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PROFILE

Lagardère, a world-class pure-play media group led by Arnaud Lagardère, operates in nearly 40 countries 
and is structured around four distinct, complementary divisions:
• Lagardère Publishing: Book and e-Publishing;
•  Lagardère Active: Press, Audiovisual (Radio, Television, Audiovisual production), 

Digital activities and Advertising Sales Brokerage;
• Lagardère Services: Travel Retail and Press Distribution;
• Lagardère Unlimited: Sport Industry and Entertainment. 

Lagardère holds a 7.5% stake in EADS, over which it exercises joint control.
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Arnaud Lagardère editorial 

In 2010, Lagardère achieved a recurring EBIT before associates exceeding the target announced 
in March 2010 and growth of 19.3% in Group net income.

I would like to thank all the teams warmly for their valuable efforts.

Indeed, these results have been achieved through rigorous cash management, improved 
competitiveness and the protection of our traditional sources of revenue, while leveraging the 
opportunities offered by the digital sector.

Moreover, our Group has continued to implement its strategy of dynamically adjusting its 
portfolio of assets.

Examples of this are the sale of the Virgin 17 DTT channel and of our international magazine 
business operations, while maintaining complete ownership of the ELLE trademark throughout the 
world. I would also like to emphasise the fact that we still own our magazine business operations 
in France, where we are in the lead in all our markets and where our outlook is solid.

This year has also been the occasion for a major reorganisation of our Lagardère Sports 
division, mainly thanks to the acquisition of Best, which specialises in the representation of sports 
personalities and celebrities. This division, renamed Lagardère Unlimited, now represents all of 
our Group’s Sport Industry and Entertainment activities.

In 2011, the women and men who make up our Group remain fully committed. I am firmly 
convinced that our success is also based on all these people who work daily on developing our 
Group. I congratulate them on their professionalism and commitment.

Dear shareholders, I would like to thank you especially for your loyalty and support.

Our Group has continued to implement 
its strategy of dynamically adjusting 
its portfolio of assets

Arnaud Lagardère

“
”
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2010 Management Team

United behind Arnaud Lagardère and the Company’s Managing Partners, the members of the Group’s Executive 
Committee meet on a regular basis in order to: 
 s define corporate strategy; 
 s coordinate the Group’s development and control procedures; 
 smake the principal management decisions as they arise and see to their implementation at Group level and within 
each division. The team exercises joint vigilance over Company growth and development, which depend in large 
part on the talent and professionalism of the Group’s entire staff.

Executive Committee

Gérard Adsuar 
Deputy Chief Financial Officer,

Lagardère SCA

Norbert Giaoui
General Counsel,
Lagardère SCA

Arnaud Nourry
Chairman

and Chief Executive Officer,
Hachette Livre

Didier Quillot
Chairman

and Chief Executive Officer,
Lagardère Active

Jean-Louis Nachury
Chairman

and Chief Executive Officer,
Lagardère Services

Arnaud Lagardère
Chief Executive Officer,

Lagardère Unlimited
g gg

Arnaud LagardèreA d L dè
General and Managing Partner, Lagardère SCA

Philippe Camus
Co-Managing Partner,

Lagardère SCA

Phili C Pierre LeroyPi L
Co-Managing Partner,

Lagardère SCA

Dominique D’Hinnini i D’Hi i
Co-Managing Partner,

Lagardère SCA

Thierry Funck-BrentanoF k B t
Co-Managing Partner,

Lagardère SCA

Ramzi Khiroun
Spokesperson, Lagardère SCA

Chief of External Relations
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Legal characteristics of French limited partnerships with shares

Lagardère is a French limited partnership with shares (société en commandite par actions – SCA) that has two 
categories of partners: 
 s two General Partners (Associés Commandités), who have joint, several and unlimited liability for the company’s
debts;
 s Limited Partners (Associés Commanditaires or shareholders) whose liability, as for shareholders in a société
anonyme (form of French limited liability company), as regards the company’s losses, is limited to the amount 
of their contributions. The Limited Partners alone designate the members of the Supervisory Board, the General 
Partners being unable to participate in the voting.

Because of the two categories of partners, collective decisions require double consultation: that of the shareholders, 
in general meetings, and that of the General Partners. 

The Company is managed under the supervision of the Supervisory Board which represents the shareholders, 
by the Managing Partners (Gérants).

4
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The French limited partnership with shares (SCA): a modern structure that is perfectly 
adapted to the requirements of corporate governance >>>

It makes possible an absolute separation of powers between the management bodies (General and 
Managing Partners) and the supervisory bodies (Supervisory Board).
No member of management can be a member of the Supervisory Board.

Lagardère SCA: an arrangement that maintains a balance between the rights  
of the General Partners and those of the shareholders >>>

Managing Partners
s Arnaud Lagardère

s The company Arjil Commanditée – Arco

represented by: Arnaud Lagardère
Chairman and Chief Executive Officer

Philippe Camus
Deputy Chairman and Chief Operating Officer

Pierre Leroy
Deputy Chairman and Chief Operating Officer

Dominique D’Hinnin
Chief Operating Officer

Thierry Funck-Brentano
Chief Operating Officer

General Partners
Arnaud Lagardère
The company Arjil 
Commanditée – Arco

Lagardère SCA has adapted its by-laws to strengthen 
shareholders’ rights by granting them specific powers: 
 s Right of veto over the appointment of the Managing 
Partners

The Supervisory Board, which represents the share-
holders, must give its consent to the appointment of 
the Managing Partners by the General Partners.
The shareholders have the ultimate bargaining power 
in case of any disagreements between the General 
Partners and the Supervisory Board.
 s Approval in case of a change of control of Arjil 
Commanditée-Arco (General and Managing Partner).

The Supervisory Board must give its prior agreement 
to:

– any sale or issue of shares leading to a change of 
control of Arjil Commanditée–Arco (except in the 
case of a valid takeover bid for all the Company’s 
shares);

– any new shareholder in this company.
Furthermore, Lagardère SCA encourages the manage-
ment bodies to run the Company in a responsible and 
careful manner with a long-term perspective, since the 
Managing Partners are also General Partners, and thus 
have unlimited liability for the Company’s debts.

Statutory Auditors 
Ernst & Young et Autres&
Mazars
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Supervisory Board

The main mission of the Supervisory Board, which is appointed by the shareholders, is to:
– carry out the permanent supervision of the management of the Company;
– ensure that the Company has the resources it needs to assess and monitor its risk exposure.

To do this, the Supervisory Board meets regularly to review the financial position and operations of the Company
and its subsidiaries, the annual and interim financial statements, and the outlook for each of the Group’s activities.
The Supervisory Board met six times in 2010.

 s An independent Board
Four-fifths of the Board are independent members.

 s Shorter Board terms mean that the Supervisory Board is renewed more frequently while maintaining fluidity.
In 2010, the term lengths of Board members’ were changed. Members are now appointed for a period of two
or four years, which gives shareholders the opportunity to renew half of the Board every two years.

 s The Supervisory Board has ad hoc committees allowing it to prepare and organise its work.
Two ad hoc committees have been set up:

Audit Committee
The Audit Committee assists the Board and prepares its work in particular with respect to controlling the
accounts and verifying the reliability and clarity of the information that will be provided to shareholders and
the market, and with respect to monitoring the effectiveness of internal control systems and risk manage-
ment procedures.
All Audit Committee members are competent in the financial and accounting fields, and more than two-thirds of
the members are independent. The Audit Committee is headed by Xavier de Sarrau, an independent member.
Its operations comply with the standards of applicable regulations.
The Audit Committee met six times in 2010; most of the meetings preceded the meetings of the Supervisory
Board by a few days so that the latter could be prepared efficiently.

Appointments and Remuneration Committee
Given the increasing professionalisation and necessary diversification of the members of the Supervisory Board
(increased inclusion of women), the selection procedure has become increasingly complex in order to meet
various good governance criteria, including in terms of independence and the legal limitation on the number
of mandates members can hold at one time.
An Appointments and Remuneration Committee was created on 27 April 2010 to provide the Supervisory Board
effective assistance in this area.
Two-thirds of the Appointments and Remuneration Committee are independent members. The Appointments
and Remuneration Committee is headed by François David, an independent member.
The committee met twice in 2010.

6



Lagardère   Milestones 2010-2011

+ d’infos www.lagardere.comFor more information www.lagardere.com

Compliance with the AFEP-MEDEF Code of Corporate Governance

The Supervisory Board of Lagardère SCA strives to meet the recommendations of the AFEP-MEDEF Code of 
Corporate Governance, which the Company has decided to adopt.

Some examples:
• strong independence of the Supervisory Board;
• creation of committees to prepare the Board’s work;
• annual self-assessment of the Board;
• terms of office shorter than four years;
• remuneration of Board members based on their attendance at meetings.
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 s The scope of expertise of the Board covers the Group’s main businesses, allowing a full exercice of its super-
visory mission.
The Supervisory Board has always been committed to ensuring that its members are chosen for their skills,
experience - managerial, financial, strategic and legal - and professional ethics, so as to be able to respond 
appropriately and fully to all the requirements needed for its role of supervision of the Lagardère group.

Entrepreneurial experience at an international level:
• Bernard Arnault, Chairman and Chief Executive Officer of LVMH;
• Raymond H. Lévy, Honorary Chairman of Renault SA;
• Javier Monzón, Chairman of Indra Sistemas;
• Didier Pineau-Valencienne, former Chairman and Chief Executive Officer of Schneider SA;
• François Roussely, Chairman of Crédit Suisse-France.

Knowledge of the financial market and of the main financing mechanisms:
• Georges Chodron de Courcel, Chief Operating Officer of BNP Paribas;
• François David, Chairman of the Board of Directors of Coface SA;
• Bernard Mirat, former Deputy Chairman and Chief Executive Officer of Société des bourses françaises;
• Patrick Valroff, former Chief Executive Officer of Crédit Agricole CIB.

Legal expertise and specialists in governance issues:
• Xavier de Sarrau, Lawyer specialising in the governance and organisation of family and private groups;
• Jean-Claude Magendie, former First President of the Paris Court of Appeal.

Experience in the world of media:
• Pierre Lescure, former Chairman and Chief Executive Officer of Canal+ SA.

Strategic expertise (in particular in new patterns of consumption) and knowledge of the world of sports:
• Amélie Oudéa-Castéra, Director of the Strategic Plan at AXAXX  and a former professional tennis player.

Specific expertise (labour-management relations and technical innovation):
• Martine Chêne, former CFDT Union Representative within the Group Committee;
• Christian Marbach, former Chairman of ANVAR.

Since April 2010, the Supervisory Board has been headed by Xavier de Sarrau, a lawyer specialising in governance 
issues. Xavier de Sarrau is an independent member.

7
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2010
CAC40: -3,3%

Lagardère: +8,5%

1 January 2010 –
28 February 2011
CAC40: +4,4%
Lagardère: +14,7%
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Share price trends since the beginning of 2010

Key figures

Distribution of capital and voting rights at 31 December 2010

2008 2009 2010 � 2009 / 2010

Net income per share – Group share €4.62 €1.08 €1.29 + 19.3%

Dividend per share €1.30 €1.30 €1.30* =

Stock price at 31 December €29.00 €28.41 €30.83 + 8.5%

Yield 4.48% 4.58% 4.22% NS

Market capitalization (in €M) 3,803 3,725 4,043 + 8.6%

*The dividend will be submitted to a vote by shareholders during the Annual Meeting of 10 May 2011.

% of capital % of voting rights

Lagardère Capital & Management& 9.62% 14.01%

Treasury stock 3.13% 0.00%

Employees and Group Savings Plan investment funds 1.34% 2.18%

Individual investors 6.88% 9.94%

French institutional investors 15.71% 17.54%

Non-French institutional investors 63.32% 56.33%

Total 100.00% 100.00%

Lagardère
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Shareholders’ Consultative Committee

Shareholder relations

Information for shareholders
Pursuant to regulations, Lagardère seeks to provide its shareholders with transparent and easily accessible 

financial information on a regular basis via the distribution of financial press releases by an AMF-approved provider; 
financial notices in the press; the publication of useful information in a dedicated section of its website; and live 
and delayed broadcasts of financial results presentations.

Meetings with investors and financial analysts
In 2010, the Group met with over 350 financial institutions, conducted 16 road shows in Europe and the United 

States and participated in six sectoral conferences. Furthermore, close and regular relations are maintained with 
financial analysts. Information meetings with individual investors were also organised twice in 2010 by the FFCI 
(French Federation of Investment Clubs).

In 1997, the Lagardère group formed a Shareholders’ Consultative Committee comprised of individual shareholders 
and one representative of the legal entities whose purpose is to represent shareholders. The Group is represented 
by one Managing Partner, one Supervisory Board member and three Board of Directors members. 
The Committee’s objectives are to:
 s contribute to improving financial communications between the Group and its shareholders (particularly indi-
vidual shareholders);
 s reflect on shareholders’ expectations and their perception of the Lagardère group as regards financial results, 
strategy, disposals and acquisitions, Annual General Meeting, etc.

9
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After a spectacular 2009 (due in part to the suc-
cess of Stephenie Meyer’s Twilight Saga), Lagardère
Publishing’s revenues returned to normal in 2010.
Lagardère Active saw revenue growth reflecting the
strong recovery in the advertising business. It will be
recalled that the Group announced the conclusion of
an agreement for the sale of its international magazine
operations and that Virgin 17 was sold in late May 2010.
Lagardère Services recorded strong growth thanks to
brisk retail sales, especially in France and at airports,
and network expansion, as well as a favourable cur-

rency impact. The picture was more mixed for Lagardère
Unlimited due to predicted calendar effects, the non-
renewal of contracts and the latent effects of the crisis.
Recurring EBIT before associates from Media activities
exceeded the guidance announced in March 2010, rising
by 1.0% on a reported basis. Adjusted net income attri-
butable to the Group (excluding contribution of EADS)
stood at €284 million, up 8.4%.
Moreover, the Group’s net financial debt was down
slightly at €1,772 million. Gearing was 44%, demon-
strating the stability of the Lagardère SCA balance sheet.

2009 2010 2009 2010 2009 2010 2009 2010

*Net cash generated by operating and investing activities.

*Contribution to Lagardère. *Contribution to Lagardère.

7,950

466 150

468 160

464 1407,900

462 130

7,850 460 120

+0.9% +1% +19.3% -3.4%

7,892 463 137

324

7,966 468
163

313

Net sales 
(€M)

Recurring EBIT before
associates from Media
activities (€M)

Net income attributable
to the Group
(€M)

Free cash flow*
(€M)

2010 Results

Distribution of 2010 sales* 
by division

Distribution of 2010 recurring
EBIT before associates from
Media activities* by division

2010: gradual return to growth

23%
Lagardère

Active

6%
Lagardère
Unlimited

27%
Lagardère
Publishing

18%
Lagardère

Active

23%
Lagardère

Services

45%
Lagardère
Services

53%
Lagardère
Publishing 

5%
Lagardère
Unlimited 
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The consolidated financial statements were pre-
pared in accordance with IFRS standards. The Lagardère 
group’s business operations are divided into four oper-
ating divisions that make up Lagardère Media opera-

tions. To these must be added the contribution from the 
Group’s equity interest in EADS, as well as contributions 
from other activities not directly tied to the operating 
entities of Lagardère Media.

Consolidated balance sheet (€M)

Consolidated income statement (€M)

2009 2010

Non-current assets (excl. investments in associates) 5,206 4,333

Investments in associates 2,169 2,054
EADS 395 271
Other associates 1,774 1,783

Current assets (excl. short-term investments and cash) 2,908 2,695

Short-term investments and cash 842 722

Held-for-sale assets - 1,097

TOTAL ASSETS 11,125 10,901

Stockholders’ equity 4,082 4,018

Non-current liabilities (excl. debt) 899 616

Non-current debt 2,174 1,953

Current liabilities (excl. debt) 3,478 3,374

Current debt 492 541

Held-for-sale liabilities - 399

TOTAL LIABILITIES AND EQUITY 11,125 10,901

2009 2010 � 2009/2010

Net sales 7,892 7,966 +0.9%

Recurring EBIT before associates 461 462 NA

Net interest expense (82) (82) -

Income tax expense (123) (67) -

Consolidated net income 164 194 +18.8%

Consolidated net income attributable to the Group 137 163 +19.3%

Ajusted net income attributable to the Group
(excl. contribution from EADS)

262 284 +8.4%

11
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FRANCE/POLAND/RUSSIA
June 2010

Sportfive expanded its portfolio of 
football clubs under exclusive market-
ing contracts with the signing of long-
term partnerships with AS Saint-Étienne
(France), FC Zenit Saint Petersburg 
(Russia) and Lechia Gdansk (Poland).

UNITED STATES
May 2010

Lagardère Unlimited acquired the Ameri-
can company Best, which specialises 
in the representation of athletes and 
celebrities.

SPAIN/ITALY/YY
UNITED KINGDOM
April/October 2010

Doctissimo, the leading French website
for women, expands internationally with
the launch of Spanish, Italian and English
versions.

FRANCE
March 2010

Lagardère Active launches Be, the first
360° global media brand deployed on
all the division’s platforms (magazine,
Internet, mobile phones, e-commerce,
radio and television). 

March/May 2010

Relay, a Lagardère Services subsidiary, 
opened two new Chez Jean outlets in 
Marseille and Toulouse in partnership 
with the Casino group.

May 2010

An on-demand digital print unit was
opened in Maurepas as a joint venture 
between Lagardère Publishing and
Lightning Source.

The Lagardère Sports division became
Lagardère Unlimited under the chairman-
ship of Arnaud Lagardère assisted by two
Chief Operating Officers.

June 2010

Aelia, a Lagardère Services subsidiary,
opened six shops in the Nice Côte d’Azur
airport.

August 2010

Aelia and LS Aspac won a call for tenders 
issued by New Caledonia’s Noumea
airport to manage two retail outlets as of 
January 2011 for a period of 10 years. 

November 2010

Signing of a memorandum of under-
standing between Hachette Livre and
Google that defines the terms for Google
to scan French out-of-print works con-
trolled by Hachette Livre. 

Gulli, France’s third-ranked DDT channel
over the full year 2010, celebrates its 
fifth anniversary. 

March 2011

Lagardère Publishing owns 100% of 
Éditions Albert René and now controls 
all the rights connected to the Asterix 
brand (publishing, audiovisual, mer-
chandising, etc.).

 Countries in which the Lagardère group 
operates

July 2010

James Patterson (published by Hachette
Book Group in the United States) is the
first writer to sell more than a million 
e-books.

WORLDWIDE PRESENCE

12
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GERMANY
November 2010

HDS Retail Deutschland, a Lagardère
Services subsidiary, concluded an 
agreement covering the operation of 
ten stores in Berlin’s new Brandenburg
International airport, slated to open in
June 2012.

AUSTRALIA
April 2010

LS Aspac opened three stores dedi-
cated to the Australian stationery brand,
Smiggle, in Australia’s Adelaide, Gold
Coast and Melbourne airports.

AMERICA/A ASIA// /A EUROPE/
OCEANIA
June 2010

Worldwide launch of the new novella
based on Stephenie Meyer’s Twilight 
Saga: The Short Second Life of Bree
Tanner.

BELGIUM/GREECE
April/September 2010

Lagardère Active launches the 10th

and 11th international edit ions of 
Psychologies magazine in Greece and
Belgium.

CZECH REPUBLIC
February 2010

Aelia and HDS Retail Czech Republic
expanded their activities in the Czech 
Republic with the acquisition of the duty 
free business of Czech Airlines.

SINGAPORE
December 2010

Aelia and LS Aspac opened The Fashion
Gallery, a luxury fashion boutique occupy-
ing over 700 square metres in the 
Changi airport in Singapore.

UNITED KINGDOM
February 2010

Lagardère Unlimited continues its dev-
elopment in Europe with the opening of
a London office.

May 2010

Hachette UK won several prizes dur-
ing the 2010 British Books Awards 
(“Nibbies”): Publisher of the Year (Little, 
Brown), Bookseller’s Imprint (Virago) 
and Editor of the Year (Lennie Goodings),
and the IBS Bookmaster Innovation in 
the Publishing Supply Chain prize.

RUSSIA
March 2011

Lagardère Publishing signed a memo-
randum of understanding with a view 
to acquiring a minority interest in 
the Russian publishing group Atticus 
Publishing.

JAPAN
May 2010

Hachette Fujinghao, a subsidiary of 
Lagardère Active, and Yahoo! Japan
signed a strategic partnership for the 
distribution of content in Japan. 

ASIA/OCEANIA
September 2010

Sportfive International, a subsidiary
of Lagardère Unlimited, was chosen
by UEFA to market the media rights 
for the UEFA Euro 2012™ in Asia (with 
the exception of Japan, Malaysia and 
Indonesia) and Oceania.

13
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The Lagardère group’s sustainable development strategy is based on four 

priorities:

s to assert itself as a responsible employer;

s to develop its business with respect for the environment;

s to promote access to information and knowledge;

s to be a media group that creates social cohesion.

These four priorities reflect the Group’s main sustain-
ability goals: 

s integrating sustainable development into the day-to-
day operations of its subsidiaries and the production
process of its different business lines;

s anticipating the risk of climate and energy crises, as
well as consumer demand for more ethical products;

s assuming the special responsibility inherent to opera-
tions as a media group.

Lagardère works toward commitments corresponding
to each of these four priorities in an approach based
on ongoing progress.

Social commitments
These commitments testify to Lagardère’s efforts

to create a dynamic and appealing workplace where
the independence, motivation and creativity of its
employees are valued:
s ensuring workforce balance and diversity;
s promoting harmonious working conditions;
s encouraging development of skills.

Environmental commitments
These commitments reflect the goals and challenges

inherent to the roles of publisher and distributor:
s ensuring efficient and responsible paper management;
s streamlining transport;
s introducing environmental measures into the organi-

sation of our operations.

SUSTAINABLE 
DEVELOPMENT 

14
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Societal commitments 
These commitments illustrate the responsibility of 

a media group:
s defending information pluralism and ensuring diver-

sity in our content;
s facilitating access to our content for people in need;
s listening to our various 

audiences;
s encouraging discussion 

on sustainable develop-
ment;

s committing to promote 
culture and sport; 

s showing solidarity and 
promoting the emer-
gence of young talent.

The sustainable development strategy is implemented 
in each division by a sustainable development depart-
ment that works closely with the Executive Committee. 
At Group level, the Sustainable Development Department 
coordinates a steering committee bringing together 
several cross-functional departments (Human Resources, 

Communications, Purchasing, 
Legal and Financial). 
In 2011, the Lagardère group will 
intensify efforts to raise aware-
ness among its employees 
and, anticipating the Grenelle 
Environment Acts’s recommen-
dations for 2012, will fine-tune 
the monitoring of its strategy to 
make it more effective.

“ Lagardère will intensify its 
efforts to raise awareness 
among its employees and 
to fine-tune the monitoring 
of its strategy ”
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Six actions initiated or continued in 2010-2011

Media Campus Club meeting devoted  
to sustainable development >>>

At the end of 2010, over 130 Group em-
ployees participated in a special meeting
of the Media Campus Club* devoted to
sustainable development. The goal was to
show how the major national and interna-
tional challenges of sustainable develop-
ment also exist in concrete forms in the 
execution of their daily tasks. 
First, Julia Haake, Director of Company
Partnerships at WWF-France, touched on
global environmental challenges, including 
climate change, the disappearance of biodi-
versity and increasing shortages of natural
resources. Next, Ronald Blunden, DirectorN t R ld Bl d Di t
of Communications and Sustainable
Development at Hachette Livre, addressed
the issue of corporate social responsibility,

describing different initiatives implemented 
within the division (Bilan Carbone® as-
sessments, etc.). Finally, Bérangère Bonte, 
Assistant Editorial Director of Europe 1,
who has long been in charge of sustainable
development topics, expressed her views 
on the particular responsibilities incumbent
upon a media group.
For 2011, we plan to integrate the topic of
sustainable development into our Media
Campus university, which is open to all 
Group employees. We are also working with 
the divisions to investigate the possibility of 
targeting more specific audiences. Finally, t ti ifi di Fi ll
we are going to offer a training module for
all employees of Lagardère Ressources.

*Media Campus Club meetings have been organised by the Group’s Human Resources Department for former Media 
Campus programme participants several times per year since the Club’s founding in 2002; each meeting takes an
imaginative look at a different management topic.

Christine Grézis
Assistant Director of Group Human 
Resources Development
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The “forest and paper CO2 calculator”,
which Carbone 4 developed for us, will
allow Hachette Livre to assess, for a given
supplier site or paper type, the CO2 emis-
sions associated with wood harvesting to 
produce pulp or paper according to the 
geographic origins of the wood. The tool 
also differentiates certified and uncer-
tified wood, and distinguishes the two 
main certification labels: FSC and PEFC. 
This tool was created to help the division 
make more responsible choices.
In the company, we have developed a 

model to consolidate the data of the 
“forest and paper CO2 calculator” with
the carbon footprints of each produc-
tion operation and transport between
the sites of paper manufacturers, print-
ers and distributors. Once it becomes
operational, this model will allow us to
compare the carbon footprints of differ-
ent solutions that could be used to cre-
ate a single work, and to submit these
results in the estimates sent to publish-
ers alongside other criteria such as price
and delivery time.

Olivier Royant
Managing Editor,  
Paris Match 

Considering the scale of the disaster,
we wished to go beyond our role as wit-
ness. In circumstances such as these,
Paris Match is at the forefront of infor-
mation. We tell the story, give a voice to
the people involved and return several
months later in some cases. But what
role do we really play in helping the vic-
tims of such a disaster?  
In this specific case, we wished to take
part in a concrete project and get our
readers involved too. We evaluated the
situation, entered a partnership agree-
ment with the NGO Première Urgence,
gathered the necessary financing, and
launched a rehabilitation programme

at the Carius Lhérisson school in Port-
au-Prince. At least 250,000 people live
in this immense shantytown, which is
among the poorest areas of the capi-
tal, and the school has nearly 2,500 stu-
dents. It was partially destroyed in the
earthquake. The project launched by
Paris Match is now one of the most sig-
nificant to be implemented in the frame-
work of reconstruction efforts. After over
four months of construction, this public
school was inaugurated on the 11th of last
March. We were able to show our read-
ers the result of our commitment in our
issue of 7 April.

Jean-François Lyet
Technical Director,  
Hachette Livre

Paris Match helps schoolchildren in Haiti >>>
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Six actions initiated or continued in 2010-2011

Planète Lagardère Active, the sustainable 
development magazine >>>

When we asked ourselves how we 
could present Lagardère Active’s approach 
to sustainable development, the answer
came naturally: by doing what we do 
best - making a magazine. 
The team formed at Lagardère Custom 
Publishing and was comprised of a few 
of our journalists, with a small budget, a 
great deal of enthusiasm and a shared 
passion for sustainable development.
We had to choose the name and format,
design the mock-up, etc. Week by week,
the magazine took shape with the addi-

tion of articles, interviews and reports by
our journalists.
Designed for our stakeholders, Planète 
Lagardère Active aims to share informa-
tion about the goals of sustainable de-
velopment and how our operations are
affected. Functioning as a spokesperson
for the women and men of Lagardère
Active, it presents past projects and work
already achieved at this division of the 
Group.
Our commitment will be a lasting one.
Story to be continued in the next issue...

Anne Chéret
Sustainable Development 
Director, Lagardère Active
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Energy savings at Relay stores in Poland >>>
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In addition to the need to keep electri-
city costs down, we wanted to reduce the
energy consumed at each of our points
of sale.
We experimented with the installation of
a new system for tracking the consump-
tion of electricity using a sophisticated
monitoring system at pilot stores. The
new computerised solutions allow real-
time monitoring of each store’s electricity
consumption. They provide access to such
information as precise opening and clo-
sing times, with a text message sent to
the regional manager when the store has

been closed for over 10 minutes. This sys-
tem can be used to check whether a par-
ticular device –  a refrigerator or a register
for example – is plugged in, and to access
its electricity consumption. It can also be
used to monitor the number of customers
entering the store at various times of day.
An intelligent application of this infor-
mation made it possible to considerably
reduce energy consumption: we saved
€32,300 over the year and reduced
the energy consumed by 16% compa-
red to the previous year for the stores in
question.

Marie Schierer
Environmental Management 
System Manager at 
Lagardère Paris Racing 
Ressources 

In 2010, the development of our
Environment Management System
focused on sorting hazardous waste,
verifying compliance with environmen-
tal regulations, introducing monitoring of
scheduled initiatives to improve our envi-
ronmental commitment and performing
emergency drills. The audit showed that
our goals for 2010 had been reached.
Lagardère Paris Racing Ressources’s staff
has made our environmental mana-
gement system more dynamic. Each
participant was able to introduce new
methods, approaches and actions sup-
porting sustainable development into his
or her day-to-day tasks.

In 2011, we will deploy risk-prevention
measures for outside companies working
on the site. Renovation of the nautical
space, exterior spaces and the building
will grant us many possibilities for sus-
tainable development: for example the
treatment of pool waters and the reco-
very of rainwater and runoff water with
the creation of drainage devices (large
planted ditches to collect water and
allow its progressive absorption into the
ground water), as well as an increase in
our planted areas.

Przemyslaw Lesniak
Director of the Retail Trade 
network in Poland

ISO 14001: goals for 2010 met  
at La Croix Catelan >>>
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Key words

Grenelle 2 >>> Voted in July 2010, the Grenelle Envi-
ronment Act includes new requirements for companies,
in particular regarding greenhouse gas assessments, 
extra-financial reporting and control of extra-financial 
data.

ISO 26000 >>> Referred to as “Guidelines on socie-
tal responsibility” and entering into force in November 
2010, this is the first standard to comprehensively cover 
corporate social responsibility.

Bilan Carbone® >>> In 2010, Lagardère Publishing 
performed Bilan Carbone® assessments in the United 
Kingdom and Spain.

Eco-rating for magazines >>> A tool for evaluating 
the environmental footprint of magazines developed by 
the sustainable development commission of the maga-
zine press union, to which Lagardère Active contributes 
actively.

The forest and paper CO2 calculator >>> With
this new tool, Lagardère Publishing can evaluate, for
a given supplier site or paper type, the CO2 emissions 
associated with wood harvesting to produce pulp or 
paper according to the geographic origins of the wood.

EcoVadis© >>> A collaborative platform used by
Lagardère Active in 2010 to evaluate the environmental,
social and ethical performances of its suppliers around
the world.

Cogeneration >>> A system that simultaneously 
produces electricity and heating and is used by the 
Lagardère group in some of its buildings.

Divertimento >>> Name of the symphonic orchestra
conducted by Zahia Ziouani and involved in education-
al projects. It is supported by the Jean-Luc Lagardère 
Foundation.

Integration Seminar >>> In 2010, this seminar at 
the Media Campus University was opened to all newly-
recruited managers of the Group.

“Je suis  handi cap” >>> In 2010, Mission Handicap 
continued its recruiting and awareness-raising efforts at 
Lagardère Active.
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2010 Key figures 

2
million

16%

116

70%

63%

3333

66

77

Reduction in energy consumption 
achieved at the Relay stores 

of Lagardère Services in Poland 
thanks to the installation of a new 

computerised system.

Number of new collective  
agreements signed in 2010.

Reduction in number of kilometres 
covered by Lagardère Services 

trucks in Hungary, thanks to the trip 
streamlining strategy.

Percentage of female senior  
managers receiving a salary raise  

in 2010.

Ranking obtained by the Lagardère 
group in the PAP 50 survey  

carried out by WWF and other NGOs  
in the paper-use policies of 50 major 

French corporations.

Number of hours of training  
provided in the Group  
as a whole in 2010.

Percentage of recycled paper used  
by Hachette Book Group in the United 

States, which has doubled its use  
of recycled paper over one year. 

Amount corresponding to a gross-rate 
value for advertising space provided 

free of charge to humanitarian  
and social causes by all  

of Lagardère Active’s media.

Percentage of Lagardère Publishing’s 
Asian printers that have  

OHSAS 18001 certification.

Name of the studio at Centre 
Pompidou dedicated to teens and 
with which the Jean-Luc Lagardère 

Foundation signed a two-year 
partnership in 2010. 

Lagardère Active  
obtained PEFC certification  

for all of its magazines in France. 

Number of proposals  
in the White Paper  

of the États Généraux de la Femme 
organised by the magazine ELLE.

2411111111

999999

00101101

22

€3.9
million

13th

7%
January 
2011

More than
220,000

13/16
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Print on demand: launch of Lightning  
Source France >>>

The Lagardère group once again demonstrated its ability to renew itself  

and propose innovative solutions in 2010. Specifically, Lagardère fully embraced 

the digital revolution, a source of opportunity for all four of the Group’s 

divisions.

CULTIVATING  
INNOVATION

In late 2009, Lagardère Publishing and
Lightning Source formed a joint venture
to set up a print-on-demand book serv-
ice for the French market. Operating from
Hachette Livre’s book distribution centre
in Maurepas, our unit has been up and
running since May 2010.
Print-on-demand is based on digital tech-
nology that is capable of printing one to 
several hundred copies of a book to nor-
mal quality standards within hours of an
order being received. This means that 

publishers no longer have to keep titles 
in stock, since books can be printed at 
any time. Our services are available to the
Group’s publishers, as well as to publishers 
distributed by Hachette Livre Distribution, 
and there are plans to extend the service 
to all publishers in 2012. We also have a 
number of other projects underway. For
example, we will soon embark on the task 
of printing nearly 15,000 books stored in 
digital format in the Gallica digital library 
of the French National Library (BnF).

Innovation at the Lagardère group

Grégory Laurent
Director of Lightning Source 
France
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For more information www.be.com

For more information www.iec.se

For more information www.hdsrna.com

IEC in Sports and Dailymotion open a new window  
on athletics >>>

Be, a new global media brand >>>

HDS Retail North America wins Best Store Design 
award >>>

In March 2011, we celebrated the first anni-
versary of Be, our 360° media brand targeted 
at women between the ages of 20 and 35.
This adventure is part of the brand manage-
ment approach developed by Lagardère 
Active. It consists in focusing on marketing
segments in which our division holds a lead-
ership position through the deployment of a
particular brand over a wide range of plat-
forms and media – a feat of which few other
media groups are capable.

Be is available in the form of a weekly maga-
zine with a paid circulation of more than 
170,000 copies. We have also developed a
website – Be.com –, which has an active fol-
lowing of nearly 122,000 registered users, as 
well as an iPhone application, which has been 
downloaded over 70,000 times. There is even 
a weekly 26-minute ‘Be’ TV series aired on 
the June channel and on Be.com, along with
a web radio station dedicated to the brand. 

HDS Retail North America was the recipi-
ent of the 2010 Best Store Design award
for its USA Today Travel Zone sales outlet 
at the Indianapolis International Airport.
This award was sponsored by the Airport 
Revenue News journal, the main North
American trade publication covering the 
airport concessions sector.
Our store’s design offers travellers a friendly
and comfortable setting for shopping. We
also offer customers a convenient and in-

formative environment in which they can 
recharge their electronic devices and keep
up with the latest news and information on 
a television screen.
The Airport Revenue News award – the first
ever awarded to HDS Retail North America
– is the result of our teams’ efforts to cre-
ate a unique, contemporary environment. It 
establishes our company as a leader in retail 
design.

IEC in Sports and the International
Association of Athletics Federations (IAAF)
initiated a pioneering partnership with
Dailymotion for the 2010 IAAF World Indoor 
Championships held in Doha, Qatar in March
2010. For the first time in the history of athlet-
ics, the general public was able to watch the 
competition both live and on demand (VoD).
The entire championship was broadcast by
our partner, which held the exclusive broad-

casting rights for those countries in which the
TV broadcasters were not the rights holders. 
However, in countries in which the broad-
caster had acquired these rights, Dailymotion 
constituted a complementary offer.
This innovative partnership demonstrates
the growing importance of the digital media 
in covering sporting events. It also demon-
strates our capacity for innovation by bring-
ing athletics to new distribution platforms.

Nathalie Beguinot
Be Brand Manager

Gerry Savaria
Chairman and Chief Executive 

Officer of HDS RNA

Jonas Persson
Chief Executive Officer  
of IEC in Sports
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A rich and diversified offer >>> 

New opportunities for brands  >>>

Since the iPad’s global launch in April 2010, Lagardère 
Publishing has successfully positioned itself on this mar-
ket with a range of thousands of English and French books 
that can be downloaded from the online Apple Store. 
Lagardère Publishing also markets such applications as 
Bescherelle, le dictionnaire des synonymes (a dictionary 
of French synonyms), Le guide du routard travel guides, 
a cooking course titled Mon cours de cuisine (published 
by Marabout) and an illustrated French dictionary (Le 
Dictionnaire Hachette Illustré). In addition, Numilog has 
launched an e-reading application in partnership with a 
number of French booksellers. The emergence of tablet 
devices makes it possible to reach new categories of 
readers and also enrich books with music, photos and 
video. Moreover, this platform is expected to contribute 
to the development of the digital book market.

After pioneering the Paris Match application, which came out right after the release of the iPad in the United 
States, Lagardère Active is now making a number of its leading brands available in digital format. The content of 
the magazine, Paris Match, was enriched with exclusive videos and a soundtrack to add a new dimension to the 
news. The ELLE à Table application offers magazine readers a true sensory experience of the culinary arts through 
original stories revealing the secrets of well-known master chefs. And it is slated to be enriched soon with new 
content and services. The Gulli application allows the whole family to watch the programming of the leading 
French children’s channel, free of charge, either live or via replay. In addition, the division recently launched an 
application for the weekly Sunday newspaper, Le Journal du Dimanche.

The launch of the iPad touch tablet from Apple has met with phenomenal success from consumers worldwide. 
For publishing and media professionals, the iPad – along with tablet devices in general – offers many new publish-
ing and economic opportunities. In keeping with its reputation as a pioneer, the Lagardère group is developing a 
range of products and services specifically targeted at this new platform.
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Sports-oriented applications >>>

Over 400 magazines available for download at the Relay Kiosk >>>
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Since 1989, the Jean-Luc Lagardère Foundation has supported and encouraged 

the careers of talented young individuals both in France and abroad. It has 

developed various programmes that promote diversity and achievement.  

The Jean-Luc Lagardère Foundation is actively engaged in the spheres of culture, 

solidarity and sport.

On 1 February 2011, for the 21st consecutive year, 
the Jean-Luc Lagardère Foundation awarded grants 
to eleven young culture and media professionals in 
support of their individual projects.

Television and Film
The Documentary Filmmaker grant was awarded
to Claire Billet for her project on development aid in
Afghanistan. The Animation Filmmaker grant went
to Julien Bisaro for his short film project titled Bang,
bang! The Film Producer grant was awarded to
Damien Couvreur for the production of Moka, Frédéric
Mermoud’s second film.

Books and Print Media
The judges awarded the Writer grant to Vincent
Message, who intends to focus his second novel on
the working and business world. Marie Bourreau was
awarded the Print Journalist grant for her news report-
ing project on reconstructive surgery for disfigured
American veterans. The Bookseller grant, which went
to Sébastien Bonifay and Pierre Negrel, will enable the

co-winners to organise numerous special events at
their Les Deux Mondes bookstore in Bastia (Corsica).
In addition, a special Bookseller prize was awarded to
Nathalie Gerbault to develop a collection of books for
children with disabilities at her bookshop Talulu in the
French town of Annemasse (Haute-Savoie).

Photography
Clémence de Limburg received the Photographer grant
for her reporting project on small people.

Digital
The judges selected Salomon Baneck-Asaro’s “aug-
mented dance” project as the recipient of the Digital
Artist grant.

Music
The Musician grant was won by Varduhi Yeritsyan to
record a double album of Russian music.

This new group of young grant winners follows in the
footsteps of the 181 other recipients honoured since 1990.

The 21st annual grant awards
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Partnership with Sciences Po 

Since 2007, the Jean-Luc Lagardère Foundation and 
Sciences Po have been offering high-level athletes 
a unique training programme designed to open up 
new career prospects. Specifically tailored to fit into 
their stringent competition and training schedules, the 
Sciences Po–Jean-Luc Lagardère Foundation Executive 
Education Programme offers athletes a chance to pur-
sue their education while continuing to practice their 
sport. A total of 17 athletes from such disciplines as 
swimming, wheelchair tennis and boxing are currently 
enrolled in the programme.

Partnership with the Centre Pompidou

In 2010, faithful to its long-standing commitment to 
teenagers, the Jean-Luc Lagardère Foundation enter-
ed into a partnership with Studio 13/16 at the Centre 
Pompidou. This studio aimed at promoting the practice 
of the arts by young people between the ages of 13 
and 16 is the “first space at a major cultural institution 
especially designed for teenagers”. Numerous activi-
ties are available, including creative multidisciplinary 
workshops led by artists. Inaugurated in September 
2010, the studio was designed by Mathieu Lehanneur, 
a young designer who received support from the Foun-
dation for an exhibition in New York in 2008.
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The world’s second-largest trade-book publisher for the general public and 
educational markets (first in France and the United Kingdom, second in Spain 
and fifth in the United States), Lagardère Publishing is a federation of publishing 
houses with a large measure of editorial independence. Its publishing houses 
are united by common management rules, a concerted effort to expand digital 
activities, a coordinated strategy vis-à-vis global distribution giants, and the 
same high standards in the selection of the women and men called to positions 
of responsibility within each company.
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Lagardère Publishing, whose book-publishing brand is Hachette Livre, saw 

a fall in its financial performance in 2010 following the foreseeable decline 

in the Stephenie Meyer phenomenon. Nevertheless, the Group’s division 

was able to generate higher operating profit than in 2008 – the year that 

the Twilight phenomenon took off – in a global publishing market that was 

stagnating or in decline. 2010 also saw a boom in digital downloadable 

books. Their sales doubled in the United States and reached a level of 10% 

of sales in December 2010.

After the huge publishing success in 2008 of 
Stephenie Meyer’s Twilight series, followed by the 
record year in 2009 when it exploded into a glo-
bal phenomenon, in 2010 
Hachette Livre registered 
the second-best operating 
profit in its history.
The sustained activity of 
its Literature, Illustrated
and  Educa t i ona l  seg-
ments in France, and of its subsidiaries in the United 
States, United Kingdom and Australia, have ensured 

that Hachette Livre stood up well to the con-
traction of most of its markets and the inevitable 
decline in global sales of the Twilight series (11 mil-

lion copies in 2010 versus 
45 million in 2009).
The year 2010 also saw the 
American Internet giants, 
Google and Apple, follow 
Amazon onto the market for 
downloadable digital books,

placing Hachette Livre in a good position to nego-
tiate a favorable business model.

Hachette Livre registered  

the second-best operating 

profit in its history
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Hachette Livre-Google: a memorandum of understanding that marks a turning point

In November, Hachette Livre signed a memorandum of understanding with Google for the 

scanning by the American Web giant of its out-of-print works. The memorandum of under-

standing puts an end to the massive unauthorised scanning by Google of these out-of-print 

works collected in libraries. Furthermore, it makes any future scanning subject to prior consent 

and already scanned titles subject to ex post facto consent. Hachette Livre retains the right 

to exploit the files thus obtained for applications such as print-on-demand and may transmit 

them to on-line booksellers or to libraries wishing to incorporate them into their databases. 

This memorandum of understanding, which should result in a contract before the end of May 

2011, does not discharge past claims and leaves Hachette Livre free to assert its rights.
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A string of successes in France >>>
In 2010, Hachette Livre in France did remarkably well
in cushioning the decline in sales of the Twilight series,
thanks to the strong performance of almost all its
segments.
Literature experienced a
great year with a harvest of
literary prizes and numer-
ous best-sellers, while Le
Livre de Poche is once again
the leading publisher of French paperbacks.
Illustrated books also held up well amidst the ebb in
the Stephenie Meyer phenomenon. Hachette Jeunesse
and Hachette Disney recorded the best results in their
history in 2010. As for Chêne and Marabout, they both
performed better than in 2009.

Larousse successfully continued its repositioning on the
Practical and Youth segments without losing its leader-
ship in Dictionaries.

The Education segment and
the Hatier group grew on the
French market, where the
situation returned to normal
in October after the late
announcement of new high-

school programmes in the beginning of the year.
The Industrial and Business segment launched its on-
demand printing operations in June and welcomed
the arrival of a new retail-distribution partner, Editions
Milan, in December.

The year 2010 presented a considerable challenge to the Hachette Book Group due to the comparison with 2009,
a record-breaking year (sales of 30 million copies in the Twilight series during the year), and even with 2008, the
year when the Stephenie Meyer phenomenon took off. In this context, the publisher managed to contain the fall
in its sales to reasonable levels, including by putting no less than 150 titles on the New York Times list of best-
sellers, including 30 titles in first place.

There was also spectacular growth in 2010 in the Digital area, which rose from 3% to 10% of the sales of the
Hachette Book Group over the course of the year.

A soft landing in the United States >>>

2010 Key events
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Key dates

25 February 2010
John Grisham signs for two novels  

for young people with Hodder & 

Stoughton (Hachette UK).

16 April 2010
Thousands of American, English and 

French works by Hachette Livre avail-

able on the Apple iBookstore, the day 

that the iPad is launched.

17 May 2010
Little, Brown and Virago, two  

Hachette UK publishers, receive awards  

from the Association of English book-

sellers.

5 June 2010
The global release of The Short Sec-

ond Life of Bree Tanner, by Stephenie 

Meyer, with an initial print run of 

3,150,000.

Leading positions

17 June 2010
MyBoox, the consumer Internet 

site dedicated to books produced by  

Hachette Livre, goes online.

8 July 2010
James Patterson, published by  

Little, Brown and Company in the 

United States, is the first author in 

the world to sell more than a million 

e-books.

1 September 2010
First Board of Directors meeting 

of the joint venture Hachette Livre - 

Phoenix Publishing & Media Group in 

Beijing and the official launch of the 

business.

17 November 2010
Signing of a memorandum of under-

standing with Google for the scanning 

of French out-of-print works control-

led by Hachette Livre.

No.1  publisher 
in France

   

No.1  publisher in the 
United Kingdom

   

No.2  publisher 
in Spain

   

No.5  publisher in the 
United States
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The year 2010 had ample room for Partworks, despite
the sensitivity of this particular
segment to fluctuations in pur-
chasing power. While the Italian,

Spanish and Japanese markets experienced a down-
turn, the Partworks segment
enjoyed a successful year in
Russia.

A good showing  
in the United Kingdom >>>
2010 was a very good year for Hachette UK, with
154 titles on the Sunday Times list of best-sellers,
including 33 titles at number one. Hachette UK also
signed a contract with John Grisham for two novels for
young people, and in 2011 it will publish Carte blanche,
the new James Bond written by Jeffery Deaver. Little,
Brown and Virago received awards from the Association
of English booksellers.
Australia has largely offset the decline in sales of
Twilight, and the growth of Hachette India has contin-
ued apace.
Hachette UK continued its forced march into the digital
revolution, investing large sums in infrastructure, infor-
mation systems and the training of its teams.

The impact of austerity in Spain, 
the fruits of growth in Latin 
America >>>
The year was difficult in Spain because of a decline of
around 6% in the market compared with 2009, with
textbooks hit particularly hard. Several regions even
cancelled orders as a result of fiscal austerity measures
imposed by the central government.
Mexico and Argentina posted gains of around 8.6%,
while Hachette Livre pulled out of Brazil by selling its
shares to its partner, but without giving up on the idea
of returning to this market when conditions are more
favorable.

Russian success for Partworks >>>
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Russia: a new market for partworks

Has Russia become the new Eldorado for partworks? Confronted in 2009 with the need to 

find a growth catalyst following a slowdown in its mature markets, the Partworks segment 

showed great initiative in launching the Build the Bismarck collection in Russia on a test basis. 

It was a bit of a gamble in view of the distance: no less than 90 semi-trailers were required 

to transport the products to Russia from France! But the results were well worth it: six million 

partworks were sold within a year thanks to a massive TV advertising campaign. This phe-

nomenal success incited the division to try to repeat the feat in 2010 with The Human Body, 

which also sold six million copies! The line-up for 2011 includes partwork collections on Learn 

Astrology and Easy Crochet. Spasibo, russkie!
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Sales
(in €M)

Recurring EBIT before 
associates (in €M)

Pre-tax earnings
(in €M)

Employees

2009 2010 2009 2010 2009 2010 2009 2010

301 284

7,730
2,273 2,165

250 232

7,459

Breakdown of sales by geographic area

17%
Other countries

23%
United States 

and Canada

9%
Spain

32%
France

19%
United Kingdom
and Australia

2010 Trend chart

2010 Results 
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2010 Key figures

15,500

Number of new titles  
published globally

Employees  
worldwide

24.3%

Number of titles appearing in the Sunday Times 
best-seller list in the United Kingdom

Market share in France  
(in volume)

478,000 246,000

Number of copies of Life, by Keith Richards, 
sold in the United Kingdom in 2010

Hachette Livre’s Bilan Carbone® assessments 
in France (tonnes CO2 equivalent)

7,459

154
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Lagardère Active, a creator of multimedia content and aggregator for every 
type of platform, plays a leading role in all six of the fields where it operates: 
Magazine publishing, where it’s number one in France (ELLE, Paris Match, etc.); 
Radio, with general-interest (Europe 1) and musical stations (Virgin Radio, RFM, 
etc.); Television, with one free-to-air DTT channel (Gulli) and pay channels (TiJi, 
Mezzo, etc.); Audiovisual production; Digital activities, covering the Internet 
(Doctissimo.fr, etc.), mobile phones and tablets; and Advertising.
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2010 Overview

With its well-positioned brands and its streamlining efforts, Lagardère Active 

has fully benefited from the upturn in the advertising market in 2010. Lagardère 

Active has simultaneously continued to strengthen its positions in its core 

markets, including the launch of Be, an upmarket global media brand, while 

developing new activities by stepping up its digital presence and its policy of 

diversification.

For Lagardère Active, 2010 was both a year for 
strengthening its positions in its key markets but also a
year for making changes in its
diversification policy. 

Lagardère Active is seeking
to turn its media into global 
brands, which means that 
they could be rolled out in every media, as is already the
case with ELLE and Gulli.

The other highlight of 2010 was the further development
of Lagardère Active in the digital world, which is also 

key for the division’s
growth in the years to
come. Lagardère Active
already has strong posi-
tions on the Internet and
mobile phones (number

one media group in France on mobiles and in the top 3 on 
the Web in France) and it is a pioneer on tablets.

Lagardère Active is seeking  

to turn its media into global brands 

rolled out in every media
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Gearing up for diversification

Diversification is a strategic development approach for the activities and brands of  

Lagardère Active. It capitalises on the many resources of its brands and the diversity of its 

activities. The goal is to reach consumers, wherever they may be, through a series of products 

(conferences, trade shows, special editions, cruises, etc.) and make the know-how of our 

brands available to third parties (for the production of magazines, for example). Diversification 

activities also cover the operation of the division’s brands under licence.

The objectives of this calculated policy are to foster increased contact with consumers, develop 

additional revenue sources other than advertising, and capitalise on the wealth of content 

produced by Lagardère Active.
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Well-positioned press titles >>>
Lagardère Active has continued to develop its core 
portfolio: upmarket women’s publications. In March,
the Group’s division launched a new magazine, Be, an
additional step in the roll-out of a global media brand
that is to be developed on all media, with a community
to be created around it: the “Bees”. In October, ELLE, inE
turn, launched its 43rd international edition in Vietnam. 
Similarly, ELLE Décoration launched its 25th edition in 
Indonesia. Télé 7 Jours, a long-established magazine, 
celebrated 50 years with a successful anniversary issue,
with over 698,000 single-issue sales.
On 28 March 2011, Lagardère SCA signed a contract for

the sale of its international magazine business (102 titles)
to Hearst Corporation for €651 million. The transaction
includes a Master License Agreement (MLA) relating to
the ELLE trademark in the 15 countries affected by the
transfer, in return for which the Group will receive an
annual recurring royalty payment. Lagardère will retain
complete ownership of its magazine business operations 
in France and of its ELLE trademark throughout the
world. The closing of the transaction remains subject to
approval by local partners in certain countries as well
as to certain customary governmental approvals and
antitrust clearances in certain jurisdictions.

A major player in television production and broadcasting >>>

Lagardère Entertainment  

has strengthened its position  

as the leading French producer  

of drama and comedy

Lagardère Active is strengthening its position
with its children’s channels TiJi, Canal J and Gulli.
The latter has seen its
audience grow by 22%
(children 4 years and older),
demonstrating its appeal to
all kinds of audiences. The
range of television on offer
is filled out by music, with
MCM and Mezzo, and by entertainment, with June.
In Audiovisual production, Lagardère Entertain-
ment, whose programmes had a total of more than

300 million viewers, has strengthened its position as the
leading French producer of drama and comedy. With its

prestigious production
companies, Lagardère
Entertainment has of-
fered French viewers
Julie Lescaut, Joséphine
Ange Gardien, C dans
l’air, etc. In the 2011

fall season, Canal+ will broadcast Borgia, a special
series produced by Atlantique Productions, a subsidiary
of Lagardère Entertainment.

2010 Key events
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Key dates

February 2010
Clem (Lagardère Entertainment), 

the largest viewership for a French 

drama/comedy since October 2007.

March 2010
Launch of Be, the first global media 

brand.

Télé 7 Jours celebrates its 50th 

anniversary.

April 2010
Paris Match becomes the first 

magazine available in an iPad edition.

Lagardère Active and YouTube: a 

strategic partnership is signed for the 

distribution of videos on the Internet.

June 2010
Mozart, l’opéra rock, coproduced by 

Lagardère Active, completes its tour of 

the French provinces with exceptional 

results.

Leading positions

September 2010
Psychologies magazine continues 

the roll-out of its brand abroad with 

the launch of its 11th international 

edition in Belgium.

October 2010
Lagardère Active is the leading 

media group on mobile phones.

The Doctissimo network now has 

three international Internet sites 

(English, Italian, Spanish).

November 2010
Lagardère Active and SFR sign a 

strategic partnership.

Launch of the ELLE application on 

the iPhone in seven countries.

Europe 1 radio is the most 

podcasted radio station of the month  

(4.4 million downloads).

January 2011
A record audience for Gulli with 

1,142,000 viewers for its concert Les 

Enfoirés... la crise de nerfs!

No.1 magazine 
publisher in France (in terms 

of paid distribution in 2010)

No.1 television for 
children in France (in market 

share and recognition)

No.1 French audiovisual 
production group (drama 

and comedy, studio shows  

and animation)

No.1 group of private 
music radio stations 

in Russia, Poland, and  

the Czech Republic

No.3 advertising 
agency in France, with about 

150 media brands (own brands 

plus outside publishers)

No.1 media group 

on mobile phones and no.3  

on the Web in France
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Strong radio brands  
in a competitive arena >>> 
In 2010, Europe 1 won the “Grand Prix des Médias” for
best radio from CB News. A strong, well recognised
brand, Europe 1 is also one of the most podcasted
radio stations (No.1 in November with 4.4 million pod-
casts). In the category of music stations, RFM has con-
firmed its place with the growth of its morning show.
In early 2011, Virgin Radio made a change in its lineup
and opened up to other genres, while maintaining its
base in pop rock. Internationally, the Group’s division
strengthened its leadership positions, in particular in
Poland, Romania and the Czech Republic.

An integrated, multi-platform 
advertising agency >>>
Lagardère Publicité is the No.3 advertising agency in
France, with a unique positioning thanks to the com-
mercialisation of nearly 150 brands on six media. It is
the leading agency for magazines, with coverage of
all targets. With six marketed radio stations, it has a
very diversified range. On television, Gulli in particular
makes it the leading agency on the 4-10 year segment.
It is also the key French agency for digital, Internet,
smartphones and tablets, where it is a pioneer. In 2010,
Lagardère Publicité had good results for all the different
media.

Lagardère Active is developing a strategy to steadily roll
out its brands and its content onto digital media. For 
instance, it was the leading
media group on mobile
phones at end 2010
(Source: Médiamétrie).
Lagardère Active also has
a strong Web presence
with more than 100 sites
worldwide. In Novem-
ber, Lagardère Active beat its own record audience
with 17.1 million unique visitors to its sites in France

(Source: Nielsen), placing it in the top three media
groups. Among these sites, Doctissimo is the leading

women’s site. In 2010
it launched three new
versions: English, Italian
and Spanish. Lagardère
Active is also pioneering
the launch of digital edi-
tions of its media, includ-
ing for Paris Match (the

first magazine available in an iPad edition in France),
ELLE à Table, Gulli and Le Journal du Dimanche.

Lagardère Active is the leading 

media group on mobile phones  

and in the top three media groups 

on the Internet

Dynamic roll-out into the digital world >>>

“

”
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For more information www.gulli.fr

Gulli, entertainment for the whole family 

In five years, Gulli has won the loyalty of both children and their parents. Gulli is watched for:

•  its original positioning and twofold commitment to entertaining and providing a window 

on the world;

•  its desire to bring the whole family together to share in fun and excitement while educating 

its viewers and promoting a responsible way of life;

•  its cartoons, game shows, series and movies for both children and older viewers. 

•  its brand spin-offs targeted at families, including its website, VoD, Replay TV, its iPad app, 

its derivative products (magazine, toys, books, records and so on) and its many projects;

•  its all-time viewership record set on 21 January 2011 when 1,142,000 viewers watched  

the concert Les Enfoirés... la crise de nerfs!
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Sales
(in €M)

Recurring EBIT before 
associates (in €M)

Pre-tax earnings
(in €M)

Employees

2009 2010 2009 2010 2009 2010 2009 2010

1,725

15
(535)

10,922
1,826

85

91

10,246

Breakdown of sales by geographic area

10%
Other countries 

(including Russia)

12%
United States 

and Canada

8%
Asia and Australia

53%
France

17%
Other European countries
(excluding France)

2010 Trend chart

2010 Results
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About 
55% 28

780

48.3% 10

71%

193

80
million

of total sales are represented  
by advertising sales

Total sales generated  
outside France

Total sales generated  
by Magazines

Press titles published  
worldwide

Radio stations  
worldwide

Special-interest television channels 
worldwide

Unique visitors per month  
worldwide

Hours of audiovisual  
programming produced

2010 Key figures
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With a presence in 20 countries in Europe, North America, and the Asia-Pacific 
region, Lagardère Services is the global leader in Press Distribution. It manages 
a large network of outlets in the world’s transportation hubs, offering reading 
material and convenience goods, along with luxury boutiques and duty free 
goods, specialised concepts stores, and fast food restaurants.
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By combining the operational expertise of its 
local teams and the marketing know-how of the
Aelia teams, Lagardère Services has continued to 
expand its network of
upscale duty free shops,
particularly in fashion. It
has done this by winning
a number of tenders in
airports (Alicante, Malaga,
Bordeaux, Nice, Heathrow,
Noumea, Singapore, etc.), by strengthening the 
management of its Asia-Pacific operations and by 
further developing its Travel Retail business in the 

news and convenience sector, a promising sector
where Lagardère Services is pursuing its expansion 
strategy.

During the year, the divi-
sion’s distribution companies 
tested the implementation 
of a diversification strat-
egy, in both Europe and 
North America, by seeking 
to enter into business and 

industrial partnerships on new lines of products and
services, while maintaining and enhancing their leader-
ship positions in their traditional markets.

Lagardère Services is 

stepping up its presence in 

Travel Retail and diversifying 

its Distribution business line

Lagardère Services is known for its leadership in its business segments, its 

operational excellence, high-quality teams, innovation spirit, and entrepreneurial 

élan, and is proud of its international brands like Relay and Virgin in airports and 

train stations. In the past year, Lagardère Services has continued its development 

in two main areas: Travel Retail in transportation hubs and Press Distribution  

in outlets.
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Sustainable development and environmental protection

Lagardère Services places sustainable development at the heart of its strategy. Strategy 

and sustainable development are closely linked to innovation and all three are managed by 

a single department within the division: the Strategy, Innovation and Sustainable Develop-

ment Department.

Lagardère Services is fully aware of the environmental issues and challenges involved in  

sustainable development and has undertaken an in-depth analysis, from which numerous local 

initiatives are emerging. They concern, among other things, packaging, heating and lighting 

of the workplace, and transport of goods. The division also supports numerous organisations 

that defend children’s rights throughout the world.
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A strong international presence 
in the Travel Retail industry >>>
Lagardère Services is continuing to test new market-
ing concepts by opening new retail outlets and renew-
ing various concession contracts in transportation hubs.
Thanks to its Relay chain, Lagardère Services oper-
ates the leading interna-
tional network of press
outlets, offering travel-
lers an extensive range
of products selected to
make their travel expe-
rience more enjoyable,
including reading mate-
rial, souvenirs, food products and more.
With operations in 120 airports worldwide, Lagardère
Services has duty free shops in Europe and Singapore
(alcohol, tobacco, perfume, food, fashion, etc.) under the
Aelia brand name. In addition to its own brands (Buy
Paris Duty Free in partnership with Aéroports de Paris,
Beauty Unlimited, Pure and Rare, Gourmand, Sunny

Days, Men’s Lounge, etc.) and its franchises (Virgin,
Hermès, Hédiard, L’Occitane), the Group’s division also
operates an in-flight sales service for upscale brands
on behalf of various airlines, and operates duty free
shops at ports along the Spanish Mediterranean coast.
In train stations and airports throughout Europe, North

America and Australia,
the division also oper-
ates stores featur-
ing music and reading
material and consumer
electronics under the
Virgin brand.
Lagardère Services is

also active in new retail trade segments – fast food
and specialised concepts – through partnerships with
leading retailers (Costa, La Cure Gourmande, Paul, Moa,
L’Occitane, etc.) or under its own brands (Trib’s, Hubiz).
With Travel Retail accounting for 41% of its total sales,
Lagardère Services is a major player in this business
sector and intends to rapidly strengthen its positions.

52
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Key dates

February 2010
HDS Retail Czech Republic and Aelia 

open the first four Aelia Duty Free 

shops in the Czech Republic.

Launch of an ExpressMag press 

subscription site by LMPI for North 

America.

March 2010
Naville launches its network of 

outlets for the deposit and retrieval 

of packages in Switzerland with La 

Redoute.

Aelia and LS Aspac announce win-

ning the multi-brand fashion franchise 

for Changi Airport in Singapore.

June 2010
Relay France opens the first fast 

food store under the trading name 

Trib’s at the Toulon-Hyères airport.

Lapker launches Reload, its own 

brand of energy drink, in its network 

of Hungarian outlets.

Leading positions

September 2010
Launch of the Kiosque Relay, an iPad 

application developed by HDS Digital.

October 2010
Aelia launches the new Buy Paris 

Duty Free trading name in partnership  

with Aéroports de Paris at Roissy 

Charles-de-Gaulle airport.

November 2010
Payot Libraire receives the 2010 Prix 

Suisse de l’Éthique for its involvement 

in ethics, sustainable development 

and corporate responsibility.

The leading international 
network of press and 

convenience goods stores

The leading player in Travel 

Retail in France and Poland

No.1 national press 
distributor in the United 

States (Curtis Circulation 

Company), Belgium (AMP), 

French-speaking Switzerland 

(Naville), Spain (SGEL) and 

Hungary (Lapker)

No.1 international press 
distributor in Belgium, 

Canada, Spain, Hungary, the 

Czech Republic and French-

speaking Switzerland
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Innovating to promote electronic commerce >>>
Lagardère Services continued developing the magazine-download platform Relay.com with new applications: the
iPhone version of its download service as well as iPad and Galaxy Tab applications that can be used on these latest
tablets to access 400 magazines on the platform. There were more than 2.5 million downloads during the year.

Press Distribution and urban outlets >>>
Supplying points of sale with newspapers and maga-
zines is essential for the marketing of these products.
Lagardère Services performs this function with two
levels of operations:
• A world leader in the distribution of national periodi-

cals, Lagardère Services is the No.1 distributor in the
United States, Belgium,
F r e n c h - s p e a k i n g
Swi tze r land ,  Spa in
and Hungary, where
Lagardère Services sup-
plies chains of conve-
nience stores: Lapker
in Hungary, with about
12,000 points of sale,
and  SGEL  in  Spa in
(16,000 points of sale). Curtis Circulation Company,
the leading national magazine distributor in North
America with a 30% market share, operates a network
of independent wholesalers and manages sales of

the magazines it represents to the largest retail
chains. In Spain, SGEL is the top national distributor of
periodicals with a 32% market share.

• Lagardère Services is a leading importer and
exporter of international publications, with opera-
tions in nine countries (Belgium, Bulgaria, Canada,

Spa in ,  the  Un i ted
S t a t e s ,  H u n g a r y,
the Czech Republic,
Romania, and French-
speaking Switzerland).
Lagardère Services is
also developing the
convenience store
concept under several
trade names to offer

consumers the press and other services: Inmedio in
Hungary, Poland; the Czech Republic and Romania;
BDP in Spain; Press Shop in Belgium; and Naville in
Switzerland.
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Strategic partnerships concluded in Travel Retail

To further develop its activities in Travel Retail, Lagardère Services is drawing on the  

operational expertise of the teams working in this field in each country in which the Group’s 

division operates, as well as on the in-depth knowledge of its subsidiary Aelia in the field 

of duty free retailing. The division has thus successfully established substantial positions in 

numerous airports and other transportation hubs in the Czech Republic, Spain, Poland, France 

and Singapore. Sales concessions for press and service products have also been won, as for 

example in Berlin’s new Brandenburg International airport where the division was awarded 

ten new retail outlets.
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Sales
(in €M)

Recurring EBIT before 
associates (in €M)

Pre-tax earnings
(in €M)

Employees

2009 2010 2009 2010 2009 2010 2009 2010

3,387
91

76

9,504
3,579

105 93

9,472

Breakdown of sales by geographic area

6%
United States and Canada

4%
Other countries

5%
Asia and Australia

13%
Spain

12%
Switzerland

29%
France

14%
Belgium

17%
Eastern Europe

2010 Trend chart

2010 Results
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3,800

1,300

180,000

Stores in 20 countries  
worldwide

Stores under the Relay banner  
in 17 countries

Press outlets supplied daily  
by Lagardère Services in Europe

Total downloads on the Relay.com platform 
of HDS Digital

Number of international airports  
where Lagardère Services operates

Number of customers served daily  
in the Relay network

Press outlets supplied daily by Lagardère Services 
in North America

2010 Key figures

Over
50,000

2.5
million

120

Over a
million
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Lagardère Unlimited is innovating and leveraging the synergies between six 
business lines: representing entertainment and sports talents; managing sports 
academies; organising and running sports events; managing the media rights 
to the events; marketing sports rights and associated products; and consulting 
in the management/operation of stadiums and sports venues.
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of Lagardère Unlimited, enabling the division to estab-
lish itself in the United States, the largest market in the
sports industry, and one of the most closed. Its activity,
which is based on represent-
ing sports and entertainment
talents, will help to mitigate
the cyclical effects of the
sports industry, which is so
dependent on the sports cal-
endar for marketing events.
Its portfolio of over 180 athletes and its team of
managers and agents, which is among the best, make
for new growth opportunities.
The fundamentals of the division have helped it to
offset the slowdown in activity due to a cyclical down-

turn. Prestigious, premium content remains critical for
guaranteeing high ratings for broadcasters. Europe, in
which Lagardère Unlimited has a strong presence, is still
the second-largest market in the world, despite slow

growth. Football, the division’s
leading activity, continues to
be the main driver of growth
in the sports industry, particu-
larly in Africa and Asia.
Strategic development in 2011
will focus on three areas:

the consolidation of premium events and rights so as
to strengthen the division’s leadership;
the diversification of activities into new segments;
the conquest of emerging markets.

Prestigious, premium  

content remains critical  

for guaranteeing high ratings 

for broadcasters

The year 2010 was marked by a major acquisition that resulted in the 

reorganisation and revamping of Lagardère Sports, which became Lagardère 

Unlimited. The division now includes Sport Industry and Entertainment activities. 

Structured around six core business lines, Lagardère Unlimited ranks more than 

ever among the market leaders.

2010 Overview
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Commercial rights management for AS Saint-Étienne

Won by Sportfive, this agreement concerns the management of a full range of commercial 

rights for AS Saint-Étienne (sponsorship, public relations, advertising platforms, media plat-

forms and publicity events). Furthermore, Sportfive will provide “Les Verts” with its expertise 

during the renovation project for the legendary Geoffroy-Guichard stadium, which will host

certain matches of the Euro 2016, attributed to France by the UEFA. This agreement reflects

Sportfive’s strategy of incorporating the rights of major prestigious clubs into its portfolio.

AS Saint-Étienne, one of France’s best known clubs with ten French league titles, is a strong 

brand throughout the country and also enjoys an international reputation. 
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Faits marquants en 2010 2010 Key events

Two academies, one goal: 
performance >>>
Lagardère Unlimited includes a prestigious Paris
academy and is developing a partnership with a
famous academy in Florida, in order to be present
from the very first stages of a budding sporting career.
With SASP Lagardère Paris Racing Ressources and
Saddlebrook, Lagardère Unlimited provides high level
sports training in the continents of Europe and America.
With cutting-edge facilities, the two academies offer
programmes combining studies and intensive training
in six major disciplines: athletics, fencing, golf, judo,
swimming and tennis.
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Prestigious and innovative
events >>>
Sportfive – via The Sports Promoters – organised the
Summer of Champions football friendlies season, with
the participation of prestigious clubs such as Chelsea,
Liverpool and Hamburg. The Sports Promoters also
organised the Race of Champions, a motorsport event
competed in by some of the world’s finest drivers:
Michael Schumacher, Sébastien Loeb and Alain Prost.
Pr Event innovates by organising the ATP tournament
in Stockholm, in partnership with IEC in Sports, and
broadcasting it in 3D in Scandinavia. Pr Event has also
successfully organised the ATP and WTA tournaments
in Bastad.

Becoming a leader in athlete representation >>>
With the acquisition of Best in May 2010, Lagardère Unlimited is positioned among the market leaders in athlete and
celebrity representation. The takeover increased its portfolio from 70 to over 250 athletes, including Andy Roddick,
John Wall, Dwight Howard, Sachin Tendulkar, Joakim Noah, Sébastien Chabal, Gaël Monfils and Justine Henin. Lagardère
Unlimited’s teams spot the talents of the future, are
constantly on the lookout for new trends, monitor the
development of sporting performers with high poten-
tial, represent the interests of sportsmen and women,
and enhance the image of each personality.

With the acquisition of Best, 

Lagardère Unlimited is positioned 

among the market leaders
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Key dates

April 2010
Acquisition of American agency

Best.

May 2010
Acquisition of a 30% share in

Saddlebrook Academy.

June 2010
Creation of Lagardère Unlimited 

Stadium Solutions, specialising in 

support of sports stadium operators

from the pre-construction consultancy

stage through to the finalisation of 

sporting infrastructures.

July/September 2010
Organisation of international tennis 

tournaments - ATAA P and WTATT inA Bastad, 

If Stockholm Open and Legg Mason 

Tennis T i CClassic in Washington.l i i W hi t

October 2010
Renewal of Joakim Noah’s represen-

tation contract.

Leading positions

July 2010
Signing of an exclusive global mar-

keting representation contract by 

Dwight Howard, American basketball

player and Olympic title holder, with

Lagardère Unlimited.

September 2010
Sportfive selected for distribution of 

UEFA Euro 2012 media rights in almost

50 territories in Asia and Oceania.

January 2011
Signing of an exclusive marketing

representation contract with rugby 

player Sébastien Chabal.

April 2011
Creation of Lagardère Unlimited 

Live Entertainment, bringing together 

the Group’s activities relating to liveth G ’ ti iti l ti t li

entertainment, operating in three

complementary business lines: 

production of live performances and

events, venue management and 

artist representation.

Lagardère Unlimited 
is the partner of the main 

international sports federations 

(CIO, FIFA, AFC, CAF and IAAF)

Sportfive is the market

leader in football, with a 

portfolio of 30 European football 

federations

World Sport Group
is a key player in sports

rights in Asia, with over 1,000 

programme hours and 600

days of sporting events in 30

countries

Pr Event has developed

international expertise in 

the organisation of tennis 

tournaments
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Creation of Lagardère Unlimited
Stadium Solutions >>>
Lagardère Unlimited Stadium Solutions offers integrated
and comprehensive solutions for sports stadium oper-
ators and rights holders,
ranging from develop-
ment consultancy to
comprehensive oper-
ation and marketing
services.

From the outset, this subsidiary has established itself
as a key player in the sector. It offers an overall assist-
ance and consulting approach for the bodies responsible
for stadium refurbishment, construction and operation,

notably in preparation
for the Euro 2012 in
Poland and Ukraine and
the Euro 2016 in France.

Lagardère Unlimited Stadium Solutions  

offers integrated and comprehensive 

solutions for sports stadium operators  

and rights holders
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for growth >>> 
Sportfive has extended its portfolio of football clubs
by signing an exclusive contract for AS Saint-Étienne
marketing rights. Its diversification is continuing in other
disciplines: motorsport, with the management of market-
ing rights for Michael Shumacher’s Formula 1 team
(Mercedes Grand Prix), and winter sports, with the renewal
of its partnership with the German Skiing Federation in
respect of marketing rights for the 2011 bobsleigh and
skeleton world championships. World Sport Group, a
member of the consortium responsible for the future
Singapore Sports Hub, will organise event marketing.

Sportfive and UEFA, Euro 2012 
media rights >>>
In 2010, Sportfive secured marketing of media rights
for the 2012 UEFA European Football Championship,
one of the events with the highest media coverage in
the world. The agreement covers a total of 49 territo-
ries in Asia and Oceania, including China, Hong Kong,
Singapore, India and Australia. This partnership with
UEFA follows on from Euro 2008, for which Sportfive
handled the distribution of media rights. This major
acquisition consolidates its leading position in the foot-
ball market and increases its expertise in the fast grow-
ing market of Asian sporting media rights.
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Sébastien Chabal signs an exclusive marketing agreement 

Sébastien Chabal, the charismatic figurehead of French rugby, signed an exclusive marketing

representation agreement in February 2011. Chabal, one of France’s most popular sportsmen, 

plays for French rugby team Racing-Métro 92 and has earned a total of over 60 caps for the 

French national team. Lagardère Unlimited plans to maximise the development, value and

use of Chabal’s image in collaboration with Laminak Conseil. Idolised by the public for the 

strong positive values he stands for, Chabal has become a true national icon transcending 

the boundaries of rugby. This contract is one in a long line of representation agreements 

concluded with world famous athletes. concluded with world famous athletes
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Sales
(in €M)

Recurring EBIT before 
associates (in €M)

Pre-tax earnings
(in €M)

Employees

2009 2010 2009 2010 2009 2010 2009 2010

507

56
(12)

872
396

28
(108)

903

Breakdown of sales by geographic area

18 %
Other countries

25 %
Other European countries 

(excluding Germany, United 
Kingdom and France)

17 %
Asia

7 %
United Kingdom

12 %
France

21 %
Germany

2010 Trend chart

2010 Results 

66



JEAN-LUC LAGARDÈRE FOUNDATION 

26 28

LAGARDÈRE PUBLISHING

38

LAGARDÈRE ACTIVE

48

LAGARDÈRE SERVICES

58

LAGARDÈRE UNLIMITED

Lagardère   Milestones 2010-2011

Over 250

51%66%

Athletes and celebrities  
represented

Over 30

Disciplines represented

Total sales generated in  
the Europe zone*

Main subsidiaries present  
on 4 continents

Countries

Total sales represented by TV  
and production rights*

2010 Key figures

*Lagardère Sports sales figures.

Total sales generated by football*

Over 30

67

7

72%
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These publications are also available in French.
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Reference Document
including the Annual Financial Report – Year 2010

Reference Document
including the Annual Financial Report

Year 2010

Milestones 2010-2011
Corporate brochure

Milestones 2010-2011

Sustainable Development Report 2010

Sustainable Development Report 2010
(only available in electronic version)

USB key
containing these publications in English

and French
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