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GIVING  
MEANING

This is our fi fth annual Sustainable Development Report. It sets out the Lagardère 

group’s CSR approach in 2013, 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), which has been audited by an 

independent organisation.

This Sustainable Development Report, made available to stakeholders 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 Lagardère group has taken part in the work done 

by the Forum RSE des Médias (French media CSR forum) – which looked in 

particular at publishing a supplement to the GRI regarding the media industry – and 

has identifi ed some indicators specifi c to the media sector. The cross-reference 

table at the end of this report shows the location of information relating to these 

various standards.

 (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.

FOREWORD 
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In terms of workforce-related matters, the Group continued 

its diversity efforts. Lagardère Active’s audit was presented to 

all divisional managers, and the training programme was widely 

deployed. Over 600 hours of training concerning diversity in the 

media sector were delivered. In 2013, talent-management efforts 

involved identifying the various categories of talent within divisions 

and in other activities, and thinking about succession plans. The 

Group also started a third project regarding staff transfers between 

divisions. It has appointed a steering committee and assigned 

resources to this project.

As regards environmental issues, work to improve 

environmental reporting started in 2012 and continued in 2013. 

This led to the addition of new indicators, including those dealing 

with energy effi ciency. Hachette Livre won the Lagardère 2013 

innovation trophy for its environmental book-labelling system, 

which enables publishers to show their environmental commitment 

and readers to see the environmental impact that books have.

On the social front, Lagardère continued its analysis of CSR 

issues in the media sector. This work was conducted alongside 

other media groups as part of the Forum RSE des Médias, and 

resulted in a document setting out sector challenges, published 

by ORSE (French CSR monitoring body) and intended for all 

stakeholders.

As part of its “open innovation” collaboration approach, the 

Group invested €11 million in a venture capital fund launched in 

October 2013, focusing on supporting digital start-ups in Europe.

The Group improved its social reporting by developing a 

questionnaire enabling it to meet Grenelle-act requirements and 

identify Lagardère’s key social issues more effectively.

Efforts to foster commitment among Group employees continued 

in France and among subsidiaries, through various socially 

responsible efforts.

The Elle Foundation supported six new initiatives in France and 

abroad, and the Jean-Luc Lagardère Foundation made 

11 grants in the cultural fi eld, as well as launching a new award 

for young Arab literature in partnership with the Institut du monde 

arabe.

As part of the Group’s overall Compliance efforts, it has 

established an anti-corruption programme initial implementation of 

which took place through awareness-raising efforts in 2013 within 

Lagardère Unlimited’s operations in Europe and Africa.

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 in the fi eld of 

corporate social responsibility which, more than ever, I regard as 

one of Lagardère’s key performance drivers.

Arnaud Lagardère

General and Managing Partner of Lagardère SCA 

MESSAGE 
FROM ARNAUD 
LAGARDÈRE
For the Lagardère group, 2013 was another busy year, 
with initiatives taking place in all areas of CSR.

MESSAGE FROM ARNAUD LAGARDÈRE 
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1.1 A LEADING MEDIA GROUP

Division
Permanent workforce

at 31/12/2013
2013 net sales 

(€M)

Lagardère Publishing 6,351 2,066

Lagardère Services 11,690 3,745

Lagardère Active 3,697 996

Lagardère Unlimited 1,197 409

Other Activities 245 -

Total 23,179 7,216

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 diversifi ed group that 

is organised into four divisions: Lagardère Publishing, Lagardère 

Services, Lagardère Active and Lagardère Unlimited.

The Lagardère group’s workforce grew slightly in 2013, rising by 

2.3% from 22,541 in 2012 to 23,179 last year. With 58% of staff 

based outside France (the same as in 2012), it refl ects the Group’s 

strong international presence. Nevertheless, the Group’s main 

presence is still in France, which accounts for 42% of the total 

workforce, ahead of Spain (8%), Canada (7%) and the UK (7%). In 

2013, staff levels grew very strongly in Asia-Pacifi c, by more than 

10%, due in particular to the Lagardère Services and Lagardère 

Unlimited divisions.
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 A  LAGARDÈRE PUBLISHING

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

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

trade and educational publisher in the world, covering 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), which account for 60% of the world 

market, 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 SERVICES

Lagardère Services has two main business lines: Travel Retail 

and Distribution. Lagardère Services travel retail consists of retail 

activities in travel areas and concessions, covering three business 

areas: Travel Essentials, Duty Free & Luxury and Food Services. 

Lagardère Services Distribution provides distribution and other 

services to convenience outlets, both independent networks and 

its in-house retail locations.

 C  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 ction, 

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.

 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: 

athlete representation, venue consulting, events production and 

management, marketing rights and associated products, content 

production and broadcast rights management as well as the 

management of sports academies and front-ranking sports clubs. 

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 

In 2013, Matra Manufacturing & Services continued its strategy 

of developing light electric vehicles (LEVs), and launched a new 

generation of high-density lithium-ion batteries. 

Although economic conditions were diffi cult in France, the company 

maintained its leading position in the electric bicycle and scooter 

market.
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 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 executive 

and supervisory bodies and the inclusion of shareholders in the 

supervision of the Company.

The French partnership limited by shares includes two categories 

of partners:

 � two General Partners, jointly and personally liable, to an unlimited 

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 

representatives are: Arnaud Lagardère, Chairman and Chief 

Executive Offi cer; 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 

represents a diverse fi eld of expertise, in line with the Group’s 

operations and the Board’s supervisory functions. It currently 

consists of 15 members, including six 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. Over 90% of board members (14 out 

of 15) are “independent” as defi ned in the Afep-Medef report on 

the corporate governance of listed companies, 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 fi ve members, all 

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.

 B  ORGANISING THE ROLE OF SUSTAINABLE DEVELOPMENT

THE STEERING COMMITTEE

The Sustainable Development Steering Committee, co-ordinated 

by the Sustainable Development Department, 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 network 

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 Offi cer, who carries 

out operational supervision of CSR initiatives specifi c to its area of 

operation and takes part in the Group Steering Committee.

Various Group cross-functional departments also have competence 

in this area and therefore participate in steering committee 

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.
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Sustainable Development organisational structure

 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 

charters referring to human rights dealing with themes that are 

important for a media group, such as freedom of expression, the 

right to education, respecting and encouraging cultural diversity, 

protecting 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), the United Nations Convention on the Rights of the 

Child (1989) and the Children’s Rights and Business Principles 

published in March 2012 by UNICEF, the Global Compact and 

Save the Children.

The Lagardère group also notes that the European Commission 

now defi nes CSR as “the responsibility of enterprises for their 

impacts on society”.

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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 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 subcontractors 

are covered in section 1.4 “Maintaining dialogue with stakeholders”.

As part of the Group’s overall compliance efforts, the Compliance 

Department has established an anti-corruption programme initial 

implementation which took place through awareness-raising efforts 

in 2013 within Lagardère Unlimited’s operations in Europe and 

Africa.

The programme was implemented by Lagardère Unlimited’s 

Compliance Offi cer, supported by a network of correspondents 

appointed from within the division’s various business units. The 

programme will shortly be implemented in Lagardère Unlimited’s US 

and Asia regions, and then in the Group’s other divisions.

CODE OF CONDUCT

This Code has been sent to each of the Group’s divisions, which 

have then disseminated it among all staff. It is available on the 

Group’s website in three languages.

It supplements the various on-the-ground measures taken by 

each Group company, depending on their activities. At Lagardère 

Services, for example, training and audits regarding certain ethical 

subjects are also carried out in countries like Australia and Poland.

The Code of Conduct, formerly known as the “Code of Ethics”, 

has been in force within the Group since 1997. It was last updated 

in 2012 and disseminated across the divisions in 2013. 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 is available on the Group’s website and 

applies to all employees. It has seven chapters: Upholding 

fundamental rights; Relations within the Group; Relations with 

external partners and competitors; Relationships with clients; 

Respect for shareholders; Social responsibility; Environment.

The Code of Conduct attests in particular to the Group’s dedication 

to upholding international standards, defending, among others, 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 

relations that the Lagardère group maintains with all bodies, 

organisations, partners and persons concerned by the Group’s 

activities. In addition, for the fi rst time, the Code now deals with 

the environmental impact of the Lagardère group.

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 “Global 

Compact France”, which is the association 

that represents France in the National 

Global Compact Networks. To reaffirm 

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 effective 

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 

effective 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 deve lopment  and d i f fus ion o f 

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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FOCUS 1

www.lagardere-unlimited.com+

NADIA LUBRANO
Chief Compliance Offi cer 

and CSR Manager, 

Lagardère Unlimited

Why have an anti-corruption programme? 

As part of the Group’s Compliance efforts, Lagardère Unlimited 

set up a Compliance Department in 2013. Among the usual 

compliance programmes, combating corruption was the top priority. 

In particular, the division’s approach is consistent with regulations in 

English-speaking countries, where anti-corruption texts have been 

in force for a long time. Companies that are able to show that they 

have such a programme in place are at a competitive advantage.

What are the main aspects of Lagardère Unlimited’s 
anti-corruption programme?

One of the fi rst stages was to set up a network of correspondents 

who are close to the division’s various activities. This network is 

cross-functional in nature, consisting of men and women from 

various traditional support functions (fi nance, legal, HR, etc.). 

In addition, the Compliance Department had adopted an anti-

corruption procedure, which is now available in three languages 

(French, English and German), and is developing more specifi c 

procedures (gifts, intermediaries, cases of non-compliance etc.). 

For a programme to be applied correctly, it must be communicated 

and explained. This is why we hold training sessions, which were 

attended by almost 20% of Lagardère Unlimited’s staff in 2013. 

We will continue to roll out this programme across all Lagardère 

Unlimited entities in 2014.

What does the future hold in terms of compliance? 

If an incident occurs, the existence of effective compliance 

programmes is one of the main ways of limiting the liability of 

companies and individuals. Nevertheless, these programmes 

still need to be applied and updated regularly. The process has 

only just begun. In addition, the clear aim of compliance is to 

support operational development while reducing risks, and so the 

Compliance Department intends to deploy other programmes that 

meet business needs such as data protection and competition. 

The aim is to put into practice the Group’s values, while meeting 

regulatory requirements and those of our stakeholders, as part of a 

long-term, responsible approach.

Compliance:
Lagardère Unlimited’s anti-corruption 
programme
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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 

disclosing corresponding information) as well as the administrative 

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

obligations 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, Communications and Sustainable 

Development Offi cer. This Committee is responsible for preparing 

and updating the lists described above and for proposing measures 

to reduce the risks of wrongful behaviour 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, impartiality, 

fairness, independence, respect for the public, honesty and 

open-mindedness.

An IT charter specifying rules for the use of IT systems is also 

applicable 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 industrial 

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 authorisation 

or a declaration to the administrative authorities, and others are 

ISO 14001 certifi ed, but none of the Group’s sites are classifi 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 environmental 

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 

economic 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), 

minerals (essential for manufacturing IT and communication 

products) and recycled paper are raw materials that have become 

indispensable 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 CO
2
 

emissions (“carbon tax”), which would directly affect the company’s 

fi nances.

Employee-related risks consist of risks linked to labour relations 

(relations between labour and management, staff turnover, 

accidents 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 accordingly. 

A company must capitalise on its employees’ knowledge, 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 diffi 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-

management procedures appears in Chapter 7 of the 2013 

Reference Document. As a result, persons responsible for business 

operations and/or for the sites concerned are also responsible 

for managing these aforementioned risks. These people ensure 

compliance 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.
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OPPORTUNITIES

Risk management must allow ongoing efforts to create 

opportunities. The notion of opportunity is closely linked to that of 

innovation 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 for all products (under France’s Grenelle 2 environmental 

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

and one that should be addressed. The lead taken by Lagardère 

Publishing in this respect – informing the public about the 

environmental impact of its books – may prove a major advantage 

for the division, and other divisions may adopt a similar approach.

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 distribution 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: employees 

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:

I.  BEING A RESPONSIBLE EMPLOYER

a. Ensuring workforce balance and diversity 

b. Promoting harmonious working conditions 

c. Encouraging the development of skills  

II.  DEVELOPING THE BUSINESS WHILE 
RESPECTING THE ENVIRONMENT

a. Preserving natural resources, 

particularly those used to make paper

b. Promoting energy effi ciency and helping 

to adjust to climate change

c. Fostering employee commitment 

to environmental issues

III.  PROMOTING ACCESS TO INFORMATION 
AND KNOWLEDGE

a. Defending information pluralism and ensuring 

content diversity  

b. Facilitating access to content and listening 

to various audiences

c. Supporting the digital transformation of society

d. Contributing to dialogue about Sustainable Development 

and key social issues

IV.  BEING A MEDIA GROUP THAT FOSTERS 
SOCIAL COHESION

a. Taking a community-based approach and promoting 

the emergence of young talent 

b. Making a commitment to promoting culture and sport
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As regards the production of Salut les copains and DISCO, 
to what extent do efforts to address employee-related, 
environmental and safety issues enhance the shows’ 
quality and performances?

Employee costs are high in our line of business. Taking these 

issues into account brings our teams together, results in greater 

job satisfaction and boosts profi tability. It increases the quality of the 

show, resulting in higher ticket sales, allows limited wage growth, 

and enhances staff commitment, resulting in savings. 

In addition, we are always working to tight deadlines, and staff 

motivation is crucial to meeting them.

What practical steps have you taken to support your artists 
and technicians?

Musical theatre companies mainly consist of artists at the start of 

their careers, so fi nding the right people through castings is very 

important, and we support them in their professional development. 

We also seek to promote diversity in our artistic and technical 

teams. This includes ensuring a good mix in terms of age and 

experience, taking on work-experience staff, and promoting equal 

opportunities, particularly for female members of our technical 

teams.

You have adopted certain environmental initiatives. Have 
they enabled you to protect the environmental while saving 
money?

We have taken a number of small steps that both protect the 

environment and reduce costs: rechargeable batteries for 

microphones, LED projectors, putting names on water bottles 

during rehearsals and shows – otherwise the number of bottles we 

throw away is frightening – and recovering and reusing the confetti 

used at the end of a show. It’s simply a case of being aware of 

these environmental measures and asking our teams to implement 

them, which they do with pleasure.

XAVIER RÉCHAIN
Executive Producer, 

Lagardère Unlimited Live 

Entertainment

Lagardère Unlimited 
Live Entertainment:
responsible and profi table shows

FOCUS 2
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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 uence 

(of varying signifi cance) on the Group’s decisions, strategy and 

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

Sector stakeholders comprise organisations involved in the Group’s 

business sectors, i.e. those affected by media-related activities.

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 

entreprises privées (AFEP - French association of private-sector 

companies);

 � Lagardère is a member of the Observatoire de la responsabilité 

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, the American 

Association of Publishers in the USA and the Publishers’ 

Association in the UK, as well as chairing a number of committees 

within these various professional unions. Lagardère Publishing is 

a founding member of the PEN Club, an international NGO that 

supports freedom of expression, particularly that of persecuted 

writers, and promotes literature around the world. It is a founder 

member of the PEN International Publishers Circle;

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

an association run by six educational publishers to monitor 

developments in the education system;

 � 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 

that reduce the environmental footprint of the book publishing 

industry. BIEC’s members include companies operating all along 

the book value chain (paper manufacturers, printers, publishers 

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 addition, 

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;

 � Lagardère Unlimited has close relationships with various sports 

federations;

 � worldwide, Lagardère Services is a member of the global 

association of press distributors.
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 B  TOOLS FOR DIALOGUE

DIALOGUE WITH A WIDE RANGE 
OF STAKEHOLDERS

To maintain lasting trust-based relationships, Lagardère is 

diversifying 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 responsible 

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 

environmental matters in its purchasing activities, and in 2012 

initiated 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 relates to 

the governance of responsible purchasing(1) and started with the 

preparation of a new “Responsible Purchasing Policy”, replacing 

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 

integration, governance quality, improved access for small 

companies, consideration of small suppliers’ cash positions and 

the selection of responsible suppliers.

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 the charter drafted 

in 2005, partly in order to capitalise on the best practices adopted 

in the various divisions.

This new “Responsible Supplier Charter” has been in force since 

2013 and will gradually be disseminated among the Group’s main 

suppliers. It 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 also apply to all 

foreign subsidiaries, 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, 

particularly as regards public health and safety;

 � respect for intellectual property;

 � anti-corruption measures;

 � the promotion of the above principles among partners.

Other documents have been prepared as part of the responsible 

purchasing project, such as questionnaires for suppliers and a fi le 

listing companies that employ disabled staff and disability-oriented 

social enterprises within the sector that have already worked with 

a Group company.

At Lagardère Publishing, the publishers of Hachette Collections 

also adopted in 2007 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 

concerned 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 consist 

of the cancellation of the contract along with a fi nancial penalty. In 

accordance with its Code of Ethics, Hachette Collections carried 

out six compliance audits in 2013. Four of these audits concerned 

production plants and two revealed compliance breaches. The two 

plants concerned have since addressed the breaches, and were 

declared compliant after a second audit.

COLLABORATIVE APPROACH BASED ON “OPEN INNOVATION”
In the last few years, Lagardère has adopted 

a collaborative approach based on open 

innovation, aimed at identifying and capturing 

external knowledge that is useful for the 

business and using knowledge developed 

within the business in external applications. 

The Lagardère Innovation unit is the Group’s 

entry point for all participants in the innovation 

ecosystem (start-ups, technology providers, 

investors, business clusters, incubators, 

large corporations etc.) and acts as a bridge 

between these participants and the Group’s 

in-house staff.

(1)  Governance: one of the seven core subjets of ISO 26000, covering all policies and tools relating to the implementation and communication of the 
responsible purchasing policy.
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At Lagardère Services, some suppliers that produce goods 

in Asia have also made a commitment to complying with these 

workforce-related requirements, and local audits are regularly 

carried out to check compliance.

Lagardère Active has gradually adopted several ways of factoring 

sustainable development objectives into its relationships with 

suppliers. In some cases, such as magazine production (paper 

manufacturers, printers, binders and distributors), the contracts 

themselves include sustainable development clauses specifi c to 

the market concerned.

PROGRAMMES TO RAISE AWARENESS 
AMONG PARTNERS AND TO MONITOR 
THEIR PERFORMANCES

Lagardère Publishing has a policy of raising environmental and 

workforce-related awareness among its paper manufacturers and 

printers in France and abroad, by encouraging them to adopt 

certifi cation procedures.

As regards paper, initiatives to ensure traceability and monitor the 

paper grades purchased by printers have signifi cantly reduced the 

proportion of untraceable fi bres used in publications and/or ensured 

that no fi bres resulting from deforestation activities are used. 

In particular, Hachette Livre has asked its suppliers in Asia not to 

use certain paper grades that did not meet specifi c requirements 

(traceability, fi bres from sustainably managed forests, etc.). As 

regards requirements relating to the environmental management 

system, 97% of the paper producers from which Lagardère 

Publishing buys paper have ISO 14001 certifi cation, and almost all 

of Lagardère Active’s paper suppliers are also ISO 14001-certifi ed.

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 certifi cation (globally recognised standard for health, safety 

and working conditions) or have signed a framework agreement 

including workforce-related commitments. As regards French-

language books produced in Asia specifi cally, 90% of the printers 

used by Hachette Livre have signed the Code of Ethics or have 

OHSAS 18001 certifi cation. These awareness 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.

Since the end of 2013, the new “Responsible Supplier Charter” has 

been distributed to all new suppliers by the Technical Department.

At end-2013, 48 suppliers had signed the charter, which will 

gradually be extended to cover most suppliers of the Technical 

Department and Hachette Collections, including existing ones.
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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 collaboration 

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 

2013 Reference Document and published in accordance with the 

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

Code.

 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 according to the 

situation of the moment.

At 31 December 2013, the Group had 23,179 permanent staff 

as opposed to 22,541 a year earlier (+2.3%). This represents 

the second consecutive year of growth in the workforce, after a 

5.7% increase in 2012. Headcount fell very slightly at Lagardère 

Publishing (-1.40%) and Lagardère Active (-0.36%), but there was 

growth at Lagardère Services (+6.30%) and Lagardère Unlimited 

(+4.30%) for the second year in a row.

Breakdown of the permanent workforce at 31 December by gender and status
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The use of temporary labour (non-permanent contracts and 

temporary staff) is an integral part of some Group activities, since 

it enables the Group to deal with seasonal increases in business. 

This is particularly the case at Lagardère Publishing, which has to 

cope with a large amount of new releases in the autumn, seasonal 

school orders, and a busy period around Christmas. It also allows 

the Group to meet requirements relating to distribution activities – 

covering managers on leave, extended opening hours, manager 

training etc. – at Lagardère Services and to event organisation at 

Lagardère Unlimited.

In 2013, non-permanent and temporary staff accounted for 11.5% of 

the Group’s total workforce, in line with the Group’s targets 

(maximum of 12%).

The number of part-time staff rose 6.6% in 2013 after falling 

slightly in 2012 (-3.6%), and they accounted for 14.13% of the 

total workforce. Women continued to make up the vast majority 

of the workforce (just under 75%), but the proportion was stable 

compared with 2012.

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

Once again, the Lagardère group showed a good balance between 

experience (with 20% of staff aged over 50 and 46% aged over 40) 

and youth (almost 25% of staff aged under 30).
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Distribution of permanent employees by age range and division

PROMOTING DIVERSITY, A MAJOR ASSET 
FOR THE GROUP

In this area, the Lagardère group’s efforts are supported by two 

strong principles: ensuring equal opportunities and treating each 

individual with respect. 

The Group has a wide variety of activities and its staff have a wide 

variety of skills. It encourages diversity within its divisions which, 

through their media and retail activities, have an even greater need 

to refl ect the society of which they are part.

The Group works hard to promote and develop cross-discipline 

initiatives in this area, particularly by pinpointing best practice within 

the various entities and then sharing them internally.

In this respect, the Group focuses on three aspects:

 � the role of women in the company;

 � the integration of disabled people;

 � the integration of young people from sensitive urban areas.

All divisions have made progress in promoting diversity (see the 

section on people with disabilities, page 25), particularly through 

training and awareness-raising efforts. Lagardère Active in particular 

has started a multi-year action plan called “Diversité Active”.

In 2012, this division carried out an audit of diversity in all its forms 

(disabilities, gender, age, ethnic origin etc.), and in 2013 it decided 

to focus on ethnic and social diversity. It implemented two main 

measures: submitting the audit to top managers in the various 

business areas and arranging training by a consultancy specialising 

in media diversity. In 2013, 169 people received 676 hours of 

training. Another of Lagardère Active’s initiatives is a partnership 

with Mozaïk RH, France’s leading non-profi t recruitment and human 

resource advisory fi rm specialising in promoting equal opportunities 

and diversity.

To promote transparency, the Lagardère group decided in 2010 

to measure changes in current discrimination proceedings, i.e. the 

number of legal claims and proceedings formally initiated with any 

competent authority. In 2013, only two new formal discrimination 

proceedings were recorded.

Of the two cases recorded in 2012, neither resulted in any 

judgments against the Lagardère group.

ONGOING COMMITMENT FROM LAGARDÈRE 
ENTERTAINMENT
In 2013, in addition to its continuing 

partnership with École Miroir(1), Lagardère 

Entertainment also welcomed work-

experience staff from Un stage et Après, a 

charity that aims to help all senior school 

children of all abilities to find out about 

certain professions and give them clear 

careers guidance. Lagardère Entertainment 

also signed the Diversity Charter.

(1)  École Miroir is a free school for actors, directors and authors, who represent the full cultural and social diversity of France’s disadvantaged 
neighbourhoods.
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THE ROLE OF WOMEN IN THE COMPANY

Women make up almost 58% of the Group’s workforce. Gender 

equality within the Lagardère group are more an issue of career 

management, particularly regarding the allocation of positions of 

responsibility, than of ensuring a balance between the number of 

male and female employees. In 2013, women held 36% of the 

executive manager positions (unchanged from 2012).

Lagardère Publishing has reached a near-perfect gender balance 

in top management positions with women making up 51% of its 

executives.

However, there is room for improvement in the other divisions.

53% of managers across the Group are women, including 60% at 

Lagardère Publishing and 57% at Lagardère Active. The balance 

is improving at Lagardère Services, where 47% of managers are 

women.

Figures showing the workforce breakdown by gender are instructive 

regarding the presence of women within the Group, but they are 

only snapshot at a given time. Data relating to recruitment and 

intra-Group transfers give a more dynamic view of the changing 

presence of women within the Group.

In 2013, 63% of people recruited were women.

Breakdown of staff arrivals by type and gender

2013

Hires Conversions Internal mobility Promotions

Women Men Women Men Women Men Women Men

Lagardère Publishing 412 245 53 28 11 6 151 69

Lagardère Services 2,714 1,553 131 60 37 65 159 124

Lagardère Active 116 94 36 18 43 15 20 16

Lagardère Unlimited 75 86 13 25 2 4 12 44

Other Activities 5 8 1 1 1 1 2 1

Total 3,322 1,986 234 132 94 91 344 254

Breakdown 63% 37% 64% 36% 51% 49% 58% 42% 

In 2013, 58% of promotions involved women, and the proportions 

within Lagardère Publishing and Lagardère Services were 

particularly high.

There was a good overall gender balance in terms of intra-group 

transfers (94 women and 91 men), with a signifi cantly larger 

proportion of women in the Lagardère Active division.

Percentage of employees covered by a gender equality agreement

Division Permanent employees covered by a professional equality agreement

Lagardère Publishing 45% 

Lagardère Services 46% 

Lagardère Active 47% 

Lagardère Unlimited 12% 

Other Activities 62% 

Total 44% 

WOMEN IN THE AUDIOVISUAL SECTOR
On 29 January 2013, French media 

watchdog CSA set up a “women’s rights” 

working group to look at the image of 

women in the media, in order to combat 

stereotypes, and at the role of women in the 

audiovisual sector.

In the spring of 2013, Lagardère Active 

submitted two reports to the CSA setting 

out initiatives to enhance the representation 

of women, along with planned changes in 

both radio and TV. All of Lagardère Active’s 

TV channels (Canal J, TiJi, Gulli, June, but 

also music channels MCM and Mezzo) 

along with radio stations Europe 1, RFM and 

Virgin Radio, set out their efforts to ensure 

fair representation of women in terms of 

content, air time and staff.
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INTEGRATION OF DISABLED PEOPLE

Number of disabled employees

Division Continental America Europe excluding France France Divisional total

Lagardère Publishing 1 k 21 k 45 k 67 k

Lagardère Services 2 k 40 j 55 j 97 j

Lagardère Active 0 k 1 l 33 j 34 j

Lagardère Unlimited 0 k 3 k 7 k 10 k

Other Activities 0 k 0 k 11 k 11 k

Group Total 3 k 65 j 151 j 219 j

Overall, the total number of disabled employees rose 23.7% in 

2013.

In 2012, the Group carried out a disability at work audit, and all 

divisions continued their initiatives in this area in 2013. These are of 

varying types: employee awareness-raising and training, recruitment 

and integration of disabled employees and work-experience staff, 

the use of disability-oriented social enterprises, and adjustments to 

work premises to increase accessibility.

After an awareness-raising campaign at Aelia France, 12 employees 

obtained recognition of their disabled status. In 2014, a manager 

training course is planned regarding the division’s disability policy, in 

order to boost recruitment. At LMPI in Canada, around 20 disabled 

people are employed to label and package magazines.

Lagardère Publishing used 21 disability-oriented social enterprises 

for various services, and all of Larousse’s vacancies are published 

by AGEFIPH, a body that helps disabled people fi nd work. 

Lagardère Active’s Disability Initiative continued several 

initiatives in 2013. In terms of recruitment, the division took on four 

employees (permanent, non-permanent or work-study positions) 

and 16 work-experience staff. APR2 – an “entreprise adaptée”, i.e. 

a company that specifi cally employs disabled people – once again 

handled the recycling of the division’s IT and offi ce equipment, as 

well as collecting and recycling magazines.

At Lagardère Entertainment, several production companies selected 

Sabooj to help them launch their websites on the Lagardère 

Entertainment portal. The company also signed the Diversity 

Charter and continued its partnership with École Miroir.

Lagardère Active’s Disability Initiative undertook 57 initiatives with 

15 companies in the protected sector. 

In December 2013, the CSA in association with France’s minister 

for disabilities announced a draft Charter on the Training 

and Professional Integration of Disabled People in the 

Audiovisual Sector. Lagardère Active’s radio and TV business 

signed the charter on 11 February 2014.

Percentage of employees covered by an agreement regarding the integration 
of disabled workers

Division Employees covered by an agreement on the integration of disabled workers

Lagardère Publishing 19% 

Lagardère Services 31% 

Lagardère Active 40% 

Lagardère Unlimited 1% 

Other Activities 0% 

Total 27% 

GENDER EQUALITY AGREEMENT AT HACHETTE LIVRE 
The professional gender equality agreement 

signed by Hachette Livre SA and all its 

unions in June 2012 contains the following 

measures:

 � improving work/life balance by setting up 

systematic meetings with staff about to 

return from maternity or parental leave;

 � giving priority in terms of training to staff 

who have been absent for one year or 

more through parental leave, to facilitate 

their return to work;

 � no discrimination at the recruitment stage, 

with the aim of ensuring that the gender 

balance of applications is refl ected in the 

gender balance of those recruited. 
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After three years, can you give a progress report 
on the Disability Initiative at Lagardère Unlimited?  

Our actions fall into three categories: awareness-raising and 

communication, recruitment, and the use of disability-oriented 

social enterprises and companies that employ disabled staff.

In 2011 and 2012, our initiatives involved demonstrations of 

disability sports (wheelchair basketball) involving high-level athletes.

In 2012, we decided to take a different approach to the Disability 

Initiative by setting up a “sensory bubble”. This is a wellness space 

where employees could experience new sensations by receiving 

massages from partially sighted or blind practitioners.

Of the three categories you mentioned, you seem to be 
focusing on raising awareness among staff.

Awareness-raising is a major aspect of our disability policy and 

one of the best ways to raise awareness among our staff is to 

get them to meet disabled people. This gets rid of any prejudices 

they might have. In our experience, disabled employees increase 

the cohesion of the teams they join. An example of this is Bob, a 

wheelchair user who joined us for work-experience in Sportfi ve’s 

graphics department. We were expecting Bob’s integration to 

involve complicated adjustments and be more diffi cult than it was, 

but he adjusted to the demands of the job with no problems.

Our efforts to raise awareness about disabilities and the manager’s 

commitment made all the difference when integrating Bob.

In which areas do you want to make progress in future?

Although recruiting disabled people remains our main objective, we 

need to inform our staff about the process of gaining recognition 

as a disabled worker. This involves a long personal journey, and 

requires an acceptance of your state of health, an acceptance that 

you are different. We need to know if an employee is a disabled 

worker so that we can support them by putting in place all the 

actions needed to help them stay in work. The issue of disabilities 

needs to move from being a regulatory obligation to being an 

integral part of the company’s general strategy.

HELA BEN JERAD
Human Resources Manager, 

Lagardère Unlimited

Disability Initiative at 
Lagardère Unlimited: 
integration and awareness-raising

FOCUS 3
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INTEGRATION OF YOUNG PEOPLE 
FROM SENSITIVE URBAN AREAS

Since 2006, the Lagardère group has been a partner of the 

non-profi t organisation Nos quartiers ont des Talents (Our 

neighbourhoods have talent). This partnership arose from the 

Group’s desire to promote the professional integration of young 

graduates from priority neighbourhoods and disadvantaged social 

backgrounds (see Focus 18).

This co-operation has resulted in practical action, including 

mentoring by experienced Group managers, who have given up 

their time to help these young people fi nd a job. We also take part 

in annual events that aim to put young graduates in touch with 

company managers. The Lagardère group took part in France’s 

fourth national equal-opportunities meeting (“Rencontres Nationales 

pour l’égalité des chances”) on 27 November 2013 at the Cité du 

Cinéma in Saint-Denis.

Since 2013, the Lagardère group has taken part in the NQT 

co-ordination committee, which brings together members of the 

charity with young people who have found a job through the charity 

and want to help to raise its profi le.

These initiatives are paying off, since currently almost 20,000 young 

people are benefi ting from the charity’s work, with 72% of them 

having found a job suited to their qualifi cations.

 B  PROMOTING HARMONIOUS WORKING CONDITIONS

While adjustments to the Group’s workforce must meet the 

operational 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 motivation, 

and accordingly promote the Company’s effi cient operation.

To achieve this, the Lagardère group focuses on three areas:

 � proposing fair, consistent remuneration practices;

 � encouraging dialogue between management and labour;

 � maintaining health and safety at work.

FAIR, CONSISTENT REMUNERATION 
PRACTICES

These practices comply with statutory rules and take into account 

the economic and social context in each country, along with 

agreements negotiated with staff representative bodies in the 

sector concerned (particularly as regards the minimum wage or 

general wage scales). In some countries, where the minimum 

wage is sometimes merely symbolic or where there is no minimum 

wage, wages are set with reference to those seen in the local 

labour market. Almost 84% of staff belong to a company that has 

a defi ned minimum wage (unchanged relative to 2012).

Average 2013 gross salary (in euros) of permanent employees by status 
and geographic area (1)

Geographic area Executives
Managers 

(excluding executives)
Journalists 

and photographers
Other 

employees

Africa €40,496.70  €7,298.21 

Asia-Pacifi c €234,422.36 €53,477.91 €24,141.85 

Continental America  €220,858.69 €71,169.45 €19,326.25 

Europe excluding France  €120,331.71 €46,154.88 €16,098.11 €25,960.24 

France  €198,258.54 €55,631.30 €58,313.26 €25,289.18 

Total €166,413.86 €54,252.04 €50,331.55 €24,135.63 

 (1)  It should be noted that no general conclusions should be drawn or comparisons made regarding remuneration fi gures, since they 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 quality 
of life and cost of living vary widely between countries.

In 2013, almost 71% of staff were employed by an entity that had defi ned position-based salary ranges, unchanged relative to 2012.
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Proportion of employees taking part in a savings plan

Division Proportion of staff

Lagardère Publishing 57% 

Lagardère Services 45% 

Lagardère Active 75% 

Lagardère Unlimited 40% 

Other Activities 100% 

Group 53% 

DIALOGUE BETWEEN MANAGEMENT 
AND LABOUR

Dialogue between management and labour is an essential part of 

the Lagardère group’s human resources policy. It is based on a 

clear principle of achieving an ongoing balance between economic 

and workforce-related issues, and takes place at all levels of the 

organisation (entities, divisions and the Group).

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

Geographic area

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

Number of 
employees 
covered by 

an agreement 
regarding 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 69% 0% 72% 0% 71% 0% 71% 

Continental America 57% 11% 58% 11% 11% 56% 11% 

Europe excluding 
France 54% 29% 62% 36% 61% 22% 45% 

France 75% 37% 82% 71% 96% 39% 72% 

Total 64% 27% 70% 44% 69% 32% 54% 

At 31 December 2013, 624 agreements were in force, down 4% on 

2012. In 2013, 112 agreements were signed, versus 121 in 2012. 

The largest increase was in Europe excluding France (+68%).

Strong progress was achieved in 2012 in Asia-Pacifi c, where there 

was a sharp increase in the proportion of employees covered by 

agreements regarding remuneration (+19 points), working hours 

(+20 points) and welfare (+19 points).

SHARING IN THE GROUP’S PERFORMANCE
Allowing employees to share in the Group’s 

performance is a practice encouraged in the 

Group.

This mainly translates into profit-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 2013, incentive plans giving employees an 

interest in collective performance were in place 

across just over 40% of Group companies. 

The proportion was almost 47% in France. 

Overall, 53% of Group staff benefi t from an 

employee savings plan. The fi gure for France 

is almost 92%.
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In 2013, there was a large amount of dialogue between 

management and labour within the Group. In addition to ordinary 

meetings, there was a focus on the need to transform the press 

division and on changes to the Group after it sold its stake in EADS.

An information meeting took place on 22 April 2013 and an 

extraordinary meeting of the Group Committee took place on 

21 October 2013 relating to the disposal of certain magazines in 

the Lagardère Active division. A meeting of the European Works 

Council’s bureau was organised on 25 October, dealing with the 

same theme.

As in every year, plenary meetings of the EWC (12 September) 

and the Group Committee (26 November) provided an opportunity 

to review activity, present accounts and look at the prospects of 

each division.

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 

distribution activities have a more pronounced safety culture than 

other Group entities.

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

policy of reducing health-related and occupational risks through 

prevention and training.

In 2013, over 16,000 hours of safety-related training were 

organised, down just under 7% relative to 2012.

The proportion of employees covered by a health, safety 

and working conditions agreement is also fairly high at over 

64%  worldwide and 75% in France. Almost 85% of Group 

employees work for entities that have a body in charge of health 

and safety at work, while 78% receive regular medical monitoring.

Percentage of staff covered by an health, safety and working conditions agreement, 
by division

Division Employees covered by an agreement on health, safety and working conditions

Lagardère Publishing 44% 

Lagardère Services 81% 

Lagardère Active 67% 

Lagardère Unlimited 10% 

Other Activities 0% 

Group 64% 

LAGARDÈRE ACTIVE: SUPPORT MEASURES AGREED 
WITH UNIONS
The plan to refocus the Magazine Publishing 

business and to sell ten titles, announced in 

2013, required a redundancy plan at HFA 

and Lagardère Publicité affecting around 

350 employees and 200 freelancers. 

Management sought to negotiate all 

employee support measures with the 

unions. In the talks, it was agreed that the 

focus should be on voluntary redundancies, 

with those leaving the Group receiving 

substantial support in terms of training and 

help with career development. There was 

also encouragement for people to take 

retirement. In addition, the parties agreed 

support arrangements for those employees 

transferred to the purchaser. All of these 

measures have been approved by the 

unions and form part of HFA’s redundancy 

plan. If the number of voluntary departures 

proves insuffi cient, agreed “measures with 

an equivalent economic effect” will be taken 

ahead of any compulsory redundancies, 

which nevertheless would be accompanied 

by support measures set out in the 

redundancy plan.
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Number of accidents, accident frequency rate and injury severity rate by division

Division Number of accidents Frequency rate Severity rate

Lagardère Publishing 129 l 12.03 l 0.32 l

Lagardère Services 368 j 17.93 j 0.48 l

Lagardère Active 22 j 3.55 j 0.10 j

Lagardère Unlimited 11 j 5.65 j 0.09 l

Total 530 j

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

Division Illness Work accident

Lagardère Publishing 5.90 j 0.55 l

Lagardère Services 6.79 l 0.88 l

Lagardère Active 7.30 j 0.17 j

Lagardère Unlimited 3.93 l 0.17 l

Other Activities 6.27 j 0.00 k

Group (2013) 6.49 j 0.63 l

2012 6.03 j 0.69 j

2011 5.8 j 0.79 j

Absenteeism fi gures show that the number of days of absence 

because of work accidents fell for the second consecutive year in 

2013, by 8.70% after a 12.6% decline in 2012.

This was particularly the case at Lagardère Publishing (-6.7%), with 

the Maurepas and Longjumeau distribution and returns processing 

centres showing declines of 30% and 19% respectively. 

Lagardère Services also saw the average number of days lost 

through work accidents fall 11%, due the combination of a 

2% decrease in the number of days lost and a substantial increase 

in the workforce.

Lagardère Active and Lagardère Unlimited had an identical average 

number of days lost (0.17). The overall volume of days lost in 

these two divisions is much lower than at Lagardère Services and 

Lagardère Publishing, which is entirely logical given their activities 

and workforces.

However, the number of days lost to illness continued to rise 

in 2013 (+7.62%). Only Lagardère Unlimited saw a signifi cant 

decrease in the number of days lost through illness (-16.60%). The 

other three divisions saw an increase, although the average number 

of days lost fell at Lagardère Services due to its higher headcount.

 C  ENCOURAGING THE DEVELOPMENT OF SKILLS

In accordance with the principle of autonomy within each division, 

measures to promote skills development and internal mobility are 

implemented within each entity.

They illustrate the Lagardère group’s commitment to investing in 

the skills and individual responsibilities of its employees, and to 

fostering fulfi lling career development through increased internal 

mobility.

At the end of 2012, the Group adopted a talent-management policy 

aimed at strengthening its skills-management system. The policy is 

being implemented jointly by the Group HR department, divisional 

HR departments and divisional management teams. This policy 

combines all relevant principles and procedures with the aim of 

identifying, developing, promoting and planning for the succession 

of Lagardère group employees identifi ed as particularly talented. 

In 2013, the policy was applied across all divisions, and talent was 

identifi ed in each division according to the proposed framework. 

Work was also done regarding succession planning. 

TRAINING, WORK PLACEMENTS 
AND APPRENTICESHIPS

In 2013, the total amount spent on training was €8,181,258, lower 

than the 2012 fi gure because of a change in the calculation method 

at Lagardère Publishing, where the fi gure previously included the 

wage costs of participants. The average cost per employee was 

€364 in 2013, and €660 in France (stable relative to 2012).

(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.
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Breakdown of training hours by theme

As in every year, the breakdown of training data by theme shows 

that most training focused on “business line” themes in 2013. This 

is consistent with the Group’s desire to support divisions’ business 

development as far as possible.

The fall in the proportion of “digital” training sessions should be 

put into context, since the total number of hours of training on this 

theme increased almost 4% relative to 2012. This situation is the 

result of a very sharp increase in training hours on the theme of IT. 

This arose from a major effort in this area by Hachette Book Group, 

relating in particular to the implementation of new management 

software.

The increase at Hachette Book Group pushed up the total volume 

of training hours from 230,000 in 2012 to over 300,000 in 2013.

The Group also undertakes to develop a true corporate culture in its 

managers and to transmit these values of creativity, independence, 

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 

integration are implemented to develop the skills of Group 

managers. 160 managers attended these training sessions in 2013.

Breakdown of training hours by occupational 
group and gender

The breakdown of training hours by category and gender shows 

that the majority of training was undertaken by women (62% of the 

total volume) and staff with lower levels of qualifi cations, with “other 

employees” accounting for 60% of training hours.

The Lagardère group is a partner of several universities. Each group 

entity is developing a major exchange programme with schools 

and universities, including 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 880 students on work-study programmes in 2013 (871 in 

2012), mainly at Lagardère Services and Lagardère Publishing. 

In addition, 1,425 students did work placements in the Group’s 

various divisions in 2013 (1,508 in 2012).

INTERNAL MOBILITY

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

way of developing their skills. Internal mobility increased 18% in 

2013.

Arrangements for performance monitoring, promotion and internal 

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.

In 2013, the Group started a project to promote internal mobility 

between divisions. As part of this, new tools were offered to HR 

managers and “mobility consultants” were identifi ed.

Digital

5%
Foreign languages

11%

Other

2%
Communication

4%
Health 

and safety

5%

IT

24%
Management

9%

Occupational 
training

40%

Female
Executives

1%

Male
Executives

1%

Male
Journalists and photographers

1%

Female
Journalists

and photographers

3%

Male 
Managers

14%

Female 
Managers

20%

Female
Other employees

38%

Male
Other employees

22%
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The introduction of “contrats de génération” (contracts 
that aim to help older employees pass skills on to the 
new generation) in 2013 was an opportunity to overhaul 
Hachette Livre’s policy of integrating young people. What 
were the main objectives?

We often welcome young people through work placements, 

work-study programmes and fi xed-term contracts. However, we 

were not always able to get back in touch when we had a job 

opportunity for them. We therefore used our TALEO recruitment 

management system to create a database of these young people 

to encourage future applications. This is a way of enhancing the 

long-term integration of young people within the Group, which was 

our primary objective.

In addition, each unit used to have its own methods for integrating 

young new recruits. As a result, they varied, and in some cases 

lacked structure and were inconsistent. By negotiating and 

introducing “contrats de génération”, our second objective was to 

review the various phases of integration and agree a consistent, 

harmonised pathway within the various entities that make up the 

Hachette Livre group.

Which methods did you adopt as part of the integration 
pathway?

Managers are in charge of integration. Under a “contrat de 

génération”, a manager may be assisted by a “consultant 

employee” or mentor who, as well as passing on practical 

information about how the company works, is in charge of passing 

on business skills. We decided that, as well as these people in 

charge of integration, there should be “guides” explaining the work 

that needs to be done and the processes that have to be followed. 

In addition, we plan to offer a welcome session for young new 

recruits in each entity, in which they will see a presentation of the 

Group and its activities. Skills-building courses are also planned, 

both within Hachette Livre and the Lagardère group as a whole:

 � each year, the Forum du Livre book fair is attended by staff 

selected by their managers, where they undertake training 

focused on the book business;

 � as part of its Media Campus in-house university, the Lagardère 

group also offers integration sessions about the Group’s values.

In practical terms, how did you introduce the programme 
at Hatier?

It was fully introduced in the second half of 2013. It has been 

presented to managers and is now fully operational. Resources 

are available on the intranet, which is accessible to all staff.

ALAIN BERGDOLL
Head of Human Resources, 

Hatier

Hachette’s increased eff orts 
to integrate young new recruits
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2.2  DEVELOPING THE BUSINESS WHILE RESPECTING 

THE ENVIRONMENT

Lagardère is a media group with a highly diverse set of activities, 

mostly in the tertiary sector, which limits its direct environmental 

impact. 

However, it is well aware that, just because it is a media group, it 

is in no way exempt from environmental requirements, particularly 

those arising from its activities as a publisher and producer of 

books, magazines and digital content. As a result, the preservation 

of natural resources and energy effi ciency are among Lagardère’s 

environmental priorities.

 A  PRESERVING NATURAL RESOURCES, PARTICULARLY THOSE USED TO MAKE PAPER

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

magazine production, and so wood is naturally the main raw 

material that the Lagardère group aims to protect. The Group has 

consistently made responsible paper management a key priority. 

This responsibility applies from the purchase of paper to the 

management of unsold copies, and includes all steps involved in 

manufacturing books, newspapers and magazines.

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).

Return 
to publishers 

Pulping

Recycling

Certifi ed forests
• PEFC
• FSC

Production 

of paper pulp 

and/or rolls 

of paper

Printing books, 

magazines and 

newspapers

Adjusting 

quantities 

delivered

Optimising 

paper weight

Limiting the 

wastage rate

Optimising 

formats

PEFC and/or FSC chain-of-custody certifi cation for paper (award of a certifi cation number)

ISO 14001 certifi cation 

for paper manufacturers

ISO 14001 

certifi cation for printers

Production / manufacturing / 
distribution

Delivery to points 
of sale

Use and 
end of life

Purchasing / 
procurement

Unsold 

copies 

Recycled paper

The paper cycle

213,100 tonnes 
of paper purchased 

in 2013
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RESPONSIBLE SUPPLY MANAGEMENT

Lagardère Publishing and Lagardère Active’s own paper purchases 

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

213,100 tonnes in 2013. Increasing supplies of paper from certifi ed 

forests is the main goal pursued by both Lagardère Publishing and 

Lagardère Active.

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

PEFC certifi cation contained in its own paper purchases, together 

with the percentage of recycled fi bre, has increased constantly in 

the last few years, from 70% in 2010 to 73% in 2012 and 79% in 

2013.

Certifi ed paper(1) accounts for over 89% of Lagardère Publishing’s 

own paper purchases (see above), in addition to the near-5% 

recycled fi bre content of all paper purchased.

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

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

purchased by Lagardère Active for its magazines has been certifi ed, 

which guarantees that it contains at least 70% certifi ed fi bres and 

that the remainder of up to 30% comes from uncontroversial 

sources.

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. This process is subject to an 

annual audit by an approved external consultancy. At end-2013, 

Breakdown of paper purchased 
by Lagardère Publishing (%)

Paper 
from uncontroversial sources

6%

Certified paper

89%

Recycled paper

5%

Breakdown of paper purchased 
by Lagardère Active (%)

Recycled paper
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Certified paper

99%
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Total weight of paper purchased by Lagardère

Books Press

277

153

310

160

123

140

117.9

124.7

104.4

108.7

(thousands of tonnes)

(1)  In order to harmonise the calculation methods used by Lagardère Publishing and Lagardère Active, in 2013 the Group decided to present the percentage 
of certifi ed paper (not fi bre). See methodology note in section 5-3-3-2.
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37 magazines were certifi ed in this way, including fi ve weekly 

magazines.

At Lagardère Active, 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 

recycled paper for magazines is still limited given the volumes 

required and the number of suppliers. As a result, Lagardère Active 

tends to use certifi ed paper for its magazines.

In 2011, Lagardère Active subsidiary Lagardère Publicité carried 

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 particular 

attention is paid to limit paper wastage in their production. 

In 2013, according to fi gures from advertisers, almost 90% of the 

advertising inserts they supplied to Lagardère Publicité were printed 

on recycled or PEFC/FSC-certifi ed paper. The proportion was 10 

points higher than in 2012.

EFFICIENT MANAGEMENT OF BOOK AND MAGAZINE PRODUCTION 

As part of their strategy to limit paper wastage, Lagardère 

Publishing and Lagardère Active have adopted a number of 

initiatives.

CERTIFICATION PROCESS
Aside from the purchasing of certified 

paper, the principle of certification 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 

certification. 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 certified and obtain a specific 

certification 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 flows 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.

PEFC AND FSC
The PEFC standard (Programme for 

the Endorsement of Forest Certification 

Schemes) is an international system defi ning 

rules for sustainable forest management 

according to each country’s specific 

features. PEFC certifi cation involves a certain 

number of commitments guaranteeing forest 

upkeep and use in line with its three main 

functions: financial (use), environmental 

(protection of biodiversity and wildlife) and 

social (safety for forest workers, training of 

staff, leisure activity, safety for hikers, etc.). 

Certification may be obtained at different 

levels: for paper or the magazines, provided 

that the printer is also certified. 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 certification is 

FSC (Forest Stewardship Counci l ) , 

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.
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Improving paper wastage rates

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

division’s paper wastage rate, teams determine the best technical 

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.

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 printing 

press control procedures and optimised machine calibration (inking, 

paper widths, unwrapping the paper reels on the unwinders, etc.). 

At Lagardère Publicité, the production of advertising inserts for 

French magazines, which represents signifi cant volumes of paper 

(around 6,800 tonnes per year) is the focus of a great deal of 

attention. Between 2008 and 2010, the wastage rate for these 

items halved, and in 2011 the modernisation of machines reduced 

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

maintained in 2013.

Optimising formats

Lagardère Publishing also makes a large number of compact-

format school textbooks. These are popular among teachers – who 

play a big role in deciding which textbooks to buy – purchasing 

teams and also pupils, who like having lighter book bags.

Lagardère Active’s ongoing monitoring of consumption and new 

technological options also 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 Télé 7 Jours has been produced in a smaller format. Other 

publications were also launched in a smaller format in 2013 (such 

as Journal de Mickey and Paris Match), while other publications 

like Elle à Table and Public switched to a single format, reducing 

paper consumption.

Digitising media  

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 

transportation of documents and physical media, streamline 

validation circuits and increase the effi ciency of these operations.

Digitisation is used 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 

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

and advertisements).

Ongoing efforts to improve subscription renewal policies, to adopt 

paperless customer relations and to increase online customer 

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).

PRINT-ON-DEMAND TECHNOLOGY
Print-on-demand (POD) technology reduces 

greenhouse gas emissions arising from book 

production, storage and transportation, since 

only books that have been sold are printed. 

Hachette Livre has increased its use of this 

technology(2):

 � in France, where Hachette Livre had more 

than 8,000 POD titles available at end-

2013, and where several thousand titles 

are likely to be added to the catalogue in 

2014. Hachette Livre 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 66,000 copyright-free 

books from the 200,000 digitised books 

in Gallica, the BnF’s digital library (see 

Focus below). 

 � in the USA, where Hachette Book Group 

had 1,901 POD titles available at the end 

of 2013, the average print run of which is 

52 copies. The catalogue is likely to grow 

in 2014.

 � in the UK, where Hachette UK was selling 

around 750 POD titles at end-2013.

(1) Paper lost during binding (process of combining inner pages and the cover by stitching or gluing). 
(2) In partnership with Lightning Source since 2009.
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recruitment by upgrading the jemabonne.fr subscription website 

are also reducing paper volumes.

Lagardère Publishing continued its move to digital in 2013, along 

with its work to compare the carbon footprints of paper and digital 

media.

EFFICIENT AND RESPONSIBLE MANAGEMENT 
OF UNSOLD COPIES

At Lagardère Publishing, the unsold copy rate for books was 

23.91% in 2013 in volume terms. Of these unsold books, 60.32% 

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

held in inventory.

As regards Lagardère Services’ press distribution activities 

outside France, 100% of unsold copies that are not returned to 

the publishers by Lagardère Services’ distribution companies are 

recycled.

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 copies 

of each title sent to retail outlets. Unsold copies are an inevitable 

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 

managers of each title.

These actions have reduced unsold copy rates to levels well below 

the average national rate for around 10 years.

In 2013, the national average unsold copy rate for magazines was 

43.7%. During the same period, Lagardère Active’s unsold copy 

rate was 33.1%, 10 points below the national average. Given falling 

sales per edition, maintaining the unsold copy rate in 2013 required 

careful management of the number of copies supplied.

Comparison of unsold copy rates for magazines in France

Treatment of unsold copies 
at Lagardère Publishing

% of unsold copies 
pulped and recycled
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Source: Presstalis survey, December 2013. 
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 2013 were: 
Current affairs: 40.7%
News: 42.8%
Women’s magazines: 42.7%
Fashion and beauty: 46.0%
Motor: 51.2%
Television: 21.8%
Home: 60.2%
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In terms of how they are treated, on average 90% of unsold copies 

generated by the French press distribution system for newsstand 

sales are recycled, and the remaining 10% are recovered and 

returned to the publishers at their request or stored with intention 

of putting them back on sale. 

At Lagardère Active, the recycling rate is higher, with almost 93% of 

magazines recycled and only 7% returned to the publishers.

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 (French union of magazine publishers) have 

agreed the text of a “voluntary commitment to raising awareness 

of sorting, collecting and recycling press paper” with France’s 

ministry for the environment, sustainable development and energy, 

France’s ministry of culture and communication, and Ecofolio, the 

government-authorised environmental organisation for the graphic 

paper industry.

This agreement was signed in July 2013, and Lagardère Active 

is covered by it as a member of SEPM. Its aim 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 started in 2013. Overall, 23 Lagardère 

Active magazines carried more than 70 pages of advertising for the 

Ecofolio campaign.

 B   PROMOTING ENERGY EFFICIENCY AND HELPING TO ADJUST TO CLIMATE CHANGE

SAVING ENERGY AND OPTIMISING 
CONSUMPTION

In 2012, the Lagardère group started work to improve its 

environmental reporting, with two objectives: redefi ning the Group’s 

environmental priorities and making the process of calculating and 

reporting the information concerned more reliable. The Group 

decided to make its efforts in this area part of an improvement 

programme that enables it gradually to refi ne its panel of indicators 

and cover more of its operations. There will also be improvements 

in the publication of data.

For 2013, published data relate to France, covering 174(1) 

companies and 42%(2) of the Lagardère group’s workforce. As in 

2012, French entities were able to use an environmental reporting 

protocol setting out calculation methods and the indicator reporting 

process (see note on methodology). This protocol has been 

updated and some indicators have been added.

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 consumption 

of radio broadcast sites operated by the Group.

% of unsold 
copies returned 

to publishers

7%

% of unsold 
copies recycled 
(paper industry)

93%

(1) Source: fi nancial reporting.
(2) Source: workforce reporting.
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In 2013, SEPM signed a “voluntary commitment to raise 
awareness about the sorting, collection and recycling 
of press-related paper” with several partners, including 
Ecofolio. What does this involve for Lagardère Active?

On 18 July 2013, Lagardère Active joined forces with SEPM – 

of which it is a member – and trade organisations covering the 

whole of the press sector by signing the Ecofolio agreement. This 

three-year agreement aims to encourage our readership to sort 

and recycle paper by donating advertising space for awareness-

raising campaigns across as many press titles as possible, while 

maintaining the press exemption from the waste paper tax. We 

have been aware of the environmental issues arising from our 

business for a long time, and Ecofolio’s initiative is fully in line with 

our company’s values and commitments.

How did you meet your obligations in 2013?

Today, less than half of all paper is recycled in France. Our aim is 

to help Ecofolio achieve a waste paper recycling rate of 55% in 

2016. To achieve this, we took part in campaigns in the summer 

and winter of 2013 to encourage readers to sort and recycle 

paper. Overall, 23 of our magazines carried more than 70 pages 

of advertising for the Ecofolio campaign. The wide variety of our 

titles means that we were able to reach a large proportion of the 

French population, helping the campaigns to achieve coverage of 

91.2% among French people aged over 15. These initiatives will be 

repeated in the next three years.

What does the future hold in store?  

The next targets for signatories to the agreement are to step 

up investment in the French press in support of sustainable 

development, and to set up a body monitoring press paper 

consumption in conjunction with Ecofolio. This body will give us 

a better understanding of the economic and environmental issues 

involved in the paper industry, enable us to promote environmentally 

friendly design, sorting and recycling, and to develop innovative 

initiatives for the graphic paper industry. In 2014, we will focus on 

these areas, as well as continuing initiatives already in place.

PHILIPPE JOURDAN
Head of Manufacturing, 

Lagardère Active 

Ecofolio: 
an agreement to encourage 
magazine recycling

FOCUS 5
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Group tertiary energy consumption in France in 2013

Division Year
Gas 

(kWh)
Fuel oil  
(litre)

Electricity 
(kWh)

District heating 
(kWh)

Lagardère Publishing 2013 11,436,498 319,753 15,611,817 3,341,070

2012 11,187,264 310,071 15,998,808 2,794,826

Lagardère Services 2013 2,060,968 0 41,731,749 0

2012 744,754 214,679 39,329,544 0

Lagardère Active 2013 5,786,304 6,050 15,382,137 1,945,000

2012 5,780,256 0 15,630,544 1,955,000

Lagardère Unlimited 2013 5,025,031 80,772 3,164,525 2,550,000

2012 6,655,652 500 2,939,857 1,730,287

Other Activities 2013 14,282 4,757 4,676,141 410,110

2012 12,495 3,957 3,598,965 410,400

Total 2013 24,323,083 411,332 80,566,369 8,246,180

       2012 24,380,421 529,207 77,497,718 6,890,513

In 2013, energy consumption fi gures varied in both directions.

Increases in consumption varied between divisions and energy 

types, and broadly resulted from:

 � changes in the organisational scope (integration of new entities 

within environmental reporting);

 � improved incorporation of the various sources of energy 

consumption within a single entity;

 � internal changes (often relating to construction works), temporary 

or otherwise, causing consumption to rise or fall.

At Lagardère Services, the sharp increase in gas consumption is 

the result of two factors:

 � the replacement of the oil-based heating system at head offi ce 

with a gas-based system, which led to zero consumption of fuel 

oil in 2013;

 � a closer analysis of consumption at the two Relay warehouses.

The increase in electricity consumption resulted not only from 

growth in the scope covered (more retail outlets in 2013 than in 

2012), but also changes in the scope in terms of activities, with 

growth in food sales in 2013, which consume more energy than 

traditional press retail activities.

At Lagardère Unlimited, the sharp fall in gas consumption was 

related to the rapid increase in fuel oil consumption, both of which 

arose from works at Lagardère Paris Racing on the La Croix 

Catelan site. The site’s gas boilers, which heated the two swimming 

pools and the club house, were dismantled and replaced by a 

temporary oil-fi red boiler. 

In Other Activities, the large increase in electricity consumption 

was because the scope was extended, within one of the Group’s 

two head-offi ce buildings, to cover all electricity-consuming units 

and particularly all IT servers in that building.

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

low levels of CO
2
, the premises housing the Paris head offi ce 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.

Two of the buildings that house Lagardère Active teams in 

Levallois are heated by Levallois Énergie Maintenance (LEM), which 

uses a system similar to that used in Paris.

At Lagardère Unlimited, one of Lagardère Paris Racing’s two sites 

also uses district heating.

At Lagardère Services, Aelia’s new warehouse received BREEAM 

(Building Research Establishment Environmental Assessment 

Method) certifi cation in 2013 following initiatives taken to limit 

energy consumption. These included low-density insulation, the 

installation of centralised technical management and high-output, 

low-consumption exterior lighting.

A “green team” was also set up at Lagardère Services’ head offi ce 

to raise staff awareness regarding simple actions that can be taken 

to save energy and resources, for example, switching off lights 

wherever possible, reducing individual water consumption, and 

making greater use of videoconferencing.

In 2013, the Hubiz retail network equipped most of its refrigerators 

with doors, in order to reduce energy consumption (see Focus 7). 

This example of best practice is also in force at Aelia. Since 2013, 

the initiative has been tracked through an indicator specifi c to 

Lagardère Services, initially covering France alone. In 2013, 58% 

of refrigerators in Lagardère Services’ sales outlets were equipped 

with doors, which represents encouraging progress in this relatively 

recent initiative.
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Hachette Livre has decided to leave Paris and move to the 
inner suburbs in late 2014. It appears that your new head 
offi ce will be very environmentally friendly.

Hachette Livre’s new global head offi ce will be on rue Jean Bleuzen 

in Vanves from the end of 2014. The building, which is currently 

under construction on the site of some former Hachette Livre 

offi ces, was designed by architect Jacques Ferrier. The building 

can accommodate up to 750 people, who are currently working 

in the 15th arrondissement of Paris, and forms part of a general 

sustainable development initiative. The building has NF Bâtiments 

Tertiaires - Démarche HQE® (high environmental quality) and BBC 

(low consumption building) certifi cations. This means that the 

environment has been taken into account at all stages, from design 

to the building’s day-to-day use in a few months’ time.

What are the main characteristics of this environmentally 
friendly building?

The plan involves the creation of a large amount of green space, 

along with developments promoting non-polluting transport, 

including bike racks and recharging stations for electric vehicles. 

As regards building materials, the design focuses on those that 

have the least possible impact on the environment and, as far as 

possible, those that have recognised environmental accreditation. 

The building also uses non-toxic paints and products with no VOCs 

(volatile organic compounds).

What about the day-to-day use of the building?  

An eco-management system will be used at the site to optimise 

the building’s day-to-day energy performance. Thermal solar panels 

on the roof will supply 40% of the hot water used in the building’s 

kitchens. Waste disposal will be based on the principle of selective 

sorting.

MYRIAM SIMONNEAUX, 
Deputy Head of Group 

communication, 

media relations in France, 

Lagardère Publishing

Vanves: 
a building of high environmental 
quality

FOCUS 6
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Energy effi ciency is a major issue for Lagardère Services. 
Why did you choose to equip refrigerators in your retail 
outlets with doors?

We have decided to equip refrigerators in the Hubiz network with 

doors because it’s better for the environment, costs and service 

quality. It enables us to meet the expectations of consumers and 

concession grantors, which are paying increasing attention to 

retailers’ responsibilities in terms of sustainable development. In 

addition, refrigerators are being fi tted with doors across all retail 

outlets, and it would be strange for an operator like Lagardère 

Services not to be part of this trend. In 2012, the French retail 

and distribution federation (Fédération du commerce et de la 

distribution) undertook to equip 75% of refrigerated displays with 

doors by 2020.

What are your conclusions regarding this initiative?

According to Bertrand Verguin, head of architecture and retail 

locations at Relay, “fi rst and foremost, this measure generates 

substantial cost savings. The power consumption of a fridge with 

doors is 60% lower than that of a fridge without doors. The initiative 

is reducing our electricity bills, all other things being equal. Fridges 

with doors are also cheaper to buy, since they need a refrigerant 

compressor that is around 60% less powerful than that of an open 

fridge. Maintenance costs are lower because the motor wears 

out less quickly, since it does not have to operate constantly to 

keep the fridge at a constant temperature”. In terms of service 

quality, the internal temperature of a fridge with doors is much more 

stable, which helps to preserve its contents, and the resulting store 

temperature is more pleasant for customers. We have had positive 

feedback from customers in this respect.

What are the next steps?

As things stand, in early 2014, we have equipped around three 

quarters of Hubiz fridges in France with doors. We will now extend 

this measure to the entire Hubiz network in France, and then 

internationally. We are also planning to apply the initiative to other 

store concepts. 

ELIZABETH 
PICHIOTTINO
Vice-President Foodservice, 

Lagardère Services

Hubiz:
closing doors to save energy

FOCUS 7
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GREENHOUSE GAS EMISSIONS 
AND MEASURES TO REDUCE THEM

Emissions arising from energy consumption

As regards the method of calculating emissions and converting 

them into CO
2
 equivalent, emission factors are taken from the Base 

Carbone, which is a French national public database containing 

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 greenhouse gas emissions in France in 2013 (in tonnes of CO
2
 equivalent)

Division Year

Scope 1 Scope 2
Total 

Scope 1 
+ Scope 2Gas Fuel oil Total Electricity

District 
heating Total

Lagardère Publishing 2013 2,676.14 1,023.21 3,699.35 1,124.05 648.17 1,772.22 5,471.57

2012 2,617.82 992.23 3,610.05 1,151.91 542.20 1,694.11 5,304.16

Lagardère Services 2013 482.27 0.00 482.27 3,004.69 0.00 3,004.69 3,486.96

2012 174.27 686.97 861.24 2,831.73 0.00 2,831.73 3,692.97

Lagardère Active 2013 1,354.00 19.36 1,373.36 1,107.51 505.70 1,613.21 2,986.57

2012 1,352.58 0.00 1,352.58 1,125.40 508.30 1,633.70 2,986.28

Lagardère Unlimited 2013 1,175.86 258.47 1,434.33 227.85 494.70 722.55 2,156.88

2012 1,557.42 1.60 1,559.02 211.67 335.68 547.35 2,106.37

Other Activities 2013 3.34 15.22 18.56 336.68 79.56 416.24 434.80

2012 2.92 12.66 15.58 259.13 79.62 338.75 354.33

Total 2013 5,691.61 1,316.26 7,007.87 5,800.78 1,728.13 7,528.91 14,536.78

2012 5,705.01 1,693.46 7,398.47 5,579.84 1,465.80 7,045.64 14,444.11

Like energy consumption, greenhouse gas emissions resulting from 

this consumption increased slightly in 2013.

Carbon® audits relating to divisions’ activities

At Lagardère Publishing, in accordance with the plan of action 

adopted following Hachette Livre’s carbon audit in France, two 

new measures have been adopted since 2012, with direct staff 

involvement:

 � the fi rst involves the technical department including a CO
2
 

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 

individual carbon footprint arising from its production and initial 

transportation. In addition, each book features a link to a website 

that provides consumers with clear, detailed information about the 

entire sustainable development approach adopted by Hachette 

and its publishers.

As a result of its environmental stickers initiative, Hachette Livre 

received a Lagardère group innovation award in 2013. 

Hachette Livre also carried out its second carbon audit of its French-

speaking operations in late 2012. The plan of action arising from 

the fi rst carbon audit led to 16% fall in overall emissions in the 

second audit. Total emissions now amount to 200,000 tonnes of 

CO
2
 equivalent, and the carbon footprint of a book has fallen from 

1.4kg of CO
2
 equivalent to 1.2kg.

Monitoring the environmental footprint of magazines

As part of the SEPM’s Sustainable Development Committee, 

Lagardère Active has helped develop a system to assess the 

environmental impact of magazines, which was offi cially launched 

in 2012. The aim is to measure all environmental impacts arising 

from magazine publishing, and to get the industry to improve its 

practices. This system has proved to be highly technical and is likely 

to be simplifi ed in 2014. At the same time, the SEPM’s website 

now includes a section dedicated to “best practice for magazine 

publishers” in terms of CSR.

EFFORTS TO REDUCE GREENHOUSE 
GAS EMISSIONS

Streamlining transport

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 

subsidiaries of LS distribution (AMP, SGEL, Lapker and Naville) 

carry out intensive logistics activities and their vehicles cover tens 

of millions of 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 
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and adopting green vehicles. LS distribution regularly adjusts its 

routes in order to reduce total distance. In Belgium, AMP has 

adopted small vans and company cars that use green energy, 

while in Spain, SGEL uses EURO 4-certifi ed small vans for press 

distribution in Madrid.

Lagardère Active makes ongoing efforts to streamline transport 

within its production process, by bringing the sites of paper 

manufacturers, printers, binders and distributors closer together 

and focusing on modes of transport that emit the least CO
2
 (trains 

and boats where possible).

In 2013, Lagardère Active’s Purchasing Department moved the 

printing of the monthly title Picsou from Italy to France.

It also made increased use of multimodal transport (boat/train + 

trucks rather than just trucks). In 2013, six of Lagardère Active’s 

eight main paper suppliers producing paper outside France made 

deliveries using multimodal transport (using trains and trucks 

rather than just trucks). The aim was to limit CO
2
 emissions from 

transporting paper between the production site outside France and 

the printing site.

Action to reduce greenhouse gas emissions 

when fi lming dramas

In 2013, TF1 screened the police drama JO, which was fi lmed 

in 2012 according to recommendations made by Ecoprod(1). 

These recommendations reduced the series’ carbon footprint to 

580 tonnes of CO
2
 equivalent across its eight episodes. Atlantique 

Productions then offset these emissions by buying carbon credits, 

with the money used to fi nance a development project.

 C  FOSTERING EMPLOYEE COMMITMENT TO ENVIRONMENTAL ISSUES

EMPLOYEE TRAINING AND 
AWARENESS-RAISING INITIATIVES

Each division manages its own training and awareness-raising 

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 environmental 

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

have been adopted to address them.

At Hachette UK, for example, all new recruits take e-learning 

courses including information about sustainable development 

practices, and particularly FSC (Forest Stewardship Council) and 

PEFC (Programme for the Endorsement of Forest Certifi cation) 

accreditation.

RECYCLING INITIATIVES

The wide variety of situations and local constraints mean that 

divisions undertake improvement actions at the local level, while 

applying Group best practice. 

At Lagardère Publishing, and particularly at the Garamond 

building in Malakoff, recycling was introduced in 2012 to manage 

offi ce waste. At the same site, the printing of documents has been 

centralised and a “sustainable development” printing policy has 

been adopted (printing on both sides by default, requirement to 

present a badge, reduction in hardware).

Within Lagardère Services, Relay France is limiting waste 

production as far as possible:

 � it carries out recycling at its head offi ce;

 � the Garonor warehouses mainly uses recycled boxes; 

 � cashiers at Relay outlets are instructed to hand out bags only 

when requested by customers. To monitor these initiatives 

closely, Lagardère Services adopted a specifi c indicator in 2013, 

which was fi rst introduced in France. At Relay France, only nine 

bags were given to customers for every 100 transactions, and 

all bags are recyclable. Aelia also applies a responsible policy 

in terms of handing out bags, since all its bags are recyclable 

as well.

(1) Collective consisting mainly of ADEME, Audiens, France TV, TF1 and the Provence-Alpes-Côte d’Azur region.

AUSTRALIA - A BAG DISTRIBUTION POLICY 
WITH THREE BENEFITS
In Australia, LS travel retail is raising 

awareness and reducing consumption of 

plastic bags by requiring customers to pay 

for them. Together with a policy of distributing 

bags only at the customer’s request, this 

initiative has had three positive effects. 

In environmental terms, it has substantially 

reduced consumption of plastic bags. In 

economic terms, the reduction in the number 

of bags distributed has also reduced cost. In 

terms of the community, all proceeds from 

selling bags have been donated to CanTeen, 

an NGO that is a partner of LS travel retail.



452013 Sustainable Development Report

www.lagardere.com+

EMMANUEL GAUDIN
Chief Information Offi cer, 

Lagardère group 

How is the Lagardère group concerned by the 
environmental impact of digital technology?

With more than 23,000 employees worldwide, most of whom work 

in the service sector, the Group faces some major challenges in 

terms of its IT systems. These systems are often central to its value 

creation, for example its radio and TV channels, the distribution of 

digital assets, editorial tools and store till systems. In other cases, 

IT systems directly support business processes – for example 

at media sales companies – the management of client data, 

warehouse logistics and fi nancial applications.

More than ever, the increased use of digital technology requires IT 

departments to deliver operational excellence while controlling the 

environmental impacts that arise, and at the same time meeting 

tougher regulatory requirements.

What initiatives have been taken within the Group to limit 
this impact?

All Group entities have now adopted virtualisation technologies 

that allow optimal use of active elements (servers, networks, data 

storage), resulting in a sharp reduction in the carbon footprint of 

data centres.

Best practice and certifi cation requirements are now mandatory 

for contracts to buy hardware and services. These requirements 

apply to suppliers of fi xed and mobile workstations, data centre 

hosts, managers of printing solutions and companies in charge of 

recycling electronic waste.

What progress do you expect to see in the coming years?

In 2013, the Group adopted an improvement plan regarding the 

amount of WEEE processed by authorised providers in France. 

Although we have no control over the production phase of 

equipment – which has the greatest environmental impact – we 

are committed to increasing the period during which we use fi xed 

and mobile devices and to systematically repairing and recycling 

equipment.

In 2014, new cloud computing services are now reaching maturity, 

with contracts that are suitable for business use.

These new services, which combine low cost, high functionality 

and environmental performance, are very attractive for most of our 

entities.

Green IT: 
reducing the environmental impact 
of digital technology

FOCUS 8



46 2013 Sustainable Development Report

Chapter 2 - Priorities and commitments

In 2013, the system introduced in 2011 at Lagardère Active 

sorted and processed – either through recycling or incineration – 

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

out of 767 tonnes of non-food waste collected. The amount of 

waste sorted equalled 53.1% of the total tonnage collected in 

2013. Energy was also recovered from the remaining waste, via 

incineration.

The Lagardère group is aware of the impact arising from its digital 

activities and in 2013 decided to adopt an indicator monitoring 

waste electrical and electronic equipment (WEEE) collected within 

the Group then sold to approved bodies that process and recycle 

it (see Focus 8). In 2013, 33 tonnes of WEEE were collected across 

the Group’s various entities in France, to be recycled.

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 

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

information, entertainment, sports and travel retail. It has close 

relationships with multiple stakeholders, which have particular 

expectations 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 business models and rethink its activities, and to 

manage 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 intellectual 

property, promoting 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 Publishing publishes novels, essays, short stories, 

documents, practical guides, children’s books and dictionaries in 

around a dozen languages, in all countries, refl ecting all opinions 

that can legally be printed.

All publishers represent a wide diversity of sensibilities and opinions, 

and they can publish works that contain opposite arguments 

on the same subject. This ensures pluralism and contributes to 

discussions within our society.

The agreement between Hachette Livre and the Bibliothèque 

nationale de France (BnF) is exemplary in terms of promoting 

cultural diversity and France’s literary heritage. It gives readers 

access, via their booksellers, to tens of thousands of old books held 

by the BnF, which have been digitised by Gallica(1) (see Focus 10) 

and can be printed on demand.

At Lagardère Services, Lagardère Services’ entire travel retail 

network, which operates in 26 countries, is increasingly developing 

local product offerings, including in the food segment. 

For example, the Discover Store concept of airport souvenir shops, 

which now has a worldwide presence, helps to promote local 

diversity by emphasising regional products. 

Lagardère Services, which operates an international network of 

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

magazines in over 20 countries and thereby helps to promote 

cultural diversity and diversity of opinion. In Canada, for example, 

LMPI distributes titles from 20 different countries.

Lagardère Active, as a global media player committed to meeting 

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, information 

and a diverse range of opinions and ideas.

In France, radio, TV and magazine debates organised by Lagardère 

Active, along with themes covered in audiovisual productions, 

also help promote plurality of opinions. In addition, Group media 

titles regularly organise events – such as the Elle Active forum, 

debates arranged by Parents magazine and the broadcasting of 

the “Concert pour la Tolérance” – that refl ect major shifts in society.

ELLE - DIVERSE CONTENT IN ALL REGIONS OF THE WORLD
Elle is published under 78 licences (including 

Elle Décoration, Elle à Table, Elle Men and 

Elle Girl outside France) and in 43 countries, 

and helps to promote cultural diversity. The 

same is true of the audiovisual productions 

of Lagardère Entertainment, which are sold 

to more than 58 countries, where they are 

broadcast in the local language (dubbed 

and subtitled). Lagardère Active’s 17 radio 

stations also broadcast in five countries 

other than France (Germany, Poland, Czech 

Republic, Romania and Slovakia).

(1) Gallica is the BnF’s digital library.
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ISABELLE JUPPÉ
Corporate Social 

Responsability Director, 

Lagardère group 

Together with other French media groups and in 
partnership with ORSE, the Lagardère group has taken part 
in preparing a practical guide to CSR in the media sector. 
What is the purpose of this initiative?

In all business sectors, observers are paying increasing attention to 

CSR subjects. The media sector is no exception. However, the CSR 

issues specifi c to the sector, which has a major intangible impact 

on society, are harder to identify than those relating to traditional 

manufacturing industries. One of the aims of this guide is to present 

the issues, and particularly the social issues, affecting companies 

involved in the creation, production and distribution of content 

(print, audiovisual, digital, etc.) to a wide variety of audiences, and 

to assess their materiality.

What are the main CSR issues specifi c to the media sector?

As well as putting the media sector into perspective, in both 

economic and regulatory terms, the document also provides 

practical guides that take an operational approach to the various 

issues, supported by best practice. The themes covered by 

the guide include access to content, raising public awareness 

about sustainable development, protecting young people, media 

education, representing diversity within content and journalistic 

ethics. Europe 1 and Gulli took part in setting up the CSA’s media 

education website, Lagardère Active has undertaken a major 

diversity project, and our youth channels are at the cutting edge of 

supporting young people.

How will the forum operate in the future?

The document is intended for all stakeholders in the media sector, 

and needs to be regularly updated. New themes, such as the 

protection of personal data and responsible advertising, will be 

developed. More broadly speaking, the discussions that have 

begun between the various media groups via the forum will become 

more in-depth, and interaction with similar groups outside France 

will increase, such as the CSR Media Forum, which is an English-

speaking version of the French forum. Looking beyond CSR, the 

dialogue that has been established between the CSR offi cers of the 

forum’s various members will be extended more broadly to media 

workers and all of civil society.

CSR in the media sector:
a forum and a guide to help explain 
the issues

La RSE
dans le secteur des Médias

Guide pratique

Ce Guide de la RSE des Médias est la première publication du Forum RSE Médias, en 

partenariat avec l’Observatoire de la Responsabilité Sociétale des Entreprises (ORSE).  

Il pose les bases d’un dialogue avec les spécialistes de la RSE mais aussi avec l’ensemble 

des acteurs et observateurs du secteur des médias.

Le Forum RSE Médias

Il s’est créé en avril 2011, en prévision de la publication du premier cadre international sur 

le reporting RSE des entreprises du secteur par la Global Reporting Initiative (supplément 

sectoriel médias de la GRI publié en mai 2012). 

Il rassemble les entreprises de médias français engagées dans la Responsabilité sociétale  

des entreprises (RSE) et représente à ce jour un univers large qui comprend l’audiovisuel 

public et privé, les contenus culturels, la presse gratuite, la presse magazine et les contenus 

sur Internet, généralistes et spécialisés.

Avec le concours de chercheurs, de représentants des pouvoirs publics et d’autres organisations, 

il permet de partager les bonnes pratiques du secteur, de rencontrer les parties prenantes et 

de développer des outils de reporting sectoriels.

L’ORSE
L’Observatoire de la Responsabilité Sociétale des Entreprises est une association loi 1901 

créée en mai 2000 avec pour objectif de fédérer tous les acteurs intéressés par la probléma-

tique de la responsabilité sociétale des entreprises (RSE) et de l’investissement socialement 

responsable (ISR) en France. Ces acteurs reflètent la diversité des parties prenantes : grandes 

entreprises privées et publiques, organisations professionnelles, organisations syndicales 

de salariés, ONG, organismes sociaux chargés d’une mission d’intérêt général, investisseurs 

et gérants d’actifs, universités et grandes écoles.

L’ORSE accompagne le Forum RSE Médias dans ses travaux.

Retrouvez le Guide en version électronique ainsi que l’actualité du Forum RSE Médias 

dans la rubrique « RSE Médias » du site Internet www.orse.org

Les documents (le livret introductif et les fiches pratiques) sont interactifs. La version  

éléctronique vous permettra de consulter les liens Internet proposés (les liens sont  

soulignés en pointillés au sein des documents).

Partenaires

s

FOCUS  9
Pour plus d’inf



48 2013 Sustainable Development Report

www.hachettebnf.fr+

RONALD BLUNDEN
Senior Vice-President, 

Corporate Communications 

and Sustainable Development, 

Lagardère Publishing

What does the agreement between the BnF and Hachette 
consist of?

A new chapter is opening up for thousands of old books in France’s 

national library, since they are heading back into bookstores. 

Hachette Livre has joined forces with the BnF to offer a service 

that involves printing single copies of these old books, which are 

some of the biggest treasures of French literature and history, taken 

from rare collections. Several thousand books published between 

the fi fteenth and nineteenth centuries, selected from the titles most 

frequently viewed on Gallica – the BnF’s digital library – can now 

be sold in bookstores.

Through this initiative, is Hachette trying to preserve 
France’s literary and historical heritage? 

Yes. This unique catalogue covers numerous themes such as art, 

crafts, French history, literature, philosophy, music, genealogy and 

gastronomy. Enlightened readers, researchers and enthusiasts 

will fi nd rare works such as L’Art des jardins by Édouard André, 

the result of 20 years of research and a book that helped train 

generations of landscape gardeners, La Bonne Cuisine française 

by Émile Dumont, which won an award at the Exposition Universelle 

of 1889 and was reprinted 32 times in the early 20th century, the 

1858 edition of Traité pratique et raisonné des plantes médicinales 

indigènes by François-Joseph Cazin, and a 1484 edition of Aesop’s 

Fables, translated from Latin into French and featuring some 

remarkable illustrations.

How would I go about obtaining copies of these books?

On the www.hachettebnf.fr website, you can consult all available 

titles by theme and see an excerpt from each book before ordering 

a copy to be picked up from the bookseller of your choice. The 

books sell for between €6 and €40 each. They are delivered to 

bookshops in the same timeframe as books that are held in stock 

due to “print on demand” technology, which allows a copy to be 

printed in the space of a few hours.

Hachette-BnF: 
a makeover for France’s literary 
heritage 

FOCUS 10
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REPRESENTING DIVERSITY 
IN LAGARDÈRE ACTIVE’S CONTENT

“Our news and entertainment businesses are directly connected to 

the society we live in. As a result, it is inconceivable for us not to be 

in tune with that society”.

DENIS OLIVENNES
Chairman and Chief Executive Offi cer, Lagardère Active

One aspect of the Diversité Active project launched by Lagardère 

Active in 2013 is the representation of diversity within media 

content. In 2013, Lagardère Active produced a report for Club 

Averroes – a media association that aims to promote diversity – 

analysing, for each of its brands, the extent of diversity in terms 

of culture, origin, the representation of women and disabilities. 

Depending on the audience, medium, editorial line etc., diversity 

is an issue for the media in various areas: editorial teams, themes 

covered, presenters, the illustrations used by a newspaper or a 

website, and advertising.

For example, at Gulli, which signed the diversity charter in 2010, 

this commitment – which is disclosed annually to the CSA – 

involves signing co-production, pre-purchasing and executive 

production contracts requiring “the producer to ensure, in the 

programme’s editorial choices, that the diversity of French society 

is represented”. This applies to both the people who appear on 

screen (audiences, candidates, presenters, actors, etc.) and the 

themes dealt with by the programme. Diversity is also represented 

by the channel’s mascot Gullia, a young mixed-race character from 

La Réunion who has a strong presence on the website. She is an 

active citizen (particularly as regards the environment) and appears 

on numerous projects and publications aimed at young audiences.

DIVERSITY TRAINING FOR ELLE’S EDITORIAL STAFF
After the diversity audit was submitted to 

Lagardère Active’s executive committee, 

diversity of origin was adopted as a priority. 

The HR managers of each business unit 

were assigned the task of organising 

expert training sessions, which started with 

Lagardère Entertainment and the radio and 

TV segment. In November 2013, 43 experts 

from these divisions underwent 172 hours of 

training and awareness sessions regarding 

the representation of diversity within their 

content. In January 2014, Elle’s entire 

editorial team attended these sessions, 

which will continue in 2014.

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 “greenwashing”.

Lagardère Publicité also follows the recommendations of the ARPP 

(Autorité de régulation professionnelle de la publicité) and regularly 

submits the content of advertising messages for prior verifi cation 

to ensure that the messages comply with the required standards. 

As an advertising sales brokerage, Lagardère Publicité therefore 

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 

concerning 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 advertising 

messages broadcast on all media (television, radio, magazines 

and the Internet).

At Lagardère Services, particular attention is paid to all advertising 

(posters, displays of promotional objects, etc.) in stores across the 

network.

CHILD PROTECTION

Lagardère Publishing’s Hachette and Hatier imprints, in addition 

to their publishing activities, are involved with the Savoir Livre 

charity, which works with France’s national education system and 

the French Ministry for Culture’s books and reading department. 

Savoir Livre’s aim is to monitor changes in the education system 

through studies, surveys, conferences and debates, with the 

objective of giving children the best possible chance of success.

In addition to Savoir Livre’s activities, Lagardère Publishing’s youth 

publishing teams have developed numerous websites aimed at 

young people. For example, Hatier has developed Ratus Poche for 

6- to 8-year-olds, offering online games and digital postcards, along 

with Annabac.com, which helps schoolchildren aged between 

15 and 18 to prepare for exams and had over 20m page views 

in 2013.

Lagardère Active’s radio and TV 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 provisions 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.

Ethics are a primary concern for the Group’s youth channels, which 

are targeted at a specifi c group and depend on an exceptionally 

high level of trust with children, parents and educators.

This ethical responsibility applies not only to the agreements that 

channels have reached with the CSA, but also to the specifi c 

conduct standards and best practices required of them and all 

their staff.

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.

Gulli also offers a fully secure web subscription for children aged 

between 3 and 12, allowing parents to set parameters and controls, 

select content and time limits and close the application using their 

password. 

The Gulli and TiJi channels each have an ethics committee, made 

up of qualifi ed people and independent experts in charge of 

monitoring the content of programmes in order to protect children.
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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 of children and the family unit.

A NEW ETHICS COMMITTEE AT GULLI
Gulli’s ethics committee underwent a full 

revamp in 2013 to give it fresh impetus. The 

committee is now chaired by an audiovisual 

producer, who is also a journalist and 

former deputy head of youth programming 

at France 2 and France 3 and a former 

member of the CSA’s committee between 

2003 and 2009, where she chaired the 

youth and child protection working group. 

The committee also includes experts 

in the psychology of young children, a 

renowned child psychiatrist, a sociologist, a 

schoolteacher, a specialist journalist and a 

specialist media lawyer who is a former head 

of research at the CSA and the committee’s 

secretary. The committee’s first task was 

to prepare a conduct charter, which will be 

completed in 2014.

TIJI’S ETHICS COMMITTEE
TiJi’s ethics committee, which includes 

a child psychiatrist, a psychologist and a 

charity representative, took a particular 

interest in the channel’s relationship 

with parents in 2013. It emphasised the 

importance of promoting the role of fathers 

as being equal to that of mothers in its 

programmes. It also looked at the original 

programmes broadcast during the season, 

and made several suggestions about new 

productions and the channel’s perception 

among the public.

(1)  Charter to promote healthy eating and physical activity in TV programmes and advertising.
(2)  Between 2009 and 2012, fi gures confi rmed by the CSA: 2009: 117h 23m; 2010: 221h 50m; 2011: 252h 09m; 2012: 271h 08m. 2013 (subject to CSA 

confi rmation): 314h 49m.

A NEW DIET CHARTER SIGNED IN 2013
In 2013, Lagardère Active’s three youth 

channels took part in a discussion organised 

by the CSA to establish a new charter, and 

confi rmed their commitment by signing up 

to it on 21 November 2013. The charter 

came into force for fi ve years from 1 January 

2014. It includes 14 commitments and 

specifi es a 30- to 40-hour increase in annual 

programme volumes per channel, with the 

possibility of shifting quotas between the 

three channels.

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.

Since 2007, the Doctissimo.fr website has had a moderator 

dedicated to the protection of minors.

OBESITY PREVENTION

Lagardère Active’s three youth channels – Gulli, Canal J and TiJi 

– are aware of their editorial responsibility for promoting a healthy, 

balanced diet, and combating obesity among their viewers. 

On 18 February 2009, they committed to the initiatives adopted by 

the French government and CSA by signing the fi rst “diet charter”, 

which lasts for fi ve years(1).

Since 2009, the three channels have taken an overall approach 

to promoting a healthy, balanced diet in their broadcasts, but also 

in digital media and non-media activities. In fi ve years, they have 

broadcast almost 1,174 hours of programmes with the theme of 

preventing obesity(2).
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In 2013, the fi fth and fi nal year during which the 2009 charter 

applied, Lagardère Active’s three youth channels broadcast (subject 

to CSA confi rmation)(1) 314 hours and 49 minutes of programmes 

with the theme of preventing obesity, most of which referred to the 

French national health and nutrition plan (PNNS) and all of which 

referred to the www.mangerbouger.fr website.

EUROPE 1 MOBILISING SUPPORT FOR HOSTAGES
On 6 June 2013, Europe 1 journalists Didier 

François and Edouard Elias were taken 

hostage in Syria. Their detention, along 

with that of other journalists, contravenes 

international law and the essential freedom 

to inform, and is a tragic illustration of the 

need to fi ght constantly for press freedom. 

To emphasise Europe 1’s constant efforts 

to free the journalists, the station’s support 

committee and teams have organised 

numerous events to mobilise support since 

6 June 2013.

(1) Volume proposed for 2013 for validation by the CSA in January 2014.

ETHICS IN JOURNALISM, FREEDOM 
OF THE PRESS, FREEDOM OF EXPRESSION

Lagardère’s operations are focused on the production and 

publication of content, and as such the Group attaches special 

importance to freedom of the press and takes active measures to 

support the right to inform and be informed.

Since 1984, the Jean-Luc Lagardère journalist of the year award, 

previously known as the Louis Hachette award, has been awarded 

to over 100 journalists for the quality of their reports, editorials 

or profi les that have appeared in the press. The award carries a 

€10,000 prize, and recognises journalistic excellence. 

The 2014 was presented on 13 February to Jean-Philippe 

Rémy and Laurent Van der Stockt, for their reports and photos 

on the Syrian tragedy, which appeared in Le Monde in 2013. In 

particular, they reported on the use of chemical weapons by Bashar 

Al-Assad’s forces.

At Lagardère Services, the Relay network has for several years 

supported the efforts of Reporters sans Frontières in favour of 

freedom of expression – i.e. the right to inform and be informed – 

in accordance with Article 19 of the Universal Declaration of Human 

Rights.

The 43rd edition of 100 photos pour la liberté de la presse 

(100 photos for press freedom), was dedicated to Chinese artist 

and dissident Ai Weiwei, and went on sale in Relay stores in 

September 2013. Ai Weiwei is a leading Chinese photographer 

but also a sculptor and director, and stands against any impediment 

to freedom of expression. 

All of the book’s €9.90 retail price goes to RSF to support its efforts 

in support of press freedom, including assistance for journalists 

and their families, and support for media organisations in diffi culty.

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 

persecuted writers, and to promote literature worldwide.

 B  FACILITATING ACCESS TO CONTENT AND LISTENING TO VARIOUS AUDIENCES

MAKING CONTENT ACCESSIBLE TO PEOPLE 
WITH DISABILITIES (AUDIO BOOKS, 
SUBTITLING, ETC.)

Access to media means the ability of all people to use, read, listen 

to, see, comment on, share and contribute to all types of media. 

Various impediments (physical, social, fi nancial, geographical and 

generational) can affect or prevent such access. For example, 

the “digital divide” – a term describing the situation in which 

some people lack the tools and skills to use new information 

and communication technologies – is caused by several of these 

impediments.

Lagardère Publishing – via Audiolib, its audiobook brand created 

in 2008 – gives blind and partially signed people access to fi ction 

and non-fi ction content, including personal development titles. The 

Audiolib catalogue had 310 titles at the end of 2013, including 

56 published during that year. These audiobooks help the visually 

impaired, as well as people with reading diffi culties such as young 

dyslexics. Audiolib regularly makes its website more accessible to 

blind and partially-sighted people. In 2013, Audiolib entered into 

partnerships with and donated audiobooks to several charities, 

such as Confl uences, Lire dans le Noir and Les non-voyants dans 

leurs drôles de machines.

At Lagardère Active, all channels are responsible for meeting 

commitments made to assist the deaf and hearing-impaired, but the 

initiatives adopted by youth channels go beyond their obligations. 

Subtitled programmes for deaf or hearing-impaired people in 2013 

accounted for 40.80% of the annual broadcast volume at Gulli (as 

opposed to the 20% minimum under its agreement with the CSA) 

and 41.85% at Canal J (10%).

Gulli and Canal J also continued to broadcast two programmes for 

these viewers in 2013: Mes tubes en signe, (a music programme 

featuring song lyrics in sign language) and Fais-moi signe (a 

programme that helps viewers learn sign language).

For younger viewers, TiJi broadcast season 1 of Fais-moi signe 

and launched a new programme for learning sign language called 

Signe avec Rémi, as well as broadcasting three programmes with 

sign-language translations.
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LISTENING TO VARIOUS AUDIENCES

Listening to audiences takes place in different ways depending on 

the division.

Lagardère Publishing does not sell products or services directly 

to the consumer. Instead, authors communicate with their readers 

through their blogs. Nevertheless, some publishers, like Hatier or 

the Group’s youth publishers, have also developed websites to 

which readers and teachers can contribute. 

At Lagardère Services, customer satisfaction surveys are carried 

out on a wide scale, in the form of studies carried out directly with 

consumers in various countries. Social networks are increasingly 

used – such as Facebook pages for most brands – to maintain 

dialogue with customers. The Oscar (Ouvrir, Sourire, Considérer, 

Accompagner, Remercier) quality programme, which is being 

deployed across the Aelia network also measures customer 

satisfaction through a survey of mystery shoppers, who assess 

sales staff using 42 criteria.

At Lagardère Active, ongoing dialogue is maintained with readers, 

viewers, listeners and Internet users through methods such as 

blogs, forums, clubs, reader mail, Facebook pages for each brand 

and so forth.

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 and particularly at Doctissimo, which has set up 

a sophisticated moderation system. This is crucial given the volume 

and nature of the healthcare issues it deals with on a daily basis. 

In 2013, as part of Lagardère Active’s transformation projects, 

a new CRM(1) initiative was launched including additional efforts 

in terms of media content aimed at enhancing customer loyalty 

(see Focus 12). These include clubs that provide customers with 

content, services, gifts and privileges depending on their loyalty 

to the brand.

SIGNE AVEC RÉMI
On 19 September 2013, to coincide with 

International Week of the Deaf, TiJi launched 

an original new series in France called Signe 

avec Rémi. These 4-minute programmes are 

co-presented by Rémi, a singer, and Aliza, 

a deaf actress, and use children’s favourite 

nursery rhymes to teach viewers French sign 

language. During these programmes, Rémi 

presents a nursery rhyme, and Aliza then 

teaches Rémi and viewers a few signs to go 

with it. There follows a music video featuring 

Aliza signing and Rémi singing. At the end, 

Rémi recaps the signs covered during the 

programme. 

(1)  Customer Relationship Management.



532013 Sustainable Development Report

www.lsaspac.com+

JOSIE TU
Marketing and Communications 

Manager, LS travel retail China

How does LS travel retail China put Lagardère Services’ 
sustainable development strategy into practice?

Lagardère Services’ focus on sustainable development is clearly 

illustrated by the work done by its Chinese subsidiary LS travel retail 

China, whose operations include running bookshops in travel areas. 

One of Lagardère Services’ key commitments is to help all people, 

all over the world, access the full diversity of ideas and cultures. 

This is why LS travel retail China has established a partnership 

with China Social Welfare Foundation (CSWF) to support its “Bring 

your books to the village” initiative. In 2013, the business carried 

out a humanitarian project to support children in certain rural areas 

of China.

How did the project go? 

Several types of action were combined. There was regular 

correspondence between LS travel retail China staff and 

schoolchildren in Pizhou, a city in Eastern China in the poor 

region of Jiangsu. Numerous hand-written letters were exchanged 

between these children and employees, who also sent gifts to the 

children. LS travel retail China also donated books and clothing to 

poor people living in rural China. In August 2013, seven LS travel 

retail China employees visited children in the city of Xinglou, also 

in the Jiangsu region. They personally delivered books, school 

equipment and letters written by other members of LS travel retail 

China to these children.

How did LS travel retail China’s staff fi nd this adventure? 

These actions represented an important personal investment and 

an enriching experience for all LS travel retail China staff. They were 

all extremely proud to have helped these deprived children with their 

education through a direct and personal relationship.

China: 
employees committed to providing 
cultural access to all

FOCUS 11
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OLIVIER BOUTIN
Director of Digital Operations, 

in charge of the CRM project, 

Lagardère Active

Your CRM project puts the customer at the heart 
of Lagardère Active’s strategy. What does this project 
consist of? 

The initiative began in 2013, because Denis Olivennes wanted to 

make our customers (listeners, viewers, readers and web users) 

the division’s fourth main asset, alongside our brands, content and 

advertisers. We wanted to take measures to increase their loyalty. 

The project involves collecting as much information as possible 

about customers (identity, usage, preferences, consumption 

frequency, etc.) so that we can offer them a tailored range of 

content and services. 

The objective is to maintain the value of our most lucrative 

customers and develop the value of high-potential customers.

To what extent does greater knowledge of your customers 
involve business and corporate responsibility issues? 

By identifying our customers and gaining a better understanding 

of their tastes, consumption frequency and preferred channels, we 

can address their expectations more effectively, make them more 

loyal and increase their consumption. 

As regards data collection, we decided to put together a database 

of customers who have taken the trouble to sign up to our loyalty 

clubs. These data are collected and exploited in full compliance 

with CNIL rules, but we go further, paying close attention to the 

messages we send to our customers and the frequency with which 

they are sent. We want to make them more loyal to our brands, not 

bombard them with unsuitable messages.  

How do you reconcile collecting as much data as possible 
with data protection?

From the outset of the project, Lagardère Active’s Digital Department 

was aware of how important data protection is. Accordingly, various 

measures are already in place: 

 � data are stored in data centres that include physical protection 

systems, data back-up systems and fi rewalls;

 � users access solutions and data using passwords and a profi le-

based rights management system;

 � providers of storage and database solutions are contractually 

bound to ensure the highest possible level of security. 

CRM:
a new way of enhancing customer 
loyalty 

FOCUS 12
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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 

– articularly in terms of brand image and reputation – they are also 

creating opportunities for the Lagardère group. They are giving 

rise to opportunities to increase customer loyalty, develop new 

content and adopt new ways of monetising that content. Future 

developments in digital tools and media should also make the 

Lagardère group’s content more accessible to audiences that 

currently lack access to it.

DIGITAL TOOLS: TRAINING AND AWARENESS

One of the main challenges facing the Lagardère group is that of 

enhancing the skills of its staff, who are dealing with constantly 

changing digital tools on a day-to-day basis. As a result, numerous 

training and awareness sessions are organised on digital-related 

topics.

At Lagardère Publishing for example, a digital forum was launched 

in 2012 as a partnership between the HR Department and the Digital 

Department. It is intended for staff and managers who have a direct 

connection with the digital book creation and promotion process. 

Meetings are organised every two months, attended by experts on 

digital matters and business people who are heavily involved in these 

areas.

At Lagardère Active, another type of training programme called 

Digital pour tous (“digital for all”) was launched in autumn 2013 for 

all HFM and Europe 1 staff (see Focus 13). In 2013, a major digital 

marketing training programme led by Weborama was organised for 

200 staff at Lagardère Publicité, and a session for 100 employees 

is planned in 2014.

MEDIA EDUCATION AND DIGITAL LITERACY

The Group’s various media are also aware of their responsibility in 

terms of helping their audiences learn about these new platforms. 

The Group broadcasts several programmes across the various 

media to help people understand this new digital world, which both 

fascinates and scares them. Examples are Des clics et des claques, 

which is broadcast every evening on Europe 1, and Parents, un jeu 

d’enfant on Gulli, which has featured episodes such as “Mastering 

the internet”, “Don’t touch my console” and “Online chat”. Another 

example is the Ma vie Numérique blog on the Psychologies 

magazine website, as part of the magazine’s involvement in the 

Digital Society Forum launched by Orange in 2013. 

In November 2013, the CSA launched an education and media 

site intended to help the public discover, understand and decode 

audiovisual media and how they are used, using simple information 

and practical tools.

The site was created with the assistance of audiovisual companies, 

and Lagardère Active made its radio stations and TV channels 

available to the CSA for the creation of educational content (see 

Focus 14).

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 (encryption, 

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 

compiled 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.

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.

INNOVATION AND VENTURE CAPITAL
As part of its “open innovation” policy and 

digital strategy, the Lagardère group invested 

€11 million in a venture capital fund launched 

by Idinvest Partners in October 2013. This 

fund is aiming to raise €100 million and will 

invest mainly in digital start-ups in Europe. 

This partnership, co-ordinated by Lagardère 

Innovation, is increasing the Group’s ability 

to monitor and anticipate technological 

developments, usage and disruptive 

business models. It is also a way of linking 

up with innovative young companies to 

explore new opportunities in the Group’s 

existing businesses, but also adjacent and 

complementary sectors.

(1)   IAB (Interactive Advertising Bureau) Europe framework for online behavioural advertising (see Focus in the 2012 Sustainable Development Report). 
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THIERRY ORSONI
Head of Communication, 

Lagardère Active

In 2013, you launched a new campaign to raise your staff’s 
awareness of digital technologies. What was the purpose 
of this?  

We are experiencing a major shift in our business, which requires 

us to master new digital tools and a new vocabulary relating 

to new uses. In response, in autumn 2013 Lagardère Active’s 

communications department introduced “Digital pour tous”, a 

user-friendly educational programme that delivers vital information 

for understanding and dealing with this digital revolution. In these 

monthly sessions, Laurent Guimier and his guests, all experts in 

their fi eld, present a topic and answer all questions, even the most 

basic ones, to encourage the sharing of digital knowledge. 

How did the fi rst few sessions go?

From the fi rst session, which dealt with augmented reality, they have 

been a real success among Lagardère Active’s staff. Each month 

the sessions attract around 130 people. After augmented reality 

in September 2013, the sessions have covered social networks; 

analytics; video, second screens and social TV; the CRM; native 

advertising; and e-commerce. They are available through the video-

on-demand service on Planet, Lagardère Active’s new intranet. 

Looking beyond these cutting-edge technical aspects, 
are you planning to expand your masterclasses to cover 
the social impact of technological changes?  

In each masterclass, we pay particular attention to issues like 

privacy, the responsibilities of web users and data protection. 

Learning new uses requires increased vigilance regarding our 

behaviour. As well as dedicated training, we are raising staff 

awareness about the concept of the digital footprint and the 

separation between public and private. Our employees also 

come up with a number of questions. For example, analytical staff 

have asked about the independence of journalists at a time of 

increasingly accurate statistics regarding readers’ expectations. 

Although these fi gures are a big help in maximising a website’s 

audience, it is important to point out that the fi nal choice of articles 

that appear on the front page still lies with the editorial team.

Decoding digital tools
with “Digital pour tous” 
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GÉRALD-BRICE VIRET
Managing Director of French 

and international TV channels, 

Lagardère Active

How does Gulli deal with media education?  

We try to educate viewers in two ways: 

1. helping them to discover the audiovisual universe;

2. helping them to understand the role that the media play and 

how they work, particularly as regards passing on knowledge and 

processing information.

In 2014, Gulli intends to extend its efforts into new media, i.e. the 

internet and social networks, which are easy to access but create 

problems in terms of exposure to potentially risky content and 

interactions. Gulli has just started out a review intended to bring 

together community, charity and institutional initiatives under the 

Gulli brand, and to promote advice and best practice.

In March, in partnership with Europe 1, Gulli also took part in 

France’s 25th “Press and media in schools” week. 

In late 2013, the CSA launched the “Éducation & Médias” 
website, supported by Lagardère Active. What was Gulli’s 
contribution?  

Gulli enthusiastically supported this initiative which, provided that 

it obtains the relevant rights, will soon enable it to make editorial 

content available to the general public. 

The site already contains several links to:

 � the “Ma Planète” section of the Gulli.fr website, which aims to 

raise awareness of environmental protection issues;

 � certain episodes of Parents, un jeu d’enfants, which promote 

media education;

 � programmes dealing with hearing disabilities (À qui veut 

l’entendre, Fais-moi signe);

 � some reports from GulliMag.

What did Gulli do to promote diversity in 2013?

In addition to its CSA commitments, Gulli regards diversity as a 

component of its identity and works to represent diversity both 

in its content and the people who appear on-screen. When 

commissioning programmes, diversity requirements are imposed 

through a specifi c contractual clause, and it promotes diversity in 

its advertising, promotion and self-promotion campaigns. In 2013, 

Gulli also took part in the CSA’s initiative, as part of France’s July 

14 celebrations, to promote diversity on television. It broadcast the 

Gulli colore ta vie music video, developed a multicoloured channel 

logo, and scheduled special episodes of series covering this topic.

Media education: 
Gulli stepping up its digital efforts
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RESPECT FOR INTELLECTUAL PROPERTY

Protecting intellectual property lies at the heart of Lagardère 

Publishing’s business, since its publishers are the custodians 

of their authors’ copyright. This protection is provided by the 

division’s legal department, which takes action each time a breach 

of copyright – such as plagiarism or breach of fair use – arises. To 

counter digital piracy, which is the most serious threat to copyright, 

Lagardère Publishing uses a specialist company that monitors 

the Internet, detects fraudulent use of its fi les and instructs those 

responsible to cease and desist. 

Lagardère Services ensures that all products sold in its stores 

comply with all regulations in this area. Suppliers are required 

to prove that they own the rights and copyright relating to the 

products concerned. 

Lagardère Active protects its press content from piracy via a 

specialist company, under a contract that the SEPM formed in 

2012 on behalf of its members. This company’s solution involves 

monitoring over 400,000 sources round-the-clock, automatically 

sending requests to delete illegal content to the relevant hosts and 

requests to search engines to delete listings of pages containing 

illegal links.

Lagardère Active also takes all relevant legal action as soon as it is 

aware of infringements relating to content in which it owns rights.

 D   CONTRIBUTING TO DIALOGUE ABOUT SUSTAINABLE DEVELOPMENT 

AND THE KEY ISSUES AFFECTING SOCIETY

EVENT ORGANISATION

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, the community and 

kindness, including “Kindness Day” on 13 November, which has 

organised by Psychologies magazine for several years.

The TNT Gulli youth channel is a good example of these 

initiatives. Earth Day is a global event that happens every year on 

22 April. Gulli celebrated Earth Day for the fi fth time in 2013 by 

organising a socially and environmentally responsible concert in 

Nantes, which attracted 6,891 people. As it does every year, Gulli 

donated €1 for each person attending to the Surfrider Foundation 

Europe charity. Since every €1 enables the charity to clean 5m² of 

beach, 34,455m² of beaches were cleaned in 2013 thanks to Gulli. 

On 9 November 2013, Électron Libre Productions organised its 

ninth annual “Concert pour la Tolérance”. The concert, held on the 

beach in Agadir, Morocco, promotes the values of tolerance, peace 

and dialogue between cultures.

EUROPE 1 OPENS ITS DOORS 
On Saturday 14 and Sunday 15 September, 

Europe 1 opened its doors for the first 

time as part of European Heritage Day. 

Franck Ferrand hosted a conference 

about Europe 1’s history, and for the first 

time the general public had access to the 

station’s archives. They were able to listen to 

classic radio moments and hear once again 

the immortal voices of personalities like 

Coluche and Albert Simon. Listeners were 

able to watch weekend programmes being 

broadcast live, and try their hand at being a 

radio presenter by recording a news item, 

newsfl ash or weather report. Overall, almost 

3,000 people went behind the scenes at 

Europe 1, visiting its studios and archives.
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EVAN SCHNITTMAN
Executive Vice-President, 

Marketing and Sales, 

Hachette Book Group

Isn’t it impossible to lend an e-book?

As soon as e-books appeared in the American market, lending 

libraries expressed their desire to lend them to their members, 

just like normal books. Major publishers, including Hachette 

Book Group, treated this request with caution, since a poorly 

designed and controlled system for lending e-books could lead to 

uncontrolled copying: someone could buy one copy of a e-book 

and lend it, and the lending could grow exponentially, all free of 

charge.

How can this risk be avoided?

Hachette Book Group still wanted to fi nd a satisfactory way to 

address libraries’ legitimate desire not to be left behind by the 

digital revolution, so it started talks with their trade body and 

an agreement was reached in early 2013. Since May 2013, all 

Hachette Book Group titles have been available in e-book format 

in US and Canadian lending libraries, both public and university 

libraries. They obtain the e-books from an approved aggregator 

(OverDrive, Baker & Taylor, 3M, Mackin or Follett).

Which system do libraries use for lending e-books?

They buy titles from the Hachette Book Group catalogue at three 

times the recommended retail price for the print version at the time 

of release, or 1.5 times the recommended retail price a year after 

publication. Once they have bought a title, the library can lend it 

an unlimited number of times, but only to one borrower at a time. 

A special DRM (Digital Rights Management) system integrated into 

the e-book ensures compliance with this contractual restriction. 

Hachette Book Group, a commercial company, was able to work 

with libraries to fi nd a solution that enables them to fulfi l their 

mission – free access to reading materials – while accompanying 

changes in the way people consume cultural goods and without 

endangering its business: a win-win situation.

Hachette: 
lending e-books
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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 2013, Lagardère Active’s various media continued to give priority 

to different themes related to sustainable development. Although 

the youth channels probably lead the way in terms of airtime 

dedicated to content dealing with environmental protection, Europe 

1 broadcasts the most discussion programmes, which cover a 

wide variety of social matters. These include Les Experts Europe 1 

and three major daily current affairs discussion programmes, 

along with programmes like Mediapolis (relationship between the 

media and politics), Europe 1 Social Club (a new cultural show), 

Des clics et des claques (digital media education) and daily news 

items (including those covering the economy, health and Yolaine 

de la Bigne’s “good news” reports). Europe 1 covers all subjects 

that are currently relevant to our society. The station also seeks 

to give a voice to those involved in local elections in Le Train des 

municipales, which visited around 10 cities during the local election 

campaign in March 2014.

For the third consecutive year, Lagardère Active’s Sustainable 

Development Department produced a magazine dedicated entirely 

to sustainable development, Planète Lagardère Active, intended for 

all stakeholders. In 2013, the magazine dealt extensively with the 

theme of diversity.

ROAD SAFETY WITH GULLI AND LE JOURNAL DE MICKEY
To coincide with the 2013 summer holidays, 

Le Journal de Mickey joined forces with 

road safety authorities, VINCI Autoroutes 

and Gulli, distributing one million copies of 

a special-edition Le Journal de Mickey in 

motorway service stations every weekend 

between 5 July and 1 September. 

This edition contained advice for children 

(and their parents), reports and games on 

the theme of road safety.

On Gulli, special editions of Gulli Mag were 

broadcast on the following fi ve topics:

 � loss of alertness;

 � the model passenger;

 � the men in yellow; 

 � unusual things on the motorway;

 � road signs.

DOCTISSIMO WINS THE 2014 MOBILE HEALTH APP AWARD  
Doct iss imo’s “Ma grossesse” ( “My 

pregnancy”) mobile app won the 2014 

award for best mobile health app aimed at 

patients or the general public in France’s 

first mobile health awards ceremony. “Ma 

grossesse” is an app that helps women 

monitor their pregnancy week-by-week, with 

personalised advice on diet, exercise, tests 

and foetal development.
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2.4 BEING A MEDIA GROUP THAT FOSTERS SOCIAL COHESION

The Jean-Luc Lagardère Foundation and Elle Foundation 

are naturally at the forefront of the Lagardère group’s social 

commitment. In addition to the Foundations, the Group’s divisions 

were again involved in community and partnership initiatives in 

2013.

Programmes to promote young talent and support young 

sportspeople and sport at large were also widely pursued during 

2013.

 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.

1. Firstly, there is the work carried out by the Foundations. Year 

after year, they have increased their commitment: the Jean-Luc 

Lagardère Foundation backs young people who are creative, 

fi ghting illness or learning, while the Elle Foundation supports 

women who are looking to educate themselves or fi ghting for 

greater freedom.

2. Secondly, the divisions, units and brands rally behind a whole 

host of causes in different ways (donations, events, etc.).

3. Lastly, the Lagardère group’s employees also show their 

commitment by taking part in the various initiatives supported by 

their Group.

THE FOUNDATIONS

The Jean-Luc Lagardère Foundation, which was set up in 1989 

as part of the Fondation de France, 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, striving for excellence 

and forming community-based connections.

Every year since 1990, the Foundation has granted Talent 

Scholarships to creative young people aged under 30 (under 

35 for the TV and book scriptwriter categories) who are active in the 

cultural and media arenas. Scholars are selected by juries, featuring 

many prestigious members, in ten categories: Writer, Film Producer, 

Television Scriptwriter, Musician, Bookseller, Print Journalist, 

Photographer, Documentary Maker, Animation Filmmaker and 

Digital Creator.

Since its creation, 230 scholars (including 11 new scholars in 2013) 

have received awards totalling €5,120,000, including €235,000 in 

2013. Exceptionally, due to the high quality of projects presented 

in 2013, the Writer jury made two awards. However, no Musician 

award was made in 2013. 

One of the Jean-Luc Lagardère Foundation’s priorities is also 

to encourage sport as a way of forging social connections and 

promoting a sense of community.

The Elle Foundation, created in December 2004, is an extension 

of the magazine’s founding concept: “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 2013, the foundation provided €211,390 of support to projects 

in France and abroad.

Six new projects received €62,500 of funding:

 � in Chechnya, it supported the Laram centre, which provides 

vocational training for Chechen women; 

 � in Morocco, it supported “Une carrière pour elles”, which helps 

young girls progress to higher education;

 � in Congo, it provided support to help young girls in Pointe Noire 

to get off the streets and out of prostitution;

 � in Afghanistan, it supported a teacher-training project;

 � in France, it supported Odette & Co, a magazine launched by 

female jobseekers, and L dans la Ville in conjunction with Sport 

dans la Ville for young girls in Drancy and the 19th arrondissement 

of Paris. The Foundation donated €148,190 under multi-year 

commitments in France (Force Femmes, Elle Solidarité mode, 

Sciences Po) and abroad (Afghanistan, Madagascar, Philippines, 

Mali).

THE JEAN-LUC LAGARDÈRE FOUNDATION: 
STILL CLOSER LINKS WITH EMPLOYEES
In 2013, the Foundation continued to forge 

closer links with Lagardère employees, 

arranging for staff from Lagardère Resources 

(Other Activities) to meet some of its award 

recipients. It has organised nine events 

attended by former award recipients since 

the initiative began in 2012. Signing sessions 

were held with Valentine Goby (recipient of 

a special Writer award, 2002) and Rosa 

Aoudia-Tandjaoui (Bookseller award, 2005). 

Four projections of audiovisual works and 

four exhibitions of photographer award 

recipients were held, including Femmes, 

après coup by Hiên Lâm Duc (award 

recipient in 1996), organised in partnership 

with Médecins du monde.
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KARINE GULDEMANN
Executive Manager, 

Elle Foundation

The Elle Foundation’s international dimension is well 
known, but you also support a number of initiatives in 
France. What are they?

We try to maintain a balance between our commitments inside and 

outside France. In general, there is a 40/60 split.

In 2013, we were able to support a number of projects that are 

very close to our heart.

An example is Citad’elles, a project of which we are particularly 

proud. This is the fi rst magazine devised, designed, written and 

illustrated by female inmates at the Centrale de Rennes women’s 

prison.

Another is Odette & Co magazine, which was developed in the 

Ardèche region by a co-operative of unemployed women. Odette 

& Co’s founders were able to develop a network of advertisers, 

attract subscribers and produce the magazine themselves. The 

magazine is a marvellous tool for promoting the region and now 

widely distributed. It will soon be exported outside of the Ardèche 

region. 

You helped organise the second Forum Elle Active. What 
was your involvement and what are your conclusions?

It was important for the Foundation to show its commitment to 

issues regarding women in the workplace, and so we invited two 

of our partner charities to attend the forum: Mozaïk RH and Force 

Femmes. We also organised a discussion between two exceptional 

women: Mercedes Erra, director of the Elle Foundation and 

chairman of BETC and Zahia Ziouani, head of the Divertimento 

orchestra based in Stains, which is also supported by the Jean Luc 

Lagardère Foundation. 

You also co-ordinate the community efforts of Lagardère 
Active staff. What did these efforts consist of in 2013?

From the start, encouraging employee commitment has been an 

important part of our work. In 2013, an additional 21 employees 

joined us. Since 2007, 160 employees have worked with us. One 

of the most exciting things to happen in 2013 was the day we 

organised with Elle staff in support of the Odette & Co magazine. 

The event was attended by Elle journalists, layout staff, editorial 

secretaries and media sales people, and we all worked together 

to organise a full day of valuable vocational training, with plenty of 

discussions and fun along the way.

2013: 
a busy year for the Elle Foundation
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The Elle Foundation also continued its “Rendez-vous” events 

programme, including conferences and meetings as part of the 

Forum Elle Active held at the CESE(1) in April 2013, which attracted 

over 2,000 women (see Focus 16).

Support from the divisions

In addition to the Jean-Luc Lagardère Foundation and the Elle 

Foundation, numerous community and partnership initiatives took 

place within the divisions in 2013.

The advertising space given away free by Lagardère Active’s various 

media in support of major causes was worth around €2,170,000 

in 2013.

Supporting children

Most Lagardère Services entities are committed to partnerships 

and initiatives to support NGOs and charities. In Australia and New 

Zealand for example, there have been several initiatives in support 

of the CanTeen NGO, which helps children aged 12-14 suffering 

from cancer. 

In China, LS travel retail joined forces with the China Social Welfare 

Foundation to organise a large-scale campaign called “Bring your 

books to the village”, in support of children from poor families living 

in remote villages. Employees themselves took part in this campaign, 

writing to children and visiting them in person in the summer of 

2013, and bringing them books and clothes (see Focus 11).

At Lagardère Active, the Gulli TV channel and website supported 

the “Vendée Globe du Cœur” project, which raises funds for the 

Mécénat Chirurgie Cardiaque heart surgery charity, as well as the 

Odyssée Polaire expedition organised by Fondation Action Enfance.

Integration and diversity

At Lagardère Active, the Version Femina women’s prize embodies 

its commitment to working very closely with local organisations. It 

recognises remarkable women who, through their community, 

education and cultural heritage efforts, drive activity in their region 

and help improve quality of life. Readers and web users of each 

partner regional newspaper elect a candidate to represent their 

region in the fi nal. A jury consisting of media personalities then 

selects three award winners from the 15 fi nalists. 

2013 marked the 13th edition of these awards, and the jury handed 

awards to Sandra Cléaux from Saône-et-Loire for her wheelchair 

basketball charity and her Elan Chalon team, mentored by 

professional player Jordan Aboudou and consisting of 16 players, 

two of whom are able-bodied. Ms Cléaux’s mission is to change 

people’s perception of disabilities. 

In 2013, the second Europe 1 Solidarité award was given to the 

Audition Solidarité charity, which helps homeless people with hearing 

diffi culties by providing human and technological assistance. The 

charity’s prize consisted of free advertising and support from 

Europe 1 programmes.

Commitments by Lagardère group employees

At Lagardère Services, in addition to efforts in support of 

NGOs (see above), staff are sometimes involved in very active 

“Greenteams”. Examples of this are LMPI in Canada, LS travel retail 

North America, and units in Romania, Switzerland and Singapore, 

which all organise events involving staff.

In conjunction with the Elle Foundation, Lagardère Active has 

set up a Community department enabling employees to volunteer 

for community initiatives. 160 employees have made a temporary 

or long-term commitment to community projects, particularly 

those supporting student journalists and students from deprived 

backgrounds.

LAGARDÈRE SERVICES IN SUPPORT 
OF ACTION CONTRE LA FAIM
Lagardère Services’ partnership with Action 

contre la Faim (action against hunger - 

ACF) over the last three years has involved 

appealing to travellers’ generosity by inviting 

them to make a small donation of €2 or more 

when paying for goods at the till.

LS travel retail stores in France, the UK and 

Switzerland have taken part, raising almost 

€94,000. The commitment of sales staff and 

the generosity of travellers will enable ACF’s 

teams to help more groups suffering from 

malnutrition, particularly children, who are 

the primary victims. Aelia also took part in 

the Challenge Interentreprises contre la Faim 

(inter-company challenge against hunger) 

organised each year by ACF. In 2013, 

33 runners gave up their time and energy, 

covering 300km in total and raising over 

€5,000 for the charity.

HACHETTE LIVRE’S CHARITABLE ACTION COMMITTEE
At Hachette Livre, management set up a 

Charitable Action Committee in June 2010. 

The committee, which has seven members 

representing Hachette Livre’s various 

activities, meets once or twice a year, after 

inviting staff to propose general interest 

initiatives to which they would like Hachette 

Livre to provide support. The committee 

makes a collegial decision about whether 

to grant funding and how much funding to 

grant, based on the criteria set out in its 

by-laws, but also based on the quality of the 

proposal.

In 2013, the committee supported around 

10 charity projects put forward by staff. 

Among these, the committee agreed to 

support a charity that gives free French 

lessons to foreigners and support immigrants 

of all generations, to help them integrate.

(1) CESE: Conseil économique, social et environnemental.
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MARION BADIN
Head of Human Resources, 

Cellfi sh

You spent a year looking after a guide dog called Hora and 
you brought her to work with you at Cellfi sh. Why did you 
take on a guide dog?

I went to an open day held by the guide dog school in Paris, 

and I was impressed by the charity’s convictions and community 

spirit. The dog-training teams are made up of professional guide-

dog trainers, and numerous volunteers and host families help 

out with logistics and equipment. When I suggested to Nicolas 

d’Hueppe, the chairman of Cellfi sh, that we should support this 

great community initiative, he agreed straight away. The charity 

gives you a 3-month-old puppy, and you have to train it until it 

is one and a half years old. During that period, it receives basic 

training for one week a month at the school. The rest of the time, 

the dog is with the host family, learning to recognise all possible 

environments: the metro, work, restaurants, concert halls, parties 

and long walks in the park.

How was it, bringing a guide dog to work?

Every morning for more than a year, Hora travelled with me to work, 

in the car or on public transport. She learned to walk alongside 

masses of hurried Parisians, and to take escalators and lifts. 

She sat in on works council meetings, management committee 

meetings and all meetings in my offi ce, and she came to the 

canteen at lunchtime and to a few parties and restaurants in the 

evening. Everywhere we went, we were always welcomed with a 

great deal of generosity and support.

Did Hora coming to work for a year change anything at 
Cellfi sh?

Hora quickly became the offi ce mascot. Some people came 

to see her to help them relax or took her for a walk for a few 

minutes. Some were more reticent, often because they were a 

little afraid, but everyone enjoyed watching her develop. She raised 

everyone’s awareness about disabilities and the vital work that a 

guide dog does in helping a disabled person to live their life. A 

number of colleagues have told me that they are now more aware 

of guide dogs and their owners since they met Hora. This is why 

I’m spending some time on lobbying activities, so that this kind 

of initiative is recognised and generates a benefi t in terms of the 

disability tax that is paid by all companies. One thing is sure: after 

Hora, things will never be the same again at Cellfi sh!

Hora:
a guide dog at Cellfi sh
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PROMOTING THE EMERGENCE 
OF YOUNG TALENT  

Aside from the programme launched with Sciences Po 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.

This fi rst is the partnership set up in 2006 with the non-profi t 

organisation Nos Quartiers ont des Talents (Our neighbourhoods 

have talent).

This partnership arose from the Group’s desire to promote 

the professional integration of young graduates from priority 

neighbourhoods and disadvantaged social backgrounds.

This co-operation has resulted in practical action, including 

mentoring by experienced Group managers, who have given up 

their time to help these young people fi nd a job. Annual events 

are also organised, intended to put young graduates in touch with 

company managers. The Lagardère group took part in France’s 

fourth national equal-opportunities meeting (Rencontres nationales 

pour l’égalité des chances) on 27 November 2013 at the Cité du 

Cinéma in Saint-Denis.

These initiatives are paying off, since currently almost 20,000 young 

people are benefi ting from the charity’s work, with 72% of them 

having found a job suited to their qualifi cations.

In late 2012, the Lagardère group also signed a new partnership 

with Alter’Actions, an organisation that enables students from 

universities and the top higher-education institutions in France to 

take specifi c CSR courses that include consulting assignments for 

charities and NGOs. As well as providing fi nancial support, the 

businesses partnering with Alter’Actions offer their employees 

the chance to mentor these students and to help them with 

the practicalities of their assignment. Five of the fi rst student 

assignments were supported by Lagardère group executives in 

2013.

Several Lagardère group entities are also involved in efforts to 

support young talent by organising student competitions.

For example, Hatier set up Le Tremplin Prépabac in 2013. This is 

a major competition that provides €5,000 of funding to support a 

school pupil’s career plan. 11 plans have already been put forward 

for 2014, and can be seen at the www.tremplinprepabac.fr website.

At Lagardère Active, Le Journal du Dimanche organised its 

fourth profi le competition in 2013, in association with the Sciences 

Po journalism school and Presses Universitaires de France. The 

student who produced the winning profi le was offered a four-month 

internship in the editorial department, and the profi le was published 

on the newspaper’s web site.

In 2013, Paris Match organised its 10th student photostory awards, 

in partnership with Puressentiel, Le Journal du Dimanche, RFM 

and MCE(1). The competition is open to all university students 

and awards are given four students, with the winner’s photostory 

published in Paris Match magazine. 

For several years, Europe 1 awards Lauga-Delmas scholarships to 

the best journalism students. The scholarships comprise a fi xed-

term work contract in its editorial department. In 2013, two young 

female graduates from ESJ in Lille and CFJ in Paris won three-

month editorial contracts.

 B  MAKING A COMMITMENT TO PROMOTE 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 

commitment in the areas of culture, community and sport and to 

boost confi dence, strive for excellence and form community-based 

connections. This commitment is shared by the Group’s various 

media and divisions.

PROMOTING CULTURE

Since 2010, the Jean-Luc Lagardère Foundation has supported 

the annual programme of events at the Pompidou Centre’s Studio 

13/16, which is a space where young people aged 13 to 16 can 

broaden their horizons and put their artistic talent to work. In 2013, 

Studio 13/16 held workshops such as Parlez-vous Klingon ?, Ex 

situ and Digit’art, inviting young people to explore unknown galaxies 

to discover new artistic languages, inspired by street art and TV 

series. In its 2013/14 season, Studio 13/16 is stepping up its efforts 

to interact and share experiences with its public. Aside from holding 

workshops, Studio 13/16 aims to be a destination for adolescents 

who are ever more hungry for culture. 

In 2013, the Jean-Luc Lagardère Foundation’s continued its 

support for the Divertimento symphonic orchestra (based in Stains) 

directed by Zahia Ziouani, which comprises over 50 highly reputed 

permanent musicians. It also supports Musica, the festival of 

contemporary music held in Strasbourg.

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.

The Jean-Luc Lagardère Foundation has three major initiatives to 

promote reading.

One of these is its support for Les Avocats du Diable, which aims 

to promote books, literature and reading in general among the 

widest possible audience, including people with reduced access 

such as elderly and hospitalised people, disabled people, people 

in prison and young people experiencing diffi culties. Its activities 

are in two main areas. Firstly, it offers residencies to French and 

foreign writers. Secondly, it organises regional events including 

public readings, poetry slams, meetings with writers, writing 

workshops and cultural events in conjunction with social services. 

This new partnership between Les Avocats du Diable and the Jean-

Luc Lagardère Foundation will enable the charity to put on more 

of these targeted events, to broaden its scope of action and to 

improve further the support it offers to resident authors.

The Jean-Luc Lagardère Foundation also maintained its efforts to 

promote reading through its backing for the Jules Rimet prize in 

2013. On 14 November, the second annual award went to Jean-

Emmanuel Ducoin for his book Go Lance ! (published by Fayard). 

The prize aims to promote sport-related literature and to encourage 

writing among people in disadvantaged areas, including through 

writing workshops for young football-club members (Red Star 

Football Club and Olympique Lyonnais in 2013).

As part of the partnership that began in 2008, the Jean-Luc Lagardère 

Foundation and the Institut du monde arabe (IMA) awarded the fi rst 

young Arab literature prize to Lebanese writer Jabbour Douaihy for 

Saint Georges regardait ailleurs (published by Actes Sud / Sindbad). 

This prize is awarded to a book on the theme of Arab youth, written 

by someone from an Arab League country (see Focus 19).

(1)   MCE: Ma Chaîne Étudiante.
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MATHIEU SOUCHET
Deputy Director, 

Group HR Development, 

Lagardère group 

How do you attract students and young graduates?

The Lagardère group has a particularly diverse range of businesses 

and a large number of strong brands, which students and young 

graduates do not necessarily associate with the Lagardère name. 

As a result, our communication efforts are intended to create a 

link between all these brands, while promoting the image of an 

integrated group within which it is possible to move from one 

sphere to another.

Every year, we take part in the recruitment fairs held by elite French 

universities such as EDHEC, ESSEC, ESCP and HEC. We present 

our activities and careers, and we always involve each of the 

Group’s divisions.

How do you get across the Group’s values in your efforts 
to reach young people?

It is vital to stand out from the crowd. This is why we associate 

ourselves with major events that mean something to the Group. 

For example, we have been a partner of Challenge du monde des 

grandes écoles et universités since it began in 2009. This one-

day event brings together students and companies, and involves a 

sporting competition, actions promoting the integration of disabled 

employees and discussions about the activities of the fi ve partner 

companies.

Since 2006, we have also been a member of the non-profi t 

organisation Nos quartiers ont des Talents (Our neighbourhoods 

have talent), showing our commitment to equal opportunities 

by integrating young graduates from disadvantaged social 

backgrounds into the workforce.

What progress do you expect to see in the coming years?

We want to expand the scope of our promotional activities, 

for example by involving our staff in social initiatives. We have 

already started the process. In 2013 we set up a partnership with 

Alter’Actions, which has an innovative approach to supporting the 

social and community-based economy, bringing together students 

from elite French universities and business executives.

To date, four Group employees have taken part in six assignments 

with charities promoting the education and integration of women, 

the integration of disabled people and environmental protection.

Speaking to young people: 
a challenge as well as a responsibility

FOCUS 18
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ALEXANDRE NAJJAR
writer and member of the jury 

for the Arab literature prize

This new literary prize awarded by the Jean-Luc Lagardère 
Foundation recognises young Arab literature and illustrates 
its desire to promote cultural diversity. Is this an important 
issue for you?

Yes, obviously. I come from a country that has always supported 

cultural diversity, since the time of the Phoenicians. Through this 

prize, the Jean-Luc Lagardère Foundation is helping to build bridges 

between two worlds that complement each other but are currently 

separated by a lack of understanding. It shows that literature is a 

way of bringing people together, of encouraging dialogue between 

civilisations. By rewarding authors writing in Arabic, it recognises 

the importance of Arab literature, which has sadly been neglected 

by most French-speaking publishers, and promotes it at a time 

when Arab writers – with the possible exception of Egypt’s Alaa 

al-Aswany – lack visibility. When you look at the prix Médicis or the 

prix Femina for foreign literature, it is surprising that Arab authors 

are never on the shortlist. The Jean-Luc Lagardère Foundation is 

correcting this injustice to some extent.  

As a Lebanese writer and a former winner of an award 
from the Foundation, did it seem natural you to help it 
in this new adventure as a member of the prize jury?

I’m very grateful to the Lagardère Foundation, which gave me a 

boost at a time when I was asking questions about my future. I was 

the fi rst recipient of the writer’s prize, which was both a wonderful 

honour and a serious responsibility! I have remained loyal to the 

Foundation, which has given me a lot, and when it was suggested 

that I join the jury, I immediately said yes. I like the theme of the 

award, since it fulfi ls a need and concerns a type of literature with 

which I am familiar.

Do you think that the winning novel Saint-Georges regardait 
ailleurs by Jabbour Douaihy, bodes well for the future of 
the prize?

Yes, because it’s a modern Arab novel about young Arabs, and it 

raises some essential issues. The jury can now recognise works 

of this type, which are original and daring and show the vitality of 

Arab literature, which some used to regard as old-fashioned, either 

through ignorance or snobbery.

IMA prize: 
rewarding cultural diversity

FOCUS 19
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As part of its efforts to spread understanding of culture and safeguard 

heritage, the Foundation helped the IMA to put together an Arabic 

version of the guidebook for its new-look museum. This follows the 

complete refurbishment of the museum in 2012, which was also 

supported by the Jean-Luc Lagardère Foundation.

Aside from the Foundation, the Lagardère group’s divisions are also 

committed to promoting reading.

The numerous literary prizes awarded by the Group’s various media 

also help to encourage people to read. Examples are the awards 

organised by Hachette Livre (Tremplin Black Moon etc.), Lagardère 

Active (Elle readers’ prize, Version Femina prize, Gulli novel prize etc.), 

and Lagardère Services (Relay travellers’ prize etc.).

Hachette Livre, where encouraging people to read is an essential part 

of its business, takes part directly, or indirectly via the SNE (Syndicat 

national de l’édition - national publishers’ union), in all public initiatives 

to combat illiteracy and to promote reading.

As founder members of the Pen Club’s publishers’ circle, Hachette 

and Hatier are also involved with the Savoir Livre charity, which works 

with France’s national education system and the French Ministry for 

Culture’s books and reading department. 

For several years, Dunod has been supporting Bibliothèques sans 

Frontières in its efforts to promote reading and knowledge.

In 2013, Éditions Jean-Claude Lattès also became a partner of the 

Bouygues Telecom Foundation’s Jeunes talents (young talent) project. 

In 2008, this foundation created a competition for young novelists in 

which the winner has his/her fi rst novel published by Lattès. Lattès 

also organises writing workshops sponsored by the foundation as part 

of the Salon du Livre Paris book fair.

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 to encourage sport as a way of promoting social and community 

bonds.

The CSHN (certifi cates for high-level sportspeople) programme 

was started in 2007 by the Jean-Luc Lagardère Foundation and 

Sciences Po. It supports athletes and helps them prepare for their 

subsequent career, while continuing their sporting activity. In the 

2013/14 academic year, 31 sportspeople were taking part in the 

programme, including 12 new students. On 25 November 2013, 

nine participants received their diploma.

Finally, the Lagardère group accompanies and supports its 

employees when they participate in certain sporting events, such 

as the Parisienne women’s race and the Paris Half-Marathon.

2013 was the seventh time that Lagardère took part in the Paris 

Half-Marathon, and its team featured more than 140 runners of 

four different nationalities, from all the Group’s divisions and its 

Corporate unit.

In the 21st edition, the Lagardère team again held the record 

for the number of starters and fi nishers and put in an excellent 

performance, coming fi fth out of 177 entrants in the inter-company 

challenge with a cumulative time of 6.45:47.

The Group’s employees also participated in the Challenge du 

monde des grandes écoles et universités. They took part in 

various sporting events (10km, 4 x 100m relay, football tournament) 

alongside young students.

CSHN STUDENTS IN SOCHI
Four high-level sportspeople taking part in 

the CSHN programme represented France 

in the Sochi Winter Olympics.  

 � Anne-Sophie Barthet, alpine skiing;

 � Marielle Berger-Sabbatel, ski cross;

 � Ophélie David, ski cross;

 � Jonas Devouassoux, ski cross.
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Summary of the Lagardère group’s various social commitments in 2012-2013

Jean-Luc Lagardère Foundation (JLLF) 

Elle Foundation Group/divisions/entities Media/brands

Culture/
literature/
music

Support from JLLF for the 
Strasbourg Musica festival and the 
Divertimento symphony orchestra

LS travel retail campaign in China 
to promote the "Bring your books 
to the village" initiative

Tremplin Blackmoon (Hachette 
novels): writing competition for 
young people

First young Arab literature prize 
awarded by JLLF in partnership with 
the Institut du monde arabe

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

Support from JLLF for the second 
Jules Rimet prize, which recognises 
sports writing

Hachette Livre: involvement in the 
Pen Club's publishers' circle

Partnership between Dunod and 

Bibliothèques sans Frontières

Partnership between JLLF and 
Les Avocats du Diable, supporting 
writers in residence and organising 
reading events in the French regions

Hachette and Hatier: involvement 
with the Savoir Livre charity, whose 
goal is to promote access to 
reading

Audiolib: donation of books to the 
Confl uence, Lire dans le Noir and 
Les non-voyants dans leurs drôles 
de machine charities

Support for 
students, 
Promoting 
young talent

Partnership between JLLF and 
IEP de Paris 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

Éditions JC Lattès: partnership with 
the Bouygues Foundation in support 
of the "Jeunes Talents" programme, 
including a competition for young 
novelists

10 JLLF scholarships for young 
designers in the cultural and media 
fi elds

Partnership between Lagardère 
and the non-profi t organisation 
Nos Quartiers ont des Talents (Our 
neighbourhoods have talent)

Hatier's Tremplin Prepabac project 
to support the career ambitions of 
students

Support from JLLF for the studio 
13/16 area of the Pompidou Centre

Partnership with Alter’Actions, 
which provides students with 
training relating to the socially 
responsible economy, including 
assignments with NGOs and 
charities

Virgin Radio: launch of the fi rst 
“You can be heroes” rock talent 
contest with the Parlophone record 
label

Support for 
children, 
Integration 
and diversity

LS travel retail ASPAC: support for 
the CanTeen charity, which helps 
adolescent cancer sufferers

Europe 1 community prize awarded 
to the Audition Solidarité charity

Environment
Gulli: involvement in Earth Day in 
partnership with Surfrider Foundation

Promotion of 
print media 
and journalism

Scholarships awarded by JLLF in 
the journalist, photographer and 
documentary categories

Jean-Luc Lagardère journalist 
of the year prize awarded to two 
Le Monde journalists for their 
reports about Syria

Le Journal du Dimanche: 

partnership with the Paris journalism 
school IEP 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 & Co magazine, produced 
by female jobseekers and women 
starting new businesses

Lagardère Active/community 

department: visit by the Odette & 
Co team to meet all Elle staff

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 by dissident 
Chinese photographer Ai Weiwei

Paris Match: 10th annual 
photoreportage awards made to 
four students, with the winning entry 
published in the magazine

Women

Six new Elle Foundation projects 
in Chechnya, Morocco, Congo, 
Afghanistan and France

Version Femina: 14th annual Version 
Femina women's prize awarded 
to Sandra Cléaux for her Basket 
Fauteuil charity.

Second Elle Active day relating to 
women in the workplace
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3.1 INDICATORS AND CROSS-REFERENCE TABLES

 A  SUMMARY OF INDICATORS

Indicator
Unit

Geographic area or 

scope
2012 2013 GRI

ECONOMY

Consolidated sales

€M

Group 7,370 7,216

EC1
Distribution of consolidated sales

Lagardère Publishing 2,077 2,066

Lagardère Services 3,809 3,745

Lagardère Active 1,014 996

Lagardère Unlimited 470 409

Payroll costs
Group

1,531  1,537

Dividends paid to shareholders 165.70 166.25 

Amount of donated advertising space Lagardère Active 3.5 2.2

WORKFORCE-RELATED AND SOCIAL

Workforce and diversity

Permanent staff at 31 December

Number

Group

22,541 23,179 

LA1 
& 

LA12

Female permanent staff 13,074 13,382 

Male permanent staff 9,467 9,797 

Non-permanent employees (full-time equivalent) 
during the year 1,720.47 1,807.19

Temporary staff (full-time equivalent) during the year 789.47 792.29 

Temporary labour as a proportion of the total workforce % 10.5 11.5 

Disabled employees as a proportion 
of the permanent workforce ‰ 7.8 9.5

Executive managers as a proportion 

of the total workforce

% 

3.0 2.8

Female 1.1 1.0

Male 1.9 1.8

Managers as a proportion of the total workforce 27.7 27.3

Female 14.8 14.7 

Male 12.9 12.6

Journalists / photographers as a proportion 

of the total workforce 4.9 4.8

Female 2.8 2.7

Male 2.1 2.1

Other employees as a proportion 

of the total workforce 64.4 65.1

Female 39.1 39.3

Male 25.3 25.8

Permanent staff in France

% 

France 42.4 41.7 

Permanent staff in Europe (excluding France)
Europe excluding 

France 35 35.8

Permanent staff in continental America Continental America 14.4 13.7

Permanent staff in Asia-Pacifi c Asia-Pacifi c 7.9 8.5

Permanent staff in Africa Africa 0.3 0.3
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Indicator
Unit

Geographic area or 

scope
2012 2013 GRI

Arrivals/departures

Total arrivals Number

Group

4,762 6,457 

LA2

Recruitment

%

91 82

Transfer 3 12

Conversion 6 6

Total departures Number 4,882 5,053 

Resignation

%

47 47

Redundancy for personal reasons 17 19

Redundancy for economic reasons 10 5

Agreed termination 9 13

Retirement 3 2

Other 14 14

Health and safety/absenteeism

Absenteeism for reasons of illness Days/
person

Group

6.03 6.49 

LA7
Absenteeism related to accidents 0.69 0.63 

Accident frequency rate per million 12.84 13.32 

Accident severity rate ‰ 0.39 0.36 

Professional relations

Employees covered by an agreement on working time

   

68 69

LA4

Employees covered by an agreement on health, safety 
and working conditions 65 64

Employees covered by a compensation agreement 71 70

Employees covered by a social security agreement 54 54

Employees covered by a training agreement 38 32

Employees covered by a gender equality agreement 44 44

Employees covered by an agreement on the integration 
of disabled workers 18 27

Training

Average number of training hours per executive manager

Number Group

8.1 6.8 

LA10

Average number of training hours per manager 14.3 16.8 

Average number of training hours per journalist/
photographer 9.9 11.6 

Average number of training hours per employee 
in other categories 8.5 12.1

ENVIRONMENT

Raw materials

Quantity of paper purchased
Thousands 
of tonnes

Lagardère Publishing 125 109

EN1 
& 

EN2

Lagardère Active 118 104

Percentage of paper purchased from certifi ed forests %
Lagardère Publishing - 89

Lagardère Active 99 99

Percentage of paper purchased made with recycled fi bres %
Lagardère Publishing 4 5

Lagardère Active 1 1
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Indicator
Unit

Geographic area or 

scope
2012 2013 GRI

Waste

Average unsold copy rate %
Lagardère Publishing 23.6 23.9 

EN22

Lagardère Active 32.8 33.1 

Percentage of unsold copies recycled %
Lagardère Publishing 59 60

Lagardère Active 94 93

Percentage of unsold copies returned to inventory 
or to publishers

%
Lagardère Publishing 41 40

Lagardère Active 6 7

Amount of WEEE sent to certifi ed organisations 
for recycling

Tonnes France
- 33

Tertiary energy consumption

Gas
Millions 
of kWh

France

24.4 24.3 
EN3

Fuel oil
Thousands 

of litres 529.2 411.3 

Electricity
Millions 
of kWh 77.5 80.6 

EN4

District heating 
Millions 
of kWh 6.9 8.3 

CO
2 
emissions

Total emissions

CO2 
equivalent 
(tonnes) 

France

14,444 14,537 

EN16

CO2 gas 5,705 5,692 

CO2 fuel oil 1,693 1,316 

CO2 electricity 5,580 5,801 

CO2 district heating 1,466 1,728 

 B  CROSS-REFERENCE TABLE  

Heading
GRI G3.1 standard Media 

Sector Supplement

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°6, 
N°10 

6.2, 6.3 & 6.6

Strategic priorities 1.2 N°7 -

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; 

HR4
N°6 6.3.7, 6.3.10 & 6.4.3

Promoting harmonious working conditions LA4; LA7 N°3 6.4.3 to 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
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Heading
GRI G3.1 standard Media 

Sector Supplement

Global Compact 

Principles ISO 26000 standard

Promoting access to information and knowledge

Defending information pluralism and ensuring 
content diversity

M4; PR7 - 6.7.3, 6.7.4 & 6.7.9

Facilitating access to content and listening 
to various audiences

M4; M6 - 6.7.8 & 6.8.6

Supporting the digital transformation of society M7 - 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

-
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 -

 C  GRI INDEX

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  13

Organisational profi le

2.1 Name of the organisation

A leading international 
media group

 7

2.2 Primary brands, products and/or services

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

2.6 Nature of ownership and legal form

2.7 Markets served (including geographic breakdown, sectors served 
and types of customers/benefi ciaries)

2.8 Scale of the organisation

2.9 Signifi cant changes during the reporting period regarding size, 
structure or ownership 

Methodology and scope  76

2.10 Awards received in the reporting period    

Report parameters

3.1 Reporting period (e.g., fi scal/calendar year) for information provided

Giving meaning  43.2 Date of the most recent previous report, if any

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  13
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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 76

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  74

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

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  164.14 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  71 EC7 Procedures for local hiring and proportion of senior management hired 
from the local community at signifi cant locations of operation

Labour practices and decent work indicators

LA1 Total workforce by employment type, employment contract and region
Ensuring workforce balance and 

diversity + Summary of indicators
 21 + 71LA2 Total number and rate of new employee hires and employee turnover 

by age group, gender, and region

LA4 Percentage of employees covered by collective bargaining agreements Promoting harmonious working 
conditions + Summary of 

indicators
 27 + 71LA7 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

 30 + 71

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
 21 + 71

LA14 Ratio of basic salary of men to women by employee category

Human Rights Indicators

HR4 Total number of incidents of discrimination and corrective actions taken Ensuring workforce balance 
and diversity

 21 + 71
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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

33 + 71
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

38 + 71
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
33 + 71

3.2 METHODOLOGY AND SCOPE

In 2012, workforce-related and environmental reporting protocols 

were prepared jointly by the Group’s Human Resources Department 

and Sustainable Development Department. These protocols 

were updated in 2013. 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 2014 campaign relating to 2013 data, the workforce-related 

protocol - available in French, English and Spanish - was distributed 

to all staff across the whole reporting scope. The environmental 

protocol was only sent to French entities, and only in French. The 

intention is to roll it out across Western European countries next 

year.

In late 2013, to meet requirements relating to the reporting of social 

information, and to facilitate reporting in this area, the Sustainable 

Development Department developed a questionnaire, which was 

sent to all divisions. This document will be updated every year, and 

in the fi rst year was used in place of a social protocol.  

 A  SCOPE OF CONSOLIDATION

The reporting systems used to collect workforce-related and 

environmental information are used at all consolidated subsidiaries 

that are managed operationally by the Group, with the exception 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 

integrated 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 238 Group companies 

in 2013(1).

The environmental information in this document is submitted using 

two processes. Data concerning energy consumption is integrated 

into the Group’s fi nancial data consolidation system. For the French 

scope, the data cover 174 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 and mentioned in section D1 

(greenhouse gas emissions).

Other environmental data not included in the fi nancial consolidation 

system are consolidated, checked and calculated directly at the 

divisional level, based on information provided by subsidiaries, 

before being sent to the Group Sustainable Development 

Department, which carries out a fi nal consistency check.

(1)  Figures for 2012 (148) and 2011 (142) took into account the combination within one company of several different companies, which are now being 
accounted for individually. 
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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 assessments 

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 accessible 

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. 

The workforce-related reporting protocol was again updated 

in 2013 to take into account comments made by contributors 

following the reporting campaign relating to 2012. 

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 consumption of water and energy (electricity, gas, fuel oil, 

cogeneration), as well as information on paper purchases, to its 

fi nancial data consolidation system. In 2012, specifi c work was 

done on environmental 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. As for workforce-

related reporting, the environmental reporting protocol was updated 

in 2013. As part of this update, the methods for calculating the 

proportions of certifi ed and recycled paper within paper purchased 

by the two divisions concerned (Lagardère Publishing and 

Lagardère Active) were harmonised. The update also added new 

business indicators for Lagardère Service (regarding waste and 

energy) and a WEEE indicator for France. 

In general, updates to protocols are intended to make the work 

done by contributors simpler and easier. 

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 

validated 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 

accuracy 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 

international nature of the Group’s activities, and these objectives 

have been made easier to attain by the introduction of reporting 

protocols. 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.
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