on en parle” section of the Kawaï programme on Filles TV). Ethics committees 
of child specialists advise the Gulli and Tiji channels on their programme grids and hold general discussions on 
the place of television in children’s lives. Canal J and MCM Belgique television channels are similarly involved in campaigns 
concerning the dangers of the Internet and the promotion of signs indicating programme content, for the protection of 
young people.

 5-3-3-2 The group’s commitment to society in general

The Group shows its commitment to society through an involvement in culture, research and sports, particularly through 
the Jean-Luc Lagardère Foundation. In addition to sports sponsorship, which is a major component of the Group’s 
involvement with society, the actions of the Elle Foundation and the work conducted by the Group in favour of press 
freedom are also representative of this commitment. 

More generally, Lagardère regularly takes part in events for the promotion of culture through sponsorship and the 
organisation of prizes such as the Paris Match “Grand Prix du Photo Reportage Etudiant”, the “readership prize” organised 
by Elle magazine, the Bourse Lauga prize awarded by Europe 1 to the best student journalist each year and the “Roman 
Version Fémina” in partnership with Virgin, the “Prix du Roman d’Évasion” awarded to a novel or essay illustrating the 
theme of imagination or escapism, organised in France by the Relay store chain, etc. This year again, Paris Match sponsored 
major exhibitions (in 2007, “René Lalique, Arcimboldo, Fragonard”). The Les Femmes Version Fémina prize, in partnership 
with the Credit Mutuel, is awarded to three unelected women who campaign at local level in France for the environment, 
solidarity, education or protection of the cultural heritage.
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The Group’s companies also provide support to a certain number of charitable organisations with a social or humanitarian 
mission, in the form of:

•  Financial support (in 2007, the Group and its subsidiaries donated almost €9.1 million to various charities), 

•  Resources (through donations of advertising space in magazines, or advertising air time on radio stations and television 
channels and through the Group’s advertising brokers in France and abroad), and 

•  Donations of CDs and DVDs to the communication services of several large hospitals and associations working with 
children in hospital.

The Group’s commitment is also refl ected in the Relay store chain’s participation in local events in aid of sick children or 
bedridden patients, and in the actions of employees who, with the support of management, help social re-integration 
projects (for example, some Group employees have for a number of years been involved in a project set up by the City of 
Paris to help the long-term unemployed, advising and supporting them in their job search).

 A) Jean-Luc Lagardère Foundation

The Jean-Luc Lagardère Foundation exists to implement the Group’s commitment in favour of culture and education, 
sport and research; its ambitions are to boost confi dence, promote excellence and foster social cohesion.

In the fi eld of culture, the Jean-Luc Lagardère Foundation provides sponsorship in two main areas: supporting young talent 
and promoting culture internationally. The Foreign Affairs Ministry paid tribute to the Jean-Luc Lagardère Foundation 
on 19 February 2008 with the award of the Cultures France “Passport without borders” prize. This annual prize is given to artists 
and a sponsor whose work is outstanding, particularly in terms of international scope, creativity and foreign distribution.

In sports, the Jean-Luc Lagardère Foundation aims to develop the social responsibility and educational dimensions, 
with the support of other Group entities including TeamLagardère and Lagardère Paris Racing; it also seeks to promote 
the position of high-level athletes and extend their career transition opportunities.

 A - 1) Culture and education

Every year since 1989 the Jean-Luc Lagardère Foundation has awarded Talent Bursaries to young talents in the world of 
culture and the media. Awarded by a prestigious jury, the bursaries are more than just fi nancial assistance: they are a real 
career opportunity. In 2007, the Foundation created two new bursaries for animation and documentary fi lms. To date, 
152 winners in the categories of author, bookseller, photographer, press journalist, television script writer, fi lm producer, 
musician, digital designer, animator and documentary film maker have received €3,580,000, of which €270,000 were 
awarded in 2007.

In 2007, the Jean-Luc Lagardère Foundation confi rmed its commitment to spotlight new artists and make cultural products 
available to the widest possible audience by extending its support to cultural sponsorship, including:

•  The Marathon des Mots (Word marathon), a public reading event in Toulouse, involving journalists from the Group at 
the initiative of the Jean-Luc Lagardère Foundation. 

•  The Europavox festival aimed at promoting European identity through music. The Jean-Luc Lagardère Foundation was 
instrumental in launching the fi rst European “web radio” devoted to contemporary music, and developing its content. 

•  Bulle en herbe, the talent competition for young comic-strip writers; the winner received a prize from the Jean-Luc 
Lagardère Foundation.

  In 2007, giving a new impetus to the global reach of its cultural operations, the Jean-Luc Lagardère Foundation:

•  Built up a partnership with the Alliance Française in New York: produced Castor et Pollux by L’Opéra Français de New York 
and the fi rst edition of the contemporary French festival for new works, called Crossing the Line, 

•  Provided Patrick Chauvel with the means to produce a documentary (Les Yeux de Sarah) which followed the Foundation 
award-winning photographer Sarah Caron around the world for one year,

•  Assisted and supported Sophie Calle in presenting her work Prenez soin de vous at the Venice Biennal art show, 
and created a connection between this exhibition and work on the theme of relationship break-ups produced by 
the Maison de Solenn (a dedicated area for teenagers at the Cochin hospital in Paris),

•  Organised and supported the selection of French artists to show work at the first eArts festival of Shanghai. 
The programme presented, entitled A Digital experience, enabled French students from the Supinfocom and Les Gobelins 
art schools to work with students from Chinese Universities on a number of multimedia creations.
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In education, the Jean-Luc Lagardère Foundation continued to contribute to the educational experiment conducted by the 
prestigious Institut d’Etudes Politiques de Paris in four high schools in the underprivileged Seine-Saint-Denis department. 
This operation aims to test new teaching methods and place greater importance on sport and culture in an effort to 
counteract academic failure. The Foundation has created workshops for music, drama, digital creation and sport, run by 
the winners of the Talent Bursaries and experts from TeamLagardère.

 A - 2) Sport

  In 2007, a number of programmes focusing on sport and social cohesion were developed by the Jean-Luc Lagardère Foundation, 
which, for example:

•  Increased its support to associations such as Fête le Mur (Yannick Noah) and Ping Attitude (Jean-Philippe Gatien),

•  Initiated the Rugby Spirit 93 project in collaboration with the Centre National des Sports de la Défense (CNSD). This is a weekly 
sports workshop for high school pupils in Seine-Saint-Denis run by trainers from the Ministry of Defence. Several players 
from the district have joined this sports and social initiative geared towards conveying the strong values of rugby to 
underprivileged youths,

•  Supported the Boxing Beats association in Aubervilliers, which combines sport and help with homework, and uses slam 
poetry to encourage young boxers to express themselves. The Jean-Luc Lagardère Foundation took the opportunity to 
create a Commitment to sport award, which was won by Mahyar Monshipour, sponsor of the Boxing Beats association.

The close links between sport and solidarity were extended outside France with support to the Diambars association 
in Senegal and a partnership with the Ashalayam Rugby Tour in India.

  Driven by its ambition to promote the social standing of high-level athletes and provide them with career transition 
opportunities when they retire, in 2007 the Jean-Luc Lagardère Foundation put the accent on the fundamental link 
between sport and education:

•  Working with the Group and the Paris Institut d’Etudes Politiques, an innovative system of training for high-level athletes 
was set up. Since autumn 2007, 17 athletes have been given high level training appropriate to the rhythm and constraints 
of their sports career, with a foundation in general education and a choice of four specialties: business, the media, 
voluntary organisations and international relations;

•  The Foundation supports Afev (Association de la Fondation Etudiante pour la Ville) through two projects: Laura Flessel’s 
Envole toi initiative which aims to prepare young fencers for the 2012 Olympic Games and provide them with suitable 
school tutoring, and the creation of the Red Star Lab, a space devoted to digital culture and multimedia training at  the 
Saint-Ouen football club in Seine-Saint-Denis.

 A - 3) Research

The Jean-Luc Lagardère Foundation has become the leading sponsor of innovation at the IRCAM music research institute, 
providing funding for a doctoral thesis on the new modes of interaction between music and multimedia. Creative 
workshops were also set up, creating interaction between teachers, the teams at IRCAM and the Pompidou Centre and 
high school pupils with learning diffi culties. 

In 2007 the Jean-Luc Lagardère Foundation undertook to subsidise the restoration and renovation of the former mathematics 
library at the Ecole Normale Supérieure, to turn it into a research centre to promote French excellence in mathematics.

In order to further research in the fi eld of semantics and foster the emergence of new multimedia contents, the Jean-Luc 
Lagardère Foundation renewed its partnerships with the engineering school Supélec and the Atomic Energy Commission 
by fi nancing the work of a post-doctoral research scientist from the Commission.
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 B) The Group’s commitment in favour of sports

Lagardère is involved in the sponsorship and funding of sports activities, which incorporates the dimension of public 
recognition created by sports that is closely related to the values historically prized by the Group – respect of others, team 
spirit and striving for achievement.

In addition to the direct operations Lagardère conducts, which are described below, Lagardère’s subsidiaries are involved 
in a number of partnerships and sponsorships; in particular, the Group’s radio stations and television channels enter into 
a large number of partnership arrangements with sports federations each year through the events they organise.

 B - 1) Lagardère, institutional partner of the “Paris Jean-Bouin” sports club

Lagardère set up an institutional partnership in 2004 with the Paris Jean-Bouin sports club, the non-profi t organisation 
that holds the concession to operate the Paris Jean-Bouin stadium. The aim is to assist the hundred-year-old sports club, 
which has three thousand members in six sports disciplines, in modernising and developing its sports activities, and make 
the Jean-Bouin stadium an active centre for animating and infl uencing sporting life in Paris. In 2007, the Paris Jean-Bouin club 
benefi ted, in particular, from the support of the TeamLagardère Research Center located within the stadium.

The new dynamic trend originating from the partnership played a contributing role in the sports success of the organisation. 
Concerning the tennis section: the 1st men’s tennis team reached the semi-fi nals of the French championship and the Paris 
Jean-Bouin club remains one of the top three Paris clubs in terms of high-level coaching. Given the title of “club trainer” 
by the French Tennis Federation and the Paris National Tennis League, with a number of individual and team championship 
wins in the Paris championships, the club is positioned among the top-ranking Paris clubs in terms of titles won.

 B - 2) Creation of a centre for scientifi c expertise applied to sport: TeamLagardère

Founded in May 2005, the company TeamLagardère is in charge of an ambitious, innovative programme: to create and 
develop a unique technical and scientifi c platform designed to favour high-level sports training. Initially devoted to 
competitive tennis players, TeamLagardère extended its activities to new sports disciplines in 2006 and 2007.

With an eye for international development, TeamLagardère aims to promote:

•  a global development programme at the service of sports training, proposing several different modes of coaching 
(principally technical, tactical and physical);

•  rigorous training;

•  a continuous training system for technical supervisors (in particular, through assistance with the programming and 
evaluation of training sessions).

TeamLagardère has adopted a Code of Conduct, which stipulates in its introduction that the company’s prime objective is 
to promote sports and place human, material and fi nancial resources at the service of sport, respecting the fundamental 
values of generosity, striving for excellence and recognition of the rewards of effort, and respect of human dignity. 
This charter also states that TeamLagardère pursues the goal of combating abusive behaviour in sport such as the use of 
performance-enhancing drugs, overtraining and athletes betting on their own contests.

To meet these objectives, TeamLagardère has built up a team comprising some of the best technicians in French sports, 
and this team was reinforced in 2007. These technicians are responsible for accompanying athletes in two main areas: 
physical training and technical monitoring.

Technical monitoring is carried out at the Research Center facility which is part of the Paris Jean-Bouin multi-sports club. 
This centre for scientifi c expertise applied to sport is devoted to the collection and analysis of energy, technical and muscle-
related sports data used to optimise sports training sessions. In 2007, TeamLagardère installed an innovative technical 
system for analysing video footage of players’ movements with a view to improving performance. 

At the end of 2007, TeamLagardère was providing support and expert advice to a number of professional sports fi gures 
including tennis players Julien Benneteau, Alizé Cornet, Jonathan Eysseric, Richard Gasquet, Michaël Jeremiasz, Mickaël Llodra, 
Nicolas Mahut, Paul-Henri Mathieu and Gaël Monfi ls, and athletes Dimitri Démonière, Yannick Lesourd, Martial Mbandjock 
and Teddy Venel, and others. 

TeamLagardère also set up partnerships with various clubs and federations such as the French Table Tennis Federation 
and the French Rugby Federation. 

It also formed an internal partners’ club Club des Partenaires, comprising the following major companies: Amer Sports 
France (“Suunto”), Babolat, Le Coq Sportif, the Journal du Dimanche, Matsport, Sony, Subaru and Zimmer MedizinSyteme.
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 B - 3) Lagardère Paris Racing Club

On 1 September 2006, the Group was awarded the occupation and operating rights for La Croix Catelan sports centre, 
in compliance with the 20-year concession agreement signed with the City of Paris on 20 July 2006.

La Croix Catelan sports centre was formerly operated by the non-profi t organisation Racing Club de France (RCF).

In September 2006, the Group initially signed an agreement with RCF for the purpose of transferring the tennis and modern 
Olympic decathlon activities attached to the La Croix Catelan sports centre.

At the end of 2006, in a second phase, the Group and RCF together drew up the general transfer rules applicable, from 
1 January 2007, to (i) RCF’s other sports activities, comprising the disciplines of athletics, badminton, basketball, fencing, 
judo, swimming, pentathlon, skiing, shooting, triathlon and volleyball, and (ii) leisure activities offered by RCF in the rue 
Eblé sports club. Under the agreement, RCF will make the building housing the rue Eblé sports centre, where these activities 
mainly take place, available to Lagardère for a period of 20 years starting from 1 January 2007.

To oversee the integration of the La Croix Catelan and rue Eblé sports centres, the Group founded a professional sports 
limited company (SASP) in 2006. This company is the holder of the occupation rights to the two centres, which it manages. 
In 2007 it undertook preparatory work for an extensive development programme to include the covering of tennis courts 
at the La Croix Catelan sports centre. The SASP is also in charge of leisure sports activities at the sports centres. In 2007, 
it hosted the EDF Swimming Open at La Croix Catelan sports centre, which attracted the world swimming elite.

Also in 2006, the Group set up a non-profi t organisation called “Lagardère Paris Racing”, which hosts the various sports 
sections transferred from RCF, in addition to a new Bridge section which was set up in 2007. 

A symbol of the Paris 1900 Olympic Games, Lagardère Paris Racing club aims to promote high-level sports, leisure sports, 
health and sports for the disabled. The club’s remit is to develop an ambitious training and coaching policy to lead fi rst-rate 
sports competitors to the top steps of the podium in international events. The major sports are: athletics, tennis, fencing, 
judo, badminton, basketball, swimming, triathlon and pentathlon. 

Lagardère Paris Racing produced some excellent performances in 2007, including Richard Gasquet’s qualifi cation for 
the Shanghai Tennis Masters Cup, Mickael Llodra’s excellent results in men’s doubles on the ATP circuit, the victory of 
Stéphane Houdet and Michael Jeremiasz in the Wheelchair Tennis Doubles Masters in Brescia, and a total of eight medals 
in the world fencing championship in Saint Petersburg for Laura Flessel, Carole Vergne, the Jeannet brothers, and their 
co-team members. The year was also marked by the exceptional victory of Teddy Riner in the world judo championships 
in Brazil, and by Stéphanie Possamai’s bronze medal..

 B - 4) Partnerships with sports events

The Group has entered into a certain number of partnerships with sports events. In 2007, Lagardère was:

•  offi cial partner of the Roland Garros International Open Tennis Tournament (the “French Open”). This partnership, which 
was initiated in 2005, provides the Lagardère Group and the Europe 1 branch in particular with a high profi le throughout 
the tournament.

•  title partner of the international “Mondial Paris Cadets – Trophée Lagardère”. This tournament is reserved for the under-
sixteens, and in 2007 was held in the SASP Lagardère Paris Racing Ressources’ facilities at La Croix Catelan sports centre. 

•  offi cial partner to the Gaz de France Open, an offi cial leg in the WTA Tour which attracted renowned international female 
tennis players.

•  title partner of the “Jean-Luc Lagardère Trophy” as part of the ATP Senior Tour. The 2007 edition of this partnership, which 
dates back to 2004, was held in the SASP Lagardère Paris Racing Ressources’ facilities at La Croix Catelan sports centre; 
under the direction of Guy Forget, captain of the French men’s tennis team, it brought together eight of the best players 
in the history of the sport over the past twenty years: Sergi Bruguera, Pat Cash, Guy Forget, Henri Leconte, John McEnroe, 
Thomas Muster, Mikael Pernfors and Cédric Pioline.

In order to accompany the French Athletics Federation in its determination to modernise procedures and facilities for 
elite athletes, in 2007 Lagardère became founding partner of the French professional athletics league (Ligue Nationale 
d’Athlétisme), and sponsor of the French Athletics team.
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 C) The ELLE foundation

Created in December 2004, the Elle Foundation is an extension of the original idea behind the magazine: “To support 
the advancement, the emancipation and the role of women in our society”. 

The Foundation supports innovative, sustainable initiatives promoting education for girls, the social integration of 
women with no qualifi cations through vocational training and bursaries for higher education for young women in diffi cult 
fi nancial situations.

The Foundation also acts as “delegate producer” on behalf of organisations it supports: this action consists of bringing 
together other foundations and companies around a single project in order to increase operational and financial 
capacity. Since it was set up, the Foundation has mobilised co-fi nancing partnerships with the Foundations of Air France, 
Accenture, Veolia and Vinci. It also works with the sponsorship and public affairs departments of major corporations 
such as Microsoft, Carrefour and La Redoute, and in 2008 partnerships will be fi nalised with the Foundations of L’Oréal, 
HSBC, L’Occitane and the Total group. Such partnerships have raised €450,000 in subsidies for projects supported by 
the ELLE Company Foundation since 2004.

In 2007, the ELLE Foundation supported 17 projects in France and abroad (Afghanistan, Mali, the Philippines, Ethiopia, 
Cambodia, Guatemala, Burundi, Algeria and Morocco) representing total donations of more than €220,000.

 D) Defending press freedom

In 2007, 87 journalists were killed and more than 120 were imprisoned for carrying out their job. With business activities 
generally focused on editorial content publishing, Lagardère attaches particular importance to the freedom of the press 
and is actively involved in the combat for the right to inform and be informed.

In the Lagardère Services division, for more than ten years the Relay chain in France has demonstrated its attachment 
to freedom of expression and press freedom through its support for “Reporters Sans Frontières” (RSF), by selling 
the Association’s annual photographic book in its different points of sale and transferring the proceeds entirely 
to the association. Other subsidiaries of the Group support RSF through donations, but also by allowing the use of 
their distribution network for promotion of the Association’s work or by allocating free advertising space. The editorial 
offi ce of Virgin Radio (formerly Europe 2) also sponsors Cuban journalist Miguel Galvan Gutierrez, under the aegis of RSF. 
The children’s channel Gulli took part in press freedom week with specifi c programmes to raise awareness.

Lagardère’s work in favour of press freedom also includes an involvement in organisations such as Presse-Liberté, 
set up to defend and promote the freedom of the press. This organisation, in partnership with the Publishers’ Union, 
launched “l’Observatoire de l’Image – The Image Observatory”, which, for the fi rst time, broached the legal and fi nancial 
issues related to the use of photography; in 2008, a conference is scheduled on the subject of “the secrecy of sources”. 
At the 19th edition of “Visa pour l’image”, the international festival of photo journalism in Perpignan, in addition to 
the discussions organised on the theme of press freedom, a petition was launched for the right to information through 
pictures and the right to news pictures, at the initiative of the festival organisers and Paris Match.
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 5-3-4 Environmental information

The principal environmental issues for Lagardère are mainly related to the lifecycles of the Group’s publications: books, 
magazines and daily newspapers.
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Wood arrives at the paper mill in the form of logs or sawmill waste. It is transformed into paper 
pulp through a series of (mechanical or chemical) operations to extract the cellulose fi bre from 
the wood, after cooking, bleaching and refi ning. Fibres obtained from salvaged or recycled paper 
may be incorporated at this stage. The pulp is then fed into machines on which, after pressing and 
drying, the paper is rolled and cut into reels adapted to the needs of the end-users.

The paper is delivered in the form of reels or sheets to the printing centres, where it is printed, 
bound and packaged to customer specifi cations. The printed products (magazines, newspapers 
and books) are dispatched to the distribution centres and from there to the various sales outlets.

The waste paper and offcuts produced by the printing centres, and returned unsold copies, are 
salvaged and sorted by reclaiming operators, then recycled to the paper industry. After various 
pulping and, where relevant, de-inking operations, these recycled fi bres are reintroduced into 
the paper manufacturing process in the form of pulp. The other forms of waste, if not suitable for 
recycling, are processed appropriately to minimise their impact on the environment.

The environmental policy implemented by Lagardère illustrates the Group’s determination to take into account the impact 
of their business activities at the different stages of the product or service lifecycle; within this framework, the Group’s 
environmental commitment comprises the following aspects:

•  reducing paper consumption in the manufacture of the Group’s magazines and books.

•  streamlining the transport of books, magazines and newspapers, and

•  monitoring consumption levels and reviewing waste management.

Lagardère has also introduced environmental concerns into discussions with paper manufacturers and printers (see section 
5.3.1.2.B) and monitors their environmental performance levels in this domain. As part of the reorganisation of the business 
in 2007, the Group disposed of the Regional Daily Newspaper activity including its only two printers (Nice Matin and 
La Provence); consequently, all printing work for magazine publishing is now carried out by non-Group subcontractors.
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Following a continuous improvement approach,the work of the CSR committee is devoted to monitoring and improving 
the action undertaken with respect to the Group’s environmental commitments, and launching new initiatives.

The Group initiated action in 2007 to obtain ISO 14001certifi cation (which will take into account both landscaping and 
architectural projects) for operation of the La Croix Catelan site; in 2008 and 2009 it will also implement a “bilan carbone®(1), 
CO

2
 emissions report, in order to measure greenhouse gas emissions related to its business activities.

In 2007, Lagardère Publishing made progress in its search for Sustainable Development processes. 
In the United Kingdom, Hachette Livre UK announced a global plan to reduce waste and greenhouse 
gas emissions, in conjunction with the NGO Greenpeace. This plan was well-received by the trade, 
and includes a move to put backlist publications on a fi rm sales only basis. Bookshops will therefore 
no longer be able to return these publications, which will save transport costs and considerably 
reduce the number of works pulped. Hachette Livre UK estimates that one million books will be 
withdrawn from the production-delivery-return-destruction cycle. 

Hachette Book Group USA is examining similar measures, while in France the Group is continuing 
to streamline raw material fl ows and energy consumption.

The number of publications printed on FSC (Forest Stewardship Council) certified paper or 
100% recycled paper, is also growing.

Ronald Blunden, Director of Communications, Lagardère Publishing

In addition to the policies aimed at enhancing control and reducing the environmental impact of its business activities, 
in 2006, through its subsidiary Matra Manufacturing & Services, the Group became involved in the development, manufacture 
and European distribution of electrically-driven vehicles (light electric bicycles and quadricycles) intended for local 
authorities, administrations, companies and private individuals, to be used for short local journeys. The technologies 
employed for the motorisation of these electric vehicles use command systems that offer excellent electromagnetic, 
thermal and mechanical effi ciency, and are noiseless and pollution-free. 

The principal industrial and environmental risks related to the Group’s business activities are described in section 3-3 
of this Reference Document.

 5-3-4-1 Reducing paper consumption in the manufacture of the group’s magazines and books

The amount of paper required to manufacture the Group’s books and magazines in 2007 increased by 10,000 tonnes 
compared to 2006, reaching 535,000 tonnes. 

This increase is the result of a rise in the volume of paper used by Lagardère Active for the manufacture of its newspapers 
and magazines (paper consumption by Lagardère Publishing remained stable between 2006 and 2007). The increased 
volume of paper consumed by Lagardère Active is related to robust business growth in Russia, mainly following 
the integration of new companies into the division: while Lagardère Active’s paper consumption increased from 385,000 tonnes 
in 2006 to 395,000 tonnes in 2007, on a like-for like basis it decreased by 40,000 tonnes between 2006 and 2007.
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by a business activity.
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The Group has defi ned a paper management policy for the manufacture of its books, magazines and newspapers, aimed at:

•  reducing formats and grammages and converting certain titles to electronic format, 

•  limiting paper wastage during the manufacturing process, and

•  improving management of returns.

 A) Reducing formats and grammages and converting certain titles to electronic format

In magazine publishing, the Group’s policy in terms of reducing paper consumption is expressed particularly through 
the reduction of grammages and formats, and by the conversion of certain titles into electronic format. 

Thanks to the continuous technological progress made by the paper industry, the Press division aims to use paper with 
lower grammages whenever quality allows. The grammage of the paper used for printing Télé 7 Jours, for instance, 
was reduced from 52 to 49 grammes. The Press division also has a policy of gradually reducing the formats of several 
magazines (for example, Télé 7 Jours, Parents and ELLE à Table in France and Psycho in Spain), the production of small-format 
versions of magazines (for example, Télé 7 jeux, or Parents in France and ELLE in Italy and Russia), and the conversion of 
certain dual-media titles into web-only, such as ISA and Elle Girl.

To monitor the results of these policies, the Press division analyses the “average weight per thousand pages” indicator 
for a representative sample of titles(1). In 2006, the list of titles in the sample was updated to incorporate changes in 
the representative value of the titles initially chosen. Based on this new sample of titles, under the combined effects 
of reducing the grammages of paper, reducing formats and converting certain titles into electronic format only, paper 
consumption was reduced by approximately 1.8% between 2005 and 2007 based on identical print runs.

Because book and magazine readers have different expectations, this policy of smaller formats or reduced grammage 
cannot easily be applied in book publishing.

 B) Limiting paper wastage during the manufacturing process

Within the Group, production and editorial management teams work in close collaboration with the printers to keep paper 
wastage to a strict minimum when printing. The rate of wastage corresponds to the percentage of paper lost in the course of 
the manufacturing process. It is calculated by comparing the quantity of paper used in the printing process with the quantity of 
paper delivered in the form of books or magazines, as the case may be.

These losses are inherent to the manufacturing process, and correspond particularly to paper discarded during the printing 
phase,when the machines are “calibrated”: (adjustment of the inks, alignment, etc.), or when the books are shaped, through 
trimming in the fi nal formatting of the work, or during binding and assembly. The rate of wastage varies greatly depending on 
the printing technology used (types of machine, colours) and on the number of books or magazines manufactured (print run).

 B - 1) Action taken by Lagardère Publishing

As part of the policy of optimising paper wastage in the division, the teams at Lagardère Publishing determine the optimal 
technical choices and precisely calculate the quantity of paper to be allocated to the printer. Reducing wastage is one of 
the objectives set out in the guidelines and checklists of Lagardère Publishing’s Technical departments in France. Outside 
France, paper consumption is also subject to regular monitoring.

Regular reviews of material consumption and rates of wastage provide a basis for:

•  validating selection of printers, printing techniques, types of paper, etc. 

•  identifi cation of new technologies that can be used,

•  informing the editorial managers of more economical formats, thus allowing them to respond to market demands in 
the best possible conditions.

For France, as the product mix has been relatively stable over the past few years, an examination of changes in 
the global rate of wastage shows the gains obtained by the systematic tracking of paper consumption and the selection of 
more effi cient means of printing. The rate of paper wastage during manufacture has been reduced by more than 11% 
over the last seven years at Lagardère Publishing in France. Outside France, this wastage rate indicator has not yet been 
consolidated via an information system.

(1)  This sample represents almost 2/3 of the quantities of paper used by Hachette Filipacchi & Associés, the company which prints the magazines produced 

in France by Lagardère Active.
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The wastage rate levelled out between 2006 and 2007, after decreasing for several years. Measured on constant production 
levels, the wastage rate may continue to decline, but reductions will be related to the suppliers’ ability to develop 
innovative technological solutions.
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The downward trend in book print runs could have an unfavourable impact on the rate of paper wastage, by increasing 
the calibrations required, but conversely, it is expected to have a favourable impact on the rate of returns, by limiting 
the initial number of copies printed. In response to these issues, whenever possible, for small print runs Lagardère Publishing 
uses digital printing methods which eliminate wastage during calibration.

 B - 2) Action taken by the Press division

As part of its policy to limit the rate of paper wastage, Lagardère Active has taken a certain number of measures concerning 
the printing and shaping phases:

•  Improving the rate of wastage, for the Technical departments of the Production and Procurement Divisions, is a key factor 
in negotiations with the printers; 

•  For each magazine print run in France, in order to keep the rate of wastage to a minimum during the printing phase, 
the Press division determines the optimal choice of techniques and calculates the number of copies to be printed 
depending on sales statistics. On the basis of this data, precise print run instructions are given to the printer. A major 
success factor in this paper waste limiting policy is extensive printing press control procedures and optimisation of 
machine calibration (inking, size of paper cuts, unwrapping the paper reels on the unwinders, etc.).

•  Lagardère Active performs regular monitoring of consumption and new technical possibilities in order to provide editorial 
management with format optimisations, thus enabling them to meet market demands in the best possible conditions.

These measures have successfully reduced the global rate of wastage from magazine manufacture in France by more than 
11% over the past six years. 

Negotiations with printers on the occasion of Lagardère Active’s 2007 call for tenders for the printing of its magazines 
enabled a further 1% reduction in the wastage rate to 2.5% depending on the titles, particularly through the use of more 
effi cient, or more appropriate materials.

 C) Improving management of returns

The Group operates a two-level policy regarding returns:

•  upstream, effective management of the rate of returns can reduce the number of copies manufactured, thereby reducing 
consumption of paper and the number of copies to be destroyed;

•  downstream, as copies returned consist principally of paper, they should be suitable for reprocessing or recycling.

 C - 1) The Group’s prevention policy

Proper ‘adjustment’ of its returns is considered very important by Lagardère Active. The management of sales, and consequently 
of returns, depends on how newspaper and magazine distribution is organised in each country. The action and performance 
levels of the magazine publishing activity must therefore be analysed in view of the specifi c characteristics of each system.
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To improve the management of returns, which are an inherent part of the sale-per-copy system, the Press division makes 
regular “adjustments” to the volumes printed and delivered by means of specialised software used by the Sales Directors. 
Through these operations, the Press division in France (the location for half of its sales) has achieved rates of return well 
below national rates for more than fi ve years.
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A comparison of the average rate of returns for each of the titles published by the Press division in France with the national 
rates of returns in the relevant press group or sub-group(1) shows that for more than fi ve years and for more than three 
quarters of titles, the adjustments operated by Lagardère Active achieved average rates of returns that were signifi cantly 
lower than the national average in their category. For 2006, almost 85.3% of the Press division’s publications had rates of 
returns lower than the national average in their category.

For books, it is much more diffi cult to “adjust” quantities to be printed and delivered: each work is completely new and there 
is no reference base for estimating the number of copies which will be sold. An awareness-raising programme for Lagardère 
Publishing’s publishers on the issues of optimising print runs has nonetheless been implemented, and the division’s publishers 
continuously strive to optimise workfl ows.

 C - 2) Recycling of returns

In the press returns processing cycle, the wholesale press distributors collect the returns from the points of sale. Some publishers 
reclaim some or all of their returns, and the remaining unsold copies are destroyed. In France, on average, 90% of the returns 
generated by the press distribution system for newsstand sales are destroyed, and the remaining 10% are returned to the 
publishers at their request. The express service company NMPP (the principal distributor for the Group’s titles) hands over 
returns to collection fi rms throughout France, which undertake to recycle them.

(1)  NMPP source: Trends in sale-per-copy, Marché & Réseau 2003 and 2005, Bilan Presse NMPP-TP sale-per-copy in mainland France 2004, annual report 2006. 

Rates of returns for sale-per-copy vary signifi cantly depending on the press group or sub-group. 

For example, the national rates of returns in 2006 were:

• 36.3% for the current affairs press (including, for example, “celebrity” magazines, “business” magazines, “consumer” magazines, etc.),

• 37% for women’s magazines (including “fashion/beauty” magazines, “cookery» magazines, “well-being/health” magazines, etc.),

• 54.1% for children’s’ magazines,

• 53% for the “Home” category,

• 49.8% for the “automobile” category,

• 20.1% for television magazines,

• 54.3% for the culture and artistic press (including “theatre programmes”, “cinemas/theatres”, “photo/videos”, etc.), and

• 62% for the “recreational” category.

DocRef07_ch5-03_UK-v6.indd   118DocRef07_ch5-03_UK-v6.indd   118 15/04/08   19:54:2815/04/08   19:54:28



Lagardère Reference Document 2007
119

Chapter 5  Information on the business activities of the Company and the Group

The Group implements the same policy for processing returns outside France: the subsidiaries of Lagardère Services 
who work in non-French press distribution businesses send all returns for destruction to recycling companies. In 2007, 
these unsold copies represented an annual volume of 90,330 tonnes: 28,006 tonnes for SGEL, 15,231 tonnes for Lapker, 
39,424 tonnes for AMP and 7,669 tonnes for Naville.

As regards the works put on sale by Lagardère Publishing, approximately 20% are returned by the sales outlets; half of 
these publications are sent back to the publishers or sorted to be put back on sale, and the other half is sent to be pounded 
and used to make paper pulp.

 5-3-4-2 Rationalisation of transport

Co
2
 emissions generated by transport activities contribute to global warming; the Lagardère Group’s policy includes 

discussion with subcontractors for reduction of the environmental impact of the transport of its books, magazines and 
newspapers, while at the same time meeting customers’ demands in terms of deadlines. The Group directly infl uences 
the transport operations it manages, particularly through its activities as a wholesale distributor.

 A) Rationalisation of transport during magazine manufacturing

The Press division has defi ned a policy to rationalise the transport chain for magazine production, with a view to reducing 
its economic and environmental impact.

Under this policy, the Press division requires that all its printers directly store the paper to be used in the manufacturing 
process rather than making use of a dedicated warehouse. This avoids the need for reels of paper to be transported 
between the storage warehouses and the printing workshops. 

The Press division also conducts regular discussions with subcontractors (particularly printers, express delivery services 
and the national post offi ce) concerning rationalisation of the transport chain related to printing, binding, dispatching 
and distribution activities. For instance, one of the stated objectives is to concentrate a maximum number of magazine 
manufacturing operations on the same site, to limit transport between subcontractors. Furthermore, as a result of 
the calls for tender in 2007, the suppliers selected were mainly those who handle the entire manufacturing process, 
including printing and binding, which limits the number of service providers involved in these two activities.

Negotiations with printers in connection with the call for tenders launched in 2007 by Lagardère Active for the printing of 
its magazines achieved a considerable increase – from 20% to 66% – in the proportion of titles produced on a single 
production site by a single provider with the necessary equipment for performing all printing and binding operations.

 B) Rationalisation of transport during distribution

A rigorous transport optimisation policy aimed at reducing the number of delivery rounds, and therefore the kilometres 
covered, has been implemented both in and outside France.

In France, in compliance with the regulations governing the magazine print media distribution system (the ‘Bichet law’), 
magazines are distributed either by the publisher, or by the express delivery cooperatives (Nouvelles Messageries de la Presse 
Parisienne or NMPP, Transport Presse, MLP). The signifi cant reduction in the number of newsagents, the diversifi cation of 
print media products and the drive to optimise costs all led NMPP (the principal distributor of the Group’s magazines), 
to reform its distribution logistics a few years ago. This reorganisation made it possible to reduce the number of kilometres 
covered, thereby reducing fuel consumption and wear on vehicles. NMPP intends to repeat this optimisation process 
regularly. Similarly, Lagardère Publishing outsources the distribution of books to transport fi rms which optimise delivery 
rounds – and therefore the kilometres covered – in accordance with the constraints imposed by customers.

Outside France, although newspaper and magazine distribution is specifi c to each country, the Lagardère Group is actively 
involved in setting up a common approach to transport rationalisation. Certain Group subsidiaries act as wholesale press 
distributors (particularly SGEL in Spain, AMP in Belgium, Lapker in Hungary and Naville in Switzerland). Lagardère Services 
conducts studies to optimise delivery rounds either through a manual process or using dedicated software(1). These 
optimisation studies have made it possible to reduce the number of kilometres covered, and their continued application 
will ensure that all sales outlets can be supplied on time, with no signifi cant variances from the optimum fi gures for 
kilometres covered and minimum transport time.

(1)  For example, Lapker installed transport optimisation software for Budapest in 2007, whereas delivery round optimisation studies had previously been 

conducted manually. Since July 2007, the use of this application has enabled a reduction of approximately 15% in the number of daily delivery rounds 

carried out in the Hungarian capital.
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 5-3-4-3 Monitoring consumption levels and reviewing waste management

The sites occupied by the Group’s companies consume power and water and generate waste; some of Lagardère’s 
campaigns are aimed at controlling the impacts these sites have on the environment.

 A) Monitoring the Group’s consumption

In 2006, the Group incorporated certain environmental data items concerning water and energy consumption into 
its fi nancial data consolidation system. The data below for 2007 covers 100% of Lagardère’s consolidated subsidiaries, 
totalling almost 550 companies. Consumption included in certain site overheads (representing a relatively small number 
compared to the number of companies consolidated) and not itemised is estimated according to the type of premises 
and the number of occupants concerned; to ensure consistency in the consolidated data, internal reinvoicing between 
consolidated companies is not taken into account: the relevant data is entered once only, by the business unit that receives 
the invoice from the service company.

In 2007, the total electricity, gas, oil and water consumed by the Group amounted to approximately 225.7 MWh, 53.1 MWh, 
2.5 million litres and 592,000 m3 respectively. The increases noted are mainly related to the integration of new companies 
into the Group’s consolidation scope in 2007:
-  for the audiovisual division, 42 entities (companies or groups of companies) compared to 30 in 2006,
-  for the Press division, 24 entities (companies or groups of companies) compared to 23 in 2006, 
-  for Lagardère Publishing, 21 entities (companies or groups of companies) compared to 20 in 2006, 
-  for Lagardère Services, 37 entities (companies or groups of companies) compared to 36 in 2006, 
-  integration of Axelis in consumption for “Other Activities”, 
-  integration of the companies in Lagardère Sports.

Distribution Audiovisual Press Books Other Activities(*) Sport Total

Electricity 
(kWh)

2007 117,413,576 26,573,544 36,396,483 39,981,922 4,544,042 787,500 225,697,067

2006 84,896,989 8,694,650 36,886,981 38,943,690 2,822,984 172,245,294

Gas 
(kWh)

2007 20,533,435 2,240,060 3,564,241 22,623,687 4,178,063 53,139,486

2006 14,261,079 2,915,842 4,604,074 23,773,746 2,710,740 48,265,481

Oil 
(litres)

2007 1,328,664 276,717 178,783 714,817 22,738 2,521,719

2006 1,393,185 121,812 172,208 461,475 500 2,149,180

Water 
(cubic 
metres)

2007 405,239 16,076 70,085 91,160 5,559 3,750 591,869

2006 383,449 14,816 106,686 81,702 11,789 598,442

(*)  ‘Other Activities’ consumption represents the consumption of Axelis, Matra Manufacturing & Services and Lagardère Ressources (for 2006, the data 

does not include Axelis consumption).

For 2007, the CO2 emissions associated with the energy consumption levels presented above are the following(1):

Distribution Audiovisual Press Books Other Activities Sport Total

CO
2
 from electricity (t) 28,032 10,153 6,387 13,893 395 68 58,928

CO
2
 from natural gas (t)(**) 3,799 414 659 4,185 773 0 9,831

CO
2
 from oil (t)(***) 3,516 732 473 1,891 60 0 6,672

Total CO
2
 (t) 35,346 11,300 7,519 19,970 1,228 68 75,431

(**)  On the basis of assumed consumption expressed in kWh Higher heating value only.

(***)  On the basis of assumed solely domestic oil consumption.

(1)  The sources of the data used in the calculations are the following: 

• International Energy Agency Data Services. 2006. “CO
2
 Emissions from Fuel Combustion (2006 Edition)” for electricity emission factors,

•  Decree dated 28 July 2005 relative to the verifi cation and quantifi cation of emissions declared within the framework of the greenhouse gas emissions 

quota exchange system (0.185t CO
2
 /MWh Higher heating value) and oil (3.15 t CO

2
 /t oil).
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The Group’s consumption of energy generated by recycling of domestic waste and/or combined heat and power production 
(cogeneration) amounted to almost 5.6 MWh in 2007 (compared to 3.2 MWh in 2006). The premises housing the head offi ces 
of Lagardère Active and Lagardère Publishing, among the largest in the Group, are heated by Compagnie Parisienne de 
Chauffage Urbain (CPCU). 75% of the energy supplied by CPCU is produced through procedures that respect the environment: 
recycling of domestic waste and cogeneration. 

Given the concern to reduce and/or optimise energy consumption, a global approach to “Controlling Energy Expenditure” 
(CEE) has been instigated in partnership with the Group’s electricity supplier, with the aim of identifying all potential 
sources of energy savings, assessing the potential gains and implementing the corresponding action.

These audits were used to identify specifi c areas for progress, and improvement operations have been (and will continue 
to be) implemented on the sites concerned. The majority of measures applied relate to:
-  Lighting, chiefl y the use of low-energy consumption light bulbs or metal iodide lamps to replace existing lamps,
-  Air conditioning or ventilation and heating, particularly the implementation of processes designed to reduce heat 

exchanges, as the Group’s sites are principally tertiary service sites.

Energy consumption at sales outlets has been reduced through the implementation of a certain number of measures by 
Relais H and Aelia:
-  Most light bulbs used for the lighting of the Relay stores are compact fl uorescent light bulbs that consume less energy 

than conventional fl uorescent tubes and have a longer lifetime; furthermore, to reduce heat losses and consequently 
energy consumption, windshields are used during the winter period. At Relais H, the walls of buildings are treated with 
heat insulating materials that comply with the High Quality Environmental standard label or HQE®(1).

-  For the lighting of airport boutiques, the use of metal iodide bulbs has become the norm, resulting in a reduction of approximately 
2/3 in consumption of bulbs, but also lower heat production and consequently lower air conditioning needs.

 B) Waste management

The discussions initiated by the Group on waste management at the level of its principal tertiary sites continued in 2007 with:

•  an in-depth study was conducted on waste classifi cation, responsibility with respect to existing regulations and long-
term waste management prospects, and the results were sent to the operating units;

•  the divisions appointed dedicated correspondents to summarise local waste collection practices; the various internal practices 
were compared, enabling an examination of the possibility of a global approach and the selection of common providers.

The wide disparity in situations and local constraints(2) will nonetheless lead the divisions to conduct local improvement 
operations, while making use of the Group’s exchanges of best practices. Lagardère Active and Lagardère Publishing 
are both planning to launch calls for tender in 2008 with a view to selecting a provider who can match the initial objectives of 
the approach:

•  Reinforce the tracking of volumes and the sorting of waste by type, 

•  Improve downstream traceability, particularly with respect to the selected subcontractors, and 

•  Reduce volumes and management costs, where possible.

As part of its environmental policy, Relais H has implemented a number of operations to handle the waste it produces. 
It reprocesses all items suitable for reuse in the network, in particular, certain items of metal furniture. In addition, since 
the end of 2006, Relais H has been giving out biodegradable carrier bags (excluding bags with an advertising message). 
This alternative to the plastic bags previously used does not affect the consumer, who is given a similar bag with the same 
volume, but the use of biodegradable bags represents considerable progress, since an average of more than 12 million bags 
per year are handed out to consumers.

 5-3-4-4 Monitoring of the environmental performance levels of paper manufacturers and printers

The Group has instigated close links with its main partners (paper manufacturers and printers) in terms of Sustainable 
Development, requiring them to state their policy and their environmental performances through questionnaires; 
these performances are monitored by Lagardère (see 5-3-1-2 B). 

Concerning printing, as part of the reorganisation of the business in 2007, the Group disposed of the Regional Daily 
Newspaper activity including its only two printers (Nice Matin and La Provence). Consequently, all the printing work for 
magazine publishing is now carried out by non-Group subcontractors.

(1)  The HQE®, approach is based on:

• an environmental management system, established and conducted under the responsibility of the owner of the project, 

• environmental constraints defi ned at the beginning of the project, depending on the context and the priorities of the owner.

(2)  Sites owned by the Group for which it holds collection contracts, sites where the Group rents the entire site and signs the contracts, sites where the Group 

rents part of the site and is subject to the global management of a third party, sites under concession in train stations or airports, sites where collection is 

mostly managed by the municipalities, etc.
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The targets and performance levels of the Group’s paper suppliers and printers are presented below.

 A) Targets and performance levels of the group’s paper suppliers

Targets Performance levels

Existence of an environmental 
management system: Environmental 
management systems (of the type 
concerned by ISO 14001 or the European 
Union’s environmental management 
and audit system, EMAS) provide 
useful tools for the paper companies, 
allowing them to set environmental 
targets, monitor progress made 
and integrate a continuous 
improvement approach.
Obtaining (or renewing) certifi cation 
shows that a paper supplier has 
taken the environmental effect 
of their business activities into 
consideration, and has implemented 
action for improvement in order to 
achieve objectives.

The Group’s paper suppliers demonstrate a high level of awareness regarding 
the environmental impact of their activity. 

Attentive to these issues, the Press division’s paper suppliers have all drawn up 
an environmental policy for the continuous improvement of their performances; 
97% have had their efforts recognised through ISO 14001 and/or EMAS certifi cation, 
compared to 80% in 2006. As part of this approach, they have also defi ned environmental 
performance indicators that they monitor at the level of the company and perform 
periodic evaluations of their sites (followed, where relevant, by assigning a budget 
and implementation of a plan to solve any problems identifi ed). They also alert 
their employees to environmental issues by organising regular training sessions.

Furthermore, the paper suppliers have integrated environmental criteria 
into the selection of their own suppliers (of wood, etc.).

At the end of 2007, 95% of Lagardère Publishing’s paper suppliers’ sites had an ISO 14001 
certifi ed system of environmental management (compared to 80% in 2005 and 90% in 2006).

Sustainable management of forestry 
resources: forestry certifi cation 
is a means of guaranteeing that 
the wood used in paper manufacture 
comes from responsibly managed 
forests. It aims to ensure that 
the manner and intensity of forest use 
will maintain their biological diversity, 
capacity for regeneration, vitality 
and capacity to satisfy current 
and future needs in terms of 
the ecological, economic and social 
functions that are relevant at local, 
national and global level. 
Certifi cation also aims to ensure 
that the forests do not cause damage 
to other ecosystems.

All suppliers make sure that at least some, and possibly all, of the wood they use comes 
from forests certifi ed by an independent third party: this share represented an average 
of 60% of supplies in 2007 (compared to 50% in 2006). All affi rm their intention to increase 
this proportion in the future, as far as possible (compared to 90% in 2006).

Average percentage 

of wood obtained 

from certified forests

40%

45%

50%

55%

60%

65%

2007200620052004

50% of the paper supplies of Lagardère Publishing in France came from certifi ed forests 
at the end of 2006, compared to 35% in 2005.

Traceability of supply: a traceability 
system provides the user with 
information about the origin of 
the products used in 
the manufacturing process.

The Press division and Lagardère Publishing’s paper suppliers have all stated 
that they have implemented a system to trace their supplies of wood and paper pulp; 
all the Press division’s suppliers have declared that their system is certifi ed by 
an independent body. 

The Press division and Lagardère Publishing can trace the paper used from reception of 
the rolls or sheets of paper at the printer’s to delivery of the magazines and books 
to the distribution centres.

Use of less toxic products Products that may pose a threat to health and/or the environment are used in 
the production of paper. All the Press division’s suppliers are committed to a pro-active 
policy to use less dangerous products as a substitute wherever possible. 
In particular, for bleaching, all paper suppliers have implemented processes 
that eliminate the conventional use of toxic chlorine products. 
They have all stated that sourcing products with a lower level of risk has become 
one of the major criteria for the selection of their own suppliers.
In addition, more than 90% of these paper suppliers have stated that the policy of 
their own suppliers to reduce (or eliminate) use of such products is used as 
a selection criterion.
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Targets Performance levels

Use of recycled fi bres 
in the manufacture of paper: 
this reduces the amount of wood 
taken from the forests and, through 
selective sorting, encourages more 
effective recycling of domestic waste. 
The portion of recycled fi bres 
that can be used varies depending on 
the quality of paper and the type of 
printing required:

•  Newsprint, which is a product 
with a relatively short life cycle, 
can be manufactured wholly 
from recycled fi bres

•  In the production of magazines and 
books, use of papers incorporating 
a large proportion of recycled 
fi bres is more diffi cult due to 
the intrinsic characteristics of 
the paper (longevity, surface fi nish, 
colour and printability).

80% of the Press division’s suppliers have implemented a pro-active policy to increase 
the proportion of recycled fi bres used in paper manufacturing. For certain publications, 
the Press division uses paper incorporating up to 30% recycledfi bres and the paper used in 
production of the Group’s newspapers is made entirely from recycled fi bres.
Almost half the paper suppliers use recycled paper and/or fi bres, 
and 85% of these are seeking to increase the proportion used (compared to 80% in 2006). 
Some suppliers have multiplied these proportions by four or fi ve over the past fi ve years 
(reaching rates of close to 80% of suppliers and 10% of recycled fi bres).
Paper suppliers who do not use recycled fi bres justify this choice by the specifi c quality 
constraints of the fi nal product.

Management of discharge into 
the natural environment: the paper 
manufacturing process requires large 
quantities of water and pollutants 
dissolved in waste water could 
be a source of pollution for the 
natural environment if not treated 
adequately.

All of the Press division’s suppliers have implemented a determined policy to reduce 
their waste water and emergency systems to counteract accidental spillage 
into the public water system. All have waste water treatment facilities 
within their factories and have implemented procedures and emergency systems 
to counteract such spillage.

Furthermore, all these suppliers have implemented a policy of reducing emissions 
in the atmosphere (mainly from combustion facilities), particularly in order to limit 
their contribution to global warming.

Reducing water and power 
consumption: the paper manufacturing 
process requires large quantities of 
water and power.

The paper production process requires large quantities of water and power 
and the Group’s suppliers regularly implement initiatives to reduce consumption levels. 
Most suppliers have adapted their facilities in order to make use of water in closed 
circuits (the same water is used for several stages in the manufacturing cycle). 
Several paper suppliers have achieved reductions of 10% to 30% in terms of volumes 
consumed over the past fi ve years. 

In terms of power consumption, the paper suppliers have invested considerable efforts 
into improving the energy effi ciency of the production sites and optimising certain units, 
leading to energy savings of up to 20-50% over the past fi ve years.

Waste management: the solid 
waste generated by the paper 
industry mainly comprises bark, 
wood chips, cuttings of pulp and 
paper, and sludge; dangerous waste 
(oils, empty chemicals containers, 
chemicals in particular) is produced 
in small quantities.

The main waste types produced as a by-product of paper manufacturing are bark, 
wood chips, cuttings of pulp and paper and sludge. They are generally recycled/re-used 
in the cement, concrete and brick industries, composted or used as fertiliser in agriculture, 
or incinerated to produce energy.

All of the Press division’s suppliers have implemented a determined policy to reduce and/
or recycle their waste. Certain suppliers have already succeeded in recycling/re-using/
converting to heat almost 99% of their waste.
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An example of the energy effi ciency of one of our suppliers

In Finland, one paper mill that supplies the Group has explored a number of ways of maximising 
the energy effi ciency of facilities. One of the principal achievements concerns a co-generation 
unit where waste products from wood (bark, branches, sawdust, etc.) produce almost 90% of 
the energy produced on the site. 

Co-generation is particularly well-suited to paper manufacturers who require electricity and 
heat simultaneously. This procedure produces a high yield, greater than that achieved through 
the separate production of electricity by conventional power stations and heat produced by 
a boiler. In the case of this particular mill, the energy is generated in the form of electricity, 
low pressure steam for paper manufacturing and hot water which feeds a heating network for 
a neighbouring town. Heat recovery systems from the pulp and paper manufacturing processes 
also supply considerable quantities of steam and hot water for heating. The hot water supplied to 
the urban heating system has reduced consumption by almost 20,000 tonnes of domestic heating 
oil, thereby preventing emission of 63,000 tonnes of carbon dioxide (CO

2
) into the atmosphere.

 B) Targets and performance levels of printers

Targets Performance levels of Lagardère Active’s printers

Implementation of 
an appropriate 
organisation and an 
environmental policy

All the printers questioned monitor the environmental performance of their site and have a dedicated 
organisation (environment or Sustainable Development department) or a manager in charge of 
the corresponding action.

Almost one quarter have ISO 14001 or EMAS certifi cation. This certifi cation attests to the implementation 
of an environmental management system.

Implementation of 
a Health and 
Safety policy

All conduct regular risk evaluation studiesand declare that they employ considerable efforts for staff 
training on environmental issues and hygiene and safety issues. Diagnostics carried out generally lead 
to the implementation of dedicated measures (noise protection, adaptation of protective masks, posting 
of directions for the circulation of power lift trucks, etc.).

More than 85% of the printers questioned regularly conduct risk evaluation studies 
and provide regular staff training sessions on health and safety 
(two thirds of the sites have already trained more than 80% of their employees).

Limiting consumption More than two thirds of the printers questioned have a deliberate policy of limiting their consumption of 
products such as developers, fi xatives, isopropyl alcohol and cleaning agents. More than 80% have also 
fi tted their machines with automatic cleaning systems that reduce the quantities of products required 
and limit staff exposure to toxic substances.

Furthermore, all of these printers use recent digital technology (“computer-to-plate” in offset, digital 
procedures in photo-engraving) which reduce the quantities of chemical products used and reduce 
the amount of waste produced during certain stages in the printing process (these techniques obviate 
the need to produce fi lms for photographic printing).

Limiting air pollution More than 90% of the printers questioned possess a volatile organic compound (VOC) processing system. 
The systems used either incinerate the VOCs, with the resultant energy sometimes used as a by-product, 
or recover solvents for recycling or re-use.
All those who use the photo-engraving technique are compliant with the applicable regulations 
concerning emissions of chromium VI (a substance that is highly carcinogenic if inhaled regularly 
over long periods).
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Targets Performance levels of Lagardère Active’s printers

Management of 
products used

All the printers questioned systematically request the safety data sheets of new products introduced to 
the printing sites. These sheets provide information on the level of toxicity and harmfulness of the products, 
as well as any precautions to be taken when storing or using them.
Furthermore, almost 80% are committed to an active policy of replacing toxic products with products 
that are less dangerous for the environment and for public health. More than 60% of the print sites 
have completely abolished the use of isopropyl alcohol, some no longer use trichloroethylene, 
and others have discontinued the use of a large number of glycol ether solvents. 
Successive surveys conducted by Lagardère Active in the course of the past three years have also shown 
an increase in the use of plant-based substitute products. The 2007 survey showed that more than a quarter 
of the printers use plant-based inks (including 2 who use them exclusively) and more than 40% make use of 
plant-based cleaning products (in three cases, for more than 50% of needs).
Products that cannot be replaced are subject to specifi c conditions: staff training on identifying (79% of sites) 
and handling (82% of sites) hazardous products, work carried out under good ventilation conditions 
(for all the printers), etc.
The printers have defi ned emergency protocols for implementation in the event of accidental spillage of 
chemical products, to avoid polluting rain water collection systems.

Waste management Waste paper from the printing processes is systematically recycled by all the printers questioned. 
Almost 90% of printers also stated they had implemented a policy to restrict paper wastage (losses 
when machines are started up, offcuts, trimming, etc.). This approach is visible through the application of 
frequent controls, investment in modern equipment and the optimisation of machine calibration to limit 
the quantities of paper waste. Three printers from the Maury group have also implemented “charters” 
to encourage staff to respect the quantities of paper allocated.

Regarding the other types of waste specifi c to the printing process, these are subject to appropriate 
treatment methods. All of the printers outsource processing of the electrolysis baths used in photo-engraving 
to specialist companies and more than 80% recycle or re-use the copper and chromium on the cylinders 
after printing. The aluminium plates used in offset printing are recycled or re-used by more than 95% of printers.
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