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2012 Sustainable Development Report

 FOREWORD

GIVING MEANING
This is our fourth annual Sustainable Development Report. It forms 

part of the Lagardère group's CSR approach, and complements 

and illustrates chapter 5.3 of the annual Reference Document. 

That chapter includes the information required by France's 

Grenelle 2 act of 12 July 2010  (1),  and has been audited by an 

independent organisation for the fi rst time.

 (1)  The order implementing article 225 of the Grenelle 2 act, published on 
24 April 2012, amends articles R. 225-105-1 and R. 225-105-2 of the 
French Commercial Code.

This Sustainable Development Report, made available to stake-

holders on the Group's website www.lagardere.com, confi rms the 

strategies adopted last year. It remains inspired by the guidelines of 

the Global Reporting Initiative, the Global Compact and ISO 26000. 

The cross-reference table at the end of this report shows the loca-

tion of information relating to these various standards. 
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 MESSAGE FROM ARNAUD LAGARDÈRE

For the Lagardère group, 2012 was a particularly busy year, with 

initiatives taking place in all areas of CSR despite the recession. 

In terms of workforce-related matters, diversity was one of the 

key themes for 2012, both at Group level and within the divisions. 

At the Corporate level, we carried out a disability review covering 

all divisions and initiated a Diversity training programme attended 

by around 50 human resource managers. Lagardère Active, after 

an audit relating to diversity in all its forms (disabilities, equal-

ity, older people, ethnic origin etc.), adopted an ambitious plan 

of action called Diversité Active, which will be implemented from 

2013.

The Group initiated a talent management project across its 

various divisions, in order to provide better support to its key 
people. 

As regards environmental issues, the Group's four divisions car-

ried out work to enhance environmental reporting. This work is 

intended to make the reporting of CSR data more reliable, before 

they are audited for the fi rst time by an independent organisation 

in 2013. This project was also an opportunity for us to redefi ne our 

issues and priorities. As a result, we are focusing more than ever 

on preserving natural resources, including the responsible man-

agement of the paper used in our books and magazines, and on 

improving energy effi ciency. 

On the social front, Lagardère started a responsible purchasing 

project and stepped up its analysis of its particular responsibil-

ity as a media group that is increasingly involved in digital media. 

Finding new business models, rethinking existing activities and 

inventing new ones, and learning how to handle new relationships 

with increasingly participatory audiences represent exciting eco-

nomic and social challenges, and Lagardère's ability to meet these 

challenges is more important than ever. 

Efforts to foster commitment among Group employees contin-

ued. The Elle Foundation received France's Oscar for corpo-

rate philanthropy. The Jean-Luc Lagardère Foundation awarded

14 scholarships covering all types of cultural activity, as it does 

every year, and also adopted a new form of dialogue with employ-

ees. Several meetings and exhibitions were organised to show-

case scholars, who included photographers, directors and writers.

The Group, which is a signatory to the United Nations Global 

Compact, completed a long-term compliance project and dis-

seminated its new code of conduct to all divisions.

All of these initiatives are discussed in this new Sustainable 

Development Report. They show the constant desire of the 

Group's men and women to make further progress down the road 

of sustainable development which, more than ever, I regard as one 

of Lagardère's key performance drivers. 

Arnaud Lagardère

General and Managing Partner of Lagardère SCA 
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Chapter 1  -  An approach integrated with the Group's growth strategy

1.1 A LEADING MEDIA GROUP

DIVISION
Permanent workforce 

at 31/12/2012
2012 net sales 

(€M)

Lagardère Publishing 6,441 2,077

Lagardère Active 3,710 1,014

Lagardère Services 10,995 3,809

Lagardère Unlimited 1,147 470

Other Activities 248 -

Total 22,541 7,370

• Breakdown of permanent workforce by division
Lagardère is among the world's leading media groups, operating 

in around 30 countries around the world. It is a major communica-

tions group with a wide range of businesses, and is organised into 

four divisions: Lagardère Publishing, Lagardère Active, Lagardère 

Services and Lagardère Unlimited.

Headcount was slightly higher in 2012 than in previous years 

(22,541 versus 21,324 in 2011). The diversity of the workforce 

refl ects the Group's strong international expansion, with almost 

57% of staff located outside France, the same proportion as 2011. 

France nevertheless remains the Group's main country of oper-

ation with 43% of the total workforce, well ahead of the rest of 

Europe, followed by the Americas. 

Lagardère Unlimited is seeking to conquer new markets in Asia 

(19% of the workforce), while Lagardère Publishing and Lagardère 

Services have a strong presence in the Americas. After France, 

where the Group had 9,561 employees (up 3.2% relative to 2011), 

the Group's other main countries in workforce terms are Spain 

(1,831), Canada (1,700), the United Kingdom (1,618) and the USA 

(1,169).

Lagardère Active

16%

Lagardère Publishing

29%

Other Activities

1%
Lagardère Unlimited

5%

Lagardère Services

49%
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• Breakdown of permanent workforce by division and geographic area (%)

 A  LAGARDÈRE PUBLISHING

Lagardère Publishing (or Hachette Livre) houses all of the Group's 

book publishing and e-publishing activities. It is the largest trade 

publisher in Europe and the second-largest in the world, cover-

ing a number of editorial segments such as Education, General 

Literature, Illustrated Books, Partworks, Dictionaries, Tourism and 

Youth Works. 

Lagardère Publishing has solid positions in three languages 

(French, English and Spanish), along with a strong presence in the 

Distribution sector. This balanced and diversifi ed market position, 

in terms of activities, editorial segments and geographical zones, 

is one of the main factors underpinning the division's success.

 B  LAGARDÈRE ACTIVE

Lagardère Active combines all of the Group's Press, Radio/TV, 

Audiovisual Production, Digital and Advertising Sales Brokerage 

activities. It is organised around major themes (Women, News, 

Youth Works and Family) and powerful brands.

It is France's leading publisher of mass-market magazines, as well 

as being the country's leading audiovisual production group (fi c-

tion, programmes for immediate broadcast and animation) and 

leading online and mobile media group. It also operates numerous 

radio stations in Europe and produces several theme TV channels 

around the world.

Through its advertising sales brokerage business, which is the 

third-largest in France, Lagardère Active markets more than

150 brands across six media (press, radio, TV, Internet, mobile and 

tablets). It also has around 20 offi ces around the world, covering 

almost 40 countries.

 C  LAGARDÈRE SERVICES

Lagardère Services has two main business lines – Travel Retail and 

Distribution – and has four units: LS distribution, LS travel retail 

EMEA (Europe, Middle East, Africa), LS travel retail ASPAC (Asia 

Pacifi c) and LS travel retail North America.

Lagardère Services is the world's second-largest travel retail oper-

ator. With more than 4,000 stores in over 20 countries, it has the 

largest international network of shops dedicated to press and con-

venience items, as well as duty-free and luxury goods retail. The 

division is continuing to expand its portfolio of specialist store and 

restaurant concepts.

It is the world's largest national press distributor and international 

press importer, and is the only specialist operator with an inter-

national network that supplies more than 200,000 sales outlets in 

Europe and North America.

 France  Rest of Europe  Americas  Asia-Pacifi c  Africa

100%

90%

80%

70% 

60% 

50% 

40% 

30% 

20% 

10% 

0%

Lagardère Publishing Lagardère Active Lagardère Services Lagardère Unlimited Other Activities
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 D  LAGARDÈRE UNLIMITED

Lagardère Unlimited specialises in Sport and Entertainment, 

focusing on three major geographical areas: Europe and Africa, 

Asia-Pacifi c and the Middle East, the USA and South America. It 

has international expertise in six complementary business areas: 

organisation and management of events, talent representation, 

consulting in the management and operation of stadiums and 

multipurpose venues, marketing of rights and associated prod-

ucts, management of broadcasting rights and the management 

of sports training academies. The diversity of the division's rights 

portfolio and its geographical presence means that it has solid 

foundations in an attractive market.

 E  OTHER ACTIVITIES

The Lagardère group has stakes in various other companies for 

historical and/or strategic reasons.

Matra Manufacturing & Services: in 2012, Matra Manufacturing & 

Services continued its strategy of developing light electric vehi-

cles (LEVs), and launched a new generation of high-density lith-

ium-ion batteries.

EADS: Lagardère expects to sell its entire 7.5% stake in EADS 

by 31 July 2013. 

Canal+ France: since 4 January 2007, Lagardère has had a 20% 

stake in Canal+ France. 

1.2 GOVERNANCE AND ETHICS

 A  GOVERNANCE STRUCTURE

Lagardère SCA's legal form (a French limited partnership with 

shares) enables the company to respond effectively to two basic 

requirements: the absolute separation of power between execu-

tive and supervisory bodies and the inclusion of shareholders in 

the supervision of the company.

The French partnership limited by shares includes two catego-

ries of partners:

 • two general partners, jointly and personally liable, to an unlim-

ited extent, for the Company's liabilities;

 • limited partners (shareholders), who alone can designate the 

members of the Supervisory Board, with the General Partners 

being unable to participate in voting.

The Company is managed by the Managing Partners (Gérants) 

under the supervision of the Supervisory Board, which represents 

the shareholders.

The Supervisory Board, which represents the shareholders, must 

give its consent to the appointment of Managing Partners by the 

General Partners.

Lagardère SCA is currently managed by two Managing Partners:

 • a natural person, Arnaud Lagardère;

 • a legal person, Arjil Commanditée-Arco, whose legal represen-

tatives are: Arnaud Lagardère, Chairman and Chief Executive 

Offi cer; Philippe Camus, Deputy Chairman and Chief Operating 

Offi cer (until 30/06/2012); Pierre Leroy, Deputy Chairman and 

Chief Operating Offi cer; Dominique D'Hinnin, Chief Operating 

Offi cer and Thierry Funck-Brentano, Chief Operating Offi cer.

The Supervisory Board, which is responsible for the ongoing and 

retroactive supervision of the Company's management, represents 

the limited partners (the shareholders). The Supervisory Board rep-

resents a diverse fi eld of expertise, in line with the Group's opera-

tions and the Board's supervisory functions. It currently consists of 

15 members, including fi ve women, appointed by the shareholders 

at the Ordinary General Meeting.

In 2010, the terms of board members' mandates were shortened 

to four years at the most. This gives shareholders the opportu-

nity to renew half of the board every two years. Over two thirds of 

board members (13 out of 15) are "independent" as defi ned in the 

AFEP-MEDEF report on the corporate governance of listed com-

panies, as applied by the company.

The Supervisory Board has two special committees that help it to 

prepare and organise its work:

 • An Audit Committee (composed of seven members, over two 

thirds of them independent), which assists and prepares the 

work of the Board, including:

 − controlling accounts and verifying the reliability and clarity 

of the information that will be provided to shareholders and 

the market;

 − monitoring the effectiveness of internal control systems and 

risk-management procedures.

 • An Appointments and Remuneration Committee composed of 

three members, two of whom are independent, and which was 

created in April 2010 to assist the Supervisory Board in this 

area.
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 B  ORGANISING THE ROLE OF SUSTAINABLE DEVELOPMENT

THE STEERING COMMITTEE
The Sustainable Development Steering Committee, co-ordi-

nated by the Sustainable Development Department, was cre-

ated in 2008 and reports to the Group's Chief Human Relations 

Communications and Sustainable Development Offi cer, who is a 

Co-Managing Partner of Lagardère SCA. This committee meets 

roughly once every two months and has the following aims:

 • informing, raising awareness among and co-ordinating a net-

work of correspondents within the divisions with regard to 

the Group's workforce-related, social and environmental 

responsibilities;

 • ensuring the continuous improvement of the Group's initiatives, 

in particular by:

 − promoting and organising the sharing of tried-and-tested best 

practices;

 − refl ecting on ways of improving existing actions;

 − acting as a source of ideas for launching new initiatives;

 − promoting the creation of occasional topic-specifi c working 

groups;

 − implementing, co-ordinating and improving internal reporting;

 − communicating with the CSR ratings organisations and 

responding to their queries regarding CSR issues.

Each division has a Sustainable Development department, which 

handles the operational management of Sustainable Development 

initiatives specifi c to its area of operation and takes part in the 

Group steering committee.

Various Group cross-functional departments also have compe-

tence in this area and therefore participate in steering commit-

tee meetings: the Human Resources Department, Purchasing and 

Property Department, Legal Affairs Department, Communications 

Department, Financial Department, IT Department, Risk and 

Internal Control Department and Investor Relations Department. 

The Jean-Luc Lagardère Foundation also participates in the 

Steering Committee.

• Sustainable Development organisational structureSustainable Development organisational structure

Lagardère SCA Human Relations, Communications and Sustainable Development Department

Lagardère
Publishing

Lagardère
Services

Lagardère
Active

Lagardère
Unlimited

Lagardère SCA Sustainable Development 
Department

Sustainable Development Steering Committee

Divisional Sustainable Development Departments
Human Relations Department
Communications Department

IT Department
Purchasing and Property Department
Risk and Internal Control Department

Legal Department
Financial Communication Department

Investor Relations Department
Jean-Luc Lagardère Foundation
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 C  INTERNATIONAL COMMITMENTS

Both in France and abroad, the Lagardère group places high 

importance on compliance with the following texts:

 • the International Labour Organisation (ILO) declaration relating 

to basic labour principles and its eight basic conventions;

 • the OECD’s guiding principles for multinational companies, 

which were updated in 2011; 

 • the UN's Global Compact.

Lagardère joined the United Nations Global Compact in 2003, 

demonstrating its commitment to universal values. In so doing, 

the Group undertook to promote compliance with the Compact's 

ten principles of good governance. As part of this commitment, a 

"progress report" is published every year on the Global Compact 

website. 

There are several international conventions, declarations and char-

ters referring to human rights dealing with themes that are impor-

tant for a media group, such as freedom of expression, the right to 

education, respecting and encouraging cultural diversity, protect-

ing young people and women's rights. Examples are UNESCO's 

Convention on the Protection and Promotion of the Diversity of 

Cultural Expressions (2005), the Charter of Fundamental Rights 

of the European Union (2000), the Millennium Development Goals 

(2000) and the United Nations Convention on the Rights of the 

Child (1989).

The Lagardère group also notes that the European Commission 

now defi nes CSR as "the responsibility of entreprises for their 

impacts on society".

 D  ETHICS AND PROFESSIONAL CONDUCT

Several documents have been prepared by the Company and are 

applicable internally or with respect to outside partners. Entity-

specifi c charters and codes relating to suppliers and subcon-

tractors are covered in section 1.4 "Maintaining dialogue with 

stakeholders".

The Group carried out specifi c work in 2012. For example, as part 

of general work on adopting a Compliance approach within the 

Group, the Managing Partners prioritised the creation of an anti-

corruption pilot programme for Lagardère Unlimited. The aim is to 

introduce this programme in 2013, initially in the Europe and Africa 

region, and then in the division's USA and Asia regions.

CODE OF CONDUCT
The Code of Conduct, formerly known as the "Code of Ethics", 

has been in force within the Group since 1997 and was last 

updated in 2012. The Code is inspired by the structure of ISO 

26000 and has been developed with input from several internal 

stakeholders. It strengthens the Group's CSR policy. 

The Code of Conduct 2012 is available on the Group's website 

and applies to all employees. It has seven chapters based on the 

seven core subjects of ISO 26000: Upholding fundamental rights; 

Relations within the Group; Relations with external partners and 

Global Compact: declaration of commitment

With its presence on every continent, the Lagardère group is one of the global leaders in the media industry. As a multinational company, it is 
our duty to promote certain universally-recognised rights and principles in a rigorous and exemplary manner, in order to achieve globalisation 
that is more respectful of humanity and the environment. This international commitment is demonstrated through our Group's adherence 
since 2003 to the United Nations Global Compact. The Compact invites companies to commit to a socially responsible approach.
Along with this basic commitment, Lagardère is a member of the "Amis du Pacte mondial en France", which is the association that represents 
France in the National Global Compact Networks. To reaffi  rm our commitment, each year we report the Group's progress in each of the 
Compact's ten principles:

HUMAN RIGHTS
Principle 1: businesses should support and respect the protection of internationally proclaimed human rights.
Principle 2: businesses should make sure that they are not complicit in human rights abuses.

LABOUR
Principle 3: businesses should uphold the freedom of association and the eff ective recognition of the right to collective bargaining.
Principle 4: businesses should uphold the elimination of all forms of forced and compulsory labour.
Principle 5: businesses should uphold the eff ective abolition of child labour.
Principle 6: businesses should uphold the elimination of discrimination in respect of employment and occupation.

ENVIRONMENT
Principle 7: businesses should support a precautionary approach to environmental challenges.
Principle 8: businesses should undertake initiatives to promote greater environmental responsibility.
Principle 9: businesses should encourage the development and diff usion of environmentally friendly technologies.

ANTI-CORRUPTION
Principle 10: businesses should work against corruption in all its forms, including extortion and bribery.

Arnaud Lagardère 
General and Managing Partner of Lagardère SCA
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competitors; Relationships with clients; Respect for shareholders; 

Social responsibility; Environment.

The Code of Conduct attests in particular to the Group's dedica-

tion to upholding international standards, defending, among oth-

ers, the following principles:

 • freedom of association;

 • prohibition of forced or compulsory labour and child labour;

 • recognition of the right to negotiate company-wide agreements;

 • fair employment practices and equal treatment;

 • respect for privacy;

 • prohibition of corruption.

This Code also covers a large proportion of the Group's policy 

regarding dialogue with stakeholders, since it describes the rela-

tions that the Lagardère group maintains with the many parties 

concerned by the Group's activities.

CHARTERS APPLICABLE TO EMPLOYEES 
In addition to provisions of the Code of Conduct that concern 

employees, the Group has adopted several other charters that 

employees must adhere to.

The "Charter relative to transactions involving Lagardère SCA 

securities by employees of the Lagardère group" sets out all the 

legal obligations required of employees who have access to inside 

information (ban on trading the securities in question, ban on dis-

closing corresponding information) as well as the administrative 

and/or criminal sanctions that apply in the event that these obli-

gations are breached.

In accordance with stockmarket regulations, a procedure has been 

introduced to establish a list of persons with regular or occasional 

access to inside 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 Chief 

Legal Offi cer, the Group's Chief Financial Offi cer and the Chief 

Human Relations and Communications Offi cer. This Committee is 

responsible for preparing and updating the lists described above 

and for proposing measures to reduce the risks of wrongful behav-

iour and failures to comply with the applicable regulations.

A Code of Conduct provided to each journalist upon starting work 

at Hachette Filipacchi Associés (Lagardère Active) underscores 

the basic values of the profession: critical thinking, impartial-

ity, fairness, independence, respect for the public, honesty and 

open-mindedness.

A Charter on "good business relations for Lagardère Active com-

panies" was developed in 2008 and provided to all employees.

A IT charter specifying rules for the use of IT systems is also appli-

cable to all Group employees.

1.3 STRATEGIC PRIORITIES

 A  CHALLENGES, RISKS AND OPPORTUNITIES

RISKS
Aside from the risks set out in chapter 7 of the Reference 

Document, this report discusses the risks associated particularly 

with the Lagardère group's workforce-related responsibilities, 

which fall into fi ve categories: 

 • Industrial and environmental risks;

 • Risks related to increases in raw materials prices;

 • Environmental taxation risks;

 • Employee-related risks;

 • Image and/or reputation risks.

Concerning industrial and environmental risks, it should be 

noted that Lagardère is a media group with business activities 

mainly in the service sector, which tends to limit any direct indus-

trial and environmental risks. The Group sold its last printworks 

at the end of 2007, with the disposal of its regional daily press 

business. Only Group warehouses used by the publishing and 

distribution businesses are subject to particular risks, which are 

nevertheless limited, identifi ed and controlled. The same is true as 

regards the storage, assembly and distribution of spare parts for 

automobiles and electric vehicles.

Some of the sites concerned are operated subject to authorisa-

tion or a declaration to the administrative authorities, and others 

are ISO 14001 certifi ed, but none of the Group's sites are classi-

fi ed SEVESO 1 or SEVESO 2.

Given the industrial history of some of its sites, the Group remains 

alert to the possible discovery of environmental damage at those 

sites. Operational managers of sites where particular environmen-

tal risks have been identifi ed apply the various rules that concern 

them, and implement operational procedures, quality systems and 

a set of security measures specifi c to each business.

Risks related to increases in raw materials prices are eco-

nomic risks that are entirely dependent on developments in the 

global environment. Forest resources (wood), water resources 

(needed to make paper pulp), fossil fuels (oil, gas and coal), min-

erals (essential for manufacturing IT and communication products) 

and recycled paper are raw materials that have become indis-

pensable to the development and future viability of the Group's 

activities. The prices of these materials could increase sharply, to 

varying degrees, in the next few years as they become scarcer, as 

demand increases or as climate change affects their availability.

Risks related to environmental taxation include a tax on CO2 

emissions ("carbon tax"), which would directly affect the com-

pany's fi nances.

Employee-related risks consist of risks linked to labour relations 

(relations between labour and management, staff turnover, acci-

dents at work etc.), work-related stress (including harassment) 

and knowledge management. A company's people are its core 

asset, foundation and lifeblood, and must be managed accord-

ingly. A company must capitalise on its employees' knowledge, 
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expertise and experience in order to ensure the longevity of its 

intangible assets.

Image and reputation risks concern direct or indirect damage 

to the company's image or reputation. Damage to the company's 

image can cause a loss of business, a reduced market profi le, 

lost customers, lost partners, adverse media coverage and lower 

sales. The economic damage can be signifi cant, both short- and 

long-term. The exponential growth in use of social networks within 

our society may also increase reputational risk. Social networks 

allow information to travel ever more quickly, in a way that it is dif-

fi cult to control. As a result, they may damage a company's image 

if they are not observed, monitored and controlled.

In keeping with the Group's general organisation, operational 

and functional managers are in charge of the risks linked to their 

respective areas. The head offi ce pays specifi c attention to the 

supervision of risks. Risk management is therefore implemented 

both at division level and centrally. A description of the risk-man-

agement procedures appears in Chapter 7 of the 2012 Reference 

Document. As a result, persons responsible for business oper-

ations and/or for the sites concerned are also responsible for 

managing these aforementioned risks. These people ensure com-

pliance with regulations and standards in their particular fi elds, and 

implement procedures appropriate to the proper management of 

identifi ed risks. The central department supervises these risks.

OPPORTUNITIES
Risk management must allow ongoing efforts to create opportu-

nities. The notion of opportunity is closely linked to that of inno-

vation and is a diffi cult one to approach since to innovate - i.e. 

to create wealth and value - a company must be able to take 

risks. As the Group develops, partly through an increased focus 

on social responsibility, several opportunities are arising.

 • Environmental labelling: consumers want more transparent 

information, and this transparency is likely to become a legal 

obligation as regards all products (under France's Grenelle 2 

environmental act). As a result, environmental labelling is an 

important theme and one that should be addressed, particu-

larly by Lagardère Publishing (informing the public about the 

environmental impact of its books).

 • Products enabling consumers to shop in a more sustainable 
manner: public awareness of sustainable development issues 

does not depend solely on providing information, but can be 

achieved through the products sold to consumers. The distri-

bution and sale of such products may represent an opportunity 

for the Lagardère group.

 • Digital literacy: action by Lagardère's various media entities to 

help all audiences learn how to use digital tools could prove to 

be a key asset in terms of social and economic innovation. The 

digital expertise of Lagardère's staff is especially valuable at a 

time when economic models, businesses, personal relationships, 

information distribution methods and management techniques 

are being profoundly affected by the digital revolution.

 • Introducing sustainable development practices into sport 
and events activities: by capitalising on this approach, the 

Group's Stadium Consulting, sports academy management and 

cultural and sporting event organisation activities may open up 

new growth opportunities. 

 • The ability to attract and/or retain talented staff: employ-

ees are increasingly sensitive to the way in which companies 

manage sustainable development issues both internally and 

externally.

 B  PRIORITIES AND COMMITMENTS

The Lagardère group confi rms its four priorities and 12 commitments, namely:

• Being a responsible employer

Commitments Sample initiatives in 2012 

1 -  Ensuring workforce balance 

and diversity

- Disability audit across all Group divisions

-  Diversity training at the Group level for around 50 HR and sustainable development 

managers

- Audit and commencement of the Diversité Active project at Lagardère Active

2 -  Promoting harmonious working 

conditions

- Signature of 121 new collective agreements

-  Over 17,000 hours of health and safety training (including over 10,000 hours at 

Lagardère Services)

- Work-related stress initiative at Lagardère Active

3 -  Encouraging the development 

of skills

- Major efforts to develop training for the various business lines

- Digital training at Lagardère Publishing 

- Digital Forum launched in September 2012 at Lagardère Publishing 

- Initiation of the Group-level talent management project

- Analysis of business lines and skills at Lagardère Active



14

2012 Sustainable Development Report

CHAPTER 2C H A P T E R  1

18 0 6  17

• Developing the business while respecting the environment

Commitments Sample initiatives in 2012 

4 -  Preserving natural resources, 

particularly those used to make 

paper

- PEFC certifi cation for 100% of Lagardère Active's paper purchases

-  73% of fi bres contained in paper bought by Lagardère Publishing either certifi ed or 

recycled

- Magazine unsold copy rate at Lagardère Active 10 points below the national average

5 -  Promoting energy effi ciency and 

helping to adjust to climate change

- Hachette Livre's second carbon audit

- BREEAM certifi cation for Aelia's warehouse

- Green Awards for the Relay stores in Hong Kong airport 

- Involvement in setting up the environmental index for magazines

- Environmentally responsible fi lming of the Jo police series by Atlantique Productions

6 -  Fostering employee commitment 

to environmental issues

- Training sessions for Hachette Livre carbon audit contributors

- Sustainable development training at Hachette UK

-  Employee motivation sessions relating to the renewal of the La Croix Catelan site's ISO 

14001 certifi cation

• Promoting access to information and knowledge

Commitments Sample initiatives in 2012 

7 -  Defending information pluralism 

and ensuring content diversity

- Acquisition of billetreduc.com by Lagardère Active

-  In 2012, the Observatoire de la Famille published a report on "Trends in contemporary 

families".

8 -  Facilitating access to content 

and listening to various audiences 

- 1,314,000 registered members of the Europe 1 club at end-2012

-  Numerous programmes for deaf and hearing-impaired people on Lagardère Active's 

youth channels

- Moderators for the Doctissimo website

- 53 new titles available in Hachette Livre's Audiolib catalogue for the visually impaired

- Launch of the PrésidentiElle platform by Elle to coincide with the French elections

9 -  Supporting the digital revolution -  Lagardère Publicité's signature of the IAB Europe framework for online behavioural 

advertising

10 -  Contributing to dialogue about 

Sustainable Development and key 

social issues

-  Second sustainable development forum at Lagardère Active, including a photo 

competition

- Fourth year of Gulli's involvement in Earth Day, in partnership with Surfrider Foundation

- Fourth year of events organised by Psychologies to coincide with World Kindness Day

- Launch of a quit-smoking challenge by Doctissimo

• Being a media group that fosters social cohesion (examples)

Commitments Sample initiatives in 2012 

11 -  Taking a community-based 

approach and promoting the 

emergence of young talent

- Write Your Own Future video at Hachette Book Group

- Ten new projects supported by Hachette Livre's charity action committee

- École Miroir/Lagardère Entertainment partnership

-  Aelia providing fi nancial support to Time for Action, in association 

with ACF (Action contre la faim)

- €3.5m of free advertising space on Lagardère Active media

- "Elle aime la Mode" competition for young designers

- Journal du Dimanche and Sciences Po portrait competition

- Launch of BE Music Talents

- Lauga Delmas scholarship awarded by Europe 1

- Launch of six new projects by Elle Foundation

12 -  Making a commitment 

to promoting culture and sport

- Jean-Luc Lagardère Foundation's support for the Jules Rimet prize for sports writing

-  Meetings between Jean-Luc Lagardère Foundation scholars and Lagardère 

Ressources staff

-  Renewal of the Jean-Luc Lagardère Foundation - Sciences Po partnership to help 

high-level sportspeople to gain professional qualifi cations

- First Gulli novel prize

- Sixth Version Femina novel prize

- Elle Readers' Awards

- Group support for several sporting events involving employees
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1.4 MAINTAINING DIALOGUE WITH STAKEHOLDERS

 A  STAKEHOLDER MAP

A stakeholder is viewed as a group (or an individual) representing 

a community of interests that may be affected by or impact the 

accomplishment of company objectives.

Internal stakeholders mainly include shareholders and employees, 

and have a direct infl uence on the Group's health. 

External stakeholders are mainly organisations that have no direct 

control over the Group's operations but that can have an infl u-

ence (of varying signifi cance) on the Group's decisions, strategy 

and image, and on fi nancial contributions made by third parties. 

Lagardère has defi ned fi ve types of external stakeholder: public 

authorities, investors and fi nancial analysts, non-fi nancial ratings 

agencies, civil society, suppliers and subcontractors.

Sector stakeholders comprise organisations involved in the 

Group's business sectors, i.e. those affected by media-related 

activities. There are six types of sector stakeholder: paper suppli-

ers and printers, professional organisations, advertisers, consum-

ers (the public), concession grantors and broadcasters. 

The Lagardère group has made commitments, in its own name 

and through its divisions and subsidiaries, to various professional 

organisations and associations.

For example:

 • Lagardère is a member of the Association française des entre-

prises privées (AFEP - French association of private-sector 

companies);

 • Lagardère is a member of the Observatoire de la responsabil-

ité sociétale des entreprises (ORSE - French CSR monitoring 

body);

 • Lagardère Publishing is a member of the Syndicat national de 

l’édition (national publishing union) in France and of equivalent 

organisations in the other countries in which it operates;

 • Hachette and Hatier are members of Savoir-Livre, which is an 

association run by six educational publishers to monitor devel-

opments in the education system;

 • Lagardère Publishing is a founding member of the PEN Club, an 

international NGO that supports freedom of expression, particu-

larly that of persecuted writers, and promotes literature around 

the world. It is a founder member of the PEN International 

Publishers Circle;

 • in the USA, Hachette Book Group (US subsidiary of Lagardère 

Publishing) is a member of the Book Industry Environmental 

Council (BIEC), which aims to identify and encourage practices 

Employee sphere
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and fi nancial analysts

Professional organisations 
(CSA, UDA, ARPP, SPMI)

Public (readers, listeners, 
viewers, Internet users)

Paper manufacturers 
and printers

Concession Broadcasters

Advertisers, 
sponsors

Shareholders Employees and staff  
representative bodies 

Civil society 
(organisations, NGOs, 
experts, individuals)

Key
– Internal stakeholder
– Sector stakeholder
– External stakeholder

Suppliers 
and subcontractors

Government 
authorities (states, EU, 

administrations)



16

2012 Sustainable Development Report

CHAPTER 2C H A P T E R  1

18 0 6  17

that reduce the environmental footprint of the book publish-

ing industry. BIEC's members include companies operating all 

along the book value chain (paper manufacturers, printers, pub-

lishers and booksellers), along with environmental NGOs;

 • in France, Lagardère Active is a member of numerous unions 

operating in the press, radio, television, audiovisual production, 

TV advertising, and Internet advertising sales fi elds. In addi-

tion, magazine editors' union SEPM was chaired by Lagardère 

Active's head of magazines between February 2011 and 

January 2013;

 • at the European level, Lagardère Active is also a member of 

the European Magazine Media Association and the European 

Publishers Council;

 • worldwide, Lagardère Services is a member of the global asso-

ciation of press distributors. 

 B  TOOLS FOR DIALOGUE

DIALOGUE WITH A WIDE RANGE OF STAKEHOLDERS
To maintain lasting trust-based relationships, Lagardère is diver-

sifying its methods of dialogue and seeks to adapt as best it can 

to the environment and organisation concerned.

The tools for dialogue used by the Lagardère group to manage 

relations with stakeholders are covered partly by the Code of 

Conduct, and are covered in greater depth in the second part 

of this report, which deals with the group's CSR priorities and 

commitments.

Nevertheless, it is appropriate to cover dialogue with suppliers and 

subcontractors – a key aspect of the Lagardère group's respon-

sible purchasing policy that was redefi ned in late 2012 – in this 

section of the report.

RESPONSIBLE PURCHASING APPROACH WITH 
RESPECT TO SUPPLIERS AND SUBCONTRACTORS
The Lagardère group has long taken into account social and envi-

ronmental matters in its purchasing activities, and in 2012 decided 

to initiate a specifi c responsible purchasing project involving all of 

its divisions. This project, headed by the Purchasing Department 

and the Sustainable Development Department, is designed to 

address the increasing importance, complexity and diversity of 

purchases made by all Group entities. More than ever, the Group 

aims to manage these purchases in a manner consistent with its 

sustainable development strategy.

After an audit carried out across the four divisions and based 

on the seven core subjects of ISO 26000, an action plan was 

adopted consisting of four new sub-projects. The fi rst, which will 

continue in 2013, relates to governance (1) and started with the 

preparation of a new "Responsible Purchasing Policy", replac-

ing the Procurement Policy in force within the Group since 2008 

and intended to enhance the overall performance of purchasing 

activities.

The new text addresses group purchasing staff in particular, and 

promotes respect for the environment, diversity and social integra-

tion, governance quality, improved access for small companies, 

consideration of small suppliers' cash positions and the selection 

of responsible suppliers.

Other documents are also being updated, such as the sustainable 

development charter that has governed links with the group's main 

suppliers since 2005.

The Governance sub-project takes into account the diversity of 

the Lagardère group's activities - which results in a very large 

number of suppliers and subcontractors - by rewriting this char-

 (1)  Governance: one of the seven core subjects of ISO 26000, covering 
all policies and tools relating to the implementation and communication 
of the responsible purchasing strategy.

ter, partly in order to capitalise on the best practices adopted in 

the various divisions.

The new charter, which should come into force in 2013, is 

based on certain international reference documents, such as the 

OECD Guidelines, the conventions of the International Labour 

Organisation and the Global Compact.

The criteria adopted in the new charter, which apply to all foreign 

subsidiaries, will include:

 • the prohibition of child labour and the elimination of any form of 

forced or obligatory labour;

 • the prohibition of all forms of discrimination;

 • compliance with applicable regulations relating to employee 

relations;

 • the application of health and safety at work standards;

 • compliance with the basic principles of environmental 

protection;

 • the rational use of natural resources and raw materials;

 • compliance with the environmental regulations in force, particu-

larly as regards public health and safety;

 • respect for intellectual property;

 • anti-corruption measures;

 • the promotion of the above principles among partners.

New tools are likely to be adopted, including questionnaires, 

guides and directories. The themes of the environment, facilitat-

ing access for small companies, and diversity and social integra-

tion, are also priorities for 2013.

While waiting for these new tools to come into operation, the divi-

sions continued their efforts in these areas in 2012.

Lagardère Active has gradually adopted several ways of factoring 

sustainable development objectives into its relationships with sup-

pliers. When the purchasing department carries out an invitation 

to tender, specifi cations include workforce-related and environ-

mental requirements. The supplier selected at the end of the pro-

cess must sign up to the sustainable development charter, which 

systematically forms part of all new contracts. In some cases, 

such as magazine production (paper manufacturers, printers, 

binders and distributors), the contracts themselves include sus-

tainable development clauses specifi c to the market concerned. 

Lagardère Active has set up a working group - involving the pur-

chasing department, the Disability Initiative, the sustainable devel-

opment department and the Handiréseau consultancy - to develop 

socially responsible purchasing from the "protected sector", i.e. 

disability-oriented social enterprises and support-through-work 

organisations. The working group is identifying categories of pur-

chases that can be sourced from these organisations, drawing up 

lists of suppliers from the protected sector, communicating with 

and raising awareness among purchasing staff and decision-mak-

ers, providing feedback and sharing best practice.
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At Lagardère Publishing, which published a charter in 2007 cov-

ering the three themes of sustainable development, the publish-

ers of Hachette Collections have also adopted a specifi c code of 

ethics that seeks to ensure that all suppliers and subcontractors 

respect the fundamental principles of human rights and the rights 

of children.

This Hachette Collections code requires that the publisher con-

cerned be able to ensure full compliance with these principles 

by suppliers and subcontractors, and therefore, throughout the 

production contract, carry out any compliance audit within the 

premises and production sites of suppliers and subcontractors. 

If the provisions of the code are breached, the sanction can con-

sist of the cancellation of the contract along with a fi nancial pen-

alty. In accordance with its code of ethics (see above), Hachette 

Collections carried out fi ve compliance audits in 2012. Two of 

these audits concerned production plants and three revealed 

compliance breaches. Two of the plants concerned have since 

addressed the breaches, and were declared compliant after a 

second audit. At the third plant, the second audit was due to be 

performed in February 2013 to confi rm the adjustments required 

following the fi rst audit in December 2012.

Lagardère Publishing also has a policy of raising environmental 

and workforce-related awareness among its paper manufactur-

ers and printers in France and abroad, by encouraging them to 

adopt certifi cation procedures. Each new supplier must also fi ll in 

a questionnaire comprising around 50 questions about workforce-

related, health, quality and environmental issues.

Lagardère Publishing's workforce-related awareness efforts have 

focused on subcontractors operating in countries where social 

legislation is less strict than in Europe. 

Most of Lagardère Publishing's printers in Asia now have 

OHSAS 18001 certification (globally recognised standard for 

health, safety and working conditions) or have signed a frame-

work agreement including workforce-related commitments. As 

regards French-language books produced in Asia specifi cally, 

90% of the printers used by Lagardère Publishing have signed the 

code of ethics or have OHSAS 18001 certifi cation. These aware-

ness efforts are continuing, not just among subcontractors located 

outside Europe but also among Lagardère Publishing's European 

printers, which currently account for more than 80% of its printing 

work. Through these efforts, an increasing number of Lagardère 

Publishing's French and European printers have also signed a 

framework agreement including workforce-related commitments 

or have obtained workforce-related certifi cation.

At Lagardère Services, some suppliers that produce goods in 

Asia have also made a commitment to complying with these work-

force-related requirements, and local audits are regularly carried 

out to check compliance.

Sustainable development is one of the eight commitments in Relay 

France's purchasing policy. This policy covers both products con-

sumed by Relay retail outlets and products sold to consumers. 

The choice of partners for printing work is based on Imprim’Vert® 

criteria, and organic and fairtrade products are becoming increas-

ingly common in Relay outlets. The Group's division now applies 

sustainable development criteria when selecting suppliers.
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2.1 BEING A RESPONSIBLE EMPLOYER
The Lagardère group is fully aware that its performance is directly 

linked to its employees' skills and the suitability of its resources. 

Accordingly, being a responsible employer is its top priority. This 

takes the form of three commitments:

 • ensuring workforce balance and diversity;

 • promoting harmonious working conditions;

 • encouraging the development of skills.

Although these commitments, defi ned by Lagardère in collabora-

tion with the divisional heads of human resources, are common to 

all divisions, operational entities nevertheless manage their human 

resources autonomously.

Workforce-related commitments are set out in greater detail in the 

2012 Reference Document and published in accordance with the 

order required by article R. 225-105-1 of the French Commercial 

Code.

In addition to monitoring commitments made by the various enti-

ties, the Group started two projects in 2012 in conjunction with 

the divisions. These related to disabilities (and diversity in general 

at Lagardère Active) and talent management. These two projects 

will yield action plans starting in 2013 (see Focus 1).

 A  ENSURING WORKFORCE BALANCE AND DIVERSITY

BALANCING THE WORKFORCE TO ADAPT 
RESOURCES TO THE ORGANISATIONS' NEEDS
Adapting the size of the workforce to the needs of operations, 

while taking the economic and social context into consideration, 

is the Lagardère group's main goal in this area. The Group aims 

to adjust arrivals and departures as precisely as possible accord-

ing to the situation of the moment.

At 31 December 2012, the Group had 22,541 permanent staff 

as opposed to 21,324 a year earlier, an increase of 5.7%. This 

increase in the number of permanent staff after several years of 

decline was due in particular to Lagardère Unlimited (acquisitions) 

and Lagardère Services (integration of new companies).

Including temporary workers, non-permanent staff accounted for 

10,5% of the Group's total workforce in 2012 (11.13% in 2011), in 

line with the Group's targets (maximum of 12%).

The proportion of part-time workers fell to 13.78% at 31 December 

2012, down 3.6 points relative to 2011.

A balanced workforce also requires a balance in terms of age. As 

a result, the Group aims to establish sound interaction between 

young and experienced employees. More than 54% of employees 

are less than 40 years old, and 25% are under 30.

PROMOTING DIVERSITY, A MAJOR ASSET 
FOR THE GROUP
The Group's approach to diversity includes promoting equal 

opportunities and fi ghting all forms of discrimination. 

Diversity was one of the major themes of the group's workforce-

related actions and discussions in 2012. The Group performed 

a disability audit, led by Michaël Jeremiasz (see Focus 3), and 

started diversity training (see Focus 2) for its human resources 

staff.

To promote transparency, the Lagardère group decided in 2010 to 

measure changes in discrimination proceedings underway.

The indicator shows the number of formal proceedings under-

way, defi ned as legal proceedings or complaints made formally to 

any competent authority. In 2012, there were two proceedings, of 

which only one was new, as opposed to four in 2011.

Diversité Active

Following an audit relating to diversity in 
all its forms – disabilities, equality, older 
adults, ethnic origin etc. – and a survey 
about how staff  view this subject, Lagardère 
Active introduced a multi-year project called 
Diversité Active to ensure that diversity is 
taken into account more within its business. 
In 2013, the division decided to focus on 
ethnic and social diversity. 
The fi rst phase of the project was to share 
the conclusions of the audit with staff . 
By late January 2013, more than 

300 staff  had taken part in these awareness-
raising actions. The other phases of the 
plan include training, awareness-raising 
and implementation of partnerships. They 
will continue throughout 2013, overseen 
by a dedicated team. The aim of the plan 
is to encourage awareness of diversity 
at all levels and in all business areas, to 
initiate discussion and to provide practical 
tools suited to the various businesses to 
help them make diversity more deeply 
embedded in their activities.

Alongside this action plan, Europe 1 and 
Gulli signed the Diversity Charter in 2010, 
followed by Hachette Filipacchi Associés 
(representing print media titles) in 2011. 
Lagardère Entertainment (see Focus 15) 
and Lagardère Publicité are set to sign it in 
2013. Through this commitment, Lagardère 
Active's media acknowledge diversity as a 
key business issue and as an opportunity to 
enhance their performance.
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Talent management: 
crucial for future success

Why have we adopted this project and what kind 

of talents does it cover?

Investing in talent is a vital part of work to ensure 

the Group's future success. The aim is to have the 

skills needed to meet the challenges arising from 

our development and to cope with changes in our 

business areas.

The project is aimed at three sets of people, which 

are not mutually exclusive:

•  executives who are members of divisional and 

Group management committees;

•  key staff who have rare skills and knowledge that 

are critical for the division and the Group;

•  high-potential staff and managers who have shown 

the experience and leadership required to be 

promoted to a key position of responsibility within 

the division or Group within three to fi ve years.

What kind of initiatives are you proposing?

After preparing and disseminating a "talent 

management policy" within the Group, we aim to 

identify talent through annual career appraisals and 

through systematic, formal assessment. We will 

then propose skills development programmes at 

the divisional and/or Group level in order to increase 

staff mobility within the Group, as well as developing 

fi nancial and non-fi nancial reward programmes and 

preparing succession plans for the main executives 

and managers.

How do you plan to implement this action plan?

We will seek to impress upon the various people 

concerned that the plan is the joint responsibility 

of the divisions and the Group, and that top-line 

executives, the managers that report to them and 

HR departments must give their talent the means to 

develop and progress.

A timetable has been prepared, including meetings 

for assessing progress with implementing the 

actions set out in our new talent management plan.

more info at www.lagardere.com

FOCUS 1

THIERRY FUNCK-BRENTANO
Co-Managing Partner of the 
Lagardère group, Chief Human 
Relations, Communications 
and Sustainable Development Offi  cer
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Diversity
training to overcome stereotypes

What does the training involve? 

Anti-discrimination and diversity training sessions for 

human resources staff were designed to demonstrate 

these issues in practice. They have three main parts.

 1.  We cover the legal framework and philosophy of 

anti-discrimination legislation in France. We also 

cover the key aspects of HR management, such 

as the notion of competence.

 2.  We deal with managing diversity, presenting 

aspects of the company's performance that 

benefi t from successful management of diversity.

3.  We fi nish by focusing on stereotypes, since 

avoiding stereotypes is a key method of developing 

diversity and making it work for the Group. We 

show the inevitable nature of stereotypes and the 

damage they cause, as well as giving practical 

ways to understand them. 

Since late 2012, you have held fi ve training 

days, attended by almost 60 people. How did 

participants respond to these sessions?

In general, participants already supported the cause 

of diversity, and some arrived with a good awareness 

of the subject, which is quite fashionable at the 

moment. They quickly showed a keen interest and 

got involved in the sessions. I believe that they left the 

sessions with great enthusiasm, armed with a new 

level of understanding that will enable them to spread 

the message of diversity among managers and share 

their new-found knowledge, particularly regarding 

stereotypes. They ended the session more confi dent 

and convincing in their approach to diversity.

In your opinion, after attending the training 

session, what is the most practical way 

that participants can apply diversity in their 

day-to-day work?

The most practical way of applying diversity is 

probably by changing their professional attitude. 

This enables them to limit the impact of stereotypes 

on their assessment of staff, whether in relation 

to recruitment, CV sifting, annual appraisals or 

position profi les. Participants become aware that the 

environment in which they work and external variables 

can affect their opinions, and they become able to 

recalibrate their mindset. This includes managing 

emotions, tiredness and motivation.

more info at www.lagardere.com

PATRICK SCHARNITZKY
Diversity consultant at Valeurs & Développement, 
Affi  liate Professor at ESCP Europe 
business school

FOCUS 2
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THE ROLE OF WOMEN IN THE COMPANY
In 2012, women represented 58% of the Lagardère group's work-

force, a slight rise compared to 2011 (56%). They accounted for 

almost 65% of total recruitment in 2012, up fi ve points relative 

to 2011.

• Breakdown of the permanent workforce at 31 december by gender and status

Male
Managers

1,143

Female
Managers

1,608

Male
Executives

177

Female
Executives

167

Male
Other employees

1,433

Female
Other employees

1,913

Lagardère Publishing

Male Managers

906

Female Managers

812

Male
Executives

104

Female
Executives

47
Male
Other employees

3,313

Female
Other employees

5,813

Lagardère Services

Male
Managers

68

Female
Managers

40

Male
Executives

25

Female
Executives

6

Male
Other employees

52

Female
Other employees

57

Other Activities

Female
Managers

818

Male
Managers

594

Male
Executives

58

Female
Executives

28

Male
Other employees

427

Female
Other employees

683

Male
Journalists and 
Photographers

476

Female
Journalists and 
Photographers

626

Lagardère Active

Male Managers

184

Female Managers

62

Male Executives

60

Female Executives

4

Male
Other employees

486

Female
Other employees

350

Lagardère Unlimited
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Women's representation in middle management remained stable 

in 2012, with women making up 54% of managers and 57% of 

journalists. 

Women continued to hold a smaller proportion of executive-man-

ager positions (37%), although the fi gure has been rising steadily 

(32% in 2009, 34% in 2010 and 36% in 2011). In 2012, the number 

of female executive managers rose by 9%, whereas the number of 

male executive managers increased by less than 4%.

REMUNERATION
Lagardère aims to ensure fairness regarding the remuneration of 

men and women with equal qualifi cations and equivalent posi-

tions. The discrepancies observed in the table below can be 

explained essentially by disparities linked to the nature of the 

positions and the associated responsibilities, as well as to dif-

ferences of age, seniority and qualifi cations existing between the 

two populations.

The worldwide average annual salary, across all socio-professional 

categories and including bonuses and other variable remuneration, 

was €39,141 in 2012 (1), down from €40,489 in 2011.

 (1)  It should be noted, however, that no general conclusions should be drawn 
or comparisons made, since these fi gures are provided only for reference 
purposes and correspond to a wide variety of situations due to the nature of 
the work done but also due to geographic location, since the quality of life and 
cost of living varies widely between countries.

•  Average gross salary of permanent employees by status, gender and geographic area 

Executive managers
Managers 

(excluding executives)
Journalists 

and photographers Other employees

GEOGRAPHIC AREA Women Men Women Men Women Men Women Men

Africa - €81,067.96 €33,536.00 €43,408.20 - - €6,312.24 €8,107.89 

Asia-Pacifi c €52,969.57 €179,573.67  €53,523.08 €71,323.26 - €21,866.00 €25,894.73 €26,881.77 

Continental America €227,141.00 €223,887.07 €69,216.50 €82,048.44 - - €25,765.14 €25,051.30 

Europe 

excluding France €95,514.37 €137,077.37 €42,449.72 €50,964.64 €9,552.36 €9,280.80 €22,473.60 €29,518.72 

France €155,847.76 €214,548.50  €50,059.52 €60,626.03 €56,326.85 €63,483.09 €23,499.91 €28,117.71 

Total €114,027.24 €179,009.88 €49,823.99 €59,447.75 €50,803.83 €51,678.50 €23,764.31 €27,956.38 

The salary scales implemented in some of the Group's subsidiar-

ies are one way of achieving equality. More than 73% of staff are 

employed by an entity that has defi ned salary ranges according to 

position levels, as opposed to 63% in 2011 and 61% in 2010. This 

sharp increase represents good progress in this area.

INTERNAL TRANSFERS BY GENDER  (2)

 (2) “ Internal transfers" consist of promotions (i.e. a change in an employee's status from "Other employee" to "Manager", or from "Manager" to "Executive Manager") 
and transfers between divisions.

• Internal transfers by gender

In 2012, most internal transfers concerned women, i.e. 63%, 

an increase of six points relative to 2011.
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• Collective agreements on professional equality

DIVISIONS % of employees covered by a current agreement

Lagardère Publishing 46%

Lagardère Active 44%

Lagardère Services 48%

Lagardère Unlimited 13%

INTEGRATION OF DISABLED WORKERS

• Disabled employees per thousand permanent employees

DIVISIONS
Continental 

America

Europe 
excluding 

France France Asia-Pacifi c Divisional total

Lagardère Publishing 0.77 j 9.00 j 18.53 l 0 k 10.71 j

Lagardère Active - 5.10 j 9.91 j - 8.89 j

Lagardère Services 1.06 k 5.45 l 7.57 l 0 l 4.68 l

Lagardère Unlimited 0 k 5.75 j 23.74 j 0 k 9.59 j

Other Activities - - 48.39 j - 48.39 j

Group total 2012 0.92 j 6.53 l 12.76 l 0 l 7.83 l

Group total 2011 0.61 6.82 13.06 1.97 8.32 

Overall, although the total number of disabled staff remained sta-

ble in 2012 relative to 2011 (177 versus 178), the proportion of dis-

abled people per 1,000 employees fell due to the increase in the 

Lagardère group's total headcount.

Once again, the greatest efforts were made in France, despite a 

slight 2.3% in the number of disabled people employed. These 

efforts were partly due to legislation requiring companies to intro-

duce a policy for integrating disabled employees.

Although it remains extremely diffi cult to increase recruitment of 

disabled people, the Lagardère group maintained certain initia-

tives in 2012.

The Group appointed Michaël Jeremiasz to carry out a disability 

audit across its divisions. This audit produced a number of recom-

mendations that should be implemented from 2013 (see Focus 3). 

In addition, as part of its responsible purchasing approach, using 

workers from the protected sector is a central recommendation 

for the Lagardère group.

As well as this audit, the Group and its divisions continued vari-

ous disability-related initiatives in 2012. Here are a few examples: 

The Lagardère group supported the Challenge du monde des 

grandes écoles et universités for the fourth year in June 2012 (see 

inset on page 30). The Group supported two disability-related 

activities: an introduction to wheelchair basketball and an activity 

involving a blind long-jumper.

The Group also took part for the first time in the Pass pour 

l’emploi-Rencontres entreprises & handicap forum, the aim of 

which is to help disabled people fi nd a job. Those attending the 

forum were able to fi nd out about the Group's business areas 

and occupations, along with any vacancies that fi tted their profi le. 

As part of the Disability Week in mid-November 2012, Lagardère 

Ressources staff were invited to take part in a disability aware-

ness morning. Around 30 staff took part in recreational workshops 

led by disabled people, in which they were introduced to various 

activities, such as learning braille and a table football tournament 

for blind people. 

As in 2011, Lagardère Unlimited organised a half-day wheelchair 

basketball session for its French staff, to raise awareness about 

disabilities.

At Lagardère Active, the Disability Initiative continued its mentor-

ing and sponsoring efforts in association with various charities. 

Alongside the Lagardère group, it took part in the Challenge du 

monde des grandes écoles et universités (see inset on page 30) 

and arranged meetings with disabled students. Partnerships with 

universities (Sciences Po and IGS) and charities (Arpejeh, Tremplin) 

were maintained. 

In 2012, work to renovate and upgrade lifts was carried out at the 

Europa site in Levallois, to improve their operation, make them 

safer, and bring them into line with standards relating to disabled 

access.

The role of the Disability Initiative at Lagardère Active

1.  Integrate disabled persons (workers on 
permanent contracts, people on work-
study and work-experience programmes): 
in 2012, fi ve people were recruited on 
permanent, non-permanent and work-
study contracts and 25 work-experience 
staff  were taken on, taking the number 
of permanent, non-permanent and work-
study contracts awarded since 2007 to 42 

and the number of people taken on under 
work-experience programmes to 103. 
Take part in forums dedicated to recruiting 
disabled people.

2.  Raise employee awareness through 
targeted communication campaigns: 
in 2012, these included sign language 
courses, aural and visual disability 
workshops, the "Handi'Bulles" cartoon 

strip and "1 jour 1 métier" work experience 
initiatives with Agefi ph.

3.  Adopt initiatives to keep disabled people 
in work and make work premises more 
accessible. 

4.  Promote purchasing and the recruitment 
of employees from companies that 
employ disabled staff .
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Disabilities: 
raising employee awareness

In 2012, the Lagardère group's Human 

Resources Department appointed you to carry 

out a disability audit within its divisions. 

How did you fi nd the audit in personal terms?

The project was very appealing to me, because it 

fi ts with my personal convictions, but also because 

it enabled me to start my transition from being a 

high-level sportsman, which I still am, to the world of 

business. I had very constructive discussions with HR 

departments and various disabled employees. We 

met people who are highly concerned by disability 

issues and who want to create a simpler and fairer 

way for disabled people to fi nd work.

The audit's conclusions show that most 

companies fi nd it diffi cult to meet the targets 

set by French legislation, which require disabled 

people to make up 6% of the workforce. 

Why is this?

All companies in the public and private sectors, and 

the Lagardère group is no exception, are experiencing 

serious diffi culties in attaining this statutory target. 

There are various reasons for this. 

There is still a lack of knowledge about the various 

forms of disability, about ways to promote disabilities 

and about the diffi culties arising from integrating 

disabled employees into companies.

Disabled employees are very often underqualifi ed, 

since they have had little or no access to higher 

education, and this obviously makes things harder for 

employers.

Which proposals do you make in your report?

The priority was to carry out various staff 

awareness-raising initiatives. It was also apparent 

that HR staff and managers sometimes felt a lack of 

support in dealing with this issue. The Group could 

consider better ways to share best practice in order 

to guide, support and develop our relationships with 

the main institutions, for example by setting up a 

Group disability initiative. Of course, the initial focus 

concerns the direct employment of disabled people, 

for example through work placements, work-study 

programmes, assisted contracts and France's 

"jobs for the future" programme. We also want to 

increase use of the protected sector, such as through 

"support-through-work organisations" (ESATs) and 

socially-responsible purchasing, when buying various 

services. There is limited awareness of these services, 

which are therefore underused. 

more info at  www.lagardere.com

FOCUS 3

MICHAËL JEREMIASZ
Special adviser to the Group Human 
Resources Department 
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Lapker:
focus on employee health

In 2012, you took part in drawing up a kind of 

sustainable development charter for business 

leaders in Hungary.

As a committed member of the Hungarian Business 

Council for Sustainable Development (1), Lapker played 

an active role in drawing up these recommendations 

for business leaders in Hungary. The document 

defi nes a shared concept of sustainable development 

using seven themes including responsible 

management, environmental responsibility, ethics, 

human rights, and relations with stakeholders. Along 

with over 40 other business leaders, our CEO Péter 

Bosznay signed the document on behalf of Lapker, 

and the whole executive committee undertook to 

manage the company in this spirit.

In practical terms, what were your main 

initiatives in 2012?

In terms of workforce-related aspects, we continued 

our prevention efforts relating to health risks. 

We offered all our 560 staff a health check-up, and 

448 employees accepted the offer. This initiative 

has increased well-being in the company and reduced 

absenteeism. We also distributed the Lagardère 

group's new Code of Conduct within the company.

In environmental terms, we continued to reduce the 

greenhouse gas emissions of our vehicles through our 

journey streamlining software system, which has also 

yielded signifi cant cost savings. We also saved money 

by introducing recycling initiatives.

Do your employees feel involved in these 

projects? 

Our employees feel that they have a stake in our 

sustainable development initiatives and in the 

company's success. They want to develop their skills 

within the company and continue working here, even 

though we are facing tough market conditions. 

more info at  www.lapker.hu

FOCUS 4

(1) The Hungarian Business Council for Sustainable Development is a member of the World Business Council for Sustainable Development (WBCSD).

MARIANNA NAGY
Head of Human Resources, Lapker
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Collective agreements regarding the integration of disabled people

DIVISIONS % of employees covered by a current agreement

Lagardère Publishing 20%

Lagardère Active 39%

Lagardère Services 12%

Lagardère Unlimited 1%

 B  PROMOTING HARMONIOUS WORKING CONDITIONS

While adjustments to the Group's workforce must meet the opera-

tional needs of its various businesses and enable it to address the 

current socio-economic context, it is also important to establish 

working conditions that foster employee fulfi lment and motiva-

tion, and accordingly promote the Company's effi cient operation.

The Lagardère group seeks to offer staff compensation that com-

plies with laws and agreements, that is in the upper-mid segment 

of the market range, that rewards individual performance and that, 

as far as possible, is related to collective results.

The Group also seeks to:

 • encourage social-security coverage for its employees;

 • maintain health and safety at work;

 • encourage dialogue between management and labour. 

DIALOGUE BETWEEN MANAGEMENT AND LABOUR
Collective agreements refl ect the level of dialogue between man-

agement and labour. 651 of these agreements were in force within 

the Group at 31 December 2012, up 15% relative to end-2011.

In France, 121 new collective agreements were signed in 2012, 

as opposed to 100 in 2011, representing an increase of 21%. 

Negotiation requirements imposed by the French public authori-

ties become more stringent every year, particularly as regards the 

arduousness of work and professional equality.

In Europe, almost 30% of staff outside France are covered by an 

agreement for the integration of disabled employees.

• Percentage of staff covered by an agreement, by type and geographic area

GEOGRAPHIC AREAS

% 
of employees 
covered by an 
agreement on 
health, safety 
and working 
conditions

% 
of employees 
covered by an 
agreement on 
the integration 

of disabled 
workers

% 
of permanent 

employees 
covered by a 
remuneration 

agreement

% 
of permanent 

employees 
covered by a 
professional 

equality 
agreement

% 
of permanent 

employees 
covered by an 
agreement on 
working time

% 
of permanent 

employees 
covered by 
a training 

agreement

% 
of permanent 

employees 
covered by a 

social security 
agreement

Africa 0% 0% 0% 0% 0% 0% 0%

Asia-Pacifi c 51% 0% 53% 0% 51% 46% 52%

Continental America 59% 12% 59% 12% 12% 57% 12%

Europe excluding France 56% 30% 61% 39% 60% 25% 49%

France 78% 13% 88% 69% 97% 40% 73%

Total 65% 18% 71% 44% 68% 38% 54%

MAINTAINING HEALTH AND SAFETY AT WORK
The Group's activities are mainly in the tertiary sector, where health 

and safety issues are fairly limited. Entities with logistics and distri-

bution activities have a more pronounced safety culture.

However, in each of its divisions, the Lagardère group has a pol-

icy of reducing health and occupational risks through prevention 

and training.

At Lagardère Active, for example, HFA's press and cross-func-

tional departments worked with staff representative bodies to look 

at work-related stress, and carried out a staff survey on this theme. 

Regular prevention campaigns – relating to musculoskeletal risks, 

skin cancer, tobacco, alcohol etc. – take place across the various 

Levallois sites, and measures have been taken in the Radio and 

Television division to enhance work-life balance through better 

management of meeting schedules.

At group level, over 17,000 hours of health and safety training 

were organised in 2012, an increase of more than 27%, mainly 

within the Lagardère Services division (over 10,000 hours of train-

ing in 2012).

The proportion of employees covered by a health, safety and 

working conditions agreement is also fairly high at over 65% 

worldwide and 78% in France. More than 53% of Group entities 

have a body in charge of health and safety at work, while 74% 

carry out regular medical monitoring of their employees.
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• Collective agreements regarding health and safety

DIVISIONS % of employees covered by a current agreement

Lagardère Publishing 46%

Lagardère Active 72%

Lagardère Services 81%

Lagardère Unlimited 9%

• Rate of absenteeism caused by work accident or illness  (1) for permanent employees

DIVISION Illness Work accident

Lagardère Publishing 4.73 l 0.59 l

Lagardère Active 6.65 l 0.12 l

Lagardère Services 6.80 j 0.99 l

Lagardère Unlimited 4.75 j 0.42 j

Other Activities 3.27 l 0.00 l

Group (2012) 6.03 j 0.69 l

2011 5.80 j 0.79 j

2010 5.53 j 0.46 j

 (1)  The absenteeism rate is the total number of days of absence divided by the number of permanent staff on a full-time equivalent (FTE) basis.

2012 absenteeism figures show that the number of days of 

absence because of work accidents fell for the fi rst time in three 

years, by 12.6% relative to 2011.

This was particularly the case at Lagardère Publishing (-25%) - 

with the Maurepas and Longjumeau distribution and returns pro-

cessing centres showing a 20% decline - and Lagardère Services 

(-11.66%). 

The number of days lost to work accidents also fell in the 

Lagardère Active division and in Other Activities, which are much 

less exposed to these issues, whereas the fi gure for Lagardère 

Unlimited rose sharply, by 396 days.

The number of days lost to illness continued to rise in 2012, 

although the increase was lower than the 4% rise seen in 2011. 

The increase was most pronounced at Lagardère Unlimited and 

Lagardère Services.

• Work accidents (frequency and severity) (2) 

DIVISIONS Number of accidents Frequency rate Severity rate

Lagardère Publishing 135 •• 12.35 •• 0.34 ••

Lagardère Active 21 •• 3.48 •• 0.08 ••

Lagardère Services 317 •• 17.45 •• 0.56 ••

Lagardère Unlimited 8 •• 4.07 •• 0.23 ••
Total 481

 (2)  Accident frequency rate = number of lost-time work accidents x 1,000,000 / number of hours worked; 
injury severity rate = number of days lost x 1,000 / number of hours worked.

The Group's efforts over the last few years seem to be paying off, 

although there is still room for improvement.

The frequency and severity rates both fell at Lagardère Publishing, 

by 17% and 24% respectively.

The picture was more mixed at Lagardère Services. Although the 

injury severity rate fell for the fi rst time in three years, by 13% rel-

ative to 2011, the accident frequency rate rose, due in particular 

to an increase in work accidents in airports, which are especially 

exposed to risks.

The situation was positive in the two other divisions. Lagardère 

Active posted a fall in both indicators, although Lagardère 

Unlimited's injury severity rate increased because of two work 

accidents at Lagardère Paris Racing - including one accident while 

travelling - resulting in long absences.
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SHARING IN THE GROUP'S PERFORMANCE

INCENTIVE AND EMPLOYEE PROFIT-SHARING PLANS: 
SHARING IN COLLECTIVE PERFORMANCE
Allowing employees to share in the Group's performance is a prac-

tice encouraged in the Group.

This mainly translates into profi t-sharing plans, incentive plans and 

employee savings plans.

Each entity has freedom in terms of which mechanism to adopt, 

in order to ensure that it complies as closely as possible with local 

regulations, that it is appropriate given local issues, and that it is 

suitable given the particular characteristics of the business.

In 2012, incentive plans giving employees an interest in collec-

tive performance were in place across just under 36% of Group 

companies.

The proportion was over 42% in France.

EMPLOYEE SAVINGS PLANS: PROMOTING SAVINGS

•  Proportion of employees taking part in a savings plan

DIVISION Proportion of staff

Lagardère Publishing 42%

Lagardère Active 72%

Lagardère Services 31%

Lagardère Unlimited 52%

Other Activities 100%

Group 43%

Overall, 43% of Group staff benefi t from an employee savings 

plan. The fi gure for France is 40%.

 C  ENCOURAGING THE DEVELOPMENT OF SKILLS

In accordance with the principle of autonomy within each of the 

Group's divisions, measures to promote skills development and 

internal mobility are implemented within each entity. They illustrate 

Lagardère's commitment to investments that develop professional 

skills and individual employee responsibilities, and that foster ful-

fi lling career development through increased internal mobility.

The Group also strengthened its skills management system in 

2012 (see Focus 1). This included the HR department's move to 

bolster the team in charge of managing talent within the Group in 

the fourth quarter of 2012.

A talent management policy was drawn up and sent out to the 

divisions in late 2012. This policy, which is currently being rolled 

out, combines all relevant principles and procedures with the aim 

of identifying, developing, promoting and planning for the suc-

cession of Lagardère group employees identifi ed as particularly 

talented. The implementation of this policy includes the introduc-

tion of an annual talent management process within the Group in 

2013, and is being handled jointly by Group HR, management and 

divisional HR departments.

TRAINING, WORK PLACEMENTS AND APPRENTICESHIPS

2012 training data

In 2012, the total number of hours of training 
increased by 4.7% relative to 2011 to just 
under 230,000.

Total expenditure on training was 
€8,963,613, an increase of almost 7%.
The average cost per employee was stable at 
€417 in 2012 versus €410 in 2011.

The fi gure was €675 for France, as opposed 
to €680 in 2011.
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•  Breakdown of training hours by status 
and gender

Women once again accounted for most of the Group's training 

hours in 2012 (around 56%), refl ecting the gender balance of the 

workforce.

•  Breakdown of training hours by theme

Data relating to the breakdown of training hours by theme show 

once again the importance of business-line training, as the Group 

strives to meet the business needs of its divisions (see Focus 5).

Safety-related training increased, and there was a 60% rise in 

digital training. This confi rms the strategy adopted over the last 

three years, particularly within Lagardère Active and Lagardère 

Publishing (see Focus 14), which alone accounted for over 88% 

of total digital training hours.

The Group also undertakes to develop a true corporate culture in 

its managers and to transmit these values of creativity, indepen-

dence, daring and entrepreneurial spirit. In particular, these values 

are conveyed at the Group's internal university Media Campus, 

which is a training programme dedicated to Group managers.

Two programmes dedicated respectively to leadership and inte-

gration are implemented to develop the skills of Group manag-

ers. In 2012, over 200 people took part in one or the other of 

these programmes. In November 2012, the Club Media Campus, 

which consists of all those who have followed one of these train-

ing courses, organised a seminar on the theme of innovation and 

sustainable development. 

The Lagardère group and its subsidiaries have also developed a 

major exchange programme with schools and universities, includ-

ing agreements for work placements and work-study contracts.

Work-study contracts are particularly useful for both the Group 

and the young people concerned, since they enable participants 

to become familiar with the company over a fairly long period 

(1-2 years) while continuing their basic education. The Group had 

871 students on work-study programmes in 2012 (492 in 2011), 

mainly at Lagardère Services and Lagardère Publishing. In addi-

tion, 1,508 students did work placements in the Group's various 

divisions in 2012 (1,455 in 2011).

INTERNAL TRANSFERS
Together with training, helping staff to move within the Group is 

a way of developing their skills. Internal transfers accounted for 

16% of the Group's recruitment in 2012.

Arrangements for performance monitoring, promotion and inter-

nal career development are generally managed by each division, 

and involve each entity's management and HR staff. For example, 

annual appraisals and development meetings are gradually being 

introduced throughout the Group.

To help employees determine their career goals, the Group's 

intranet contains tools to help staff consider changing jobs. Also 

on the intranet, employees can view positions available, and can 

set up personalised alert messages informing them of current 

internal vacancies that meet their criteria.
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Female
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Other
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10%
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44%

divisions in 2012 (1,455 in 2011).

Challenge du monde 
des grandes écoles et universités

For the fourth consecutive year, the Lagardère group was a 
partner of the Challenge du monde des grandes écoles et 
universités, which took place on Saturday 2 June 2012 at the 
Stade Charlety in Paris.
The day consisted of sporting events (athletics and a football 
tournament), conferences, debates and opportunities to 
meet potential employers, and was attended by almost 5,000 
students and young graduates from 250 universities in France 
and abroad.
The Lagardère stand presented the Group's activities, 
occupations and career opportunities (work placements, work-
study programmes and jobs).
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OSCAR programme: 
improving the service provided 
by retail staff

In 2006, in France and abroad, you introduced 

the Oscar quality programme across all of Aelia's 

retail networks. What does the programme 

involve?

Oscar is an acronym of the French words for 

"be open", "smile", "think", "assist" and "thank". 

The programme promotes the sales behaviours 

and attitudes we want to see in our stores, where 

our staff act as ambassadors. It has two aims: to 

increase satisfaction levels among customers visiting 

our stores in order to boost sales performance, and 

to stand out from our rivals when submitting tenders 

by ensuring a high level of service for travellers. 

Human resources policies have been built around the 

programme in areas such as recruitment, training, 

management, performance assessment 

and promotion.

How important was Oscar in 2012?

In 2012, over 35,000 hours of training were provided 

across the Duty Free and LS travel retail networks 

by Aelia's training centre. All new recruits undertake 

a four-day training course, ensuring that they arrive 

in-store with the correct Oscar mentality, and receive 

specifi c in-store support for a two-week period.

How do you motivate and recognise quality 

in your workforce?

To improve service quality, it is very important to get 

staff involved and to recognise improvements in their 

performance.

In 2006, we created the Oscar challenge, an annual 

event that recognises the best stores and motivates 

all staff to pursue the common goal of service quality. 

Each store is assessed through fi ve visits by mystery 

shoppers, who fi ll in an Oscar questionnaire common 

to all outlets. At the end of each Oscar challenge, the 

best stores and employees receive awards. In 2013, 

60 salespeople and managers will spend four days 

in Malta.

In addition, we organise an annual "talent night" 

to say thank you to the sales people who best 

represent our values and those of the Oscar 

programme. In 2012, more than 250 salespeople 

were recognised in this way.

more info at  www.aelia.com

FABRICE BERBESSOU
Head of Human Resources, Aelia

FOCUS 5

2013 OSCAR 
CHALLENGE�
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2.2 DEVELOPING THE BUSINESS  
WHILE RESPECTING THE ENVIRONMENT

In 2012, the Lagardère group worked with its four divisions to 

improve environmental reporting. This work aimed to make the 

reporting of CSR data more reliable, and was also an opportu-

nity for the Group to redefi ne the issues it faces and its priorities. 

As a result, we are focusing more than ever on preserving natural 

resources, including the responsible management of the paper 

used in books and magazines, and improving energy effi ciency. 

Staff motivation is gradually increasing every year across all divi-

sions, and has become a key driver of performance and internal 

cohesion.

In addition, sustainable development is gradually becoming an 

integral component of the services offered by the Group.

For example, in the construction of the new Allianz Riviera sta-

dium in Nice, Lagardère Unlimited Stadium Solutions (LUSS) 

worked closely with Nice Eco Stadium, the consortium in charge 

of designing, building, operating and maintaining the stadium (see 

Focus 6).

 A  PRESERVING NATURAL RESOURCES, PARTICULARLY THOSE USED TO MAKE PAPER

Wood fi bre is necessary to make the paper used in book and mag-

azine production, and so wood is naturally the main raw material 

that the Lagardère group aims to protect. The Group has consis-

tently made responsible paper management a key priority. 

The paper cycle

Wood, a renewable raw material, is used 
to manufacture paper. Wood arrives at the 
pulp mill or paper mill either in solid form 
or as sawmill waste. It is then transformed 

into a pulp which is used to make rolls of 
paper. The rolls are then shipped to the 
printer to be made into books, magazines 
and newspapers. Once used, these products 

can begin a new life when they are collected 
and recycled and used as a raw material for 
the production of recycled paper pulp (see 
diagram below).
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of paper purchased 

in 2012
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Stadium Consulting:
sustainable development 
at the heart of the business

How does Lagardère Unlimited Stadium 

Solutions factor sustainable development into 

its activities?

Sustainable development - particularly its 

workforce-related, economic, environmental and 

image aspects - is becoming a key aspect of major 

sports stadium projects for local authorities, builders, 

architects, operators and users. Regulatory and 

political considerations give rise to performance 

requirements, certifi cation processes and strategic 

objectives, which we take into account with our 

clients across a stadium's whole lifecycle, from design 

through operation to decommissioning.

In practical terms, how is this sustainable 

development strategy realised?

The new stadium in Nice is a very good example. We 

got involved at the pre-design stage, setting out the 

main strategic guidelines and key elements, using an 

international benchmark based on best practice for 

sports stadiums. We also needed, and wanted, to 

comply with standards and obtain certifi cations. As 

a result, the Nice stadium makes maximum use of 

sustainable materials and natural energy:

• wood, used in the framework; 

•  water, through a design that recovers and 

distributes rainwater;

•  the sun, through optimised use of the transparent 

roof and the 16,000m² of photovoltaic panels;

•  the wind, through a "breathing wall" that ventilates 

the stadium. 

The operational phase of the stadium is also being 

managed in a sustainable way, for example as 

regards waste management and the selection of 

suppliers.

How does the Nice stadium foreshadow the 

sustainable city of tomorrow?

Quality of communal life was the cornerstone of 

our bid. This concept involves economic and social 

development while factoring in the local environment. 

With a local social integration and employment plan, 

a policy of supporting local residents, the promotion 

of low-impact transport methods and travel plans that 

minimise the impact of transport, accessibility for all, 

optimal safety for all participants and the stadium's 

location within an "éco quartier" environmental 

district, the aim was to make the Stade de Nice a 

global benchmark for sustainable development.

more info at  www.lu-stadiumsolutions.com

AYMERIC MAGNE
Director of Project Services,
Lagardère Unlimited Stadium Solutions

FOCUS 6
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This responsibility applies from the purchase of paper to the man-

agement of unsold copies, and includes all steps involved in man-

ufacturing books, newspapers and magazines.

Many partners and magazine publishers have taken action across 

the paper lifecycle as part of the project to put together an envi-

ronmental index led by the sustainable development committee 

of the French magazine publishers' union SEPM. 

Lagardère Active took part in developing this tool for 

assessing the environmental impact of magazines, which 

was officially launched in June 2012. In practical terms, 

the magazine environmental index features a web inter-

face that can be accessed by all publishers from the SEPM 

website. The site also contains educational materials, 

which provide information about the issues involved and best 

practice. 

 RESPONSIBLE SUPPLY MANAGEMENT

• Total weight of paper purchased

Lagardère Publishing and Lagardère Active's own paper pur-

chases – i.e. not counting paper supplied directly by printers – 

totalled 242,600 tonnes in 2012. The sharp fall in paper purchases 

in the last two years is due to the 2011 disposal of the International 

Magazine Publishing unit.

Increasing supplies of paper from certifi ed forests is the main goal 

pursued by both Lagardère Publishing and Lagardère Active.
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Environmental index:
reducing the environmental impact of 
magazines through better measurement

What were the aims of the SEPM's sustainable 

development committee when it started the 

magazine environmental index project?

The press industry is often questioned about the 

environmental impact of its manufacturing and 

distribution processes, particularly on forests but also 

on water (via paper mills) and the air. We want to give 

publishers a tool for measuring the environmental 

footprint of magazines, from wood fi bre to the 

magazine's end-of-life phase, after they have been 

read. The process started in 2009 with a simplifi ed 

magazine lifecycle analysis, in conjunction with Paris 

VII University. There followed a long period of work, 

with the involvement of paper producers, printers and 

publishers.

Another aim of the index was to show the progress 

being made, to show the advantages of magazines 

as a medium - due to their renewable raw materials, 

traceability and recyclability - and to get publishers 

involved in making improvements.

What is the current situation?

In June 2012, SEPM offi cially launched the 

environmental index with the fi nancial support of 

ADEME, and the project is open to all publishers. 

This is the fi rst project of its kind in the European 

media sector. The reliability of the index and the 

conscientious approach adopted in compiling it have 

impressed other countries, which want to adopt 

similar projects.

The index consists of around 60 indicators, organised 

into four categories measuring the effect of magazine 

publishing on natural resources, climate change 

and pollution, and assessing industry participants' 

environmental management.

A web interface managed by SEPM enables 

a publisher to fi ll in a questionnaire and obtain 

a snapshot of its magazine's environmental 

performance, as well as accessing educational 

materials showing how it can improve its score.

What are the benefi ts of this index 

for publishers?

It is a collective self-assessment tool that allows 

publishers to manage accurately their environmental 

impact, depending on their priorities. It is not 

designed to compare different magazines, but 

to enable publishers to gauge performance 

relative to the sector average and to initiate action 

plans to improve their practices and reduce their 

environmental impact. 

more info at  www.lapressemagazine.fr

PASCALE MARIE
Managing Director, SEPM

FOCUS 7
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•  % of fi bres contained in paper bought 
by Lagardère Publishing

At Lagardère Publishing, the percentage of fi bre  (1) with FSC or 

PEFC certifi cation and recycled fi bre in its own paper purchases 

has increased constantly in the last few years, from 65% in 2008 

to 67% in 2009, 70% in 2010 and 72.5% in 2011.

In 2012, the percentage of certifi ed plus recycled fi bres in own 

paper purchases reached 73%.

•  % of fi bres contained in paper bought 
by Lagardère Active

At Lagardère Active, the percentage of fi bre from certifi ed and uncontroversial 
sources is estimated (see section 3.2 Methodology and Scope).

In early 2010, Lagardère Active began the PEFC chain-of-custody 

certifi cation process. Since the end of 2011, 100% of paper pur-

chased by Lagardère Active for its magazines has been certifi ed 

as coming from sustainably managed forests, which guarantees 

that it contains at least 70% certifi ed fi bres and that the remain-

der of up to 30% comes from uncontroversial sources  (2). At the 

end of 2012, 99.8% of paper inventories were similarly certifi ed. 

 (1)  Wood fi bre from certifi ed sustainably managed forests, with traceability 
throughout the production chain.

 (2)  For Lagardère Active's method for estimating certifi ed fi bre levels, see section 
3.2 Methodology and Scope.

In early 2011, HFA, which publishes Lagardère Active magazines, 

obtained authorisation to display the PEFC logo in the credits or 

contents section of its magazines. At end-2012, around 20 maga-

zines were PEFC-certifi ed, and the certifi cation roll-out process is 

continuing for other magazines in 2013. 

Recycled paper is very well suited to the production of newsprint. 

The Journal du Dimanche is printed entirely on recycled paper. 

On the other hand, the supply of paper for magazines is still lim-

ited given the volumes required and the number of suppliers. As 

a result, Lagardère Active uses certifi ed paper for its magazines.

In 2011, Lagardère Active subsidiary Lagardère Publicité car-

ried out research into the origin of paper used for advertising 

inserts provided by its advertisers. Inserts produced by Lagardère 

Publicité are printed on recycled or PEFC certifi ed paper, and par-

ticular attention is paid to limit paper wastage in their produc-

tion. In 2012, according to fi gures from advertisers, almost 80% 

of the advertising inserts they supplied to Lagardère Publicité were 

printed on recycled or PEFC/FSC-certifi ed paper. This proportion 

was stable relative to 2011.

EFFICIENT MANAGEMENT OF BOOK AND MAGAZINE 
PRODUCTION
As part of their strategy to limit paper wastage, Lagardère Active 

and Lagardère Publishing have adopted a number of initiatives.

At Lagardère Active, improving wastage rates is a key factor 

in negotiations with printers for the Production and Purchasing 

Departments within the Magazine Publishing business. To limit the 

wastage rate as much as possible at the printing phase of each 

magazine print run, Magazine Publishing determines the optimal 

technical parameters and calculates the number of copies to print 

according to sales statistics. On the basis of these data, precise 

print-run instructions are given to the printer. This policy to limit 

paper wastage is primarily implemented through extensive print-

ing press control procedures and optimised machine calibration 

(inking, paper widths, unwrapping the paper reels on the unwind-

ers, etc.). 

At Lagardère Publicité, the production of advertising inserts for 

French magazines, which represents signifi cant volumes of paper 

(around 6,000 tonnes per year) is the focus of a great deal of atten-

tion. Between 2008 and 2010, the wastage rate for these items 

Fibres 
from uncontroversial sources

27%

Certified fibres

69%

Recycled fibres

4%

Recycled fibres

1%

Certified fibres

84%

Fibres from 
uncontroversial 

sources

15%

Certifi cation process

Aside from the purchasing of certifi ed paper, the principle of 
certifi cation in the magazine business consists of setting up monitoring 
procedures guaranteeing that from the supply of raw materials to 
binding, the wood used to produce the paper on which the magazine 
will be printed is indeed from forests with sustainable management 
certifi cation. This is made possible by the chain of custody which 
ensures the traceability of the wood at all stages of production 
(including administrative processes relating to documents), from forest 
operations to the fi nished magazine via all other stages including paper 
pulp, paper manufacturing, printing and binding.
To be certifi ed and obtain a specifi c certifi cation number, a publisher 
must undergo an audit carried out by an accredited independent body. 
The goal of this audit is to verify that all physical and administrative 
fl ows can be traced adequately throughout the chain of services, 
until the point at which the layout department affi  xes the logo to the 
magazine. The entire process is audited annually by an accredited 
independent organisation.
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halved, and in 2011 the modernisation of machines reduced the 

binder surplus rate (1) from 3% to 2%. This performance was main-

tained in 2012.

At Lagardère Publishing, as part of the policy for reducing the 

division's paper wastage rate, teams determine the best techni-

cal parameters and carry out detailed calculations of the amount 

of paper to be allocated to the printer.

Paper consumption and wastage rates are regularly monitored in 

France and abroad. This monitoring makes it possible to:

 • validate the choices of printers, printing techniques and paper 

(optimisation of reel width and paper size);

 • identify new technologies that could be used (rotating rapid-

calibration tools, automatic setting of ink devices);

 • inform editorial managers of the most economical formats to 

help them best meet the requirements of the market.

OPTIMISING FORMATS
Lagardère Active's ongoing monitoring of consumption and new 

technological options make it possible for its editorial managers 

to adjust formats in such a way as to help them best respond 

to the requirements of the market, while reducing the weight of 

paper consumed and transported. Since December 2012, weekly 

TV guide Télé7Jours has been produced in a smaller format.

In 2011 and 2012, Lagardère Publishing explored new 

approaches such as reducing page numbers, paper weight and 

paper size. In 2011, for example, Harlequin carried out an experi-

mental print run of 3m copies with a 10% reduction in the number 

of pages. This not only saved money but also reduced the books' 

 (1)  Paper lost during binding (process of combining inner pages and the cover by 
stitching or gluing).

carbon footprint. Similarly, compact-format school textbooks pro-

duced by educational publishers were well received by teachers 

– who play a big role in deciding which textbooks to buy – purchas-

ing teams and also pupils, who liked having lighter book bags.

DIGITAL MEDIA PROVIDE ANOTHER WAY 
OF REDUCING PAPER CONSUMPTION
Lagardère Active has used the resources of the Technologies 

Department to transform the main physical fl ows required in its 

business operations into digital fl ows, using electronic transfer and 

validation circuits. This helped the division to reduce the transpor-

tation of documents and physical media, streamline validation cir-

cuits and increase the effi ciency of these operations. Digitisation 

was adopted for fi nancial and purchasing applications, for press 

and multimedia editorial fl ows (electronic fl atplan, integration of 

digital pre-press), for advertising sales brokerage (digital transfer 

of advertising materials for press and audiovisual media, portal for 

adverts appearing in the press, electronic data interchange (EDI) 

standard) and for TV channels (tape-free sending of productions 

and advertisements).

In addition, ongoing efforts to improve subscription renewal poli-

cies, to adopt paperless customer relations and to increase online 

customer recruitment by upgrading the jemabonne.fr subscription 

website will also reduce paper volumes. 

Lagardère Publishing continued its move to digital in 2012, along 

with its work to compare the carbon footprints of paper and digi-

tal media.

PEFC and FSC

The PEFC standard (Programme for the 
Endorsement of Forest Certifi cation 
Schemes) is an international system 
defi ning rules for sustainable forest 
management according to each country's 
specifi c features. PEFC certifi cation 
involves a certain number of commitments 
guaranteeing forest upkeep and use in 
line with its three main functions: fi nancial 
(use), environmental (protection of 
biodiversity and wildlife) and social (safety 
for forest workers, training of staff , leisure 

activity, safety for hikers etc.). Certifi cation 
may be obtained at diff erent levels: for paper 
or the magazines, provided that the printer 
is also certifi ed. Printers wishing to obtain 
this label are audited by a third-party body 
which awards PEFC certifi cation according 
to traceability criteria for virgin fi bres in 
the paper chain of custody, from the forest 
operation to the printer.
The other main forest certifi cation 
is FSC (Forest Stewardship Council), 
which guarantees that the wood used to 

manufacture paper comes from responsibly 
managed forests. This means that the 
forests are used in a way that maintains 
their biological diversity, capacity for 
regeneration, vitality and current and future 
ability to meet relevant ecological, economic 
and social functions at local, national and 
global level. The FSC standard also aims to 
guarantee that production does not harm 
other ecosystems.

Paper wastage rates

Special attention is given to reducing paper 
wastage rates in the production of books 
and magazines. The wastage rate, which 
corresponds to the percentage of paper 
lost during the manufacturing process, 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. These losses, 
which are inevitable in the manufacturing 
process, correspond to the paper lost 
during the printing (including calibration, 
involving settings for ink and positioning) 
and binding (format adjustments, binding 

and assembly) of the books or magazines. 
Wastage rates vary greatly depending 
on the printing technology used (type of 
machine, colours) and the number of books 
or magazines produced (print run).
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EFFICIENT AND RESPONSIBLE MANAGEMENT 
OF UNSOLD COPIES
Lagardère Active places high importance on managing its unsold 

copies. Its Magazine Publishing division takes action upstream to 

reduce the rate of unsold copies by adjusting the number of cop-

ies of each title sent to retail outlets. Unsold copies are an inevi-

table part of newsstand sales, but to manage them as effectively 

as possible, the division regularly adjusts quantities printed and 

delivered through the specialised software used by the sales man-

agers of each title.

These actions have reduced unsold copy rates to levels well below 

the average national rate for around 10 years.

In 2012, the national average unsold copy rate for magazines was 

43%. During the same period Lagardère Active's unsold copy rate 

was 32.8%, or 10 points below the national average. 

In terms of how they are treated at the national level, on average 

86% of unsold copies generated by the French press distribu-

tion system for newsstand sales are recycled, and the remaining 

14% are also recovered by being returned to the publishers at 

their request. At Lagardère Active, the recycling rate is higher, with 

almost 94% of unsold magazines recycled and only 6% returned 

to publishers. Excluding magazines sold with covermounts, 97% 

are recycled and 3% returned to publishers.

• Comparison of unsold copy rates in France

Source: Presstalis survey, December 2012. The unsold copy rate for newsstand sales varies substantially between title categories and sub-categories. For 
example, the national unsold copy rates for January-December 2012 were: 
- 40.2% for news titles;
- 40.9% for women's magazines;
- 59.1% for the home category;
- 51.6% for the motor category; 
- 22% for TV magazines.

Print-on-demand technology

Printed-on-demand (POD) reduces 
greenhouse gas emissions arising from 
book production, storage and transportation, 
since only books that have been sold are 
printed. 
The Group has increased its use of this 
technology:
•  in France, where Hachette Livre had more 

than 4,500 POD titles available at end-
2012, and where several thousand titles 

are likely to be added to the catalogue in 
2013.
The Group has also made this technology 
available to an ambitious joint project 
between Hachette Livre and the 
Bibliothèque nationale de France (BNF) to 
sell, via a network of bookshops, an initial 
selection of almost 17,000 copyright-free 
books from the 200,000 digitised books in 
Gallica, the BNF's digital library;

•  in the USA, where Hachette Book Group 
had 1,784 POD titles available at the end 
of 2012, the average print run of which is 
46 copies. The catalogue is likely to grow 
in 2013;

•  in the United Kingdom, where Hachette UK 
was selling around 300 POD titles at end-
2012. This catalogue is also set to expand 
in 2013. 
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• Treatment of unsold copies at Lagardère Active

Waste management and the recovery and recycling of paid or 

free publications represent important economic, environmental 

and social issues. To address them, press trade organisations like 

the SEPM have agreed the text of an "voluntary commitment to 

raising awareness of sorting, collecting and recycling press paper" 

with France's ministry for the environment, sustainable develop-

ment and energy, France's ministry of culture and communication, 

and EcoFolio, the government-authorised environmental organisa-

tion for the graphic paper industry. The aim of this agreement is to 

defi ne ways for press publishers to help raise public awareness 

over a three-year period, by donating advertising space within 

publications for adverts dealing with the campaign's theme of 

encouraging waste sorting. The fi rst campaigns are set to start 

in 2013 after the agreement has been signed and implemented in 

the various press categories.

At Lagardère Publishing, the unsold copy rate for books was 

23.6% in 2012 in volume terms. Of these unsold books, 58.9% 

are pulped and recycled. Unsold copies that are not pulped are 

held in inventory.

•  Treatment of unsold copies 
at Lagardère Publishing

 B   PROMOTING ENERGY EFFICIENCY AND HELPING TO ADJUST TO CLIMATE CHANGE

 SAVING ENERGY AND OPTIMISING CONSUMPTION
As part of the work done in 2012 to improve environmental report-

ing, the Group adopted a procedure that will enable it to achieve 

year-on-year improvements in its indicators and expand their cov-

erage. There will also be improvements in the publication of data. 

In 2012, these improvement efforts started in France, covering 

185 companies (1) and 43% of the Lagardère group's workforce (2). 

French entities were able to use an environmental reporting pro-

 (1)  Source: fi nancial reporting.
 (2)  Source: workforce reporting.

tocol setting out calculation methods and the indicator reporting 

process (see section 3.2 Methodology and Scope).

The energy consumption fi gures set out below refer to energy used 

to produce goods and provide services in relation to the Group's 

activities in France, and to provide heat and lighting in the various 

premises and sites where Lagardère group staff work in France 

(offi ces, storage warehouses, retail outlets).

At Lagardère Active, electricity fi gures also include the consump-

tion of radio broadcast sites operated by the Group.
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to publishers
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• Group energy consumption in France in 2012    

DIVISION
Gas 

(kWh)
Fuel oil 
(litre)

Electricity 
(kWh)

District heating
 (kWh)

Lagardère Publishing 11,187,264 310,071 15,998,808 2,794,826

Lagardère Active 5,780,256 0 15,630,544 1,955,000

Lagardère Services 744,754 214,679 39,329,544 0

Lagardère Unlimited 6,655,652 500 2,939,857 1,730,287

Other Activities 2,392,141 3,957 3,598,965 410,400

Total 26,760,067 529,207 77,497,718 6,890,513

In an approach centred on the use of energy sources that emit 

low levels of CO2, the premises housing the Paris head offi ces 

of Lagardère Publishing are heated by Compagnie parisienne de 

chauffage urbain (CPCU - Paris district heating company), which 

uses the following combination of energy sources: 72% of the 

energy supplied is produced using natural gas and gas-based 

combined heat and power units (29%) and energy recovered from 

household waste (43%), while the remaining 28% comes from coal 

(20%) and fuel oil with a very low sulphur content.

The same applies to the Lagardère group's head offi ce which, 

for the past several years, has chosen this same energy mix to 

heat one of its two sites (both located in Paris), and to Lagardère 

Unlimited, since one of Lagardère Paris Racing's two sites also 

uses district heating.

Lagardère Active's Europa building in Levallois is heated by 

Levallois énergie maintenance (LEM), which uses a system simi-

lar to that used in Paris.

In addition, as part of upgrade work on the Folies Bergère, 

Lagardère Unlimited Live Entertainment has carried out thermal 

insulation work to reduce heat loss (see Focus 10).

At Lagardère Services, the construction of the new Aelia ware-

house, which is currently undergoing the BREEAM certifi cation 

process, has involved various measures to limit energy consump-

tion (see Focus 9).

GREENHOUSE GAS EMISSIONS AND MEASURES 
TO REDUCE THEM

EMISSIONS ARISING FROM ENERGY CONSUMPTION
As regards the method of calculating emissions and converting 

them into CO2 equivalent, emission factors are taken from the 

Base Carbone, which is a French national public database con-

taining a set of emission factors and source data. The emission 

factors used cover all upstream emissions. In other words, the 

Group uses "upstream and combustion" emission factors.

Greenhouse gas emission fi gures in the table below refer only to 

the energy consumption referred to above.

Emissions are specifi ed for each type of energy consumed (gas, 

fuel oil, electricity, district heating) then combined by scope, i.e. 

by emissions category.

Scope 1 refers to direct emissions of greenhouse gases, including 

direct emissions from fi xed combustion sources (gas and fuel oil). 

Scope 2 refers to indirect emissions related to energy purchases, 

including electricity and district heating.

• Group energy consumption in France in 2012 (in tonnes of CO2 equivalent)

Scope 1 Scope 2
Total 

Scope 1 
+ Scope 2DIVISION Gas Fuel oil Total Electricity

District 
heating Total

Lagardère Publishing 2,618 992 3,610 1,152 542 1,694 5,304

Lagardère Active 1,353 0 1,353 1,125 508 1,634 2,986

Lagardère Services 174 687 861 2,832 0 2,832 3,693

Lagardère Unlimited 1,557 2 1,559 212 336 547 2,106

Other Activities 560 13 572 259 80 339 912

Total 6,262 1,693 7,955 5,580 1,466 7,046 15,001

CARBON AUDITS RELATING TO DIVISIONS' ACTIVITIES 
At Lagardère Publishing, Hachette Livre carried out its second 

carbon audit of its French-speaking operations in late 2012. The 

result should be available in 2013.

In accordance with the plan of action adopted following its fi rst 

carbon audit, two new measures were adopted in 2012, with direct 

staff involvement:

 • The fi rst involves the technical department including a CO2 

emissions fi gure on each quote, alongside the price, enabling 

publishers to include this new criterion in their decision-making;

 • The second involves placing stickers on books showing the 

origin of the paper (certifi ed or recycled) and the book's indi-

vidual carbon footprint arising from its production and initial 

transportation. 

The plan has now been completed with links to a website (for 

each Hachette publisher) setting out Hachette's overall sustain-

able development approach, so that consumers can obtain the 

most comprehensive information (see Focus 8).

At Lagardère Services, Relay France carried out its fi rst carbon 

audit in 2011 in conjunction with Veritas and has published the 

results on its relay.fr website.

At Lagardère Active, in accordance with article 75 of the Grenelle 

act of 12 July 2010, Hachette Filipacchi Associés has sent its 

greenhouse gas emissions report to the Prefect for the Paris 
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Hachette-durable.com:
explaining a book's environmental 
impact to readers

more info at www.hachette-durable.com

RONALD BLUNDEN
Senior Vice-President, Corporate 
Communications and Sustainable Development, 
Lagardère Publishing 

FOCUS 8

In early 2012, you introduced individual 

per-copy carbon audits, along with a system 

of two logos for "recycled fi bre" and "certifi ed 

fi bre". At the end of the year, you created a 

website dealing with the environmental impact 

of books (Hachette-durable.com) and versions 

for other publishers (e.g. Grasset-durable.com 

and Larousse-durable.com). How do these two 

initiatives fi t together?

Once we were able to carry out a carbon audit for 

each copy of the books we produce, it seemed 

sensible to give this information to consumers. 

However, this is a complicated subject, and the 

fi gures may appear abstract if consumers have 

nothing to compare them to. This is why, alongside 

the logo, we display the address of a publisher 

website that answers any question that a consumer 

might have about the carbon audit and, in general, 

about the book's environmental impact. There is even 

a calculator that allows you to enter the number of 

grams of carbon emissions resulting from the book 

you have just bought, and tells you the equivalent 

in terms of kilometres travelled in a car or train, 

hours of TV etc.

Are e-books covered by the websites?

Yes, and it is clear that printed books remain the 

most environmentally friendly medium, because of 

the carbon that they store. The energy required to 

operate and cool the millions of servers that power 

the Internet around the world is enormous, not to 

mention the power needed to recharge your tablet 

every night and the energy and non-renewable 

materials consumed in making it. There may be 

some excellent reasons to choose e-books, but the 

environment is not one of them.

Are you pleased with the number of people 

visiting the websites?

We have gone from a few dozen visits per week 

to over a hundred, which is still low. We are having 

problems with search engine listings. When you type 

"book" and "environment" into a search engine, you 

always get links to books about the environment. I'm 

told that the solution involves buying keywords, and 

I'm planning to make this investment in 2013.

Hachette-durable.com:
explaining a book's environmental 
impact to readers

more info at www.hachette-durable.com

RONALD BLUNDEN
Senior Vice-President, Corporate 
Communications and Sustainable Development, 
Lagardère Publishing 
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initiatives fi t together?

Once we were able to carry out a carbon audit for 

each copy of the books we produce, it seemed 

sensible to give this information to consumers. 

However, this is a complicated subject, and the 

fi gures may appear abstract if consumers have 

nothing to compare them to. This is why, alongside 

the logo, we display the address of a publisher 

website that answers any question that a consumer 

might have about the carbon audit and, in general, 

about the book's environmental impact. There is even 

a calculator that allows you to enter the number of 

grams of carbon emissions resulting from the book 

you have just bought, and tells you the equivalent 

in terms of kilometres travelled in a car or train, 

hours of TV etc.

Are e-books covered by the websites?

Yes, and it is clear that printed books remain the 

most environmentally friendly medium, because of 

the carbon that they store. The energy required to 

operate and cool the millions of servers that power 

the Internet around the world is enormous, not to 

mention the power needed to recharge your tablet 

every night and the energy and non-renewable 

materials consumed in making it. There may be 

some excellent reasons to choose e-books, but the 

environment is not one of them.

Are you pleased with the number of people 

visiting the websites?

We have gone from a few dozen visits per week 

to over a hundred, which is still low. We are having 

problems with search engine listings. When you type 

"book" and "environment" into a search engine, you 

always get links to books about the environment. I'm 

told that the solution involves buying keywords, and 

I'm planning to make this investment in 2013.



42

C H A P T E R  2CHAPTER 1

18  06 17

Aelia's
environmentally friendly warehouse

more info at www.aelia.com

SOPHIE BOASSON
Supply chain manager, Aelia

FOCUS 9

Aelia's new central warehouse is exemplary in 

terms of environmental protection. Was this an 

important issue for you?  

Yes, from the outset Aelia wanted to take an 

environmentally responsible approach to the design, 

construction and operation of this warehouse, 

which opened on 12 December 2012 close to 

Paris-Charles-de-Gaulle airport. It was important to 

make practical decisions to promote a responsible 

relationship with the environment, primarily in terms of 

energy effi ciency, but also in many other areas.

What were the main measures you took? 

•  We reduced energy consumption by relying heavily 

on natural lighting within the building, through 

our choice of insulating materials (low-density 

rockwool), the installation of centralised technical 

management, high-output low-consumption 

external lighting, and a thermographic study when 

the site came into service to detect any insulation 

defects;

•  We installed solar panels, and the building recovers 

rainwater for use in the hot water system for offi ces 

and common areas. We also used recyclable 

materials like wood;

•  We appointed an acoustics specialist to defi ne and 

limit the site's noise problems, and also to improve 

working conditions within the building;

•  The site has waste sorting facilities;

•  Electric vehicles are used to make deliveries to the 

airport;

•  A low-environmental-impact project charter was 

produced.

This new warehouse will have BREEAM 

certifi cation. What does this mean for you? 

Obtaining certifi cation for the building – HQE, 

BREEAM or LEED – was not an objective in itself. 

However, as we made our decisions, we realised 

that Aelia should obtain recognition for its efforts. It 

quickly became clear that it would be more effi cient 

for the Group to comply with a recognised standard, 

and then publicise this effectively. As a result, Aelia 

decided to obtain BREEAM certifi cation for its site(1). 

The certifi cation process is now in its fi nal phase, and 

Aelia is expecting to receive BREEAM certifi cation 

within three to six months.

(1) BREEAM (Building Research Establishment Environmental Assesment Method), created in 1990.
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Folies Bergère:
improved sound and heat insulation

Upgrade work on the Folies Bergère has 

included sound insulation measures. Do its 

shows cause noise problems? 

In the second half of the 19th century, the building was 

a bed linen shop. It was converted over the years 

into an entertainment venue. So in terms of sound, it 

was not originally designed for entertainment use. In 

addition, it is surrounded by residential buildings. This 

means that some shows can cause noise problems. 

What steps have you taken to resolve 

the problem? 

Based on the feedback we got and identifi ed sources 

of sound leakage, we focused on reducing sound 

travelling through the air. This involved work on the 

roof and in all passageways (corridors, doors etc.).

We will be able to measure the improvement, since 

before the work started we appointed an acoustics 

expert to measure sound levels in the theatre, in 

the surrounding streets and in some neighbouring 

buildings. 

Aside from this sound insulation work, how did 

you deal with energy consumption? 

The renovation work focused mainly on the roof and 

on cleaning the building's façade.

The roof has been totally replaced, and is now made 

of zinc, as it was originally. Insulation work addressed 

both thermal and sound requirements, with 50cm 

of a special insulating material being applied. Air 

conditioning work involved renewing fresh air inlets 

and replacing the heating/cooling system. The historic 

main façade has been restored, and is now identical 

to how it was in the 1920s. The choice of coating and 

the use of gold leaf on the frescos bring the 1920s to 

life, as well as improving thermal performance. Double 

glazing has been installed on the other façades, along 

with new shutters. All surface coatings have been 

replaced.

Some of the electrical and plumbing systems have 

been replaced, and presence detectors have been 

installed to reduce power consumption.

After the building has been in operation for a few 

months, we will be able to show the improvement by 

comparing consumption fi gures.

more info at www.lagardere-unlimited.com

FRANCK PEYRE
Deputy Director of 
the Group Real Estate Department

FOCUS 10
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region. The law requires this report to be made available to the 

public, and so it will be published on the website of the Prefecture 

for the Paris region.

The report sent to the Prefect only related to HFA. However, 

Lagardère Active's second carbon audit - carried out in 2011 with 

Carbone 4 - covered all of Lagardère Active (France and interna-

tional) and all of its media (press, radio, TV and digital). The audit 

was broken down by managerial responsibility, to make it easier 

to collate results.

Lagardère Active's Atlantique Productions unit, which is a sub-

sidiary of Lagardère Entertainment, innovated in 2012 with the 

fi rst international TV series involving a carbon-neutral shoot: the 

Jo police series starring Jean Reno was produced in accordance 

with Ecoprod recommendations for reducing CO2 emissions. As a 

result of these efforts, the carbon audit for the eight-episode series 

showed an emissions fi gure of only 580 tonnes of CO2 equivalent. 

Atlantique Productions decided to offset all of these emissions 

by buying Gold Standard carbon credits, which are generated 

according to rigorous methods by projects proposed by Ecoact 

and selected by Ecoprod (see Focus 11).

STREAMLINING TRANSPORT
Lagardère Active makes ongoing efforts to streamline transport 

within its production process, by bringing the sites of paper man-

ufacturers, printers, binders and distributors closer together and 

focusing on modes of transport that emit the least CO2 (trains and 

boats where possible).

In 2012, Lagardère Active and one of its paper suppliers adopted 

an initiative to promote multimodal transport (using trains and 

trucks rather than just trucks). The aim was to limit CO2 emis-

sions from transporting paper between the production site outside 

France and the printing site. The new solution will be implemented 

in 2013.

Other initiatives at Lagardère Active included:

 • Environmentally friendly driving training for nine technicians in 

the Group's French radio and television business outside Paris;

 • Purchases of low-emission vehicles when replacing the vehicles 

used by Lagardère Active staff;

 • Plans to introduce of small electric or zero-emission vehicles 

into the Europe 1 fl eet.

Lagardère Publishing entrusts the distribution of its books to 

transport companies that can plan the most effi cient and shortest 

routes in accordance with the constraints imposed by customers.

Within Lagardère Services, the four European distribution subsid-

iaries (AMP, SGEL, Lapker and Naville) carry out intensive logistics 

activities and their vehicles cover several dozen million kilometres 

per year to carry print media from printers to their very extensive 

point-of-sale networks. Most of this distance is covered by vans. 

For LS Distribution, transport is a major issue and there are several 

ways of streamlining it, including calculating more effi cient routes, 

reducing fuel consumption through environmentally friendly driving 

and adopting green vehicles. LS Distribution regularly optimises its 

routes in order to reduce distance travelled. In Switzerland, Naville 

Press calculates that the environmentally friendly driving training 

provided to its drivers in 2011 is saving 13,000 litres of fuel per 

year. In Belgium, AMP has adopted small vans and company cars 

that use green energy, while in Spain, SGEL uses EURO 4-certi-

fi ed small vans for press distribution in Madrid.

 C   FOSTERING EMPLOYEE COMMITMENT TO ENVIRONMENTAL ISSUES

 EMPLOYEE TRAINING AND AWARENESS-RAISING 
INITIATIVES
Each division also manages its own training and awareness-rais-

ing efforts as regards environmental protection. For several years, 

each division has organised various seminars, e-learning sessions, 

workshops and forums allowing staff to learn about environmen-

tal issues related to their work, along with the tools and initiatives 

that have been adopted to address them.

When carrying out its second greenhouse gas emissions audit, 

Lagardère Active organised e-learning sessions relating to cli-

mate change and carbon audits for all of its employees in 2011. 

In 2012, the sustainable development department organised its 

second sustainable development forum to raise awareness among 

employees about environmental issues, but also workforce-related 

and social matters (see below). 

At Lagardère Unlimited, when LPRR's Croix Catelan site was 

renewing its ISO 14001 certifi cation in 2012, it organised breakfast 

sessions to raise awareness about the Environmental Management 

System (EMS) applicable to all employees (see Focus 12).

At Lagardère Publishing, as part of a fi ve-year plan to limit green-

house gas emissions arising from Hachette Livre's activities, the 

sustainable development steering committee has adopted a 

Hachette Livre-specifi c training and information programme for 

executive managers, lasting for four half-days. These four training 

sessions deal with sustainable development techniques and were 

attended by around 100 Hachette Livre staff with a variety of roles. 

In November 2012, the committee also organised an informa-

tion session for managers, and particularly for carbon audit con-

tributors, regarding the recalculation and analysis of information 

required to carry out the new audit. These sessions attracted 

around 50 participants from all Hachette Livre departments.

At Hachette UK, new recruits attend training sessions including 

information about sustainable development practices, and particu-

larly FSC (Forest Stewardship Council) accreditation.

In 2012, production departments received training in the new Book 

Carbon Footprinting Tool. Warehouse staff attend training ses-

sions and all Hachette UK staff are required to take sustainable 

development tests.

At Lagardère Services - where environmental excellence affects 

performance, particularly when submitting tenders to concession 

grantors - raising employee awareness is also vital. Sustainable 

development is a recurrent theme of the division's annual Hermès 

seminars. Within some subsidiaries, such as LS travel retail North 

America, "Greenteams" carry out various social and environmen-

tal projects. 

In August 2012, the Relay stores in Hong Kong airport won a Gold 

Award for their commitment to sustainable development as part 

of a competition jointly organised by Hong Kong airport, Hong 

Kong's environmental protection department and Green Power. 

This award recognises initiatives in areas such as waste reduc-

tion, recycling, education and support for charities (see Focus 13).
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Jo:
an environmentally responsible shoot

FOCUS 11

more info at www.atlantique-productions.fr and www.ecoprod.com

ANDRÉ BOUVARD
Executive Producer, 
Atlantique Productions

What prompted you to develop environmentally 

responsible fi lming practices?

Personally, I have always been interested in 

environmental matters. Both in my personal life and 

at work, I try to adopt practices that reduce my 

environmental footprint.

So when Klaus Zimmermann, managing director of 

Atlantique Productions, asked to apply the principles 

developed by Ecoprod (1) to the fi lming of Jo, I was 

naturally in favour.

What did this involve in practical terms during 

the shoot?

A shoot is a short-lived enterprise that involves 

travelling, consumes energy and generates waste. In 

all these areas, it is possible to adopt impact-reducing 

solutions, both in terms of energy and cost. You 

need to anticipate requirements and work closely 

with suppliers, local authorities and of course the 

production team.

For example, when shooting Jo, the English actors 

travelled by Eurostar, and we used fairground-style 

electrical connections where possible instead of 

generators. This reduced CO2 emissions and also 

reduced noise and odour pollution. Selective waste 

collection was organised in conjunction with the City 

of Paris. We also used the Outlookmovie application, 

which digitises shoot-related documents and avoids 

the consumption of large amounts of paper.

As a result of these methods, the carbon audit 

emissions fi gure for the 8 episodes, calculated 

with Ecoprod's Carbon’Clap tool, was reduced to 

72 tonnes of CO2 equivalent per episode, which is low 

for a production of this type.

What does a carbon-neutral production mean?

It means that the CO2 emissions from the shoot, after 

reduction measures, are offset by buying "carbon 

credits" from Ecoact, an organisation selected by 

Ecoprod for the conscientious and rigorous nature of 

its projects. 

(1)   Ecoprod is a collective organisation comprising ADEME, Audiens, the Paris region fi lm commission, France Télévisions, TF1, 

DIRECCTE Île-de-France, the Provence-Alpes-Côte d'Azur region, Pôle Media Grand Paris and CNC.
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The La Croix Catelan site: 
all staff committed 
to environmental protection

Why did you hold these EMS* awareness-raising 

sessions for your employees?

We wanted every employee to be aware of the 

various environmental issues involved in the La Croix 

Catelan site's activities: waste recycling, water, gas, 

electricity and hazardous products. At the same 

time, we wanted to bring together staff with different 

roles and invite them to discuss how to act in an 

environmentally friendly way in their personal and 

professional lives.

How did these sessions go?

We invited staff to recreational awareness-raising 

sessions in the form of breakfast meetings, entitled 

"What type of environmentalist are you?". 

We formed teams, being careful to combine people 

from different departments and to create a balance of 

skills in terms of language ability, reading, writing and 

so forth. 

Each team had four or fi ve members, consisting of 

staff including gardeners, lifeguards, maintenance 

staff, receptionists, painters and inspectors, and they 

fi lled in an environment quiz. What kind of waste can 

you put in yellow dustbins? How do you recycle green 

waste? Why do we need to limit water consumption? 

While eating an organic breakfast, the teams 

considered the various themes that arose. Lively 

discussions then took place when the answers were 

revealed and the results announced.

What are your conclusions after these fi rst 

sessions, and how do you plan to take the 

initiative further?

It was an effective way of sharing knowledge 

and skills, and a lot of fun for those taking part. It 

strengthened social links between our staff and 

heightened their environmental awareness. We 

want to continue down this road by developing an 

appealing method for raising awareness of more 

specifi c and in-depth subjects. These initial sessions 

aroused our staff's curiosity.

The next step is to involve the La Croix Catelan 

members in our environmental protection efforts: 

raising awareness among children using illustrated 

media, raising awareness among people of all ages 

about recycling and actions that will most effectively 

preserve the beauty of this special site.

FOCUS 12

PASCALE ADONER
Head of Operations 
and Development, LPRR

more info at www.lagardereparisracing.com

(*) EMS = Environmental Management System.
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What do the Hong Kong International Airport's 

Gold Awards involve?

The aim of these awards is to recognise the 

restaurants and stores that have shown a 

commitment to a set of environmental measures and 

initiatives. It is the fi rst competition of this type in an 

airport in the Asia-Pacifi c region.

For more than 10 years now, Hong Kong airport has 

been one of the world's 10 largest airports in terms 

of passenger fl ows. It is regarded as a benchmark 

in terms of the standards it requires and its ability to 

innovate.

Why did Hong Kong airport give you an award? 

What does this mean for you?

We approached the competition in a pragmatic way. 

We looked at our entire value chain to fi nd ways in 

which our stores could reduce consumption and 

their production of waste, and we focused on these 

areas. The aim was to reduce, reallocate, recycle and 

educate, and we were able to seize opportunities, 

implementing common-sense ideas and applying our 

culture of innovation to these efforts, which include 

social initiatives. The award recognises the relevance 

and pragmatism of our approach. 

This project has made our team stronger, and we 

are all aware that our success was the result of 

teamwork. 

What are the next steps for you?

Coming up with ideas is not a problem; the challenge 

lies in implementing simple initiatives. We will continue 

our environmental approach in Hong Kong, and try to 

apply it in other countries in the region. We are hoping 

to set the standard in this area.

We are thinking about the best way to involve all 

our staff, and all of our customers, across all of our 

outlets in Asia. We are also looking at working more 

closely with Lagardère Services' other subsidiaries in 

terms of sharing environmental best practice. 

FOCUS 13

GRANT FLEMING
Head of Operations and Marketing in Asia, 
LS travel retail ASPAC

more info at www.lsaspac.com

Gold Awards:
Lagardère Services recognised 
in Hong Kong airport
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RECYCLING INITIATIVES
In early 2011, Lagardère Active introduced a recycling system 

across its main sites in the Paris region. In 2012, the division 

sorted and processed - either through recycling or incineration - 

344 tonnes of waste (cardboard, paper, WEEE, furniture etc.) out 

of 646 tonnes of non-food waste collected. The amount of waste 

sorted equalled 53% of the total tonnage collected. Energy was 

also recovered from the remaining waste, via incineration. The 

average amount of waste per person was 14kg.

Within Lagardère Services, Relay France is limiting waste produc-

tion as far as possible:

 • it carries out recycling at its head offi ce;

 • the Garonor warehouses uses recycled boxes;

 • Relay cashiers are instructed to hand out bags only when 

requested by customers.

At Lagardère Unlimited, the Croix Catelan site - whose ISO 14001 

certifi cation was renewed in 2012 - is required to sort waste into 

green waste, hazardous waste, ordinary industrial waste (OIW) and 

WEEE, and has it collected by various organisations. In 2012, the 

volume of waste collected at the Croix Catelan site broke down 

as follows:

 • 345 m3 of OIW (ordinary industrial waste);

 • 810kg of WEEE (waste electrical and electronic equipment);

 • 3.4 tonnes of hazardous waste;

 • 240 m3 of green waste.

2.3 PROMOTING ACCESS TO INFORMATION AND KNOWLEDGE
The Lagardère group has responsibilities both as a listed company, 

with the resulting transparency obligations, and as a company 

dealing with standard environmental and workforce-related issues. 

In addition, because of the nature of its media activities, it has 

social responsibilities that are becoming steadily more important.

The Group plays an integral part in society as it changes and pro-

gresses, and particularly within the fi elds of culture, knowledge, 

information, entertainment, sport and travel. It has close relation-

ships with multiple stakeholders, which have particular expecta-

tions of it in terms of its responsibilities. The Lagardère group's 

growing involvement in digital technologies creates a number of 

challenges for all Group divisions, requiring it to devise new busi-

ness models and rethink its activities (see Focus 14), and to man-

age new relationships with their audiences.

Some of the most pressing social challenges for the Lagardère 

group relate to supporting creativity in all its forms, ensuring the 

longevity of the written word across all media, respecting intellec-

tual property, supporting cultural diversity, combating piracy and 

protecting personal data, supporting young talent in the fi elds of 

sport and culture, and helping Internet users understand the new 

digital world.

 A   DEFENDING INFORMATION PLURALISM AND ENSURING CONTENT DIVERSITY

Lagardère Services, which operates an international network 

of more than 4,000 stores, distributes and sells newspapers and 

magazines in over 20 countries.

Lagardère Publishing's mission is to publish, sell and distrib-

ute innovative high-quality works (books and e-books) that meet 

reader expectations in terms of knowledge, information, culture 

and entertainment. The autonomy and independence of publish-

ing houses at Lagardère Publishing and Lagardère Active contrib-

ute to the extensive range of editorial content produced by these 

two divisions.

Lagardère Active, as a global media player committed to meet-

ing the expectations of its audiences, is committed to producing 

varied content (political, historical, sports-related, environment, 

social etc.) through various modes of production, distribution and 

consumption (magazines, newspapers, websites, radio stations, 

television networks, production companies, mobile devices and 

tablet computers). In this way, it promotes access to culture, infor-

mation and a diverse range of opinions and ideas.

With the acquisition of BilletReduc.com in 2012, Lagardère Active 

now has a company whose aim is to make shows such as plays, 

concerts and sports events more accessible to the public, in Paris 

and in large provincial cities. BilletReduc.com enables the public 

to see which shows are on in their city and book seats at reduced 

prices, thereby helping to make culture more easily accessible.

Diversity, as discussed above in the workforce-related sec-

tion, is the theme of one of the transformation projects initiated 

by Lagardère Active in 2012. To promote diversity, Lagardère 

Entertainment, which houses all of Lagardère Active's produc-

tion companies, has formed a partnership with École Miroir (see 

Focus 15).

VIGILANCE WITH RESPECT TO ADVERTISING
Like all sector participants, Lagardère Publicité supports the 

Advertisers' Commitment Charter, which is aimed at achieving 

more responsible communications. It monitors the content of 

advertising messages, and condemns practices such as "green-

washing". Lagardère Publicité also follows the recommendations 

of the ARPP (Autorité de régulation professionnelle de la public-

ité, formerly BVP) and regularly submits the content of advertis-

ing messages for prior verifi cation to ensure that the messages 

comply with the standards. As an advertising sales brokerage, 

Lagardère Publicité provides advice to agencies and advertisers 

to ensure that their advertising messages comply with the ARPP's 

recommendations.

In general, Lagardère Publicité has self-regulation procedures con-

cerning the advertisements it sells. It ensures compliance with 

advertising regulations with the support of Lagardère Active's 

Legal Department. The Legal Department answers any specifi c 

questions operational staff may have about the content of adver-

tising messages broadcast on all media (television, radio, maga-

zines and the Internet).

In 2012, Lagardère Publicité also signed the IAB (Interactive 

Advertising Bureau) Europe framework for online behavioural 

advertising, to increase protection of Internet users' personal data 

(see Focus 17).
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Digital technology: 
a revolution for all activities

FOCUS 14

ALEXIS RÉROLLE
Head of Human Resources, 
Lagardère Publishing

more info at www.hachette.com

How is digital technology affecting the publishing 

industry? 

Digital technology can be seen in the reading media 

themselves: tablets and e-book readers mean that 

we now produce e-books and related applications. 

Technology also affects distribution (selling physical 

books online, distributing digital books through 

downloads) and promotion, particularly via social 

networks. It affects a number of activities, including 

publishing, marketing, sales, legal, manufacturing and 

design. Digital technology has also led to the creation 

of new jobs, including those of community manager 

and digital distributor. 

What types of digital training did you deliver 

in 2012? 

In France, almost 1,500 staff received training in 

2012, including 1,000 from the publishing side. 

Around 30% of this training concerned digital 

technology. Training in the various aspects of 

the digital revolution was very similar in our other 

main markets, such as the USA, United Kingdom 

and Spain. The training is very diverse, including 

multimedia design, 

Indesign, e-publishing, 

interactive projects and 

digital rights. Sessions 

are aimed at all job 

types, i.e. publishers, 

manufacturers, 

marketing staff, project 

leaders, distribution staff 

and lawyers.

As well as these training sessions, which are 

sometimes very technical, you have also raised 

awareness of the main digital issues among your 

managers by launching a digital forum. Are you 

satisfi ed with the fi rst sessions of this forum? 

The idea of this forum, which is held every two 

months with the Digital Department, is to enable 

staff and managers from the Hachette Livre group 

who are directly involved in the digital creation and 

promotion of our works to listen to people from 

outside the Group, both experts in digital matters and 

economic participants who are very much concerned 

by these matters. The aim is to gain perspective and 

feedback about how digital technology is used, and 

use the resulting experience and analysis to identify 

opportunities for innovation and editorial creativity.
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CHILD PROTECTION
The Group's broadcasters ensure compliance with legislation and 

regulations in force, and with conventions signed with the French 

broadcasting authority (Conseil supérieur de l'audiovisuel - CSA). 

The Group's television channels are rigorous in applying the provi-

sions of the CSA concerning the protection of minors.

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.

Considering the age of their audiences, the Group's children's net-

works are particularly attentive to ethics in journalism and mea-

sures to protect children. All of the programmes pre-purchased 

and co-produced for Lagardère Active's children's networks are 

closely monitored by the division's senior management and staff. 

This work is carried out upstream, for example when characters, 

scripts, dialogue and graphics are selected.

At Gulli, all programmes are previewed by the Acquisitions 

Department's teams. There is also a viewing committee made up 

of several people from the channel. Certain programmes are also 

aimed at informing and protecting minors.

The heads of youth channels have set up two ethics committees:

 • the first produces an annual performance report, covering 

issues such as diet, the environment, and the quality of com-

munication with children;

 • the second is made up of psychologists and paediatricians spe-

cialising in child-related matters.

Lagardère Active's youth and family channels also use the 

expertise of Observatoire Gulli, a monitoring unit set up in 2007 

focusing on the behaviour and habits of children and families. 

The Observatoire aims to support discussions among institu-

tional bodies and parents, to provide forward-looking informa-

tion in order to design content that best suits the expectations 

and needs of young audiences. It also provides staff working for 

Group TV channels with a unique source of inspiration, increasing 

their understanding of their audiences and anticipating changes 

in broadcasting.

Observatoire Gulli

In 2012, this unit published a report on 
"Trends in contemporary families". The 
report dealt with the major changes aff ecting 
families. These concern relationships 
with children, within couples and with 

the family's social environment. There 
have been major changes in the last few 
years, which have completely transformed 
traditional modes of education and 
interpersonal relationships. The modern-

day family is undergoing rapid change 
and is seeking to fi nd the right balance. 
To achieve this, families need to rethink 
roles, relationships and links between their 
members. 

PREVENTING OBESITY
The youth department of Lagardère Active is a pioneer, having 

produced a diet charter (a "charter to promote healthy eating and 

physical activity in TV programmes and advertising") that was 

signed by both the division and the public authorities in February 

2009.

Since then, Lagardère Active's three youth channels - Gulli, 

Canal J and TiJi - have adopted a range of initiatives to support 

the fi ght against obesity on-air, in digital media and in non-media 

activities. These include panel-based cookery shows, short pro-

grammes, appearances by personalities popular with young peo-

ple and programmes focusing on sport. In the last four years, 

the three channels have broadcast more than 860 hours of pro-

grammes with an obesity-prevention theme, referring viewers to 

the French health ministry's www.mangerbouger.fr website.

Some channels are also supporting parents in their efforts to edu-

cate children. The recent TNS-SOFRES survey commissioned by 

French media watchdog CSA showed the impact of prevention 

messages on the public, along with the positive role played by co-

operation between channels, media sales organisations, advertis-

ers and programme producers.

In their programming, the Group's music radio stations RFM 

and Virgin Radio ensure compliance with principles of respect 

for human dignity and the protection of children and teenagers. 

They take particular care to prevent any slips that could shock 

young listeners.

Radio stations and advertising sales brokerages are also involved 

in efforts to protect children by broadcasting advertisements and 

displaying online banner ads for organisations dedicated to child 

protection.

In 2007, the Doctissimo.fr website appointed a moderator dedi-

cated to the protection of minors.



51  

CHAPTER 3

66 7465

Chapter 2  -  Priorities and commitments

CHAPTER

École Miroir: 
enhancing diversity 
in the audiovisual sector

FOCUS 15

FLORENCE BLUCHE
Head of Human Resources,
Lagardère Entertainment

more info at www.lagardere-entertainment.com

Lagardère Entertainment has formed a 

partnership with École Miroir. Why did you 

choose to join forces with this charity?

We share the same objectives, i.e. promoting diversity 

in audiovisual programmes by helping young people 

access the industry. 

The media, and particularly the TV channels to which 

we sell our productions, are mirrors of society, and 

must represent the full cultural and social diversity of 

society. This is why we were attracted to École Miroir, 

which provides free training in the performing arts and 

visual arts to a diverse group of young people, most 

of whom come from deprived neighbourhoods.

What does the partnership involve?

It has taken several forms:

•  helping the charity design a training programme for 

speaking in public, the fi rst sessions of which were 

attended by Lagardère Entertainment managers;

•  fi nancing the fi rst professional portfolios of 

16 students;

•  distributing these portfolios to producers and 

casting directors to enable students to start 

building a network in the production and media 

fi elds, resulting in some students signing fi xed-term 

contracts with Lagardère 

Entertainment companies 

Merlin Productions and 

Telmondis;

•  individual coaching and a masterclass, which I 

will lead, to show students how to approach a 

recruitment interview and how to write a CV;

•  help with École Miroir's institutional communication, 

including a seminar held by Lagardère 

Entertainment producers. 

Does Lagardère Entertainment have any other 

diversity projects?

Lagardère Entertainment is strongly committed 

to promoting diversity in all its aspects, including 

in terms of ethnic background, disability, social 

origin and sexual orientation. This is shown by 

our companies' productions. To formalise this 

commitment, Lagardère Entertainment will soon sign 

the Charte de la diversité en entreprise. 

The partnership with École Miroir will continue to have 

a special place in our 2013 plans, which form part of 

the Diversité Active initiative launched by Lagardère 

Active in early 2013.
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ETHICS IN JOURNALISM, FREEDOM OF THE PRESS, 
FREEDOM OF EXPRESSION
Lagardère's operations are geared towards the publication of 

content, and as such the Group attaches special importance to 

freedom of the press and supports the right to inform and be 

informed.

Other Group subsidiaries support RSF by making donations, pro-

viding distribution networks for the promotion of its works, and 

donating advertising space.

At Lagardère Publishing, efforts to defend freedom of expression 

include Hachette Livre's involvement (as a founder member) of the 

Pen Club's publishers' circle. The Pen Club is an NGO formed in 

1921 to protect freedom of expression, particularly that of perse-

cuted writers, and to promote literature worldwide.

Relay: ten years of support for Reporters sans frontières

For more than ten years, Relay stores 
have supported Reporters sans frontières 
(RSF) in its eff orts to promote freedom of 
information, in accordance with Article 19 of 
the Universal Declaration of Human Rights. 

The 39th edition of  100 photos pour la liberté 
de la presse (100 photos for press freedom), 
celebrating the collection's 20th anniversary, 
was dedicated to the great UK photographer 
Martin Parr and went on sale in Relay stores 
in May 2012.

All of the book's €9.90 retail price goes to 
RSF to support its eff orts in support of press 
freedom, including assistance for journalists 
and their families, and support for media 
organisations in diffi  culty.

 B   FACILITATING ACCESS TO CONTENT AND LISTENING TO VARIOUS AUDIENCES

MAKING CONTENT ACCESSIBLE TO PEOPLE WITH 
DISABILITIES (AUDIO BOOKS, SUBTITLING, ETC.)
Lagardère Publishing offers fi ction and non-fi ction content - 

including personal development titles - via Audiolib, its audiobook 

brand created in 2008. The Audiolib catalogue had 255 titles at 

the end of 2012, including 53 published during that year. These 

audiobooks help the visually impaired, as well as people with read-

ing diffi culties, such as young dyslexics. Audiolib has also made 

its website more accessible to blind and partially-sighted people.

At Lagardère Active, all of the Group's networks are responsible 

for meeting commitments made to assist the deaf and hearing-

impaired, but youth channels have greater obligations. 

LISTENING TO VARIOUS AUDIENCES
Listening to audiences takes place in different ways depending 

on the division.

At Lagardère Services, customer satisfaction surveys are carried 

out on a wide scale, in the form of studies in various countries.

At Lagardère Active, ongoing dialogue is maintained with read-

ers, viewers, listeners and Internet users through methods such as 

blogs, forums, clubs (such as Club Europe 1 which had 1,314,000 

registered members at end-2012), reader mail, Facebook pages 

for each brand and so forth.

In early 2012 Elle Magazine launched its PrésidentiElle platform, 

which featured questions that women were asking ahead of the 

2012 election.

Youth programmes for deaf and hearing-impaired people

TiJi: since October 2010, TiJi has broadcast 
a weekly programme that teaches sign 
language to children (Sur le bout des doigts). 
Since March 2010, the channel has also 
broadcast a cartoon series translated into 
sign language (Devine quoi?) for children 
between three and six years old.
In 2012, TiJi broadcast season two of the 
Sam Sam cartoon series, adapted into sign 
language by Bachir Saïfi , who is himself 
hearing-impaired. 
In 2013, 26 episodes of T’Choupi and his 
friends will be adapted into sign language.

Canal J: since February 2010, 10% of 
all programmes on the channel must be 
subtitled. Canal J also broadcasts two 
programmes per week covering issues 
relating to the deaf and hearing-impaired.
• Season three of Fais-moi signe, 
a programme for learning sign language 
designed with the help of Emmanuelle 
Laborit and presented by a hearing-impaired 
actress, Noémie Churlet, who teaches sign 
language to a hearing child in every episode. 
• Season one of Mes Tubes en signe, 
another programme presented by Noémie 

Churlet that teaches children to sign along 
to well-known songs by artists like Mika, 
Christophe Maé and Vanessa Paradis.
Gulli: since 2010, the channel has made 
20% of all its programming accessible 
to the deaf and hearing-impaired, in 
particular during periods of high activity, 
and broadcasts two programmes per week 
covering issues relating to the deaf and 
hearing-impaired.
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 C  SUPPORTING THE DIGITAL TRANSFORMATION OF SOCIETY

Although the digital revolution, and particularly the explosion of 

social networks, are creating risks that must be managed – par-

ticularly in terms of brand image and reputation – they are also 

creating opportunities for the Lagardère group. Future develop-

ments in digital tools and media should also make the Lagardère 

group's content more accessible to audiences that currently lack 

access to it.

Digital technology is also an opportunity to reassert the value of 

publishers' and journalists' roles as media professionals. Their skills, 

training and expertise will become increasingly valuable in guiding 

Internet users through the information jungle (see Focus 16).

With Internet users themselves getting increasingly involved in 

creating content, through blogs, forums and social networks, they 

also need the expertise of professionals to guide them in the use 

of these new tools and in the creation of a new, high-quality dia-

logue between the various participants on the Internet. Increasing 

demand among Internet users for reliable information, particularly 

on sustainable development matters, gives rise to new areas of 

content creation for media professionals, who will be able to meet 

the needs of advertisers wanting to offer transparent communica-

tion on all these issues.

USE OF SOCIAL NETWORKS AS A TOOL 
FOR DIALOGUE WITH THE PUBLIC
All Lagardère Active media – ranging from Europe 1, Elle, 

Doctissimo and Be – actively use social networks as a way of con-

versing with various audiences.

Social networks are also used internally as a tool for dialogue 

between staff. Two years after its launch, Lagardère Publicité's 

internal social network YouMe is now a lively forum, with 

725 accounts (including 80% with photos), and 70 communities 

based on areas of professional or personal interest. In 2012, 47% 

of staff contributed to the network at least once.

The explosion in social networks and the number of people using 

sites like Doctissimo means that moderation plays a vital role in 

any online communication. Moderation is taken very seriously by 

Lagardère Active. Doctissimo has set up a sophisticated modera-

tion system, which is crucial given the volume and nature of the 

healthcare issues it deals with on a daily basis. 

Firstly, the site takes a responsible approach to its editorial con-

tent, which is provided to web users for educational and preven-

tative purposes, aiming to make medical information more widely 

available. It also shows its responsibility in the way it manages its 

very large community, in which people discuss their concerns with 

genuine collective intelligence.

Doctissimo's community manager and moderators

Our community manager and moderators 
have three duties:
• to organise the community by defi ning 
rules of conduct and selecting the themes of 
forums. Doctissimo gives maximum freedom 
to its users, subject to legal restrictions 
of course. Doctissimo's 15 main forums 
contain more than 700 threads, whose 
usefulness depends on the community and 
the audience they attract;

• to organise dialogue and prevent abuse: 
the community manager deals with the 
site's functionality, the adoption of virtual 
identities (pseudonyms, avatars etc.) 
and the attribution of statuses or awards 
(e.g. "Doctinaute d'or" gold status for users 
posting more than 20,000 messages). 
They also set up alert tools and procedures 
through which users can report incidents to 
the moderator;

• to monitor site usage, which takes up 
80% of moderators' time, with more than 
120,000 messages posted every day. In 
particular, Doctissimo has set up an alert 
system specifi cally to protect minors, which 
is a priority for the site.
The team also uses 75 volunteer 
co-ordinators, who are regular users from 
the community selected by our moderators. 

DIGITAL LITERACY MISSION
The Group's various media are also aware of their responsibility in 

terms of helping their audiences learn about these new platforms. 

For example, the Des Clics et des claques programme, broadcast 

at 8pm every day on Europe 1 (see Focus 16) decodes all Internet-

related news for listeners.

Since 2009, Gulli has been a partner of the "Pubmalin" initiative 

launched by the UDA (French advertisers' union). It is the French 

version of Mediasmart, the European advertising and media edu-

cation programme for 8 to 11 year-olds, their teachers and parents.

PERSONAL DATA PROTECTION
Personal data protection is the responsibility of the divisions, and 

of their IT and legal departments.

The Group Risk and Internal Control Department, working with 

the IT and Legal Departments, oversees the system. It does this 

partly through a self-assessment questionnaire, which is intended 

to raise awareness among the people concerned and ensure that 

best practice is being used in the Group's digital activities. 

The supervision system has three main parts:

 • regulatory compliance;

 • the implementation of technical protection resources (encryp-

tion, electronic signatures, the right to know); 

 • the creation of IT guidelines.

The Group applies regulatory and statutory provisions in force in 

France (the IT and freedom act, CNIL reporting) and equivalent 

provisions in other countries in which it operates. 

At Lagardère Active, these include rules relating to:

 • the sending of marketing communications based on fi les com-

piled from magazine subscription forms on an "opt-out" basis;

 • the sending of marketing communications to Internet users who 

have "opted in", i.e. ticked the box saying they wish to receive 

such communications;

 • database marketing;

 • the protection of personal data, particularly regarding minors.
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Journalists' role 
in guiding people through 
the Internet jungle

Does the emergence of social networks, in 

which Internet users play an active role, require 

journalists to approach their profession in a new 

way? Do they have new responsibilities?

Social networks have totally changed the 

journalist's role in the public sphere. Upstream, the 

"conversations" that citizens have with people in the 

public eye on social networks provide a fertile new 

source of material, which Lab Europe 1 – launched 

in January 2012 – seeks to exploit. Downstream, 

readers, listeners and Internet users are constantly 

commenting on the work done by journalists on social 

networks, taking over the role played by the letters 

page in a newspaper. This dialogue is now an integral 

part of the journalist's work.

Is the "fact-checking" feature that you 

introduced on Europe 1 in 2012 a way of 

dealing with the risks posed by the immediacy, 

inaccuracy and rumours inherent in digital 

media?

Yes, absolutely. In the age of the Internet and 

rolling news, people are faced with a mass of 

information every day, and much of it is contradictory. 

I believe that the journalist must guide the citizen 

through this jungle. The Vrai Faux de l’Info 

fact-checking feature was launched in purely digital 

form in January 2011 on lejdd.fr, and acts as a 

journalistic sieve through which I pass statements 

by politicians but also by other people speaking on 

our news websites or on the Europe 1 radio station. 

Fact-checking also involves questioning received 

wisdom, which is expressed as much by ordinary 

citizens as by opinion leaders.

Do the media have a digital literacy role to play, 

i.e. helping the public learn how to use these 

new digital tools?

This is crucial, since we are seeing digital innovations 

not every year, but every month. At a time when 

people, companies and public bodies are rapidly 

making use of these new tools, Europe 1's Des clics 

et des claques programme has covered news relating 

to the Internet and social media since 2011.

It aims to deal with the changes arising from 

the digital revolution in an educational way, covering 

issues like copyright, protection of children and 

privacy.

FOCUS 16

LAURENT GUIMIER
Head of Digital News, 
Lagardère Active

more info at http://lelab.europe1.fr
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Lagardère Active's technology department ensures data security 

through all technical resources at its disposal, as regards both the 

accessing of data and the tracking and saving of data. Resources 

include the plan to safeguard data in the event of an accident and 

the business continuity plan.

In 2012, Lagardère Publicité signed pan-European framework 

principles on online behavioural advertising  (1), which aim to give 

Internet users more control on the way in which their personal data 

are collected, used, stored and shared by websites and online 

media sales companies.

 (1)  IAB (Interactive Advertising Bureau) Europe framework for online behavioural 
advertising (see Focus 17).

 D   CONTRIBUTING TO DIALOGUE ABOUT SUSTAINABLE DEVELOPMENT 
AND KEY SOCIAL ISSUES

ORGANISING EXTERNAL AND INTERNAL EVENTS, 
EITHER UNDER MEDIA BRANDS OR HELD WITHIN 
LAGARDÈRE ACTIVE
Lagardère Active's various media take part and organise many 

events designed to stimulate debate and/or encourage various 

types of commitment relating to major social issues such as the 

environment, diversity, the family, health and the community.

The TNT Gulli youth channel is a good example of these initia-

tives. On 22 April 2012, the channel took part for the fourth time 

in Earth Day, organising a large annual event in Montpellier in part-

nership with Surfrider Foundation, which helps protect oceans, 

coasts, lakes and rivers.

Gulli promised to organise the cleaning of 5m2 of beach for every 

person present. The event was attended by 6,142 people, and so 

30,170 m2 were cleaned by the Surfrider Foundation as part of its 

"ocean initiatives". On 22 April, the channel's programmes had a 

green theme and included "Monstres de l’Océan", a documentary 

about unusual sea creatures. Viewers were also invited to get their 

families to make a short fi lm and post it on gulli.fr, with the chan-

nel donating €1 for each clip. 

On 13 November 2012, Psychologies magazine took part in 

World Kindness Day, also for the fourth time. It worked with mutual 

insurance company MMA and food producer Ferrero to carry out 

several innovative initiatives: 

 • A survey on the four stages of kindness in the workplace and 

good managerial practice, carried out among the 300 signato-

ries to the “kindness at work appeal” launched by Psychologies 

in November 2011;

 • A survey on solutions for reducing bullying at school and a list 

of 10 good ideas for primary school teachers;

 • Online promotion through a dedicated website, a Facebook app 

and a presence on LinkedIn;

 • A conference on 9 November organised at the CESE (French 

assembly for economic, social and environmental affairs) enti-

tled "What is a kind company?"

On Saturday 6 October 2012, Électron Libre Productions organ-

ised its eighth annual "Concert for Tolerance". The concert, held 

on the beach in Agadir, Morocco, was attended by more than 

200,000 people and promoted the values of tolerance, peace and 

dialogue between cultures. 

Parents magazine continued to organise regular debates in 2012, 

holding four events including two outside Paris. The themes cov-

ered in 2012 were unhealthy diets, young couples, birth and the 

role of fathers.

Parents magazine debates

"Our role is not only to let you meet leaders in their field, but 
also – as journalists – to highlight the issues, explain figures, 
studies and surveys, give some historical background, situate 
discussions in the context of social changes and address 
current events".

Catherine Lelièvre, 
Managing Editor, Parents

For World No Tobacco Day on 31 May 2012, Doctissimo launched 

its fi rst "health challenge" with a Facebook quit-smoking app. This 

app raises awareness about stopping smoking and invites users to 

take part in a light-hearted challenge to quit alone or with friends, 

or to encourage people close to them to stop smoking.

Internally, several initiatives took place in 2012 at Lagardère 
Active, such as the Sustainable Development Forum, which took 

place for the second consecutive year in Levallois on 28 June. 

The Forum is open to all staff, and aims to present major projects 

(CSR, paper certifi cation, responsible purchasing, disability ini-

tiative, printing systems, recycling etc.) and to highlight the work 

done by staff in relation to these projects. Posters relating to the 

Forum were then displayed for a few weeks in the hallways of 

Lagardère Entertainment in Boulogne and in the Europa build-

ing in Levallois.

Sustainable Development Forum 
at Lagardère Active

As part of the June 2012 forum, Lagardère Active organised 
a photo competition open to all staff , with the theme of 
sustainable development. More than 250 photos were entered, 
illustrating all aspects of sustainable development, i.e. 
environmental, workforce-related and social. A jury shortlisted 
25 photos. Staff  then voted for the winners during an event in 
the Levallois auditorium led by Gulli presenter Joan Faggianelli 
and in the presence of Denis Oliviennes. The Elle Foundation 
awarded its special prize to two photos.
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Advertising: 
a framework for protecting 
Internet users

You have signed the IAB (1) Europe framework for 

online behavioural advertising. What does this 

framework consist of? 

It aims to govern the use of targeted advertisements 

that aim to offer Internet users content that is more 

appropriate to them, but which are often regarded 

as intrusive by consumers who do not know how 

they come to appear on their screens. It gives online 

consumers a way of stopping this practice. At least, 

this is the case in Europe. Although the Obama 

administration has just put forward proposals to 

govern the collection of personal data online in the 

USA, Europe remains well in advance. Fundamentally, 

the aim is simply to give Internet users more 

protection by adopting a code of conduct, based on 

transparency. This is good for both the industry and 

consumers alike.

What does signing up to the framework mean 

to you?

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

media group to make a full commitment alongside 

IAB Europe on this subject. I believe that digital 

technology entails new responsibilities with respect to 

the public and Internet users. Technology enables us 

to observe Internet users' behaviour as they browse 

the Internet, and to deduce the types of interest they 

have, their consumption patterns and their age, for 

example. It is our responsibility to give Internet users 

more control over the way in which their personal 

data are collected, used, stored and shared by 

websites and online media sales companies.

How does this work in practice? 

It works in a fairly simple way. All you have to do is to 

include a European reference icon in the behavioural 

banner ads carried by websites. This clickable icon 

will either take you to the advertiser's website, which 

will give all the information a user needs to accept or 

refuse these adverts, or to the pan-European portal 

www.youronlinechoices.eu, which is central to the 

system. This site is available in several languages and 

gives users a tool for managing their personal data, 

enabling them, with just a few clicks, to manage their 

choices and preferences regarding the collection of 

behavioural data concerning them.

FOCUS 17

CONSTANCE BENQUÉ
Chairman, Lagardère Publicité

more info at www.lagardere-pub.com

(1) Interactive Advertising Bureau.
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OPEN TO SOCIETY'S KEY DEBATES 
THROUGH VARIOUS MEDIA
The Lagardère group's aim is to help its various audiences to 

understand major social issues by offering them a diverse range 

of content, while respecting each person's freedom of judgment. 

In 2012, Lagardère Active's various media continued to give pri-

ority to different themes related to sustainable development. For 

example, the interactive radio show Les Experts Europe 1 dedi-

cated an entire episode to the environment during sustainable 

development week, and addressed many other social issues such 

as disability during the rest of the year. On Europe 1, Yolaine de la 

Bigne's daily reports (entitled La question de l’environnement and 

La bonne nouvelle) contain environmental news and convey her 

optimism by reporting good news on this subject. Every weekend, 

in Mediapolis, Michel Field and Olivier Duhamel look at the rela-

tionships between the media and the world of politics. Every day, 

as part of fact-checking programme Le vrai-faux de l’info, Laurent 

Guimier announces the results of his quest to check statements 

made by politicians, while Emmanuel Maubert's Bonjour Monsieur 

le Maire programme covers matters outside Paris.

For the third consecutive year, Lagardère Active's sustainable 

development department produced a magazine dedicated entirely 

to sustainable development, intended for all stakeholders.

 

Third edition of Planète Lagardère Active

The Planète Lagardère Active magazine 
is developed, designed and produced by 
in-house staff , and represents Lagardère 
Active's commitment to sustainable 
development. With a print run of 10,000, 
the magazine is intended for Lagardère 
Active's stakeholders, starting with its 
staff  but including anyone that Lagardère 

Active wants to inform about its approach, 
including advertisers, professional 
organisations and suppliers. Planète 
Lagardère Active describes sustainable 
development issues and the way in which 
they aff ect the Group's activities. It also 
reports on the Group's achievements and 
progress through interviews with those 

involved. After Wangari Maathaï in 2010 and 
Jean-Louis Etienne in 2011, the third edition 
of Planète Lagardère Active was dedicated 
to the theme of community and contained 
an interview with Marie-Amélie Lefur, 100m 
gold medallist in the London Paralympic 
Games.

2.4 BEING A MEDIA GROUP THAT FOSTERS SOCIAL COHESION
The Jean-Luc Lagardère Foundation and Elle Foundation are natu-

rally at the forefront of the Lagardère group’s social commitment. 

In addition to the foundations, all the Group’s subsidiaries and 

brands committed themselves again during 2012 to community 

and partnership initiatives.

Programmes to promote young talent and support young 

sportspeople and sport at large were also widely pursued dur-

ing 2012.

 A  TAKING A COMMUNITY-BASED APPROACH AND PROMOTING THE EMERGENCE OF YOUNG TALENT

TAKING A COMMUNITY-BASED APPROACH 
Social connections are created within the Lagardère group at three 

different levels.

Firstly, there is the work carried out by the Foundations. Year after 

year, they have increased their commitment, with the Jean-Luc 

Lagardère Foundation backing young people who create, who are 

fi ghting illness or who are learning and the Elle Foundation sup-

porting women who are looking to educate themselves or fi ghting 

for greater freedom.

Secondly, the divisions, units and brands rally behind a whole host 

of causes in different ways (donations, events, etc.).

Lastly, the Lagardère group’s employees also show their commit-

ment by taking part in the various initiatives supported by their 

Group.

THE FOUNDATIONS 
The Jean-Luc Lagardère Foundation set up in 1989 lies at the 

very heart of the Group’s activities in the wider community. It aims 

to spearhead Lagardère’s commitment in the areas of culture, 

community and sport with a view to boosting confi dence, striv-

ing for excellence and forming community-based connections.

Every year since 1989, the Foundation has granted Talent 

Scholarships to young designers aged under 30 (under 35 for the 

TV and book scriptwriter categories) who are active in the cultural 

and media arenas, illustrating its commitment to creative young 

people. Scholars are selected by panels of judges, featuring many 

prestigious members, in ten categories: writer, fi lm producer, tele-

vision scriptwriter, musician, bookseller, print journalist, photogra-

pher, documentary maker, animation fi lm maker and digital creator.

Since its creation, 219 scholars (including 14 new scholars in 2012) 

have received awards totalling €4,885,000, including €225,000 in 

2012. A book produced by the Foundation during 2012 traces the 

development of all these young creative talents, many of whom 

are now pursuing brilliant careers.

Aside from granting scholarships to these young talents, the Jean-

Luc Lagardère Foundation supports young people who are in edu-

cation or battling illness. For example, its commitment to helping 

young people who are sick led it to form partnerships during 2012 

with two charities:

Les Amis de Mikhy, an association set up in February 2012 to 

support projects involving psychological support for children with 

cancer during and after treatment and any projects aimed at alle-

viating the mental and physical distress of children with cancer.
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Un Maillot pour la Vie, a charity that provides moral and thera-

peutic support to children in hospital using the positive values 

of sport. During 2012, the Un Maillot Pour La Vie organisation 

launched the ambitious “Rêve multisports: Objectif Londres 

2012” campaign to bring alive the magic of the Olympic Games 

in London for sick children. 

The Jean-Luc Lagardère Foundation and the Elle Foundation, in 

partnership with Sciences Po, renewed their support during 2012 

for Gaby Saget, a young Haitian journalism student who came to 

study in France after Haiti’s 2010 earthquake.

SUPPORTING THE DIVISIONS
All four of Lagardère’s divisions continued their partnerships with 

various charities, holding fund-raising collections and organising 

one-off community initiatives in response to particular events. The 

advertising space given away free by Lagardère Active’s various 

media in support of major causes was worth the equivalent of 

slightly over €3.5 million in 2012. 

Integration, childhood and education were the three main areas 

highlighted by the Group and its various companies in their work 

with charities and organisations during 2012. Some examples are 

presented below.

INTEGRATION
At Lagardère Publishing, a new partnership was set up in 

December 2012 with a library inside Fresnes prison to promote 

reading in a prison environment.

At Lagardère Active, the 2012 Version Femina Women’s prize 

embodied its commitment to working very closely with local 

organisations. In partnership with Nocibé, the twelfth edition of the 

prize was awarded to Sophie Dupont, the founder of Insertvest, 

a charitable organisation helping unemployed women to return to 

the world of work by collecting unwanted clothing. 

CHILDHOOD 
LS travel retail Deutschland held another fund-raising campaign 

for the Bärenherz foundation, which runs palliative care units and 

provides services to terminally ill children and their families.

In Germany, Upsolut (Lagardère Unlimited) links the organisation 

of some of its sporting events in Hamburg (such as the Triathlon 

and the Vattenfall cycling race) and Berlin (Velothon) with support 

campaigns and donations for sick or underprivileged children and 

for people with a disability.

At Lagardère Active, the Gulli chain organised a fl ash mob for 

kids in December together with La Géode, benefi ting Rejoué, an 

organisation that collects and refurbishes toys, while helping those 

restoring the toys to return to employment. Each of the 400 par-

ticipants was asked to donate a toy to the organisation. More than 

800 toys were collected.

The chain was also the exclusive media partner of yachtsman 

Tanguy de Lamotte during the 2012 Vendée Globe around the 

world yacht race. While raising Tanguy de Lamotte’s profi le and 

increasing his audience, Gulli helped to raise awareness of the 

Mécénat Chirurgie Cardiaque organisation and to raise funds, giv-

ing children in underdeveloped countries the chance to have sur-

gery in France. 

At Lagardère Paris Racing, tennis balls are collected in special 

containers. The balls are then taken by the FFT (Fédération fran-

çaise de tennis), ground up and turned into rubber granules, which 

are used to make sports fl ooring materials for the children’s sec-

tion of the Robert-Debré hospital. In 2012, 7,680 tennis balls were 

collected by the FFT. 

“Time for Action” at Aelia

In spring 2012, sales teams at close to 150 of Aelia’s sales 
outlets in France, the United Kingdom and Spain joined the 
Time for Action campaign in conjunction with Action Contre 
la Faim volunteers to raise awareness among passengers 
and encourage them to donate €2 or more when they make 
a purchase. A cheque for €80,387, which will be used to treat 
2,115 children with acute malnutrition, was handed over to 
ACF’s CEO, and the campaign is set to be extended in 2013.

Corporate Philanthropy Award to the Elle Foundation

The Elle Foundation founded in December 
2004 by Valérie Toranian, Editor-in-Chief 
of Elle magazine, is an extension of the 
founder’s original concept for the magazine: 
“To support the advancement, emancipation 
and the role of women in our society”. Since 
its inception, the Foundation has supported 
some fi fty projects promoting women’s 
education, both in France and around the 
world. In 2012, six new projects–four in 
France and one each in Mali and Haiti–were 
launched, including:

• “A project helping young mothers in Port-
au-Prince” in partnership with the Action 
contre la Faim charity (Haiti)
• “A fresh start for women facing social 
exclusion” in partnership with Ares Atelier 
(Paris)
• “A magazine for women in prison” in 
partnership with Etablissements Bollec 
(Rennes)
• “Odette: A magazine helping women to fi nd 
a new job” in partnership with Grains d’ici 
(Ardèche)

• “Putting economic power into the hands of 
the women of Yanfolila” in partnership with 
AFDI 68 (Mali).
In November 2012, the Elle Foundation 
received the 2012 Corporate Philanthropy 
Award from Admical, in partnership with 
the Fondation de France. The 2012 top 
prize, awarded unanimously by the panel 
of judges recognises the Elle Foundation’s 
exceptional work towards women’s 
emancipation over the past eight years.
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EDUCATION
Aside from the programme launched with Sciences Po (see below) 

by the Jean-Luc Lagardère Foundation to prepare high-level young 

sportspeople for the future, the Group also runs two partnerships 

with organisations looking after young students.

The fi rst is the partnership set up in 2006 with Nos quartiers ont 
des talents, an association founded in Seine Saint-Denis in 2005 

that now covers the entire Paris region (the Group’s main area 

of operations in France). Its work consists in organising forums for 

employers to meet with young people from inner cities, making 

it easier for them to fi nd jobs. It also develops mentoring relation-

ships with human resource staff to guide them in their job search. 

As part of this partnership, the Group again took part during the 

year in the association’s national forums on 13 and 14 December 

at the Palais des Congrès conference centre in Paris and set up 

around 20 mentoring relationships.

COMMITMENTS BY LAGARDÈRE GROUP EMPLOYEES
Lagardère Active has set up a system enabling employees 

to volunteer for community outreach initiatives run by the Elle 

Foundation and the Community department. Since 2011, 150 

employees have made a temporary or long-term commitment to 

community projects, particularly those supporting student journal-

ists and students from deprived backgrounds. 

The Community department’s expertise is also available to the 

Group’s brands, which are looking to launch community out-

reach initiatives together with partners. During 2012, it supported 

Europe 1 with the concept and implementation of the Europe 1 
Community awards, which raised the profi le of smaller charities 

on the radio station. This prize was awarded to the French charity 

Le Refuge, which works to combat isolation among young homo-

sexual and transsexual people whose relationships with their fami-

lies have broken down.

At Lagardère Services, LS travel retail North America 

Greenteams in Canada were again very active. In 2012, they held 

several sporting events for the benefi t of humanitarian causes and 

also took part in a campaign with the World Wildlife Fund to raise 

its employees’ awareness about energy savings.

At Hachette Livre, management set up a Charitable Action 

Committee in June 2010. The committee, which has seven mem-

bers representing Hachette Livre’s various activities, meets once 

or twice a year, after inviting staff to propose general interest ini-

tiatives to which they would like Hachette Livre to provide sup-

port. The committee makes a collective decision about whether 

to grant funding and how much funding to grant, based on the 

criteria set out in its Articles of Association, but also based on the 

quality of the proposal.

Ten projects were presented in 2012 and all were accepted. Grants 

of up to €5,000 were awarded. 

At Hachette Book Group in the United States, employees pro-

duced a video entitled Write Your Own Future promoting diversity 

as part of the It Gets Better online video campaign, launched in 

2010 to support LGBT young people  (1) (see Focus 18).

PROMOTING THE EMERGENCE OF YOUNG TALENT  
Aside from the activities undertaken by the Jean-Luc Lagardère 

Foundation and the Group in this area, promoting young talent is 

also a social objective pursued by several Lagardère Active media. 

For example, Journal du Dimanche held the third edition of the 

“Best portrait competition” during 2012, in conjunction with 

the Sciences Po journalism school and Presses universitaires 

de France. The student who produced the winning portrait was 

offered a four-month internship in the editorial department, and 

the portrait was published on the newspaper’s web site. 

Likewise, the Paris Match award for the best photostory was given 

to four students, and the winner’s photostory was published in 

the magazine. 

For several years, Europe 1, which awards to the best journalism 

students the Lauga-Delmas scholarship comprising a fi xed-term 

work contract in its editorial department, held the Talents Europe 

1 competition for the fi rst time, which aims to discover new musi-

cal talent. 

In magazines, via its Elle aime la Mode programme supporting cre-

ation by young people, Elle magazine was involved in the selection of 

eight young designers and Be magazine launched the fi rst edition of 

its new “Be Music Talents contest”, together with My Major Company 

and Virgin Radio. This musical competition provides an opportunity 

for fi ve winners to record an album of cover tracks with the support 

of Irma, a vocalist, and other established artists. 

 (1) Lesbian, gay, bisexual and transgender.

With Alter’Actions students

In late 2012, the Lagardère group also signed a new 
partnership with Alter’Actions, an organisation supporting 
students from universities and the top higher-education 
institutions in France embarking on original social economy 
initiatives, including consulting assignments for charities and 
NGOs. As well as providing fi nancial support, the businesses 
partnering with Alter’Actions off er their employees the 
chance to mentor these students and to help them with the 
practicalities of their assignment. Several Lagardère mentors 
began their student support assignment in March 2013.

A comics library in Aubervilliers

For example, the committee approved support for an 
organisation presented by a Hachette Distribution employee, 
which aims to set up an attractive mobile comic library between 
March and October 2013 that visits apartment blocks and 
public spaces in sensitive urban areas (Aubervilliers, Pantin). 
The goal is to help the local population discover a selection of 
comics suitable for all ages in a warm and friendly reading area 
and to encourage young people and children to read more.
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Write Your Own Future,
a video promoting diversity

FOCUS 18

SARAH BAILEY
Associate Director, 
Communications at Hachette Book Group

more info at www.hachettebookgroup.com

When and how did you get the idea of getting 

involved in the It Gets Better project?

The idea came from a young Hachette Book Group 

employee, who was inspired by a video produced by 

another US publisher in October 2011 featuring its 

own LGBT employees for the It Gets Better project. 

He put the idea to me, and I passed it on to CEO 

David Young, who immediately embraced the idea 

and supported the project right the way through. Our 

primary motivation was to support all young LGBT 

people in the US experiencing a sense of malaise. It 

also provided an opportunity for us to convey HBG’s 

openness to all forms of diversity, strengthen its 

reputation as the best place to work and establish our 

credentials with younger generations attracted by the 

world of publishing, known for its open-mindedness.

How did you implement the project? 

How did employees get involved?

From start to fi nish, the project was run by employees 

themselves. Paul Florez, the young employee, 

championed the project (he interviewed the 

participants) while I acted as advisor on all aspects of 

communication, budgeting, planning, etc. At the very 

fi rst meeting, when we chose the theme of the Write 

Your Own Future video and set the various objectives 

for the project, some 50 employees (out of HBG’s 

workforce of over 600), with different professional 

backgrounds, ages and seniority volunteered, either 

to speak on camera (they needed convincing that 

their own story was worth telling!) or to assist with 

the technical aspects of producing the video. When 

it was completed, we arranged showings at our main 

offi ces in New York, Boston, Nashville, Toronto and 

Indianapolis. It was a highly emotional occasion!

Lastly, the buzz created on the social networks 

enabled us to get our authors, bookshops, other 

publishers and former employees, etc., on board to 

help promote the cause.

Did circulation of the video change anything in 

HBG’s day-to-day activities?

Given our history, it did not change anything in our 

daily business activities, but it strengthened our 

pride in working for a company like Hachette Livre. 

And many of those who took part in the video said 

that it had a positive impact on them and enhanced 

camaraderie between colleagues. It is still too early to 

tell, but we hope it will provide further encouragement 

to HBG on the recruitment front and thus help us to 

improve our diversity.
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 B  MAKING A COMMITMENT TO PROMOTING CULTURE AND SPORT

The Jean-Luc Lagardère Foundation is at the forefront of efforts to 

promote culture and sport. It aims to apply Lagardère’s commit-

ment in the areas of culture, community and sport and to boost 

confi dence, strive for excellence and form community-based con-

nections. This commitment is also shared by the Group’s various 

media and divisions.

PROMOTING CULTURE
Music is one of the areas of the Jean-Luc Lagardère Foundation’s 

social commitment, with two partnerships that have continued 

year after year. Since 2008, the Foundation has partnered with the 

Musica international contemporary music festival and since 2009 

with the Divertimento symphonic orchestra (in residence in Stains) 

directed by Zahia Ziouani, which comprises over 50 highly reputed 

permanent musicians.

Reading was the central focus of commitments by the 
Foundation and the divisions, which took various different forms. 

Lagardère supports literary competitions and awards, reading and 

writing workshops, and literacy initiatives.

In March 2013, in partnership with the Institut du monde arabe 

(IMA), the Jean-Luc Lagardère Foundation will launch a literary 

prize awarded to a writer from one of the Arab League countries 

– which founded the IMA – for a work based on the theme of 

youth. 

At Lagardère Publishing, Hachette and Hatier are involved with 

the Savoir Livre charity, which works with France’s national edu-

cation system and the French Ministry for Culture’s books and 

reading department. 

At Lagardère Publishing, Audiolib also forged a partnership with La 

Plume de Paon, which set up an audio book prize and, above all, 

promotes reading to secondary school students with the support 

of Strasbourg’s Regional Offi ce of Cultural Affairs. In late 2011, a 

new campaign entitled “Une année de Vive Voix” was launched to 

promote reading aloud among secondary school students. 

At Lagardère Active, several prizes are awarded every year with 

the participation of the general public.

In the sixth Version Femina novel awards held in conjunction with 

Fnac, the 2012 prize went to Antoine Sénanque for his novel enti-

tled Salut Marie. Every month from January to October, Version 

Femina’s editorial department presents fi ve novels to its readers. 

A panel of judges made up of 150 randomly selected readers 

decides on the month’s special recommendation. This selection 

of ten novels is then judged by a panel of professionals, journal-

ists and writers, which chooses the winner.

The 120 judges for the Elle readers prize in June 2012 voted for 

the following winners:

 • in the document category: La maison de Sugar Beach by Helene 

Cooper;

 • in the detective novel category: Miséricorde by Jussi 

Adler-Olsen;

 • in the novel category: Rien ne s’oppose à la nuit by Delphine 

de Vigan.

The Elle secondary school students award also went to Delphine 

Vigan’s novel. It was chosen by a panel of 125 girls from second-

ary schools across the length and breadth of France.

Lastly, Europe 1 partnered with the Relay Passengers’award, 

which has been given its own special section on the Europe1.fr 

web site and signifi cant air time on the radio station. This award 

encourages customers at Relay stores to take part in the voting. 

Support for Studio 13/16 
at the Pompidou Centre

Since 2010, the Jean-Luc Lagardère Foundation has 
supported the annual programme of Studio 13/16 events 
at the Pompidou Centre. These give young people aged 
13 to 16 a unique opportunity to put their artistic talent to 
work. In 2012, manga culture, music and “media news” took 
centre stage, with three exhibitions: Planète Manga, On Air 
and Utopies: imaginary worlds under the microscope (until 
3 February 2013), “inviting young people to think about the 
highlights of 2012 and sculpt their vision of reality as they 
perceive it and as they would like it to be”. 

I th i th V i F i l d h ld i j ti ith

The Gulli novel prize

In partnership with the Le Parisien newspaper, Gulli launched in 
2012 the fi rst edition of the Gulli novel prize, which is awarded 
to the best novel for 7-12 year olds, off ering families a shared 
reading experience for children and parents. A panel of judges 
comprising 10 families gave the 2012 Gulli novel award to Paul 
Heygard for Les Bertignac. Following on from Amanda Sthers in 
2012, Alexandre Jardin will chair the panel of judges in 2013. 

Jules Rimet Award, “If you read, you can run faster!”

During 2012, the Jean-Luc Lagardère 

Foundation supported the fi rst edition 

of the Jules Rimet award. As well as 

celebrating French and foreign sports 

literature in all its various forms, the 

Jules Rimet award worth €5,000 also 

aims to give young players at the Red 

Star Football Club, based in Paris and 

founded by Jules Rimet in 1897, a taste 

for reading and writing. The panel of 

judges, comprising 11 keen readers and 

avid sports fans, bestowed the award on 

Paul Fournel for Anquetil tout seul, pub-

lished by Éditions du Seuil. Following in 

the footsteps of Jules Rimet, who saw 

sport as a means of fostering social inte-

gration and sparking the mind, writing 

and artistic expression workshops were 

offered to young Red Star FC footballers. 

They came up with “a (small) football 

fan’s dictionary” working in conjunction 

with writer Hafi d Aggoune, the winner of 

the Fénéon prize. A meeting will be held 

in 2013 with Paul Fournel, who will share 

his combined passion for sport and lit-

erature with the players. “If you read, you 

can run faster!”, summed up the prize-

winner, who was determined to give the 

young players a passion for reading. 
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Jean-Luc Lagardère 
Foundation: 
employees meet prize-winning authors 

In 2012, the Foundation decided to engage more 

with Lagardère group employees by arranging 

meetings with its prize-winners. Does this add a 

new dimension to the Foundation?

I hope so. Over time, I have come to realise the 

incredible wealth of the networks formed with 

the 219 talented young prizewinners. A shared 

story has genuinely been written, with enduring 

connections taking shape, especially with the various 

panels of judges. The time had come to share this 

adventure with the Group’s employees. At the same 

time, Lagardère Ressources’ teams relocated to 

new offi ces, which are very well-suited to holding 

meetings, discussions and exhibitions. So it was a 

good time to set things in motion.

What were the main initiatives?

Five events took place in the fi nal quarter of 2012 

and in early 2013. Three exhibition-meetings 

were held by photography scholarship winners: 

Julien Goldstein (2009 winner), who presented 

his photostory on Kurdistan, Stéphanie Lacombe 

(2006 winner), who presented her project on The 

French at the dinner table and William Daniels (2007 

winner) on his FadedTulips project. The fourth was 

a projection of Alice Diop’s documentary (2007 

winner). Accompanied by her hero, she discussed her 

documentary La mort de Danton. Lastly, a dedication 

meeting was arranged with Valentine Goby, the 

winner of the 2002 Writer’s Scholarship.

Is this also a way of adding a cultural component 

to the Group’s corporate social responsibility and 

creating social connections? 

Absolutely. These events help to bring employees 

closer together. They help people to fi nd themselves 

away from any management hierarchy through 

cultural creation and discussions with no holds 

barred. It helps certain individuals to show new sides 

to themselves, and this defi nitely strengthens social 

connections within the Group. 

FOCUS 19

PIERRE LEROY
Co-Managing Partner of the Lagardère group and 
Director of the Jean-Luc Lagardère Foundation

more info at  www.fondation-jeanluclagardere.com

With William Daniels, 2007 winner.
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In its 35th year, the prize was awarded to Antoine Laurain for his 

novel entitled Le Chapeau de Mitterrand.

At LS travel retail China, Relay stores have embraced the China 

Social Welfare Foundation’s (CSWF) initiative of sending books 

to villages. It encourages people living in large cities to donate 

their books to create libraries for younger readers living in rural 

communities. 

Customers and suppliers wishing to participate can drop off their 

books at Relay stores, and they are then delivered by the CSWF 

and LS travel retail China to the regions that need them. 

Promoting culture also benefi ted Lagardère employees internally 

during 2012. Several cultural events (exhibition visits, lectures by 

authors, etc.) were held by the divisions. In addition, the Jean-

Luc Lagardère Foundation launched a new initiative for employ-

ees during 2012 giving them a chance to meet its prize-winning 

authors (see Focus 19). 

PROMOTING SPORT
One of Lagardère’s four divisions is largely devoted to sport-

related activities, and one of the Jean-Luc Lagardère Foundation’s 

priorities is also to encourage sport as a way of forging social con-

nections and promoting a sense of community.

Since 2007, thanks to the Jean-Luc Lagardère Foundation’s 

support, Sciences Po Formation Continue has offered a train-

ing programme for high-level sportspeople. Initially the objective 

of the Sciences Po-Jean-Luc Lagardère Foundation’s Executive 

Education programme (renamed the Certifi cates for High level 

Athletes in 2012) was to help these sportspeople develop their 

basic cultural education and give them access to professional 

qualifi cations to help them build a new career after their sport-

ing career is over. Today, the Certifi cates for High level Athletes 

aims to offer a broader range of training to support them with their 

professional plans for their career after sport. The sportspeople 

who have gained the certifi cate have certainly achieved this goal. 

While some, including Sarah Ourahmoune, are pursuing academic 

studies, others have successfully retrained, including Arnaud di 

Pasquale (class of 2008), who now runs top-level men’s tennis 

programme for the French Tennis Federation. 

ESC graduates at the London 
Olympic Games

Four athletes who have completed the Elite Sportsperson 

Certifi cate excelled at the Olympic and Paralympic Games 

in London last summer. Arnaud Assoumani (2007-2012) 

won the silver medal in the triple jump and long jump 

events, Stéphane Houdet (2010-2011) and Michaël 

Jeremiasz (2007-2012) landed the bronze medal in the 

Paralympic doubles tennis competition. Teddy Riner (pre-

paratory certifi cate) was crowned Olympic judo champion 

in the over 100kg category.

To raise money for the United Way Toronto charity, 16 LS travel 

retail North America team members took part in the CN Tower 

Climb, ascending the 1,776 steps of the 553 metre high CN Tower 

in Toronto. 

The sponsorship money raised by the participants totalled more 

than $3,500.

Lastly, the Lagardère group supports and encourages its employ-

ees when they participate in a range of sporting events, such as 

the Parisienne women’s race and the Paris Half-Marathon.

2012 was the sixth time that Lagardère took part in the Paris 

Half-Marathon.

130 runners of four different nationalities, from all the Group’s 

divisions.

In the 20th edition, the Lagardère team again held the record for 

the number of starters and fi nishers and put in an excellent per-

formance, coming fourth out of 175 entrants in the inter-company 

challenge with a cumulative time of 6.47:09.

The Group’s employees also participated in the Challenge du 

monde des grandes écoles et universités. They took part in vari-

ous sporting events (10km, 4 x 100m relay, football tournament) 

alongside young student.
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• Summary of the Lagardère group's various social commitments in 2012-13

Jean-Luc Lagardère Foundation Jean-Luc Lagardère Foundation 
Elle Foundation Group/divisions/entitiesGroup/divisions/entities Media/brandsMedia/brands

Culture/literature/music

Support from Jean-Luc 

Lagardère Foundation for the 

Strasbourg Musica festival

LS travel retail campaign in 

China to promote the "donate 

your books to villages" 

initiative

Annual Elle reader prizes, with 

awards in three categories 

(non-fi ction, detective novel 

and general novel) and a 

student prize

Financial support from Jean-

Luc Lagardère Foundation for 

the Divertimento symphony 

orchestra

Support from Lagardère 
Entertainment for École 

Miroir, to promote diversity in 

audiovisual programmes by 

helping young people access 

the industry

Gulli: fi rst Gulli novel prize in 

partnership with Le Parisien. 

Winning novel: Les Bertignac 

by Paul Heygard

Support from Jean-Luc 

Lagardère Foundation for the 

fi rst Jules Rimet prize, which 

recognises sports writing

Hachette Livre: involvement 

in the Pen Club's publishers' 

circle

Version Femina: sixth annual 

Version Femina/FNAC prize 

given to Antoine Sénanque for 

Salut Marie.

Partnership between Jean-Luc 

Lagardère Foundation and the 

Institut du monde arabe, with 

the launch of a literature prize 

in 2013

Hachette and Hatier: 
involvement with the Savoir 

Livre charity, whose goal is to 

promote access to reading 

Audiolib at Hachette Livre, 

in partnership with Plume de 

Paon: organising an audiobook 

prize and promoting 

reading among secondary 

schoolchildren in Strasbourg 

Support for students, 
Promoting young talent

Partnership between Jean-Luc 

Lagardère Foundation and 

Sciences Po to help high-level 

sportspeople gain professional 

qualifi cations

Work experience offered 

by Lagardère Active to 

secondary schoolchildren from 

Pantin in association with Un 

stage et après 

First edition of "Be Music 

Talents" organised by Be 
magazine in partnership with 

My Major Company and Virgin 

Radio

10 Jean-Luc Lagardère 

Foundation scholarships for 

young designers in the cultural 

and media fi elds 

Partnership between 

Lagardère and the Nos 

Quartiers ont des Talents 

charity

Support by Elle for eight 

young designers through the 

Elle Aime La Mode programme

Continuing partnership 

between the Jean-Luc 

Lagardère Foundation, the Elle 

Foundation and Sciences Po in 

support of a Haitian journalism 

student;

Support from Jean-Luc 

Lagardère Foundation for 

the Studio 13/16 area of the 

Pompidou Centre 

Signature of a partnership with 

Alter’Actions, which provides 

students with training relating 

to the socially responsible 

economy, including 

assignments with NGOs and 

charities

Europe 1: the Talents Europe 1 

competition, aimed at 

discovering new musical talent

Support for children

Support from Jean-Luc 

Lagardère Foundation for the 

Un maillot pour la vie ("A shirt 

for life") charity

Support from LS travel retail 
Deutschland for the Barenherz 

Foundation

Upsolut: support for charities 

as part of sporting events 

organised in Hamburg and 

Berlin

Partnership between Jean-Luc 

Lagardère Foundation and the 

Les Amis de Mikhy charity, 

which supports projects that 

help children suffering from 

cancer

Lagardère Paris Racing: 
7,680 tennis balls collected to 

make sports surfaces in Robert 

Debré hospital

Aelia (in France, the United 

Kingdom and Spain) in 

association with Time For 

Action: partnership with Action 

contre la faim, with ACF 

receiving a cheque for €80,387
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Jean-Luc Lagardère Foundation Jean-Luc Lagardère Foundation 
Elle Foundation Group/divisions/entitiesGroup/divisions/entities Media/brandsMedia/brands

Environment

Support from the Elle 

Foundation for the AFDI 68 

charity (formed by farmers in 

the Haut-Rhin region), which 

supports the development 

of agricultural co-operatives 

formed by women in Mali

LS travel retail North 
America
"Petite laine" initiative with 

the WWF to raise employee 

awareness about energy 

conservation

Gulli: involvement in Earth Day 

in partnership with Surfrider 

Foundation

Promotion of print media 
and journalism

Scholarships awarded 

by Jean-Luc Lagardère 

Foundation in the journalist, 

photographer and 

documentary categories

Journal du Dimanche: 
partnership with the Sciences 

Po journalism school to 

organise the third "best 

portrait" competition, with the 

winner granted a four-month 

work placement in the editorial 

department

Support from the Elle 

Foundation for Odette and 

Co magazine, produced by 

female jobseekers and women 

starting new businesses

Lagardère Active / Community 

department: mentoring of 

student journalists

Europe 1: Lauga-Delmas 

scholarships for the best 

journalism students, who were 

offered a fi xed-term contract in 

the editorial department

Support from the Elle 

Foundation for a magazine 

produced by and for female 

prisoners in Rennes 

Relay France: donation to 

Reporters sans frontières 

(RSF) of all of profi ts from 

sales of the 100 photos pour 

la liberté de la presse photo 

book, which celebrated its 20th 

anniversary

Paris Match: Photoreportage 

prizes awarded to four 

students, with the winning 

entry published in the 

magazine

Women

Corporate philanthropy Oscar 

awarded to the Elle Foundation 

Six new projects for women: 

four in France and two abroad 

(Mali and Haiti)

Version Femina: Prize 

awarded to the Insertvest 

charity as part of the 

12th edition of the Les Femmes 

Version Femina awards 

Elle Active day relating to 

women at work and launch of 

the Elleactive.elle.fr/blog
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3.1 INDICATORS AND CROSS-REFERENCE TABLES

 A  SUMMARY OF INDICATORS

INDICATOR Unit
Geographic area 

or scope 2011 2012 GRI

ECONOMY

Consolidated sales

€M

Group 7,657 7,370 

EC1

Distribution of consolidated sales

Lagardère Publishing 2,038 2,077 

Lagardère Active 1,441 1,014 

Lagardère Services 3,724 3,809 

Lagardère Unlimited 454 470

Payroll costs Group 1,600 1,531 

Dividends paid to shareholders Group 165.10 165.70 

Income taxes paid Group 105  40

Amount of donated advertising space Lagardère Active 4.6 3.5 

WORKFORCE-RELATED AND SOCIAL      

Workforce      

Permanent staff at 31 December Number

Group

21,324 22,541 

LA1

Female permanent staff at 31/12

%

56 58

Male permanent staff at 31/12 44 42

Permanent staff in France France 43.4 42.4

Permanent staff in Europe (excluding France)
Europe excluding 

France
36.1 35.0

Permanent staff in America America 15.3 14.4

Permanent staff in Asia-Pacifi c Asia-Pacifi c - 7.9

Permanent staff in Africa Africa - 0.3

Permanent staff in Asia Asia 1.7 -

Permanent staff in rest of world Other 3.5 -

Arrivals/departures      

Total arrivals Number

Group

3,631 4,762 

LA2

Recruitment

%

85 91

Merger 2 -

Transfer 7 3

Conversion 6 6

Total departures Number 4,386 4,882 

Resignation

%

41 47

Redundancy for personal reasons 20 17

Redundancy for economic reasons 6 10

Agreed termination 10 9

Transfer 6 -

Retirement 5 3

Other 11 14
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INDICATOR Unit
Geographic area 

or scope 2011 2012 GRI

Diversity and equal opportunities      

Permanent staff at 31 December Number

Group

21,324 22,541  

Proportion of "local" executive managers % 95 93 EC7

Total number of executive managers Number 641 676

LA13

Female
%

36 37

Male 64 63

Total number of managers Number 6,280 6,235

Female
%

53 54

Male 47 46

Total number of journalists / photographers Number 1,105 1,102

Female
%

57 57

Male 43 43

Total number of other employees Number 13,298 14,528 

Female

%

58  61

Male 42 39

Executive managers as a proportion of the 
total workforce

3.0 3.0

Female 1.1 1.1

Male 1.9 1.9

Managers as a proportion of the total 
workforce

29.4 27.7 

Female 15.7 14.8

Male 13.7 12.9

Journalists / photographers as a proportion 
of the total workforce

5.2 4.9

Female 2.9 2.8

Male 2.3 2.1

Other employees as a proportion of the total 
worforce

62.4 64.4 

Female 36.3 39.1

Male 26.1 25.3

Permanent employees aged under 30 24 25

Permanent employees aged between 31 and 50 56 55

Permanent employees aged 51 or over 20 20

Disabled employees as a proportion 

of the permanent workforce
Per thousand 8.3 7.8

Number of offi cial proceedings related 

to discrimination
Number 4 1 HR4
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INDICATOR Unit
Geographic area 

or scope 2011 2012 GRI

Work organisation      

Absenteeism for reasons of illness
Days/person

Group

5.8 6.0 LA7

 Absenteeism related to accidents 0.82 0.69

Non-permanent employees (full-time 

equivalent) during the year
Number

1,383.15 1,720.47 

LA1

Temporary employees (full-time equivalent) 

during the year
845.76 789.47

Temporary employees as a proportion of the 

total workforce

%

11.5 11.0 

Permanent part-time staff, female 19 18

Permanent part-time staff, male 11 8

Health and safety      

Accident frequency rate 1 per million
Group

12.97 12.84 
LA7

Accident severity rate Per thousand 0.45  0.39

Professional and labour relations      

Employees covered by workers' representation

%
Group

82 79

LA4

Employees covered by an agreement on 

working time
72 68

Employees covered by an agreement on 

health, safety and working conditions
60 65

Employees covered by a compensation 

agreement
71 71

Employees covered by a social security 

agreement
62 54

Employees covered by a training agreement 29 38

Employees covered by a professional equality 

agreement
- 44

Employees covered by an agreement on the 

integration of disabled workers
- 18

Total number of days lost to strikes Number 1,700  983

Training      

Average number of training hours per executive 

manager

Number

Group

9.3  8.1

LA10

Average number of training hours per manager 12  14.3

Average number of training hours per journalist 

/ photographer
8.2 9.9 

Average number of training hours per 

employee in other categories
9.7  8.5

Average training expenses per permanent 

employee
€ 410  417

ENVIRONMENT      

Raw materials

Quantity of paper purchased
Thousands 

of tonnes

Lagardère Publishing 140 125

EN1 

& EN2

Lagardère Active 123 118

Percentage of paper purchased from certifi ed 

forests 

%

Lagardère Publishing 68.5 69.0

Lagardère Active 99 99

Percentage of paper purchased made with 

recycled fi bres

Lagardère Publishing 4 4

Lagardère Active - 1
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INDICATOR Unit
Geographic area 

or scope 2011 2012 GRI

Average unsold copy rate

%

Lagardère Publishing - 23.6

EN1 

& EN2

Lagardère Active 33.1 32.8

Percentage of unsold copies recycled
Lagardère Publishing - 59.0

Lagardère Active 94 94

Percentage of unsold copies returned to 

inventory or to publishers

Lagardère Publishing - 41.0

Lagardère Active 6 6

Energy consumption      

Gas Millions of kWh

France

21.4 26.8

EN4
Fuel oil

Thousands 

of litres
297.5 529.2

Electricity
Millions of kWh

60.8 77.5

District heating 7.1 6.9

CO2 emissions      

Total emissions

CO2 equivalent 

(tonnes)
France

11,686 15,001 

EN16

CO2 gas 4,955 6,262 

CO2 fuel oil 876 1,693 

CO2 electricity 4,375 5,580 

CO2 district heating 1,480 1,466 

 B  CROSS-REFERENCE TABLE 

HEADING
GRI G3.1 standard Global Compact Principles ISO 26000 

standard

Foreword - - 6.2

Message from Arnaud Lagardère 1.1 - -

Introduction: an approach integrated with the Group's growth strategy

A leading media group 2.1 - 2.10 - 6.2

Governance and ethics 4.1 - 4.9

N°1 to N°10

6.2, 6.3 & 6.6

Strategic priorities 1.2 -

Dialogue with stakeholders 4.14; 4.15 5.2.1, 5.3 & 6.6.6

Being a responsible employer

Ensuring workforce balance and diversity
LA1; LA2; LA13; 
LA14; EC7; HR4

N°3 to N°6

6.3.7, 6.3.10 & 
6.4.3

Promoting harmonious working conditions LA4; LA7 6.4.3 à 6.4.6

Encouraging the development of skills LA10 6.4.7

Developing our business while respecting the environment

Preserving natural resources, particularly those used to 
make paper

EN1, EN2, EN26

N°7, N°8, N°9

6.5.3 to 6.5.6, 
6.6.6 & 6.7.5

Promoting energy effi ciency and helping to adjust to climate 
change

EN26
6.5.3 to 6.5.6 & 

6.6.6

Fostering employee commitment to environmental issues
EN4; EN8; EN16; 

EN26
6.5.4, 6.5.5 & 

6.5.6

Promoting access to information and knowledge
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HEADING
GRI G3.1 standard Global Compact Principles ISO 26000 

standard

Defending information pluralism and ensuring content 
diversity

-

N°1, N°2

6.7.3, 6.7.4 & 
6.7.9

Facilitating access to content and listening to various 
audiences

- 6.7.8 & 6.8.6

Supporting the digital transformation of society - 6.7.6 & 6.7.7

Contributing to dialogue about sustainable development 
and the key issues affecting society 

- 6.7.5 & 6.7.9

Being a media group that fosters social cohesion

Taking a community-based approach and promoting the 
emergence of young talent EC1 N°1, N°2

6.8

Making a commitment to promote culture and sport -

Indicators and methodology

Summary of indicators - - 7.5, 7.6 & 7.7

GRI index 3.12 - -

Cross-reference tables - - -

Methodology 3.1 - 3.11 - -

GRI INDEX AND CONTENT Heading Pages

Strategy and analysis

1.1  Statement from the most senior decision-maker Message from Arnaud Lagardère 5

1.2  Description of key impacts, risks and opportunities Strategic priorities 12-13

Organisational profi le

2.1  Name of the organisation

A leading international media 
group

7

2.2  Primary brands, products and/or services
8-9

2.3  Operational structure of the organisation

2.4  Location of organisation's headquarters -

2.5  Number of countries where the organisation operates, and names 
of countries with either major operations or that are specifi cally 
relevant to the sustainability issues covered in the report.

7-8

2.6  Nature of ownership and legal form 9

2.7   Markets served (including geographic breakdown, sectors served 
and types of customers/benefi ciaries)

8

2.8  Scale of the organisation 7

2.9  Signifi cant changes during the reporting period regarding size, 
structure or ownership Methodology and scope

73

2.10  Awards received in the reporting period -

Report parameters

3.1  Reporting period (e.g., fi scal/calendar year) for information 
provided

Methodology and scope 73

3.2  Date of the most recent previous report, if any
Foreword 4

3.3  Reporting cycle (annual, biennial, etc.)

3.4  Contact point for questions regarding the report or its contents -

3.5  Process for defi ning report content Strategic priorities 12

 C  GRI INDEX
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GRI INDEX AND CONTENT Heading Pages

3.6  Scope of the report (e.g. countries, divisions, subsidiaries, leased 
facilities, joint ventures, suppliers)

Methodology and scope 73-74

3.7  Any specifi c limitations on the scope of the report

3.8  Basis for reporting on joint ventures, subsidiaries, and other entities 
that can signifi cantly affect comparability from period to period 

3.9  Data measurement techniques and the bases of calculations, 
including assumptions and techniques underlying estimations 
applied to the compilation of the indicators and other information in 
the report

3.10  Explanation of the effects of any restatement of information 
provided in earlier reports and the reasons for such restatement 
(e.g., acquisitions, change of base years/periods, nature of 
business, measurement methods)

3.11  Signifi cant changes from previous reporting periods in the scope or 
measurement methods applied in the report

3.12  Table identifying the location of Standard Disclosures in the report GRI index 71

Governance, Commitments and Engagement

4.1  Governance structure of the organisation, including committees 
under the highest governance body responsible for specifi c tasks, 
such as setting strategy or organisational oversight

Governance and ethics 9-12

4.2  Indicate whether the Chair of the highest governance body is 
also an executive offi cer (and if so, their functions within the 
organisation's management and the reasons for this arrangement)

4.3  For organizations that have a unitary board structure, state the 
number and gender of members of the highest governance body 
that are independent and/or non-executive members

4.4  Mechanisms for shareholders and employees to provide 
recommendations or direction to the highest governance body

4.13  Memberships in associations (such as industry associations) and/
or national/international advocacy organizations

Dialogue with stakeholders 15-174.14  List of stakeholder groups engaged by the organisation

4.15  Basis for identifi cation and selection of stakeholders with whom to 
engage

Performance Indicators

Economic Indicators

EC1  Direct economic value generated and distributed

Summary of indicators

67

EC7  Procedures for local hiring and proportion of senior management 
hired from the local community at signifi cant locations of operation

68

Labour practices and decent work indicators

LA1  Total workforce by employment type, employment contract and 
region Ensuring workforce balance and 

diversity + Summary of indicators

67-68

LA2  Total number and rate of new employee hires and employee 
turnover by age group, gender, and region

67

LA4  Percentage of employees covered by collective bargaining 
agreements Promoting harmonious working 

conditions + Summary of 
indicators 69

LA7  Rates of injury, occupational diseases, lost days, and absenteeism, 
and number of work-related fatalities by region 

LA10  Average hours of training per year per employee by employee 
category

Encourage development of skills + 
Summary of indicators

LA13  Composition of governance bodies and breakdown of employees 
per category according to gender, age group, minority group 
membership, and other indicators of diversity

Ensuring workforce balance and 
diversity + Summary of indicators

68

LA14  Ratio of basic salary of men to women by employee category 23

Human Rights Indicators

HR4  Total number of incidents of discrimination and corrective actions 
taken

Ensuring workforce balance 
and diversity

 68
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GRI INDEX AND CONTENT Heading Pages

Environmental Indicators

EN1  Materials used by weight or volume Preserving natural resources + 
Summary of indicators

69-70
EN2  Percentage of materials used that are recycled input materials

EN4  Indirect energy consumption by primary source Promoting energy effi ciency and 
helping to adjust to climate change 

+ Summary of indicators
70

EN16  Total direct and indirect greenhouse gas emissions by weight

EN26  Initiatives to mitigate environmental impacts of products and 
services, and extent of impact mitigation

Section 2: developing our business 
while respecting the environment

32

3.2 METHODOLOGY AND SCOPE
In 2012, workforce-related and environmental reporting pro-

tocols were prepared jointly by the Group's Human Resources 

Department and Sustainable Development Department. These 

protocols were designed to be used for the fi rst time in 2013, 

in relation to 2012 data. They support the process of submitting 

information, as well as being comprehensive documents for all of 

the workforce-related and environmental reporting procedures and 

indicators in force at Lagardère. Information is submitted through 

an annual campaign spanning the whole of the calendar year.

As well as describing the reporting procedures summarised below, 

the protocols include an explanation of each indicator used. These 

explanations enable reporting staff to understand the defi nition 

and relevance of each indicator, as well as its calculation method 

and the basic documents needed to calculate it.

These protocols will be disseminated at the start of reporting 

periods to each Group employee concerned (contributors and 

validators).

For the 2013 campaign relating to 2012 data, the workforce-

related protocol - available in French, English and Spanish - was 

distributed to all staff across the whole reporting scope. The envi-

ronmental protocol was only sent to French entities, and only in 

French, in the fi rst year. It will be expanded next year and distrib-

uted to a wider scope. 

 A  SCOPE OF CONSOLIDATION

The reporting systems used to collect workforce-related and envi-

ronmental information are used at all consolidated subsidiaries 

that are managed operationally by the Group, with the excep-

tion of:

 • entities disposed of or deconsolidated during the fi nancial year;

 • certain entities acquired during the fi nancial year, for which the 

reporting system will be implemented gradually as they are inte-

grated into the Group, unless divisions want to integrate newly 

acquired companies immediately into the reporting system;

 • certain entities with fewer than fi ve employees.

The workforce-related information in this document is submitted 

via a dedicated software system, which covered 148 Group com-

panies in 2012, up from 142 in 2011.

The environmental information in this document is submitted using 

two processes. Data concerning energy consumption is inte-

grated into the Group's fi nancial data consolidation system. For 

the French scope, the data cover 185 Lagardère group companies.

Greenhouse gas emissions are calculated directly by the Group's 

sustainable development department based on energy fi gures 

mentioned above, and in accordance with the methods stated in 

the environmental protocol.

Other environmental data not included in the fi nancial consoli-

dation system are consolidated, checked and calculated directly 

at the divisional level, based on information provided by subsid-

iaries, before being sent to the Group Sustainable Development 

Department, which carries out a fi nal consistency check.

The social information in this document is not yet covered by a 

specifi c protocol. However, it is submitted using the reporting sys-

tems mentioned above.

However, most of the social information is submitted through 

standardised email exchanges between the Group Sustainable 

Development Department and the sustainable development 

departments of the divisions, which collect and consolidate cer-

tain information from their subsidiaries.
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 B  CHANGES IN SCOPE

Changes in the scope of workforce-related and environmental 

reporting arise from changes in the scope of fully consolidated 

companies. In general, the reporting scope may vary as a result 

of two factors:

 • disposals and/or acquisitions of new entities;

 • the commencement and/or discontinuation of businesses.

Aside from these two factors, entities are included in or excluded 

from reporting systems to some extent on the basis of assess-

ments made by the divisions, which are best placed to gauge 

whether it is operationally appropriate to include or exclude an 

entity.

 C  REPORTING STANDARDS

Workforce-related reporting complies with the Group's human 

resources policy while taking into account the specifi c features 

of operations and/or the local context. After an initial update in 

2006, reporting standards were revised for a second time in 2010, 

to redefi ne the set of reporting indicators used. This redefi nition, 

which is more in keeping with the spirit of the GRI, allowed the 

Group to simplify the standards and thus make them more acces-

sible for contributors. Workforce-related indicators were reviewed 

again in 2012, in order to make them more easily understood by 

contributors and more relevant to the Group's occupations and 

activities, but also to take into account the provisions of the order 

implementing Article 225 of France's Grenelle 2 act.

Environmental reporting complies with the Group's sustainable 

development policy while also taking into account the specifi c 

features of operations and/or the local context. In 2006, the Group 

added certain environmental information concerning the consump-

tion of water and energy (electricity, gas, fuel oil, cogeneration), as 

well as information on paper purchases, to its fi nancial data con-

solidation system. In 2012, specifi c work was done on environ-

mental indicators in order to simplify them and make them more 

reliable, and most importantly to make them more relevant given 

the Group's numerous activities.

Regardless of the software used, the submission of workforce-

related and environmental data broadly follows the same path. 

Data are entered by a contributor in relation to each of the Group's 

subsidiaries that fall within the reporting scope, and are then val-

idated and checked by the subsidiary's management (Human 

Resources Department or Financial Department). A second 

level of validation and checks at each division also takes place 

before the data are sent to the central departments concerned 

(Human Resources Department and Sustainable Development 

Department).

Consistency checks are carried out to ensure the quality and accu-

racy of data submitted, and include a comparison with prior-year 

data, which helps ensure the reliability of the reporting system. 

The Group seeks to make the work done by its staff as simple as 

possible, to defi ne the parameters of its reporting processes as 

clearly as possible and to take into account the increasingly inter-

national nature of the Group's activities, and these objectives have 

been made easier to attain by the introduction of reporting pro-

tocols. However, certain diffi culties may arise during reporting, 

potentially creating uncertainty:

 • inaccurate measurements;

 • calculation errors;

 • misunderstanding of the question asked;

 • data input errors;

 • problems defi ning an indicator;

 • diffi culties in answering questions for legal and/or political 

reasons.

METHODOLOGICAL CLARIFICATION SPECIFIC 
TO PAPER PURCHASING DATA
Given the data in their respective reporting systems, Lagardère 

Publishing and Lagardère Active have applied different methods in 

estimating the weight of certifi ed fi bres in the paper they purchase.

 • Lagardère Publishing calculates the weight of certifi ed fi bres 

based on the percentage of certifi ed fi bres in the paper it pur-

chases; for example, if it buys 100 tonnes of certifi ed paper 

containing 90% certifi ed fi bre, Lagardère Publishing recognises 

the purchase of 90 tonnes of certifi ed fi bres.

 • Lagardère Active's reporting system takes into account the 

weight of certifi ed paper, not the percentage of certifi ed fi bres. 

The division estimated the weight of certifi ed fi bres purchased 

by applying an average percentage of 85% to all certifi ed paper 

purchased. For example, if it buys 100 tonnes of certifi ed paper 

containing 70-100% certifi ed fi bres, Lagardère Active estimates 

the purchase of 85 tonnes of certifi ed fi bres. It should be noted 

that 100% of paper purchased is PEFC-certifi ed, and so the 

non-certifi ed fi bres contained in the paper is guaranteed to 

come from uncontroversial sources.
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