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MESSAGE FROM THE CHAIRMAN AND CHIEF EXECUTIVE OFFICER  

 

 

 

 

 

 

 

 

 

 

 

 

 

Dear Madam/Sir,  

dear Shareholders,  
 

We are now just over one year into our collective adventure 

which began with the creation of Louis Hachette Group. 

Driven by operational excellence across all our businesses 

and a deep international footprint, our Group delivered 

strong earnings growth in 2025, with revenue up 4.2% to 

ƙƀřŽ ÃÊÍÍÊÐÏ ÂÏÅ %")4! ÓÊÔÊÏÈ ſƪ ÕÐ ƙżżŸ million, while 

continuing to reduce debt. These stellar results clearly 

confirm the relevance of our strategic model, which unites 

leading and complementary French and international 

businesses in publishing, travel retail and media within a 

single entity.  

 

The resounding success of its leading authors, together with 

the strong performance in Partworks and Board Games, 

enabled Lagardère Publishing to maintain its growth track 

while consolidating its positions through the acquisitions of 

the Le Routard brand, Ducasse Édition and Dutch board 

game distributor 999  Games. The division further cemented 

its leadership, becoming the third -largest publisher in the 

United States.  

 

Meanwhile, Lagardère Travel Retail continued to build 

momentum by expanding its international store network 

and winning strategic tenders in its different businesses, 

including taking over all Duty Free operations at Amsterdam 

Airport Schiphol (Netherlands ). Notably, the division has 

expanded its geographical footprint, launching operations 

in five new countries (Albania, Cambodia, Cameroon, 

Rwanda and Turkey).  

 

In parallel, Lagardère Live continued its recovery, reporting 

Â ÇÖÓÕÉÆÓ ÊÎÑÓÐ×ÆÎÆÏÕ ÊÏ %ÖÓÐÑÆ ŸšÔ ÂÖÅÊÆÏÄÆ ÇÊÈÖÓÆÔŖ 

developing editorial content for the Journal du Dimanche 

and the ELLE licensing business, and registering record 

attendances at the Arkéa Arena.  

 

Lastly, Prisma Media, which remains France's leading dual 

media publisher, is beginning to refocus on its traditional 

activities while stepping up the pace of its digital 

transformation.  Its acquisition of Ici Paris and France 

Dimanche magazines enhanced its foremost position in the 

entertainment segment.  

 

In December 2025, we also defined a common CSR strategy 

for all of our activities, building on the historical 

commitments of Lagardère and Prisma Media, and 

ÖÏÅÆÓÑÊÏÏÆÅ ÃÚ ÕÉÆ ÕÂÈÍÊÏÆ Ţ#ÖÍÕÖÓÆÔ ÊÏ ÎÐÕÊÐÏţř 4ÉÊÔ 

strategy incorporates both our business lines  and also the 

way in which they are operated, in a continuous drive 

towards sustainability. We strive to foster a culture of talent 

and promote diversity, by developing skills and encouraging 

innovation in our teams. Our culture of impact is embodied 

in our efforts to decarbonise our activities and optimise our 

management of resources, while our culture of trust ensures 

ethical behaviour in our dealings with stakeholders. Lastly, 

through our culture of openness, we support plurality in 

content creation and promote access to education and 

culture for all. I am delighted that our Group distinguished 

itself this year through its first non -financial ratings 

awarded by MSCI (BBB) and CDP (B), which reflect our 

structured management of ESG issues.  

 

This achievement is based above all on the daily 

commitment of some 34,000 women and men across more 

than 50 countries and five continents, whose unique 

expertise and talent are our most precious assets. I would 

like to thank them warmly for their exemplar y 

commitment. Our success belongs first and foremost to 

them.  

 

On the strength of these assets and with the full support of 

the Bolloré family, our principal shareholder, we are more 

determined than ever to consolidate our leadership and 

maintain strong, sustainable growth to address both 

present and future challenges . 

 

I would also like to thank you, dear Shareholders, for your 
trust.  
 

 

 

Jean-Christophe Thiery  

Chairman and Chief Executive Officer of 
Louis Hachette Group 
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LOUIS HACHETTE GROUP IN BRIEF 

Louis Hachette Group, which at 31 December 2025 owned 66.29% of Lagardère SA and 100% of Prisma Media, 

is a global group with some 34,000 employees in more than 50 countries. It is a diversified and leading player 

in publishing, travel  retail and media:  

Ʒ ,ÂÈÂÓÅôÓÆ 0ÖÃÍÊÔÉÊÏÈŖ ÕÉÆ ØÐÓÍÅšÔ ÕÉÊÓÅ-largest book publishing group for the general public in the trade 

and educational markets, and the leader in France: Books (paper, digital and audio formats), Partworks, 

Board Games and Premium Stationery;  

Ʒ Lagardère Travel Retail, the world's third -largest travel retail merchant and number one in France: Travel 

Essentials, Duty Free & Fashion and Dining;  

Ʒ 0ÓÊÔÎÂ -ÆÅÊÂ ÊÔ &ÓÂÏÄÆšÔ ÍÆÂÅÊÏÈ ÑÖÃÍÊÔÉÆÓ ÐÇ ÎÂÈÂÛÊÏÆÔ ÂÏÅ ÐÏÍÊÏÆ ÎÆÅÊÂŖ ØÊÕÉ Â ÑÐÓÕÇÐÍÊÐ ÆÏÄÐÎÑÂÔÔÊÏÈ 

more than 40 leading brands.  

The Group also carries out other activities in the media and entertainment space with Lagardère Live, which 

includes Lagardère News (press and the ELLE brand licence), Lagardère Radio (radio and advertising sales 

brokerage), Lagardère Live Entertainment (p erforming arts) and Lagardère Paris Racing (sports club).  

)Ï ŹŷŹżŖ ,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ ÂÄÕÊ×ÊÕÊÆÔ ÈÆÏÆÓÂÕÆÅ ÓÆ×ÆÏÖÆ ÐÇ ƙƀŖŽŸƀ ÎÊÍÍÊÐÏř 
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 ƙƀŖŽŸƀÎ  ƙżżŸÎ  ƙźŽźÎ  

 Revenue  EBITA  CFAIT1  

       
 More than 

50  countries  
 551  Some 34,000  

 

 International 
footprint  

 Consolidated 
subsidiaries 

 
Employees 

 

       
 

REVENUE  
BY GEOGRAPHIC AREA2 

 

 

 

 
  

 ¶ FRANCE 
23% 

¶ EUROPE  
(EXCL. 
FRANCE) 

42% 

¶ UNITED 
STATES  
AND CANADA  

25% 

¶ ASIA-PACIFIC 
5% 

¶ LATIN AMERICA, 
MIDDLE EAST 
AND AFRICA 

5% 

 
 
 
 

 

 
REVENUE 
BY BUSINESS

  

 
1 CFAIT: cash flow after interest and taxes.   
2 By destination.   
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GOVERNANCE 
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ƙźŖŷŷŸÎ 
Revenue 

ƙźŷſÎ 
EBITA 

7,643  
Employees 

  

     

 

over 200  
PUBLISHING IMPRINTS 

154,000  
TITLES IN DIGITAL FORMAT 

over 15,000  
NEW RELEASES 

 

REVENUE  
BY BUSINESS 

REVENUE 
BY GEOGRAPHIC AREA1 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
1 By destination.  
2 Including Ireland, India, Australia and New Zealand.  
3 Including Board Games.  

 
NO. 3  CONSUMER PUBLISHING GROUP WORLDWIDE 

NO. 1 PUBLISHING GROUP IN FRANCE, NO. 2 IN THE 
UNITED KINGDOM,  NO. 3 IN THE UNITED STATES AND SPAIN 

 
JOINT NO. 1 PUBLISHER OF PARTWORKS WORLDWIDE 

 
NO. 2 IN PREMIUM STATIONERY WORLDWIDE AND IN 

BOARD GAMES IN FRANCE 
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NO. 3 TRAVEL RETAIL OPERATOR WORLDWIDE 

NO. 2 OPERATOR IN AIRPORT TRAVEL RETAIL WORLDWIDE 

NO. 1 OPERATOR IN TRAVEL ESSENTIALS WORLDWIDE 

NO. 1 TRAVEL RETAIL OPERATOR IN FRANCE 

NO. 1 OPERATOR IN TRAVEL RETAIL FASHION IN EUROPE 

NO. 4  OPERATOR IN AIRPORT CORE DUTY FREE AND DINING IN 

TRAVEL HUBS 

 

 

 

REVENUE 
BY BUSINESS 

REVENUE 
BY GEOGRAPHIC AREA1 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
1 By destination.  

   

ƙŽŖŸźźÎ  

Revenue 

ƙźŸŹÎ  

EBITA 

24,543  

Employees 

    
 
 
 

OPERATIONS IN   

SOME 300   

AIRPORTS 

OPERATIONS IN 
700  RAIL AND URBAN 

TRANSPORT STATIONS 

OVER 4,800  
STORES AND 

RESTAURANTS 
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     Discover (Ireland).   Aelia Duty Free (France).   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

           The Place # Roma (Italy).  

  

 
 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

        Relay (Czech Republic).      Café Iruña (Spain).  
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1 Source: ACPM OneNext Global H1 2025; Brand audience over 30 days.  
2 Source: Médiamétrie EAR National; November -December 2025.  

 

 
3 PRESS TITLES 
1 GLOBAL PRESS  
BRAND 

 
5 MILLION  
MONTHLY 
READERS1 
 
 

158 EMPLOYEES 

 

 

  
 

 

 

 

 

 
 

 

 
3 RADIO STATIONS 
1 ADVERTISING SALES BROKERAGE 

 
MORE THAN 5.3 MILLION  
LISTENERS 
DAILY2 
 

 

343  EMPLOYEES 
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3 PERFORMANCE VENUES AND  

OVER 1 MILLION SPECTATORS 

OVER 270 EVENTS ORGANISED BY 
EUTERPE PROMOTION 

 
89  EMPLOYEES 

   

 

 

 

 

 

 

 

 
 

 

 

  Arkéa Arena (France)  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

14,000  MEMBERS 

 
7 HECTARES OF LAND 

 
41 TENNIS COURTS AND 

8 PADEL COURTS  
 

2 SWIMMING POOLS (INCLUDING 

1 OLYMPIC-SIZE) 
 

220 EMPLOYEES 

 

 

 

 

 

 

 

 La Croix Catelan (France).  
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NO. 1 MAGAZINE PUBLISHER IN FRANCE 

 
 

NO. 1 ONLINE PUBLISHER IN FRANCE 

 
 

 

 

   

ƙŹŽŽÎ 
Revenue 

ƙŮŻźůÎ 

EBITA 

845   

Employees  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

MORE THAN 40  

LEADING BRANDS 

112 MILLION  
MAGAZINES SOLD  

EACH YEAR 
 

OVER 40 MILLION  
FRENCH READERS 

EACH MONTH 
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2025 MILESTONES

 

 

 

   
JANUARY 

¶ Lagardère Travel Retail wins 
the tender for Dining at 
Frankfurt airport 
(Germany).  

¶ Lagardère Live 
Entertainment celebrates 
the seventh anniversary of 
the Arkéa Arena 
entertainment venue with 
over 2.6 million spectators 
hosted since its creation.  

FEBRUARY 

¶ Launch of Lagardère Travel 
Retail operations in Albania 
(Tirana airport).  

MARCH 

¶ Grupo Anaya titles are now 
sold and distributed by 
Hachette Book Group in 
North America.  

¶ Lagardère Travel Retail wins 
the tender for Duty Free at 
Auckland airport (New 
Zealand).  

¶ Lagardère News launches 
Le JDMag, a new women's 
weekly magazine designed 
to enhance the editorial 
offering of 
Le Journal du Dimanche. 

APRIL 

¶ Successful Schuldschein 
private placements by 
Lagardère SA for 
ƙźŷŷ million.  

¶ Lagardère Publishing 
acquires 999 Games, the 
leading distributor of Board 
Games in the Netherlands.  

¶ British publisher 
Bloomsbury joins the 
Hachette UK distribution 
network.  

¶ Lagardère Travel Retail 
opens stores at Belfast 
airport (Northern Ireland) 
and commences operations 
in Cameroon (Yaoundé and 
Douala airports).  

MAY 

¶ Lagardère Travel Retail 
takes over all Duty Free 
operations at Amsterdam 
Airport Schiphol 
(Netherlands) and begins 
operations in Turkey 
(Antalya airport).  

¶ Lagardère Paris Racing hosts 
the fourth Clarins Trophy, a 
professional women's tennis 
tournament (WTA 125), at its 
Croix Catelan site in Paris.  

JUNE 

¶ 3ÖÄÄÆÔÔÇÖÍ ƙżŷŷ million 
bond issue by Lagardère  SA. 

¶ Lagardère Travel Retail 
opens the Duty Free 
concession at Verona airport 
(Italy) as well as Duty Free, 
Duty Paid and Dining stores 
in the new Lima airport 
terminal (Peru).  

JULY 

¶ Acquisition of the prestigious 
Ducasse Édition brand by 
Lagardère Publishing.  

¶ Lagardère Publishing exceeds 
its carbon reduction targets 
and unveils a new strategy 
aimed at reducing its 
emissions by 50% by 2030 
compared to 2019 levels.  

¶ Frédéric Chevalier becomes 
Deputy Chief Executive 
Officer of Lagardère Travel 
Retail before being 
appointed Chief Executive 
Officer, effective 1 March 
2026.  

¶ Lagardère Travel Retail wins 
the Travel Essentials tender 
for Terminal 2 at London 
Heathrow Airport (United 
Kingdom).  

¶ Validation of Lagardère 
4ÓÂ×ÆÍ 2ÆÕÂÊÍšÔ ÄÂÓÃÐÏ 
emission reduction targets 
by the SBTi.  

 

AUGUST 

¶ Arnaud Lagardère is 
appointed Chairman of 
Prisma Media  

SEPTEMBER 

¶ Lagardère Travel Retail 
opens Duty Free and Dining 
stores and restaurants at 
two key Saudi Arabian 
airports (Medina and Tabuk).  

OCTOBER 

¶ Global release of the 
41st Asterix album ( Asterix in 
Lusitania), published 
simultaneously in 
19 languages and dialects.  

¶ Lagardère Publishing 
acquires the Le Routard 
brand.  

¶ Lagardère Travel Retail starts 
operations in Cambodia 
(Techo airport) and at the 
Singapore Cruise Centre.  

¶ Duty Free concession win by 
Lagardère Travel Retail at 
London Luton Airport 
(United Kingdom).  

NOVEMBER 

¶ Lagardère Travel Retail 
launches activities in 
Rwanda (Kigali Airport).  

¶ The ELLE brand celebrates 
its 80 th  birthday.  

DECEMBER 

¶ Lagardère Publishing picks 
up more than 180 literary 
prizes worldwide in 2025, 
including nearly 80 in 
France. 

¶ Europe 1, which celebrates 
its 70 th  birthday, continues 
its recovery, with nearly 
2.9 million daily listeners.  

¶ Prisma Media acquires the 
weekly celebrity magazine 
titles Ici Paris and France 
Dimanche. 
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1.1 HISTORY 

Louis Hachette Group was formed following the 

ÑÂÓÕÊÂÍ ÅÆÎÆÓÈÆÓ ÐÇ 6Ê×ÆÏÅÊ 3%šÔ ÂÄÕÊ×ÊÕÊÆÔ ÐÏ 

13 December 2024. It has been listed on Euronext 

Growth Paris since 16 December 2024. The Group 

brings together the publishing, travel retail and 

media assets previously held by Vivendi SE, including 

its stakes in Lagardère SA and in Prisma Media.  

The creation of Lagardère SA, the holding company 

for the entity formed by the merger of Hachette 

(founded in 1826) and Matra (founded in 1945), dates 

back to 1992. In 2020, the Lagardère group 

completed a strategic refocusing on its two main 

divisions, bo th of which are world leaders in their 

respective sectors ū Lagardère Publishing and 

Lagardère Travel Retail ū and on Lagardère Live 

(formerly Other Activities), which includes Lagardère 

News (press and the ELLE brand licence), Lagardère 

Radio (radio stati ons and advertising sales 

brokerage), Lagardère Live Entertainment and 

Lagardère Paris Racing (sports club). On 

21 February  2022, Vivendi SE filed a friendly public 

tender offer for Lagardère SA. At the end of this 

offer, Vivendi SE held 57.35% of Lagardèr Æ 3!šÔ ÔÉÂÓÆ 

capital, but could not exercise all the voting rights 

attached to its shareholding pending authorisation 

from the competition authorities. On 9  June 2023, 

the European Commission authorised Vivendi SE to 

acquire control of Lagardère SA, subjec t to the sale 

by Vivendi of 100% of the share capital of Editis and 

of Gala magazine to approved buyers. Following the 

completion of these two sales, the link -up between 

Vivendi SE and Lagardère SA was finalised on 

21 November 2023. At 30  September  2024, Vivendi 

ÉÆÍÅ ŽŽřżźƪ ÐÇ ,ÂÈÂÓÅôÓÆ 3!šÔ ÔÉÂÓÆ ÄÂÑÊÕÂÍŖ ØÉÊÄÉ 

was transferred to Louis Hachette Group on 

13 December 2024.  

The Prisma Presse group was founded in 1978 by 

German publisher Gruner + Jahr, a subsidiary of the 

German Bertelsmann group, at the time of the launch 

of the French edition of GEO magazine. In 2012, 

Prisma Presse was renamed Prisma Media. Nearly 

half a century after its creation, the Group has 

established itself as the French leader in magazine 

publishing (print and digital) and online media.  

On 14 December 2020, Vivendi SE announced that it 

had entered into exclusive negotiations with Gruner 

+ Jahr/Bertel smann to acquire Prisma Media, before 

signing a binding purchase offer on 23 December 

2020. Vivendi SE completed the acquisition of the 

entire share capital of Prisma Media on 31 May 2021. 

Prisma Media was subsequently transferred to Louis 

Hachette Group o n 13 December  2024.  

Since its creation, Louis Hachette Group has 

continued to expand through organic growth and 

targeted acquisitions, including in 2025:  

Ʒ Lagardère Publishing  

- 999 Games, a specialist board game 

distributor in the Netherlands and Belgium.  

Ʒ Lagardère Travel Retail  

- Acquisition of a 70% stake in Schiphol 

Consumer Services Holding BV, which 

operates Duty Free operations at Amsterdam 

Airport Schiphol (Netherlands), Europe's 

fourth -largest aviation hub.  

Ʒ Prisma Media  

- Consolidation of the Celebrity Press unit 

following the acquisition of two iconic weekly 

magazines, France Dimanche and Ici Paris. 
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1.2 ORGANISATION CHART ū PRINCIPAL SUBSIDIARIES ū RELATIONS 

BETWEEN THE PARENT COMPANY AND SUBSIDIARIES 

Louis Hachette Group SA is a holding company with no direct commercial activity. Its main assets are its 

investments in Lagardère SA and Prisma Group SAS. The simplified organisation chart below shows the legal 

structure of the Group and its main subsidiari es as of 31 December 2025. 

 

 

4ÉÆ #ÐÎÑÂÏÚšÔ ÎÂÊÏ ÔÖÃÔÊÅÊÂÓÊÆÔ ÂÓÆ ÍÊÔÕÆÅ ÃÆÍÐØř 4ÉÆ ÑÆÓÄÆÏÕÂÈÆÔ ÐÇ ÄÂÑÊÕÂÍ ÂÏÅ ×ÐÕÊÏÈ ÓÊÈÉÕÔ ÉÆÍÅ ÓÆÇÍÆÄÕ the 

#ÐÎÑÂÏÚšÔ ÅÊÓÆÄÕ ÊÏÕÆÓÆÔÕ ÊÏ ÕÉÆ ÔÉÂÓÆ ÄÂÑÊÕÂÍ ÂÏÅ ×ÐÕÊÏÈ ÓÊÈÉÕÔ ÐÇ ÕÉÆÔÆ ÔÖÃÔÊÅÊÂÓÊÆÔ ÂÔ ÐÇ źŸ December  2025.

Company name  Registered office  % of  share capital  % of  voting  rights   

Lagardère SA 4, rue de Presbourg 
75116 Paris (France)  

66.29% 69.88%  

Prisma Group  SAS 59 bis, avenue Hoche  
75008  Paris (France)  

100% 100% 

! ÅÆÕÂÊÍÆÅ ÍÊÔÕ ÐÇ ÔÖÃÔÊÅÊÂÓÊÆÔ ÊÏÄÍÖÅÆÅ ÊÏ ÕÉÆ 'ÓÐÖÑšÔ ÔÄÐÑÆ ÐÇ ÄÐÏÔÐÍÊÅÂÕÊÐÏ ÂÔ ÐÇ źŸ $ÆÄÆÎÃÆÓ ŹŷŹż ÊÔ 

provided in note 38 to the consolidated financial statements in section 5.3.

 



2025 Annual Report ū Louis Hachette Group  

23 

1.3 BUSINESS ACTIVITIES AND STRATEGY 

Louis Hachette Group is a diversified and leading 

global player in publishing, travel retail and media, 

with some 34,000 employees in more than 

50 countries, comprising:  

Ʒ Lagardère Publishing: Books (paper, digital and 

audio formats), Partworks, Board Games and 

Premium Stationery;  

Ʒ Lagardère Travel Retail: Travel Essentials, Duty 

Free & Fashion and Dining;  

Ʒ Lagardère Live 1: Lagardère News (press and the 

ELLE brand license), Lagardère Radio (radio and 

advertising sales brokerage), Lagardère Live 

Entertainment (performing arts) and Lagardère 

Paris Racing (sports clubs);  

Ʒ Prisma Media: magazine publishing and digital 

media.

1.3.1 LAGARDÈRE PUBLISHING 

&ÐÖÏÅÆÅ ÊÏ ŸſŹŽŖ ,ÂÈÂÓÅôÓÆ 0ÖÃÍÊÔÉÊÏÈ ÊÔ ÕÉÆ ØÐÓÍÅšÔ 

third -largest consumer publishing group in the trade 

and education markets 2, operating mainly under the 

Hachette Livre imprint. Represented directly or 

indirectly in more than 70 countries, it comprises 

more than 200 publishing brands and publishes over 

15,000 new titles a year in a dozen languages, with a 

strong presence in the three main language groups 

(English, Spanish and French).  

With more than 7,600 employees, Lagardère 

Publishing has a balanced and diversified portfolio 

serving all segments of the general interest publishing 

market, including textbooks and extra -curricular 

works, general literature, children and young adult 

title s, graphic novels, lifestyle, humanities and social 

sciences, fine arts books, travel guides, historical 

works, dictionaries and partworks.  

Most of its new publications are also published in 

digital format in France, the United Kingdom and the 

United States They are sold as e -books and 

downloadable audio books.  

Lagardère Publishing has over recent years also 

diversified into markets adjacent to book publishing, 

such as board games (Hachette Boardgames) and 

premium stationery (Paperblanks).  

Its business model is based on its publishing -

diffusion -distribution value chain. Thanks to its 

highly reputed publishing houses and brand names, 

Lagardère Publishing fully leverages its close 

relationships with authors, the expertise of its sales 

force, t he rigorous logistics organisation of its 

distribution network and the commitment of its 

highly trained employees.  

4ÉÆ ÊÏÅÆÑÆÏÅÆÏÄÆ ÐÇ ÕÉÆ ÅÊ×ÊÔÊÐÏšÔ ÑÖÃÍÊÔÉÊÏÈ 

houses, which are fully responsible for their own 

creative processes and editorial decisions, 

encourages both creativity and internal competition.  

Each publishing house is responsible for relations 

with its own authors. Excellent individual 

relationships enable publishers to control the 

copyright portfolio and offer seamless supply to the 

paperback sector, mainly in France, and also give rise 

to merc handising opportunities.  

Central management functions in turn enable 

Lagardère Publishing to devise and implement a 

coordinated strategy, negotiate from a better 

position with large accounts and suppliers, and 

leverage economies of scale.   

A) MARKET TRENDS3

Like 2024, 2025 was a year of contrasting trends 

across geographic areas. 

For example, the French market declined by 1.5% in 

2025 (after a decline of 0.3% in 2024), reflecting 

sluggish performances in the Graphic Novels, Travel 

 
1 &ÐÓÎÆÓÍÚ ÓÆÇÆÓÓÆÅ ÕÐ ÂÔ Ţ/ÕÉÆÓ !ÄÕÊ×ÊÕÊÆÔţř 
2 World publishing rankings prepared internally by Lagardère Publishing based on:  

- the annual financial reports of the groups in question (most cases);  
- rounded out with the annual Livres Hebdo rankings (prepared with Rüdiger Wischenbart Content and 

Consulting, and generally used subsequently in partnership with The Bookseller, Publishers Weekly and 
Buchreport), and sometimes based on direct contacts with the groups in question (i.e., when annual reports are 
not available);  

- taking into account private publishing companies in the Textbook market (excluding professional, and scientific, 
technical and medical publishing) and general interest (Trade).  

3 Source: GfK for France and Spain, Nielsen BookScan for the United Kingdom and AAP for the United States. Market 
trends are expressed in value terms, with the exception of the United States, for which trends are expressed by volume.  

Guides and Children and Young Adult segments, 

partially offset by strong momentum in General 

Literature.  

On the other hand, the United Kingdom and the 

United States markets recorded a decline of 0.5%. 
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Digital audiobooks also continued to grow in both 

countries.  

Lastly, in Spain, the Trade market grew by 3.8% in 

2025, thanks to strong sales in the Fiction and 

Children and Young Adult segments.  

Against this backdrop, revenue for Lagardère 

Publishing was up 4.5% year on year as reported and 

up 2.7% like for like. Its leading positions combined 

with major publishing success in all its markets and 

strict operational management helped it maintain a 

high level of activity and earnings in a relatively 

lacklustre economic environment.

B) BUSINESS ACTIVITIES 

#ÐÏÕÓÊÃÖÕÊÐÏ ÕÐ ÄÐÏÔÐÍÊÅÂÕÆÅ ÓÆ×ÆÏÖÆ ÊÏ ŹŷŹżŘ ƙźŖŷŷŸ ÎÊÍÍÊÐÏ Ů×ÆÓÔÖÔ ƙŹŖſžź million in 2024).

B.1 France1 

,ÂÈÂÓÅôÓÆ 0ÖÃÍÊÔÉÊÏÈ ÊÔ &ÓÂÏÄÆšÔ ÍÆÂÅÊÏÈ ÑÖÃÍÊÔÉÊÏÈ 

group through more than fifty imprints covering the 

full range of genres.  

General Literature comprises prestigious publishing 

houses such as Grasset, Fayard, Stock, Calmann Lévy 

and JC Lattès. Each is prominent in a specific domain, 

ÃÖÕ ÄÐÎÑÆÕÆÔ ØÊÕÉ ÕÉÆ ÅÊ×ÊÔÊÐÏšÔ ÐÕÉÆÓ ÑÖÃÍÊÔÉÊÏÈ 

ÉÐÖÔÆÔ ÂÏÅ ØÊÕÉ ÓÊ×ÂÍ ÑÖÃÍÊÔÉÊÏÈ ÈÓÐÖÑÔš ÃÓÂÏÅÔ. In 

addition, Le Livre de Poche, which releases second 

editions (i.e., paperback reprints) for all Lagardère 

Publishing houses and for many non -group 

ÑÖÃÍÊÔÉÆÓÔŖ ÊÔ ÕÐÅÂÚ &ÓÂÏÄÆšÔ ÍÆÂÅÊÏÈ ÔÐÖÓÄÆ ÐÇ 

General Literature paperbacks. Lastly, Audiolib 

publishes audiobooks mainly in digital formats.  

Hachette Illustré covers the entire range of 

Illustrated Books, and is number one in France for 

Lifestyle (Hachette Pratique, La Plage and Marabout) 

and Travel Guides (Hachette Tourisme and Le 

Routard). Hachette Illustré is the market leader in 

Youth Works (Hachette Jeunesse Disney, Hachette 

*ÆÖÏÆÔÔÆŖ (ÂÄÉÆÕÕÆ 2ÐÎÂÏÔŖ $ÆÖÙ #ÐÒÔ Åš/ÓŖ 

Gautier -Languereau and Le Livre de Poche Jeunesse). 

It boasts valuable editorial assets in this market, 

including characters such as Asterix, Babar, Noddy 

and Fantômette. Lagar dère Publishing also enjoys a 

commanding position in fantasy literature through 

Bragelonne, the French publisher of Andrzej 

3ÂÑÌÐØÔÌÊšÔ ÃÆÔÕ-selling The Witcher saga. 

In Textbooks, Lagardère Publishing is the leading 

publisher in France with Hachette Éducation, the 

Alexandre Hatier group and Le Livre Scolaire. These 

entities include such reputed publishers as Hachette, 

Hatier, Didier and Foucher and other powerful 

brand s (Bled, Bescherelle, Passeport, Littré and 

Gaffiot), enabling it to occupy a leading position on 

the extra -curricular book segment. Lagardère 

0ÖÃÍÊÔÉÊÏÈ ÊÔ ÂÍÔÐ &ÓÂÏÄÆšÔ ÍÂÓÈÆÔÕ ÑÖÃÍÊÔÉÆÓ ÐÇ ÃÐÕÉ 

monolingual and bilingual dictionaries, with such 

well -know n imprints as Larousse, Hachette and 

(ÂÓÓÂÑšÔř 

In addition, Dunod -Armand Colin, the specialist 

Academic and Professional publishing imprint, is the 

leader in the French humanities market. Lagardère 

Publishing is also present in the corporate segment 

 
1 Source: data from the GfK survey panel and the education group of the French Publishers Association.  

(management, marketing, finance, etc.), private 

wealth management (estate planning, stock market 

investing, etc.) and business -related self -help 

through the Maxima brand.  

Lastly, distribution on behalf of Lagardère Publishing 

and other non -Group publishing houses under 

exclusive contracts is carried out through a 

distribution network managed principally from the 

national centre in Maurepas. The division handles 

approximatel y 250 million copies per year and 

supplies over 15,000 stores. Hachette Livre 

Distribution, the number one distributor in France, 

also operates in Belgium, Switzerland and French -

speaking Canada . 

In 2025, business in France grew by 2% . Growth in the 

Illustrated Books division was driven by the release of 

a new Asterix album ( Asterix in Lusitania) and the 

success of colouring books, manga (notably the Blue 

Lock series by Pika) and the Lilo & Stitch  

phenomenon. However, the division was impacted in 

Children and Young Adult by a downturn on titles by 

Sarah Rivens (specifically the Captive series) and the 

Romance genre in general, as well as a contraction in 

the Travel Guides and Fine Arts Books markets. 

Publishers in the Education segment al so posted 

strong growth bolstered by primary and middle 

school curriculum reform. Finally, Larousse recorded 

a rise in revenue driven by the Lifestyle segment 

(notably air fryer recipe books and colouring books).  

At the same time, General Literature sales declined 

due to the absence of best -sellers to rival those 

released in 2024, despite successes in 2025 with Dan 

"ÓÐØÏšÔ The Secret of Secrets ÂÏÅ !ÖÓîÍÊÆ 6ÂÍÐÈÏÆÔš La 

fugue Ů*# ,ÂÕÕôÔůŖ 0ÊÆÓÓÆ ,ÆÎÂÊÕÓÆšÔ Un avenir radieux 

ÂÏÅ -ÊÄÉÂÆÍ #ÐÏÏÆÍÍÚšÔ Nightshade (published in 

French as 3ÐÖÔ ÍÆÔ ÆÂÖÙ Åš!×ÂÍÐÏ, Calmann -Lévy), as 

ØÆÍÍ ÂÔ 0ÉÊÍÊÑÑÆ ÅÆ 6ÊÍÍÊÆÓÔš Populicide, Nicolas 

3ÂÓÌÐÛÚšÔ ,Æ ËÐÖÓÏÂÍ ÅšÖÏ ÑÓÊÔÐÏÏÊÆÓ and Jordan 

"ÂÓÅÆÍÍÂšÔ Ce que veulent les Français (Fayard). Le 

Livre de Poche also experienced a decline in sales in 

the absence of a new Guillaume Musso title in 2025, 

ØÉÊÍÆ !ÖÅÊÐÍÊÃšÔ ÈÓÐØÕÉ ØÂÔ ÅÓÊ×ÆÏ ÃÚ Â ÑÂÓÕÏÆÓÔÉÊÑ 

with Spotify, signed in October 2024, which 

expanded access to its audio books.  
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B.2 International 1 

United Kingdom and the Commonwealth  

In the United Kingdom, Hachette UK is the 

second-largest trade publisher with more than 

60  publishing houses organised around ten divisions: 

Octopus for Illustrated Books, Orion, Hodder & 

Stoughton, John Murray Press, Headline, Little, 

Brown, Quercus, Bookouture and Welbeck 

Publishing for General Literat ure, as well as Hachette 

#ÉÊÍÅÓÆÏšÔ 'ÓÐÖÑ ÊÏ ÕÉÆ #ÉÊÍÅÓÆÏ ÂÏÅ 9ÐÖÏÈ !ÅÖÍÕ 

segment. These divisions and their brands have also 

enabled Lagardère Publishing to develop operations 

in Australia, New Zealand, Ireland, India and the 

English-speaking Caribbean. I n addition, 

Hachette  UK is one of the three main publishers in 

the Textbooks market, with Hachette Learning 

(formerly Hodder Education), Illuminate Publishing 

and John Catt Educational. Lastly, it has a local 

distribution business with an automated warehou se 

in Didcot (Oxfordshire).  

Following a record -breaking 2024, Hachette UK 

recorded revenue growth of 3% in 2025, driven by 

ÕÉÆ ÊÎÎÆÏÔÆ ÔÖÄÄÆÔÔ ÐÇ 2ÆÃÆÄÄÂ 9ÂÓÓÐÔš Onyx Storm 

(which also boosted backlist sales of the series), the 

release of new novels by Robert Galbraith ( The 

Hallmarked Man) and Ken Follett ( Circle of Days), and 

ÇÖÓÕÉÆÓ ÔÂÍÆÔ ÐÇ &ÓÆÊÅÂ -Ä&ÂÅÅÆÏšÔ The Housemaid 

series. The business also benefited from the takeover 

of Bloomsbury's distribution in April 2025. By 

contrast, the Children and Young Adult segment was 

relatively  sluggish in the absence of a major release, 

and the Education segment declined as a result of 

the reduction in public funding for the purchase of 

textbooks. Lastly, digital sales grew in audio (up 11%) 

and e-books (up 7%).  

United States 

Hachette Book Group is the third -largest trade 

publisher in the United States with more than 

40  imprints, including: Grand Central Publishing, 

Little, Brown and Company, Little, Brown Books for 

Young Readers and Union Square & Co. in the 

General Literature  and Children and Young Adult 

segments, FaithWords and Worthy Books in Religious 

 
1 Source: internal data, based on Nielsen BookScan in the United Kingdom, data from the GfK panel in Spain and AAP in 

the United States.  

and Self -Help Literature, Center Street for Political 

Essays, Orbit in Science Fiction, Running Press Group 

and Basic Book Group in Non -fiction, Mulholland 

Books in Thrillers, and Workman Publishing in the 

Children, Illustrated and Non -fiction segments.  

In 2025, HBG recorded a 3% increase in revenue on a 

like-for -like basis (restated for the acquisition of 

Sterling Publishing in November 2024). This was 

driven primarily by new releases from Grand Central 

0ÖÃÍÊÔÉÊÏÈ ŮÊÏÄÍÖÅÊÏÈ #ÂÍÍÊÆ (ÂÓÕšÔ Brimstone, Reese 

7ÊÕÉÆÓÔÑÐÐÏ ÂÏÅ (ÂÓÍÂÏ #ÐÃÆÏšÔ Gone Before 

Goodbye ÂÏÅ !ÃÃÚ *ÊÎÆÏÆÛšÔ 3ÂÚ 9ÐÖšÍÍ 2ÆÎÆÎÃÆÓ 

Me), as well as significant backlist sales (notably 

#ÐÍÍÆÆÏ (ÐÐ×ÆÓšÔ VerityŖ &ÓÆÊÅÂ -Ä&ÂÅÅÆÏšÔ The 

Housemaid and Callie  (ÂÓÕšÔ Quicksilver). Little, 

Brown and Compa ny also performed strongly (with 

ÕÊÕÍÆÔ ÔÖÄÉ ÂÔ -ÊÄÉÂÆÍ #ÐÏÏÆÍÍÚšÔ Nightshade and Bill 

#ÍÊÏÕÐÏ ÂÏÅ *ÂÎÆÔ 0ÂÕÕÆÓÔÐÏšÔ The First Gentleman), 

ÂÔ ÅÊÅ /ÓÃÊÕ ŮÕÉÂÏÌÔ ÕÐ ÕÉÆ ÔÖÄÄÆÔÔ ÐÇ 2ÂÄÉÆÍ 'ÊÍÍÊÈšÔ 

The Knight and the Moth  and reprints of her The 

Shepherd King duology) and Little, Brown Books for 

Young Readers (anniversary reprint of Stephenie 

-ÆÚÆÓšÔ Twilight  series). Lastly, digital sales grew in 

audio (up 7%) and e -books (up 5%).  

 

 

 

 

 

 

 

 

 
 

 

 

 

Spain and Latin America 

Hachette España, which has some 20 imprints, is the 

third -largest general publisher in Spain and ranks as 

the number two publisher of textbooks through 

Anaya and Bruño. These two houses are key players 

in the Education, Extra -curricular books, and General 

Literature (adults and children) segments. Lagardère 

Publishing is also very well established in Spanish -

speaking markets through its Larousse, Anaya, Bruño, 

Alianza, Algaida, Barcanova, Xerais, Contraluz and 

Salvat brands. In  Mexico, it is one of the lead ing 

textbook publishers, with a growing General 

Literature business.  

In 2025, Hachette España saw a 4% decline in 

business due to the conclusion of the curriculum 

reform process ū a decline that was not fully offset by 

robust sales in the General Literature, Children and 

Young Adult, and Fiction categories (driven notably 

bÚ ÕÉÆ ÍÂÕÆÔÕ !ÔÕÆÓÊÙ ÂÍÃÖÎ ÂÏÅ #ÂÍÍÊÆ (ÂÓÕšÔ 
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Quicksilver). Business was also down in Mexico, 

particularly in the Dictionaries segment.  

 

 

 

 

 

 

 

  

 

 

 

 

Partworks 

Through its Hachette Collections division, Lagardère 

0ÖÃÍÊÔÉÊÏÈ ÊÔ ÕÉÆ ØÐÓÍÅšÔ ËÐÊÏÕ ÍÆÂÅÊÏÈ ÑÖÃÍÊÔÉÆÓ ÐÇ 

partworks. Sold by the issue on newsstands and 

through direct sales, partworks are published in 

16 languages across some 39 countries.  

The Partworks business grew by 5% in 2025 

(particularly in the United Kingdom, the United 

States, Poland and Latin America).  

Board Games 

Since 2019, Hachette Livre has been successfully 

expanding in the publication and distribution of 

board games in France and internationally. Hachette 

Boardgames brings together publishers Gigamic, 

Studio H, Funnyfox, Le Scorpion Masqué, Sorry We 

Are French, Catch Up Games, La Boîte de Jeu and 

Hiboutatillus. It also includes distributors Gigamic, 

Blackrock Games, Randolph, Hachette Boardgames 

USA, Hachette Boardgames UK and Hachette 

Boardgames Benelux. In 2025, Hachette Livre 

acquired 999 Games, the leading board game 

distributor in the Netherlands and Belgium, which 

distributes approximately 2.5 million games annually.  

The business continued its growth in 2025, achieving 

a 10% increase (on a like-for -like basis restated for 

999 Games),  driven by the success of Flip 7 

(published by Catch Up Games) and consistently 

strong sales of games released in previous years, such 

as Skyjo and Crack List (distributed by Blackrock) and 

Sky Team (published by Le Scorpion Masqué).  

B.3 Awards and recognition  

)Ï ŹŷŹżŖ ,ÂÈÂÓÅôÓÆ 0ÖÃÍÊÔÉÊÏÈšÔ &ÓÆÏÄÉ ÊÎÑÓÊÏÕÔ ØÆÓÆ 

honoured with more than 180 literary prizes 

worldwide, including some 80 awards in France.  

Ʒ Grasset: Prix Renaudot for Adélaïde de 

Clermont -4ÐÏÏÆÓÓÆšÔ Je voulais vivre; Prix 

&ÆÎÊÏÂ Ů%ÔÔÂÚů ÇÐÓ -ÂÓÄ 7ÆÊÕÛÎÂÏÏšÔ La part 

sauvageŗ 0ÓÊÙ *ÆÂÏ Åš/ÓÎÆÔÔÐÏ ÇÐÓ /ÍÊ×ÊÆÓ 'ÖÆÛšÔ 

Mesopotamia. 

Ʒ 3ÕÐÄÌŘ 0ÓÊÙ ÅÆ &ÍÐÓÆ ÇÐÓ 2ÆÃÆÌÂ 7ÂÓÓÊÐÓšÔ Toutes 

les vies. 

Ʒ JC Lattès: Femina foreign book prize and Prix du 

2ÐÎÂÏ &ÏÂÄ ÇÐÓ *ÐÉÏ "ÐÚÏÆšÔ The Elements 

(published in French as Les Éléments). 

Ʒ Calmann -Lévy: Prix Maison de la Presse for 

*ÐÉÂÏÂ 'ÖÔÕÂØÔÔÐÏšÔ Les morsures du silence, 

Grand Prix de Littérature Américaine for Taffy 

Brodesser-!ÌÏÆÓšÔ Long Island compromise 

(published in French as Le compromis de Long 

Island). 

Ʒ Gautier -Languereau: Prix Landerneau 

Ů#ÉÊÍÅÓÆÏšÔ !ÍÃÖÎů ÇÐÓ "ÆÓÏÂÓÅ 6ÊÍÍÊÐÕ ÂÏÅ 0ÊÆÓÓÆ 

"ÓÆÕÐÏšÔ Le prince et le grand chêne. 

Ʒ Bragelonne: Prix Babelio ū Fantasy for Sarah 

"ÆÕÉ $ÖÓÔÕšÔ The Spellshop (published in French 

as La petite boutique de sortilèges). 

Ʒ Hachette Book Group: PEN Open Book Award 

ÇÐÓ +ÂÍÊ .ÊÄÐÍÆ 'ÓÐÔÔš Vengeance Feminism (Basic 

Books), alongside 15 additional Nautilus Book 

Awards for various HBG titles.  

Ʒ Hachette UK: Pulitzer Prize for Biography for 

*ÂÔÐÏ 2ÐÃÆÓÕÔš Every Living Thing (Quercus); 

7ÐÎÆÏšÔ 0ÓÊÛÆ ÇÐÓ .ÐÏ-Fiction for Rachel 

#ÍÂÓÌÆšÔ The Story of a Heart (Little, Brown Book 

Group); Waterstones Book of the Year and 

Waterstones Debut Fiction Prize for Lucy 

3ÕÆÆÅÔš The Artist  (John Murray Press). 

Ʒ Grupo Anaya: Premio FIL de Literatura en 

Lenguas Romances awarded to Amin Maalouf 

for his lifelong body of work.  

C) COMPETITION 

)Ï &ÓÂÏÄÆŖ ,ÂÈÂÓÅôÓÆ 0ÖÃÍÊÔÉÊÏÈšÔ ÎÂÊÏ ÄÐÎÑÆÕÊÕÐÓÔ 

are Editis, Madrigall, Albin Michel and Média -

Participations.  

Outside France, the division operates alongside 

competitors such as Pearson, Penguin Random 

House, Scholastic, Simon & Schuster, HarperCollins, 

Planeta and Holtzbrinck (Macmillan Publishers).  

D) OUTLOOK  

Lagardère Publishing anticipates contrasting trends 

in 2026, reflecting the fact that there is no new 

Asterix album scheduled in France and worldwide, or 

national curriculum reform in Spain. By contrast, 

France will benefit from a second year of middle 

school curriculum reform.  

In line with these expectations, and in a still 

uncertain economic climate, Lagardère Publishing 

will continue to diligently manage its businesses and 

secure the operating performance of all its business 

lines, while leaving its editorial teams complete 
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creative freedom to seize growth opportunities in all 

business segments and geographic areas.  

Lastly, the division will actively pursue its strategy of 

targeted acquisitions in its core business as well as in 

markets adjacent to book publishing, such as board 

games. 

E) RESEARCH AND DEVELOPMENT 

Lagardère Publishing is assertively pursuing a two -

pronged research and development strategy.  

&ÊÓÔÕŖ ÕÉÆ ÅÊ×ÊÔÊÐÏšÔ 3ÕÓÂÕÆÈÚ ÂÏÅ )ÏÏÐ×ÂÕÊÐÏ 

department has initiated and supported more than 

50 projects in France and internationally since its 

creation in 2015. Today, the Department meets 

regularly with start -ups, tracking and experimenting 

with the l atest developments, while participating in 

innovation events and conferences.  

Lagardère Publishing has also established a Digital 

R&D hub that designs and develops proprietary 

solutions focused on three technical pillars: data, e -

book production and the integration of generative AI 

into business processes. These ever-evolving skill sets 

ū connected with the academic world to ensure the 

company remains at the forefront of technology ū are 

made available to business line and cross -functional 

teams in France and internationally.  

F) ARTIFICIAL INTELLIGENCE 

2025 also saw the growing take -up of generative 

artificial intelligence (GenAI) across the book 

industry. This development encompasses artistic 

creation (AI -generated works), the protection of 

copyrighted content and the optimisation of 

business processes. To address these issues, 

Lagardère Publishing responsively organised 

awareness-building sessions for all employees and led 

a number of exploratory and research projects on the 

technology to identify its potential and limits, while 

remaining true to its pu blishing DNA. In addition, the 

division has taken measures to protect its content 

and is now a driving force in the industry, both in 

France and worldwide, in asserting copyright, while 

at the same time integrating GenAI in its business 

processes wherever relevant.  

G) PIRACY 

Combating print, digital and audio book piracy is an 

important issue for Lagardère Publishing. In 

response, the division is taking action on a number of 

levels, starting by asking digital book distributors and 

sellers to protect their files with strong dig ital rights 

management (DRM) technology. Lagardère 

Publishing is a pioneer in online anti -piracy 

monitoring; the physical, digital and audio books of 

its primary entities are monitored by a specialised 

external service provider. This monitoring detects 

illegal links and files, then sends takedown notices to 

the offending sites and delisting requests to the most 

popular search engines. The monitoring process is led 

and supplemented by a dedicated Lagardère 

Publishing team. Lastly, the division pays careful 

attention to the security of confidential data and has 

implemented measures to prevent data leaks and 

corrupt ion.  

H) REGULATORY ENVIRONMENT 

,ÂÈÂÓÅôÓÆ 0ÖÃÍÊÔÉÊÏÈšÔ ÃÐÐÌ ÑÖÃÍÊÔÉÊÏÈ ÂÏÅ 

distribution activities are governed by specific 

regulations in France and internationally.  

In France, they are notably subject to fixed book 

price legislation, covering both print (Law no. 81 -766 

of 10 August  ŸƀſŸŖ ÌÏÐØÏ ÂÔ ÕÉÆ Ţ,ÂÏÈ ,ÂØţů ÂÏÅ 

digital formats (Law no.  2011-590 of 26  May 2011, 

ÌÏÐØÏ ÂÔ ÕÉÆ Ţ05,. ,ÂØţůř 4ÉÆÔÆ ÂÓÆ ÔÖÑÑÍÆÎÆÏÕÆÅ 

by Law no.  2021-1901 of 30 December  2021 (the 

Ţ$ÂÓÄÐÔ ,ÂØţůŖ ØÉÊÄÉ ÓÆÈÖÍÂÕÆÔ ÅÊÔÕÂÏÄÆ ÔÆÍÍÊÏÈ ÂÏÅ 

mandates a minimum delivery fee. They are also 

subject to applicable tax rules, including a reduced 

VAT rate of 5.5% for print, digital and audio books, as 

well a s recent provisions governing bundled offers.  

Copyright and related rights play a central role, 

involving mechanisms such as ReLIRE for out -of -

commerce books (Law  no. 2012-287 of 

1 March  2012), the transposition of Directive (EU) 

2019/790 on copyright and related rights in the 

Digital Single Market an d industry agreements 

governing digital -era publishing contracts. This 

framework is further structured by obligations 

regarding e-book accessibility, personal data 

protection (GDPR and the French Data Protection 

Act [Law no. 78 -17] of 6 January 1978), cybersecurity 

(Directive [EU] 2022/2555, known as NIS2) and 

artificial intelligence (Regulation [EU] 2024/1689, 

known as the AI Act). It also encompasses product 

and toy safety standards, obligations regarding 

extended producer responsibility (EPR) under 

Law no. 2020 -105 of 10 February  2020 (known as 

the AGEC Act, for Anti -Waste for a Circular 

Economy) and eco -design regulations.  

Internationally, Lagardère Publishing complies with 

European directives on copyright, data protection, 

digital platform regulation (Regulation [EU] 

2022/1925, known as the Digital Markets Act ū DMA) 

and Regulation [EU] 2022/2065, known as the Digital 

Services Act ū DSA) and artificial intelligence, as well 

as local fixed book price legislation in Spain, Belgium 

and Mexico. This regulatory landscape is completed 

by international rules on personal data transfers, 

notably the U.S. Data Privacy Framework, along side 

European standards on accessibility, cybersecurity 

and product safety.  

Lastly, Lagardère Publishing ensures compliance with 

applicable legislation on copyright, libel and slander, 

image rights, privacy, AI and cybersecurity, while 

integrating Corporate Social Responsibility (CSR) 

priorities into its regulatory obligations.  
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1.3.2 LAGARDÈRE TRAVEL RETAIL 

Lagardère Travel Retail is the world's third -largest 

Travel Retail operator and second -largest operator in 

airport Travel Retail 1. It operates businesses in transit 

hubs and concessions in three segments: Travel 

Essentials, Duty Free & Fashion and Dining.  

With operations in more than 50  countries on five 

continents and more than 24,500 employees, the 

Lagardère Travel Retail network comprised 4,814 

stores at year -end 2025: 984  in France, 2,537 in 

Europe, 115 in the Middle East and Africa, 365  in the 

Asia-Pacific region and 813  in the Americas.  

Its network, established in some 300 airports as well 

as 700 train and underground stations, includes 

stores operated:  

Ʒ under its own banners:  

- either internationally, for example with 

Relay, Discover, Tech2go, Inmedio, 1  Minute, 

Hubiz, Hub Convenience, Aelia Duty Free, 

The Fashion Gallery, The Fashion Place, Eye 

,Ð×ÆŖ "ÓÆÂÅƉ#ÐřŖ 3Ð #ÐÇÇÆÆŖ 4ÓÊÃšÔŖ 6ÊÏÐ 

Volo, Natoo, FIX, Beercode, and Marché,  

- or with a strong local identity, such as 

Bottega dei Sapori, The Belgian Chocolate 

House, Sawa, Extime Duty Free, Icons, etc.;  

Ʒ under franchise or licence with retail partners 

ÔÖÄÉ ÂÔ (ÆÓÎôÔŖ 6ÊÄÕÐÓÊÂšÔ 3ÆÄÓÆÕŖ ,%'/Ŗ &ÏÂÄŖ 

iStore, Miniso, Nespresso, Costa Coffee, Burger 

King, EL&N, Panda Express, Pierre Hermé, Eric 

Kayser and Paul. 

This broad portfolio, balanced between brands 

designed specifically for Travel Retail and those 

operated through partnerships with leading brands 

offering unique and differentiating customised 

concepts, allows Lagardère Travel Retail to cover all 

the speci fic needs of its B2B and B2C customers with 

diversified and innovative product offerings.  

The operational excellence demonstrated by 

Lagardère Travel Retail, with its customised 

approach and sophisticated responses to tenders, 

are major assets when bidding for new concessions in 

an environment where licensors worldwide are 

constantly raising th e bar on expectations.  

 

A) MARKET TRENDS2

Despite a backdrop of economic uncertainty and 

persistent geopolitical tensions, 2025 saw solid 

growth, building on the momentum of 2024, albeit 

with the start of a phase of normalisation following 

the post -pandemic surge in traffic. The latest 

Airports Co uncil International (ACI World) 

projections, released in late September  2025  and 

based on data from over 2,800 airports in 185 

countries and territories, forecast a 3.7% year -on-

year increase in global passenger traffic in 2025, 

bringing the total number of passengers to 

9.8  billion. In 2024, global traffic totalled 9.5  billion, 

up 9% versus 2023 and up 4% versus 2019 (pre -Covid 

level).  

Despite geopolitical risks, economic uncertainty and 

aircraft delivery constraints, the medium -term 

outlook for air traffic remains highly positive. The 

International Air Transport Association (IATA) 

predicts that passenger numbers will double by 2043 

comp ared with 2023 levels, driven by average annual 

growth of 3.8%. This global trend will be underpinned 

chiefly by the Asia -Pacific (up 5% per annum) and 

Middle East (up 4%) markets.  

Against this backdrop of a sustainable recovery in 

traffic combined with proactive commercial policies 

ÂÏÅ ÊÏÏÐ×ÂÕÊÐÏŖ ,ÂÈÂÓÅôÓÆ 4ÓÂ×ÆÍ 2ÆÕÂÊÍšÔ ŹŷŹż 

revenue rose by 5.5% as reported and by 4.4% on a 

like-for -like basis.

 
1 Source: Moodie Report, 2025  data, Lagardère Travel Retail Strategy Department, company annual reports. The Moodie 

Report website (www.moodiereport.com), which is recognised as a reference in the industry, regularly publishes changes 
in the market share of  Travel Retail operators.  

2 Source: ACI World; 2025.  

https://store.aci.aero/product/annual-world-airport-traffic-report-2024/?_gl=1*899izf*_gcl_au*MTkxNjk1ODU5LjE3Mjc0MjU5NTk.
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B) BUSINESS ACTIVITIES 

#ÐÏÕÓÊÃÖÕÊÐÏ ÕÐ ÄÐÏÔÐÍÊÅÂÕÆÅ ÓÆ×ÆÏÖÆ ÊÏ ŹŷŹżŘ ƙŽŖŸźź ÎÊÍÍÊÐÏ Ů×ÆÓÔÖÔ ƙżŖſŸŹ million in 2024).  

B.1 Travel Essentials 

Through its Relay, Hubiz, 1 Minute and Hub 

Convenience networks, as well as local names, 

,ÂÈÂÓÅôÓÆ 4ÓÂ×ÆÍ 2ÆÕÂÊÍ ÊÔ ÕÉÆ ØÐÓÍÅšÔ ÍÆÂÅÊÏÈ 4ÓÂ×ÆÍ 

Essentials operator, with 2,719  stores trading under 

more than 240  names in more than 220  airports and 

over 580  t rain and metro stations in 35  countries.  

Lagardère Travel Retail is the creator and operator of 

Relay, the largest global Travel Essentials brand 

which offers all the essentials travellers may need 

based on five major product categories: food, reading 

materials, gifts and souvenirs, travel and ch ildren.  

In train stations and airports, Lagardère Travel Retail 

also operates a large number of stores selling 

electronic devices under the Fnac, iStore, Tech2go 

and eSavvy names. 

Lastly, Lagardère Travel Retail is a souvenir store 

operator with the international Discover concept, as 

well as Air de Paris and other local brands related to 

concessions (Eiffel Tower, Sydney Opera House, 

etc.).  

In 2025, the Travel Essentials segment generated 

ÓÆ×ÆÏÖÆ ÐÇ ƙŹŖŷŸž ÎÊÍÍÊÐÏ ŮÖÑ źƪ ×ÆÓÔÖÔ ŹŷŹŻůř 

Business highlights included the 25 th  anniversary of 

the Relay brand and the acceleration of its 

international rollout, with the gain of the Travel 

Essentials concession at London Heathrow 

Terminal  2, the opening of a Relay outlet at Yaoundé 

Airport (Cameroon) and the introduction of the 

bran d under franchise in Turkey.  

   

 

 

 

 

 

 

 
 

 

 Relay (Italy).   

 

B.2 Duty Free & Fashion  

%ÖÓÐÑÆšÔ ÍÆÂÅÊÏÈ ÐÑÆÓÂÕÐÓ ÊÏ ÕÉÆ 4ÓÂ×ÆÍ 2ÆÕÂÊÍ &ÂÔÉÊÐÏ 

ÔÆÈÎÆÏÕ ÂÏÅ ÕÉÆ ØÐÓÍÅšÔ ÇÐÖÓÕÉ-largest airport Duty 

Free operator, Lagardère Travel Retail operates 

595 stores and 120 brands in more than 130 airports 

in 34  countries. The division offers the traditional 

core categories of alcohol, tobacco, perfumes, 

cosmetics and fine foods, as well as specialist 

concepts:  

Ʒ either under its own banners, including Aelia 

Duty Free and The Fashion Gallery, etc.;  

Ʒ or through licences for international brands 

including Hermès, Longchamp, Hugo Boss, 

&ÆÓÓÂÈÂÎÐ ÂÏÅ 6ÊÄÕÐÓÊÂšÔ 3ÆÄÓÆÕř 

)Ï ŹŷŹżŖ $ÖÕÚ &ÓÆÆ Ɖ &ÂÔÉÊÐÏ ÓÆ×ÆÏÖÆ ÓÆÂÄÉÆÅ ƙŹŖŻŸŸ 

million (an increase of 10% compared with 2024), 

driven by increased footfall, dynamic commercial 

strategies and network expansion through new 

airport concessions (including Amsterdam Airport 

Schiphol in the Netherlands, Verona in Italy, Tirana in 

Albania, Wellington in New Zealand, Medina and 

Tabuk in Saudi Arabia, Douala and Yaoundé in 

Cameroon, Kigali in Rwanda and Techo in 

Cambodia), and the gain of the Singapore Cruise 

Centre concession (an internatio nal cruise and 

regional ferry terminal). Lagardère Travel Retail also 

opened retail spaces in the new Lima Airport 

terminal (Peru) and renewed its concessions at 

London Luton and Belfast airports (United Kingdom) 

and Auckland (New Zealand). These developme nts 

offset network rationalisation and store closures, 

primarily in the Fashion segment in mainland China.  

   

 

 

 

 

 

 

 
 

 

 Aelia Duty Free (France).   
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B.3 Dining  

4ÉÆ ØÐÓÍÅšÔ ÇÐÖÓÕÉ-largest Dining operator in travel 

areas, Lagardère Travel Retail operates 1,500 food 

outlets trading under more than 330 names in 

140 airports and nearly 140 train and metro stations 

in 32 countries:  

Ʒ under its own banners, such as So Coffee, 

"ÓÆÂÅƉ#ÐřŖ 4ÓÊÃšÔŖ 6ÊÏÐ 6ÐÍÐŖ ÅÆ#ÂÏÕÐŖ .ÂÕÐÐ 

and Smullers, Marché, etc.;  

Ʒ through concepts tailored to meet the specific 

needs of licensors and locations, including La 

Plage and Pan Garni at Nice -#ĚÕÆ Åš!ÛÖÓ ÂÊÓÑÐÓÕ 

in France and Bar Symon at Pittsburgh airport 

in the United States, etc.;  

Ʒ under franchise agreements with major 

international brands including Starbucks, Costa 

Coffee, Prêt à Manger, Burger King, Ajisen 

Ramen, Éric Kayser, Paul, etc., or local brands 

such as SaladStory, Liv Eat and Java U, etc.  

)Ï ŹŷŹżŖ $ÊÏÊÏÈ ÓÆ×ÆÏÖÆ ÓÆÂÄÉÆÅ ƙŸŖžŷż ÎÊÍÍÊÐÏ 

(up  2% versus 2024), thanks to network growth and 

openings in North America and at Lima (Peru), Techo 

(Cambodia), Medina (Saudi Arabia) and Frankfurt 

(Germany) airports.  

   

 

 

 

 

 

 

 
 

 

 Bread&Co. (France).   

B.4 New developments  

In 2025, Lagardère Travel Retail ramped up its 

organic growth, particularly in high -growth regions 

including:  

Ʒ France 

- %ÙÑÂÏÔÊÐÏ ÐÇ ÂÄÕÊ×ÊÕÊÆÔ ÂÕ .ÊÄÆ #ĚÕÆ Åš!ÛÖÓ 

Airport following the successful tender for 

Travel Essentials spaces (eight stores) and 

growth in the Dining segment with the 

opening of Bottega and Natoo outlets.  

- Expansion and modernisation of Travel 

Essentials and Dining operations at 

Strasbourg Airport, and Travel Essentials 

and Duty Free activities at Nantes Airport.  

- Opening of the first Carrefour store at Gare 

du Nord (Paris) as part of the tender won by 

Lagardère Travel Retail and the Carrefour 

group to provide new convenience services 

in transport hubs (with further openings 

planned in French railway stations).  

- Continued upgrades of Travel Essentials 

stores and expansion of the Dining segment 

on the SNCF network and in regional 

airports.  

Ʒ EMEA 

- Netherlands: following a successful tender, 

Lagardère Travel Retail has taken over 

operations for all Duty Free activities at 

Amsterdam Airport Schiphol. This 

concession is operated in partnership with 

the airport via a joint venture in which 

Lagardère Travel Retail holds a 70% stake.  

- Albania: launch of Duty Free activities at 

Tirana Airport and the Port of Durrës.  

- Italy: opening of the new Duty Free 

concession and extension of Dining 

operations at Verona Airport. Continuation 

of the modernisation programme of Travel 

Essentials and Dining outlets at Venice 

Airport. Opening of a Pandora boutique at 

Naples Airport and refurbishment of the 

ÃÓÂÏÅšÔ ÔÕÐÓÆÔ ÂÕ 2ÐÎÆ ÂÏÅ 6ÆÏÊÄÆ ÂÊÓÑÐÓÕÔř 

- Poland: continued expansion of the Travel 

Essentials and Dining network, notably in 

railway stations.  

- Germany: continued development in Travel 

Essentials and Dining with the opening of 

two Relay stores at Hamburg station and a 

Panda Express outlet at Stuttgart station. 

Dining and Travel Essentials concessions 

won at Düsseldorf and Frankfurt airports.  

- "ÆÍÈÊÖÎŘ ÐÑÆÏÊÏÈ ÐÇ Â 6ÊÄÕÐÓÊÂšÔ 3ÆÄÓÆÕ ÔÕÐÓÆ 

at Brussels-Zaventem Airport.  

- United Kingdom and Northern Ireland: 

renewal of Duty Free concessions at London 

Luton and Belfast airports. Award of the 

Travel Essentials concession in Terminal 2 at 

London Heathrow Airport.  

- Africa: opening of Duty Free and Travel 

Essentials stores at Douala and Yaoundé 

airports (Cameroon). Opening of a Duty 

Free store at Kigali Airport (Rwanda) and 

signing of an agreement with Tourvest to 

develop retail, hospitality and tourism 

projects in Af rica, notably South Africa.  
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- Middle East: refurbishment of Dining outlets 

at Dubai and Abu Dhabi airports (United 

Arab Emirates), while continuing to expand 

this segment in Saudi airports with eight 

new spaces opening in Riyadh, Medina and 

Dammam. Opening of seven Duty Free 

stores in seven Saudi airports. Signing of a 

service agreement between Al Waha (Saudi 

!ÓÂÃÊÂšÔ ÍÆÂÅÊÏÈ $ÖÕÚ &ÓÆÆ ÐÑÆÓÂÕÐÓů ÂÏÅ 

Lagardère for the early takeover of the 

Riyadh airport Duty Free contract from 

January 2026. 

Ʒ Asia-Pacific  

- Hong Kong:  extension and modernisation of 

three Travel Essentials stores.  

- Singapore: launch of the Café Marché 

concept and renewal of two Fashion stores 

at Changi Airport. Opening of Duty Free 

stores at the Singapore Cruise Centre.  

- Cambodia: opening of the Duty Free and 

Fashion master concession, alongside 

12 Dining and Travel Essentials outlets at 

Techo Airport.  

- Pacific: opening of new Travel Essentials 

stores at Sydney Airport (Australia) and 

award of Duty Free and Travel Essentials 

concessions for the new Sydney airport 

scheduled to open in 2026. Renewal of the 

Duty Free concession at Auckland (New 

Zealand) airp ort and award of Duty Free 

concessions at Darwin (Australia) and 

Wellington (New Zealand) airports.  

Ʒ Americas 

- North America: numerous tender wins 

and/or contract extensions at North 

American airports (including Atlanta, New 

York-JFK, Albany, Boston, Toronto, Detroit, 

Orlando and Dallas), as well as many 

openings, primarily in Travel Essentials 

(Palm Beach, Detroit , Houston, Charlotte, 

Boise, San Antonio, San Jose, Portland, etc.) 

and Dining (San Francisco, Salt Lake City, 

Fort Myers, Palm Springs, Asheville, Denver, 

Sarasota, etc.).  

- South America: transfer of Duty Free 

activities and expansion of the commercial 

presence (opening of a Duty Paid store and 

11 Dining outlets) at the new Lima Airport in 

Peru. Further openings in the Dining 

segment at terminal 1 of Santiago airport 

(Chile).  

B.5 Awards and recognition  

In 2025, Lagardère Travel Retail won several awards 

in recognition of its operational excellence.  

For example, the division won Best Marketing 

Strategy for the Africa and Middle East region at the 

MEADFA Awards. Paradies Lagardère was also voted 

Best Overall Retailer in North America for the 

28 th  consecutive year.  

Several other stores were honoured with the 

following awards:  

Ʒ 4ÓÊÑÂÅ×ÊÔÐÓšÔ 4ÓÂ×ÆÍÆÓÔš #ÉÐÊÄÆ !ØÂÓÅÔŘ ÕÓÂ×ÆÍÍÆÓÔ 

singled out the Daily DXB and Tranzeet dining 

concepts (Dubai Airport, UAE) as well as Todd 

English Global Food Hall & Pub and Meet District 

(Zayed Airport/United Arab Emirates).  

Ʒ FAB Awards with 11 accolades , including:  

- Airport Bar or Pub of the Year for the Lokal 

+48 space (Warsaw Chopin Airport, 

Poland);  

- Airport Coffee or Tea Shop of the 

Year ū Middle East & Africa for the FIX 

coffee bar (Dubai airport, United Arab 

Emirates);  

-  Airport Food & Beverage Offer Best 

Representing Sense of Place ū Europe for the 

Café Iruña Berria outlet (Bilbao Airport, 

Spain);  

- Airport Food & Beverage Opening of the 

Year ū -ÊÅÅÍÆ %ÂÔÕ Ɖ !ÇÓÊÄÂ ÇÐÓ ÕÉÆ )ÏÇÊÏšÆÂÕ 

outlet (Riyadh Airport, Saudi Arabia);  

- Airport Food & Beverage Opening of the 

Year ū Highly Commended for the Marché 

Bistrot space (Hamburg Airport, Germany);  

- Airport Food Hall of the Year ū Europe for 

the Aðalstræti store (Keflavík Airport, 

Iceland);  

-  Airport Health -Centred Offer of the Year ū 

Americas for the Natoo store (Santiago 

Airport, Chile).  

,ÂÈÂÓÅôÓÆ 4ÓÂ×ÆÍ 2ÆÕÂÊÍšÔ 5!% ÔÖÃÔÊÅÊÂÓÚ ÂÍÔÐ 

received the Best Diversity & Inclusion Initiative 

award at the Travel Retail Awards for its Building a 

Strong, Diverse and Engaged Workforce & Elevating 

the Passenger Journey programme.  

Lastly, Lagardère Travel Retail Italy was certified as a 

Top Employer for the seventh year running.  

C) COMPETITION 

Lagardère Travel Retail's main competitors in the 

sale of convenience products in transit hubs are 
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Avolta (following the merger between Dufry and 

Autogrill), WH Smith, SSP, Areas and Valora.  

Aside from Lagardère Travel Retail, the leading duty -

free and speciality retailers in transit locations are 

Avolta, DFS (LVMH), CDFG, Lotte and Heinemann.  

Lastly, in Dining, competition comes from operators 

such as Avolta, SSP and Areas (which acquired the 

North American operations of Delaware North in 

2025).  

D) OUTLOOK  

,ÂÈÂÓÅôÓÆ 4ÓÂ×ÆÍ 2ÆÕÂÊÍšÔ ÐÖÕÍÐÐÌ ÇÐÓ ŹŷŹŽ depends 

mainly on the dynamics of air traffic amid continued 

economic and geopolitical uncertainty.  

However, Lagardère Travel Retail remains confident 

that it will be able to maintain its ambitious growth 

path based on its high -quality concepts, operational 

excellence and organisational agility. The Lagardère 

Travel Retail also intends to press ahead wit h its 

strict cost control policy and selective investment 

approach.  

Its 2026  objectives aim to benefit fully from the new 

market momentum, focusing on the following 

priorities:  

Ʒ uphold  a performance  culture  and a 

commitment  to  continuous  operational  

improvement  to  enhance agility,  resilience and 

competitive  advantage;  

Ʒ maintain  sustainable  and value-creating  

growth,  underpinned  by efficient  resource 

allocation  and capacity  to  adapt  swiftly  to  

market  signals; 

Ʒ promote  employee  engagement  and career 

development  to  boost  attractiveness  and talent  

retention;  

Ʒ accelerate  the  transition  towards  an 

increasingly  responsible  and sustainable  

product  offering;  

Ʒ strengthen  the  use of  data  and AI as 

sustainable  drivers  of  performance,  innovation  

and agility,  backed  up by responsible  data  

governance  and culture.  

E) RESEARCH AND DEVELOPMENT 

Lagardère Travel Retail is committed to being 

ÓÆÄÐÈÏÊÔÆÅ ÂÔ ÕÉÆ ÊÏÅÖÔÕÓÚšÔ ÍÆÂÅÊÏÈ ÊÏÏÐ×ÂÕÐÓŖ ÃÚ 

constantly expanding a portfolio of proprietary and 

partner brands, as well as unique, bespoke concepts 

meeting all its customers' needs.  

In addition, the division is embracing leading -edge 

technologies to continually improve the customer 

experience, in particular by developing online retail 

channels. 

F) ARTIFICIAL INTELLIGENCE 

2025 confirmed the rise of generative artificial 

intelligence and its increasing integration into the 

ÅÊ×ÊÔÊÐÏšÔ ÐÑÆÓÂÕÊÏÈ ÎÐÅÆÍÔř !) ÉÂÔ ÃÆÄÐÎÆ ÂÏ 

essential tool for streamlining back -office processes, 

and improving commercial performance and 

margins. Specifically, it enables granular trend 

analysis by customer mix, intelligent 

recommendations for pricing and assortment, and an 

enhanced customer experience through personalised 

interactions.  

At Lagardère Travel Retail, AI and generative AI are 

being progressively integrated into workflows to 

streamline operations and drive growth. These 

technologies also facilitate fraud detection and 

personalised recommendations for product 

categories such as wines, spirits, books and 

fragrances. In 2025, the division continued its rollout 

through strategic initiatives including tender 

response optimisation using generative AI, the use of 

machine learning to identify purchasing patterns and 

refine the commerci al offering, the deployment of 

intelligent replenishment systems to reduce out -of -

stock incidents and optimise stock levels, and 

advanced in -store behaviour analysis to enhance the 

customer experience.  

This momentum has also been supported by the 

establishment of new technological partnerships, the 

large-scale deployment of AI tools and the 

strengthening of AI training programmes across all 

levels of the organisation to drive adoption and 

maximise value creation.  

Collectively, these advances reflect Lagardère Travel 

2ÆÕÂÊÍšÔ ÂÎÃÊÕÊÐÏ ÕÐ ÓÆÎÂÊÏ ÂÕ ÕÉÆ ÇÐÓÆÇÓÐÏÕ ÐÇ 

innovation in its sector, in the service of its customers 

and partners.  

G) PIRACY 

Lagardère Travel Retail pays careful attention to the 

security of confidential data and has implemented 

measures to prevent data leaks and corruption.  

Lagardère Travel Retail has continued to invest in 

this area, with investments in data security 

accounting for around 6.5% of total information 

systems costs in 2025. More specifically, it rolled out 

a data security excellence plan entailing such 

initiativ es as the creation of a Security Operation 

Centre/Security Information Event Management 

(SOC/SIEM) unit, the hiring of new staff and training 

in personal data protection and the ongoing 

deployment of cybersecurity solutions.  
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H) REGULATORY ENVIRONMENT 

,ÂÈÂÓÅôÓÆ 4ÓÂ×ÆÍ 2ÆÕÂÊÍšÔ ÐÑÆÓÂÕÊÐÏ ÐÇ ÓÆÕÂÊÍ ÑÓÆÎÊÔÆÔ 

under concession agreements as well as its marketing 

activities must comply with certain specific local 

regulations as regards negotiations and the 

documentation of relationships with concession 

granto rs and suppliers, those applicable to the sale of 

press, foodstuffs, tobacco, alcohol and duty -free 

products (which may be governed by conventions 

signed with the local customs authorities), and 

freight operations. For example, press distribution in 

France is regulated by the Bichet Act.  

4ÉÆ 7ÐÓÍÅ (ÆÂÍÕÉ /ÓÈÂÏÊÛÂÕÊÐÏšÔ ÇÓÂÎÆØÐÓÌ 

convention on tobacco control recommends various 

measures to reduce the supply and demand of 

tobacco, banning or restricting duty -free and tax -

free sales of tobacco products to international 

travellers and banning smoking in public transport 

and public places. In response to this framework 

convention, as well as to other measures, stricter 

regulations are regularly being put in place regarding 

th e sale and consumption of tobacco and could thus 

ÉÂ×Æ ÂÏ ÊÎÑÂÄÕ ÐÏ ,ÂÈÂÓÅôÓÆ 4ÓÂ×ÆÍ 2ÆÕÂÊÍšÔ 

businesses. 

Various countries have also introduced 

environmental protection measures (e.g., recycling 

certain products) that may affect stores.  

Lastly, certain Lagardère Travel Retail businesses 

may be required to obtain prior authorisations to 

operate (retail tobacco sales, alcohol sales, duty -free 

warehousing and sales, freight activities as carrier or 

principal, etc.).
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1.3.3 LAGARDÈRE LIVE 

1.3.3.1 LAGARDÈRE NEWS 

Lagardère News comprises Le Journal du Dimanche (a 

French weekly news and investigative newspaper), 

its weekly news magazine offshoot Le JDNews and its 

ØÐÎÆÏšÔ ÍÊÇÆÔÕÚÍÆ ÔÖÑÑÍÆÎÆÏÕ Le JDMag. 

Lagardère News also includes the ELLE International 

ÏÆÕØÐÓÌšÔ ÍÊÄÆÏÔÊÏÈ ÎÂÏÂÈÆÎÆÏÕ ÃÖÔÊÏÆÔÔř

A) MARKET TRENDS1 

Advertising revenue from offline media (TV, cinema, 

radio, press and outdoor advertising) declined by 

8.6% over the first nine months of 2025 compared 

with the same period in 2024. This followed a year 

bolstered by major sporting events such as the Paris 

Summer Olympics and the UEFA European Football 

Championship in 2024. The market also remains 

below pre -pandemic levels (down 10.7% versus the 

first nine months of 2019).  

Specifically, the press advertising market was down 

9.4% compared with January -September 2024 and 

remains well below its 2019 level (down 34.8% for 

January-September 2019).  

Against this backdrop, Lagardère News pursued its 

transformation efforts (development of digital 

versions and a fee -based press offer, consolidation of 

the ELLE brand worldwide), while remaining focused 

on diligently managing costs in order to limit the 

impact of the decline in its revenue.

B) BUSINESS ACTIVITIES 

B.1 Press2 

In 2025, Le Journal du Dimanche reached 5 million 

readers every month in its various print and digital 

formats. Thanks to its exclusive interviews with 

corporate and political opinion leaders, as well as its 

!"Ʈ ÓÆÂÅÆÓÔÉÊÑŖ ÊÕ ÊÔ &ÓÂÏÄÆšÔ ØÆÆÌÆÏÅ ÏÆØÔÑÂÑÆÓ ÐÇ 

choice and one of the count ÓÚšÔ ÎÐÔÕ ÊÏÇÍÖÆÏÕÊÂÍ 

newspapers in the fields of politics and economy.  

Building on the success of its weekly news magazine 

Le JDNews, the press division expanded its portfolio 

with the launch of Le JDMag in March  2025. 

Distributed with Le Journal du Dimanche, this weekly 

supplement champions women by featuring 

portraits of high -profile female personalities. 

Highlighting the latest lifestyle trends (fashion, 

beauty, culture, interior design, consumer goods and 

well -being), it also provides practical advice and  

solutions for everyday life.  

Le Journal du Dimanche increased its circulation by 

10% year on year to an average of 111,787 copies sold 

and 1,317,000 readers each week. In addition, Le 

Journal du DimanchešÔ ØÆÃÔÊÕÆ ÂÏÅ ÂÑÑ ÂÕÕÓÂÄÕÆÅ ÂÏ 

average of 5.2 million unique visitors per month. 

Finally, the brand commands a following of over 

909,500 subscribers across social media platforms.  

 
1 Source: BUMP/IREP; January-September 2025.  
2 Source: ACPM OneNext Global S1 2025; 30 -day Brand audience/ACPM -OJD; DFP-DSH; 2024 -2025/Médiamétrie Global 

Internet; 2025/Social Media: internal data from official Facebook, Instagram and X (formerly Twitter) accounts; 
unduplicated audience; 2025.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

B.2 ELLE International  

The leading fashion and lifestyle media brand, ELLE 

)ÏÕÆÓÏÂÕÊÐÏÂÍ ÊÔ ÂÍÔÐ ÕÉÆ ÏÖÎÃÆÓ ÐÏÆ ØÐÎÆÏšÔ ÎÆÅÊÂ 

network, with 100  million unique visitors each month 

on 64  local websites. ELLE International also has 

more than 130  million followers on social media.  

It has close to 80  international editions, including 

50 ELLE and 25 ELLE Décoration, licensed in 

47 countries with partners such as Hearst, Burda and 

Aller.  

It also includes a non -media licensing business 

(fashion, beauty, decoration, services, etc.) 

comprising 200  licensees in over 80  countries.  

Lastly, an exclusive international advertising sales 

brokerage unit sells print and online space in all ELLE 
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editions through a network of 30  representative 

offices around the world.  

%,,%šÔ ÊÏÕÆÓÏÂÕÊÐÏÂÍ ÍÊÄÆÏÔÊÏÈ ÃÖÔÊÏÆÔÔ ÉÂÅ ÂÏ 

eventful year in 2025.  

In the media segment:  

Ʒ launch of ELLE Men in Malaysia and ELLE 

Gourmet in the Middle East and India;  

Ʒ continued development of global events such as 

the ELLE Deco International Design Awards 

(EDIDA) and the ELLE International Beauty 

Awards (EIBA);  

Ʒ celebration of the 80 th  anniversary of the ELLE 

brand with exclusive editorial features.  

In the non -media segment:  

Ʒ signing of two new property projects: ELLE 

Residences Dubai Islands (a 98 -apartment 

complex in the UAE) and 25 luxury villas in São 

Paulo (Brazil);  

Ʒ signing of a new five -star hotel concept: ELLE 

Resort & Beach Club, comprising 170 suites in 

Bali (Indonesia);  

Ʒ opening of three ELLE Cafés in Turkey and an 

ELLE Spa in Japan; 

Ʒ launch of the ELLE Sport ready -to -wear line in 

the Philippines, alongside a swimwear 

collection in the Philippines and South Korea;  

Ʒ launch of a watch collection in South East Asia, 

beauty masks in the Middle East and small 

kitchen appliances in North America;  

Ʒ celebration of the 80 th  anniversary of the ELLE 

brand with a touring exhibition of female artists 

in Osaka (Japan), Bangkok (Thailand), New York 

(USA) and Paris (France) to raise funds for NGO 

Care. 

For the international Advertising Sales Brokerage:  

Ʒ successful deployment of brand content 

campaigns in Watches & Jewellery;  

Ʒ growth in non -endemic business (tourism, 

etc.).  

B.3 Awards and recognition  

In 2025, Le JDNews won the prestigious 2025 

-ÂÈÂÛÊÏÆ 4ÓÐÑÉÚ ÊÏ ÕÉÆ Ţ.ÆØÄÐÎÆÓţ ÄÂÕÆÈÐÓÚ ÇÓÐÎ 

the NAP ū Maison de la Presse group. This award 

recognises Le JDNewsš ÔÊÈÏÊÇÊÄÂÏÕ ÓÐÍÆ ÊÏ ÕÉÆ &ÓÆÏÄÉ 

ÎÆÅÊÂ ÍÂÏÅÔÄÂÑÆ ÂÏÅ ÄÐÏÇÊÓÎÔ ÕÉÆ ÎÂÈÂÛÊÏÆšÔ ÂÃÊÍÊÕÚ 

to forge a strong bond with its readers and its 

distribution network.  

The ELLE International network ranked 50 th  in the 

Top 150 Global Licensors, illustrating the global 

influence of licensed brands.  

 

C) COMPETITION 

In the Sunday supplements category, Le Journal du 

Dimanche competes with titles such as the Sunday 

edition of Le Parisien-Aujourd'hui en France, L'Équipe 

Dimanche and La Tribune Dimanche. From an editorial 

and advertising perspective, Le Journal du Dimanche 

also competes with national daily newspaper brands 

including Le Monde, Le Figaro, Le Parisien-Aujourd'hui 

en France, Libération  and Les Échos. 

Le JDNews belongs to the world of news weeklies, 

with dual distribution: on newsstands on 

Wednesdays and as a supplement to Le Journal du 

Dimanche on Sundays. As such, its main competitors 

are weekly news magazines (Le Point, Le Nouvel Obs, 

,š%ÙÑÓÆÔÔ, Challenges, Valeurs actuelles, Marianne, etc.) 

and weekly newspaper supplements such as Le Figaro 

Magazine. 

Le JDMag competes primarily with mainstream 

ØÐÎÆÏšÔ ÂÏÅ ÍÊÇÆÔÕÚÍÆ ÎÂÈÂÛÊÏÆÔ ÔÖÄÉ ÂÔ Version 

Femina, Femme Actuelle, Avantages, Maxi and Prima. 

Competition covers print, digital media (websites 

and apps) and social networks.  

ELLE ÊÔ ÂÍÔÐ ÕÉÆ ØÐÓÍÅ ÍÆÂÅÆÓ ÊÏ ÕÉÆ ÑÓÆÎÊÖÎ ØÐÎÆÏšÔ 

segment, with 50 international editions. Its main 

global competitors are Vogue and (ÂÓÑÆÓšÔ "ÂÛÂÂÓ.  

Finally, ELLE Décoration is the global leader in the 

home decoration segment, with 25 licensed editions. 

Its main international competitor is AD. 

D) OUTLOOK  

In 2026, digital expansion will remain among 

,ÂÈÂÓÅôÓÆ .ÆØÔš ÌÆÚ ÄÉÂÍÍÆÏÈÆÔŖ ÅÓÊ×ÆÏ ÃÚ ÕÉÆ 

ongoing development of online subscriptions to Le 

Journal du Dimanche with digital content from Le 

JDNews, a more extensive video offering on its online 

platforms and ever larger social media audiences. Le 

JDNews will continue to establish itself in the media 

landscape and in the daily lives of French people 

alongside Le Journal du Dimanche, whose influence is 

well established.  

 

 

 

 

 

 

 

  

 

        ELLE Residences Dubai Islands (UAE) 

project.  
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Lagardère News also plans to continue the 

development of the international editions of ELLE 

and to expand the ELLE brand in the non -media 

sector through various projects in the hospitality 

sector (hotels, cafés, spas, real estate, etc.).  

E) RESEARCH AND DEVELOPMENT 

In recent years, Lagardère News has been pursuing a 

digital transformation strategy for its print titles, 

involving websites, applications, social media and 

the increasing use of online subscriptions and video 

content.  

)Ï ÂÅÅÊÕÊÐÏŖ ÕÉÆ %,,% ÃÓÂÏÅšÔ ÈÓÐØÕÉ ÊÔ ÊÏÕÆÏÔÆÍÚ 

creativity -driven, in its editorial content, its 

advertising and its diversification drive. In this way, 

the ELLE International network is constantly 

evolving, led by the development of licensing sales 

both  in media (with the launch of new international 

versions, etc.) and non -media (in the hospitality 

industry, etc.).  

F) ARTIFICIAL INTELLIGENCE 

The emergence of generative artificial intelligence 

(GenAI) offers the promise of automating certain 

production processes, including writing. However, 

creativity and the human touch are deeply 

ÆÎÃÆÅÅÆÅ ÊÏ ,ÂÈÂÓÅôÓÆ .ÆØÔš $.!Ŗ ØÉÐÔÆ ÕÆÂÎÔ 

are equipped with irreplaceable expertise. As a 

result, its approach is designed to support these 

human skills with GenAI capabilities, which will be 

carefully managed with appropriate tools and team 

training to guarantee data security and 

confidentiality, and content integ rity.  

G) PIRACY 

Lagardère News pays careful attention to the 

security of confidential data and has implemented 

measures to prevent data leaks and corruption. In 

particular, it is defending its intellectual property 

rights and preventing any pirating of its publications 

by taking any and all steps necessary, including legal 

action, against third parties who violate its rights.  

H) REGULATORY ENVIRONMENT 

,ÂÈÂÓÅôÓÆ .ÆØÔš 0ÓÆÔÔ ÃÖÔÊÏÆÔÔ ÊÔ ÔÖÃËÆÄÕŖ ÇÐÓ 

example, to (i)  press law (the 29  July 1881 law on the 

freedom of the press and the 1  August 1986 law 

reforming the legal regime for the press), (ii) 

intellectual property law, including copyright and 

related rights, (iii) consumer rights, data protection 

regulations, and (iv) the 18  October 2019  law on the 

modernisation of press distribution (reforming the 

Bichet Act), which requires press publishers to form 

a cooperative if they pool distribution and use 

appr oved press distribution companies.  

,ÂÈÂÓÅôÓÆ .ÆØÔš $ÊÈÊÕÂÍ ÃÖÔÊÏÆÔÔ ÊÔ ÔÖÃËÆÄÕ ÊÏ 

particular to the French law of 21 June 2004 designed 

to build trust in the digital economy and to the 

General Data Protection Regulation (GDPR).  

Pursuant to the 1  August  1986 law, foreigners who 

are not members of the European Union or the 

European Economic Area are prohibited from 

holding, directly or indirectly, more than 20% of the 

capital of a company that publishes works in French. 

Its content  production activities operate under the 

aegis of the relevant legislation, in particular, 

restrictions on tobacco and alcohol advertising, 

online gambling laws, sustainability and laws 

concerning false and misleading advertising. 

Lagardère News complies w ith the rules of the 

French Joint Commission of Press Publications and 

Agencies (CPPAP), whose policy statements 

determine the allocation of aid granted to the 

printed and online press.  

Lastly, Lagardère News also closely monitors laws 

and regulations on copyright, trademarks, libel and 

ÔÍÂÏÅÆÓŖ ÊÎÂÈÆ ÓÊÈÉÕÔ ÂÏÅ ÑÓÊ×ÂÄÚŖ ÂÔ ØÆÍÍ ÂÔ &ÓÂÏÄÆšÔ 

Sapin II law of 9  December  2016 on transparency, 

anti -corruption and economic modernisation.   

1.3.3.2 LAGARDÈRE RADIO 

Lagardère Radio is a major player in the French radio 

broadcasting market with Europe 1, Europe 2 and 

RFM, and also houses the advertising brokerage 

activities of Lagardère Publicité News.  

X 
 



2025 Annual Report ū Louis Hachette Group  

37 

A) MARKET TRENDS1

Despite an offline media advertising market down 8.6% over the first nine months of 2025 versus the same 

period in 2024 (see section 1.3.3.1.A), the radio advertising market remained resilient, edging down by 1.9% 

year on year (down 3.2% versus the first n ine months of 2019).  Against this backdrop, Lagardère Radio 

continued to consolidate its programming schedule and to reverse the downward trend at Europe 1, while 

ÓÆÊÏ×ÊÈÐÓÂÕÊÏÈ ÕÉÆ %ÖÓÐÑÆ Ź ÃÓÂÏÅ ÂÏÅ ÂÅËÖÔÕÊÏÈ 2&-šÔ ÑÐÔÊÕÊÐÏÊÏÈř 

B) BUSINESS ACTIVITIES

B.1 Radio 2 

During November -December 2025, Lagardère Radio 

notched up more than 5.3 million listeners per day.  

Europe 1 

%ÖÓÐÑÆ ŸŖ &ÓÂÏÄÆšÔ ÍÆÂÅÊÏÈ ÈÆÏÆÓÂÍ-interest radio 

station boasted 2,859,000 daily listeners in 

November -$ÆÄÆÎÃÆÓ ŹŷŹżř 4ÉÆÔÆ ØÆÓÆ ÕÉÆ ÔÕÂÕÊÐÏšÔ 

best audience figures in six years, i.e., its best 

cumulative audience since the first quarter of 2020.  

Europe 1 had a cumulative audience (CA) of 5.1%, up 

0.3  percentage points year on year and up 

1.1 percentage points over two years. Its audience 

share was 4.8%, up 0.2  percentage points year on 

year and up 1.4 percentage points over two years. 

More specifi cally, on its key commercial targets, the 

station achieved:  

Ʒ 3.1% audience share among 25-to -59-year-olds 

(up 0.1 percentage points year on year and up 

0.9  percentage points over two years);  

Ʒ 4.1% audience share among AB+ listeners (down 

0.3  percentage points year on year and up 

1.5 percentage points over two years).  

In 2025, Europe 1 built on the success of the previous 

season, driven by its flagship programmes and clear 

market positioning.  

Europe 1 has also stepped up its digital 

transformation strategy, increasing its creative, 

marketing and technological investment spend.  

In the field of podcasts, Europe 1 recorded 169  million 

cumulative downloads in 2025 (up 1% year on year). 

More specifically, Hondelatte raconte  was once again 

the leading storytelling podcast in France this season. 

The station also consolidated its strong momentum 

on social media over the last three years, with a 

cumulative total of 919 million views in 2025 (up 8% 

on 2024 and 65% over two years) . 

Europe 2 

With 1,090,000 daily listeners in November -

December 2025, Europe 2 recorded a cumulative 

audience of 1.9% (up 0.3  points year on year and 

 
1 Source: BUMP/IREP; January-September 2025.  
2 Source: Médiamétrie EAR National; November -December 2025; change vs November -December 2023 and November -

December 2024/Médiamétrie eStat Podcast and EAR Podcast; 2025.  

0.1 point since the previous wave) and audience 

share of 1.6% (up 0.6 points year on year and 0.1 point 

since the previous wave).  

4ÉÆ ÔÕÂÕÊÐÏšÔ ÎÖÔÊÄÂÍ ÓÆÑÐÔÊÕÊÐÏÊÏÈ ÕÐØÂÓÅÔ Â ÑÐÑ-

centric format since 2024, alongside the arrival of 

Cauet as host of the breakfast show, has revitalised 

listener figures, marking the third consecutive wave 

of growth across all metrics.  

.ÐÕÂÃÍÚŖ #ÂÖÆÕšÔ ÔÉÐØ ÑÐÔÕÆÅ ÕÉÆ ÔÕÓÐÏÈÆÔÕ 

audience share growth in the market year on year 

among the 25 -49 and 13+ demographics.  

RFM 

RFM offers a broad -based and timeless musical mix 

centred on the 1980s and 90s. This general -interest, 

family -friendly format attracted 1,556,000 daily 

listeners in November -December 2025.  

The station recorded a cumulative audience of 2.8% 

(stable year on year) and an audience share of 2.1% 

(down  0.3 points year on year) in November -

December 2025.  

Philippe Lellouche's appointment as presenter of the 

RFM breakfast show in September 2025 was 

intended to boost the listener figures recorded on 

this time slot in recent seasons. His show, Le Meilleur 

des Réveils, has already recorded gains in cumulative 

audience over two consecutive waves.  
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B.2  Advertising Sales Brokerage 1 

Lagardère Publicité News markets a rich and varied 

media offering and smart media solutions closely 

matched to the needs of advertisers, media agencies 

and communications consultants.  

The company acts as the advertising sales brokerage 

for Lagardère Radio stations (Europe 1, Europe 2 and 

2&-ůŖ ,ÂÈÂÓÅôÓÆ .ÆØÔš ÑÓÆÔÔ ÕÊÕÍÆÔ ŮLe Journal du 

Dimanche, Le JDNews and Le JDMag) as well as non-

Group stations such as Radio Nova, Chante France, 

Oüi FM (both in the Greater Paris region), Radio FG 

(Greater Paris region and Nice), Radio Meuh, Radio 

Public Santé, Replay News, Crooner Radio, Sonos 

Radio, MyLymedias and SiriusXM. In 202 5, the 

advertising sales brokerage expanded its coverage by 

signing up new broadcasters, such as Atomic and FGL 

radios, as well as the SoundCloud music streaming 

platform. With a strong presence in the daily lives of 

French consumers for both news and entertainment, 

the brands managed by the brokerage are iconic, 

essential and complementary.  

Lagardère Publicité News offers a multi -media line -

up spanning radio, press, digital and on -the -ground 

activations. This offering draws on business 

expertise, innovative solutions and powerful brands 

to amplify conventional media campaigns or design 

tailor -made communication strategies.  

In 2025, its powerful content offering reached some 

30  million listeners, 5  million readers and 4.6  million 

unique visitors on its digital platforms each month in 

2025. Lagardère Publicité News has also established 

itself as the leading private radio sales  brokerage in 

digital audio, with over 170 million monthly 

advertising impressions, representing 2.1 -fold growth 

year on year.  

B.3 Awards and recognition  

In 2025, Lagardère Publicité News and its radio 

brands confirmed their leadership in audio and 

podcasts by winning several major industry awards:  

Ʒ $ÊÈÊÕÂÍ !ÖÅÊÐ #ÂÔ Åš/ÓŘ 'ÐÍÅ ÂØÂÓÅ ÊÏ ÕÉÆ Ţ"ÆÔÕ 

!ÖÅÊÐ "ÓÂÏÅ #ÐÏÕÆÏÕ #ÂÎÑÂÊÈÏţ ÄÂÕÆÈÐÓÚ ÇÐÓ 

the Audible x Europe 1 x Europe 2 x RFM 

ÐÑÆÓÂÕÊÐÏ ÂÏÅ 'ÐÍÅ ÊÏ ÕÉÆ Ţ"ÆÔÕ !ÖÅÊÐ 

!Å×ÆÓÕÊÔÊÏÈ &ÐÓÎÂÕţ ÇÐÓ Hondelatte raconte  x 

Netflix;  

Ʒ Podcast Creativity Grand Prix: Silver award in 

ÕÉÆ Ţ"ÆÔÕ (ÐÔÕ 2ÆÂÅũ3ÑÐÏÔÐÓÊÏÈţ ÄÂÕÆÈÐÓÚ ÇÐÓ 

Hondelatte raconte ; 

Ʒ 4ÓÂ×-ÆÅÊÂ !ØÂÓÅÔŘ Ţ"ÆÔÕ 4ÓÂ×ÆÍ 0ÐÅÄÂÔÕţ ÇÐÓ 

Europe 1 Voyage(s). 

 
1 Source: AdsWizz internal metrics.  
 

RFM was also awarded an Étoile Classique Radio at 

the 8 th  ÆÅÊÕÊÐÏ ÐÇ )ÏÏÐ×š!ÖÅÊÐ 0ÂÓÊÔř 4ÉÆ ÔÕÂÕÊÐÏ ØÂÔ 

recognised for achieving the strongest growth in 

digital broadcasting in its category in the ACPM -

certified rankings, confirming its exceptional 

momentum and growing audience engagement.  

These honours attest to the creative excellence of 

the podcast teams, and to their ability to captivate 

and inspire audiences through exceptionally high 

quality audio productions.  

Finally, in CSR, Lagardère Publicité News was 

awarded the Gold badge in the Sustainable Digital 

Ad Trust programme by the Syndicat des Régies 

Internet. This award attests to its commitment to 

sustainable, transparent and responsible advertising.  

C) COMPETITION 

In the generalist radio station segment, Europe 1's 

main competitors are stations such as RTL, RMC, 

France Inter, France Info and France Bleu. This 

competitive landscape extends to digital and social 

media. In the highly competitive news segment, the 

morni ng shows on generalist radio stations also 

compete with those on 24 -hour news channels.  

)Ï ÕÉÆ ŢÂÅÖÍÕţ ÎÖÔÊÄ ÓÂÅÊÐ ÄÂÕÆÈÐÓÚŖ 2&- ÄÐÎÑÆÕÆÔ 

with stations such as Nostalgie, Chérie FM and RTL2. 

%ÖÓÐÑÆ ŹƇÔ ÎÂÊÏ ÄÐÎÑÆÕÊÕÐÓÔ ÊÏ ÕÉÆ ŢÚÐÖÕÉţ ÎÖÔÊÄ 

radio market are Fun Radio, NRJ, Skyrock and Radio 

Nova. For several years now, these stations have also  

had to contend with the ramp -up of music streaming 

platforms such as Spotify and Deezer, which 

compete in particular for younger listeners.  

D) OUTLOOK  

)Ï ŹŷŹŽŖ ,ÂÈÂÓÅôÓÆ 2ÂÅÊÐšÔ ÅÆ×ÆÍÐÑÎÆÏÕ ØÊÍÍ ÃÆ 

based on:  

Ʒ Europe 1: continued audience growth 

(particularly among the key 25 -59 

ÅÆÎÐÈÓÂÑÉÊÄů ÂÏÅ ÔÕÓÆÏÈÕÉÆÏÊÏÈ ÐÇ ÕÉÆ ÃÓÂÏÅšÔ 

digital presence, notably through the redesign 

of its website and app, while leveraging the 

ÔÕÂÕÊÐÏšÔ ÖÏÊÒÖÆ ÊÅÆÏÕÊÕÚ ÂÏÅ ÉÆÓÊÕÂÈÆŗ 

Ʒ music radio: consolidation of brand awareness 

and listener figures for RFM and Europe 2, 

especially for the two new breakfast shows 

launched in 2025; enhanced digital visibility and 

engagement via the redesign of websites and 

apps; strengthening of special  operations and 

events; and continued execution of the 

reorganisation and resource -pooling plan.  

E) RESEARCH AND DEVELOPMENT 

Lagardère Radio has been pursuing a digital 

transformation strategy for several years, through 
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regular website upgrades, apps, growing its social 

media footprint together with video content and 

podcasts, to stay abreast of developments in the 

sector and changes in listener behaviour.  

F) ARTIFICIAL INTELLIGENCE 

The increasing integration of generative AI across all 

forms of media represents a major opportunity to 

ÑÓÐÎÐÕÆ ÆÙÄÆÍÍÆÏÄÆ ÂÏÅ ÔÖÑÑÐÓÕ ,ÂÈÂÓÅôÓÆ 2ÂÅÊÐšÔ 

editorial mission. It will streamline the editing and 

publishing processes for audio/video content whil e 

drawing on secure and pertinent AI -assisted writing 

tools and team training to complement our 

ËÐÖÓÏÂÍÊÔÕÔš ÆÙÑÆÓÕÊÔÆř !Ô ËÐÖÓÏÂÍÊÔÕÊÄ ÔÌÊÍÍÔ ÂÏÅ ÕÉÆ 

ÉÖÎÂÏ ÆÍÆÎÆÏÕ ÂÓÆ ÊÏÕÆÈÓÂÍ ÕÐ ,ÂÈÂÓÅôÓÆ 2ÂÅÊÐšÔ 

DNA ū embodied by teams with irreplaceable 

expertise ū th ese explorations are conducted jointly 

by editorial, production and digital teams.  

G) PIRACY 

Lagardère Radio pays careful attention to the 

security of confidential data and has implemented 

measures to prevent data leaks and corruption. In 

particular, it is defending its intellectual property 

rights and preventing any misappropriation of its 

conten t by taking any and all steps necessary, 

including legal action, against third parties who 

violate its rights.  

H) REGULATORY ENVIRONMENT 

,ÂÈÂÓÅôÓÆ 2ÂÅÊÐšÔ ÓÂÅÊÐ ÂÄÕÊ×ÊÕÊÆÔ ÂÓÆ ÔÖÃËÆÄÕ ÕÐ 

audiovisual regulations, in particular the law of 30 

September 1986 and its enabling decrees, and the 

decisions of the Audiovisual and Digital 

Communication Regulatory Authority (Arcom).  

In accordance with the 30 September 1986 law, 

Lagardère Radio must seek authorisations for its 

radio activities in France, which are granted for five 

years. These may be renewed by Arcom, the French 

audiovisual regulator, up to two times in addition to 

the  initial FM licence, and for 10  years for DAB+. 

Radio activities are also governed by conventions 

signed with Arcom, renewed in compliance with the 

above-mentioned law.  

Note that the law of 30 September 1986 ushered in 

anti -concentration media ownership caps. The first, 

based on the total population within the areas 

effectively served by a radio group, applies solely to 

analogue (FM) broadcasting. Since 2021, it has been 

set at 160 million inhabitants. A second cap, covering 

all terrestrial broadcasting ū both analogue and 

digital (i.e., FM and DAB+) ū is based on cumulative 

potential audience criteria. No single group may hold 

licences allowing it to exceed 20% of the tot al 

cumulative potential audience. Under the terms of 

that law, foreigners who are not members of the 

European Union or the European Economic Area are 

prohibited from holding, directly or indirectly, more 

than 20% of the capital of a company that has an 

aut horisation to provide terrestrial radio services in 

French. By the same logic, the French law of 

14 November  2016 promoting media freedom, 

independence and pluralism prohibits Arcom from 

granting authorisation to operate a French language 

terrestrial radio  service to companies whose capital 

ownership by non -French entities exceeds a certain 

threshold. Violations of these rules on foreign 

ownership of the media could lead to criminal 

penalties.  

,ÂÈÂÓÅôÓÆ 2ÂÅÊÐšÔ $ÊÈÊÕÂÍ ÃÖÔÊÏÆÔÔ ÊÔ ÔÖÃËÆÄÕ ÊÏ 

particular to the French law of 21 June 2004 designed 

to build trust in the digital economy and the General 

Data Protection Regulation (GDPR).  

In addition, in its activities as a content publisher and 

advertising brokerage, Lagardère Radio is subject to 

various regulations, both national (e.g., in France, the 

Law of 21 June 2004 on confidence in the digital 

economy, the provisions of the French C onsumer 

Code relating to online sales, Decree  87-239 of 

6 April  1987 enabling article  27-I of Law  86-1067 of 

30  September  1986 on freedom of communication 

and establishing the rules applicable to advertising 

and sponsorship for private terrestrial or satel lite 

radio broadcasting services, Decree  94 -972 of 

9 November  1994 enabling article 27 -1 of Law 86-

1067 of 30  September  1986 on freedom of 

communication and establishing the rules applicable 

to advertising and sponsorship for private terrestrial 

or satelli te radio broadcasting services in application 

of articles 29, 29 -1 and 30-7 of the same law) and 

supranational (e.g., European Union General Data 

Protection Regulation of 27 April 2016, which came 

into force on 25 May  2018). 

Lagardère Radio's Advertising activities are also 

subject to applicable laws and regulations, in 

particular those relating to tobacco and alcohol 

advertising, online gaming, sustainable development 

and false or misleading advertising. They are also 

subject  to the law of 29  January Ÿƀƀź ŮŢ3ÂÑÊÏţ ÍÂØů ÂÔ 

regards advertising brokerage.  

Lastly, Lagardère Radio also closely monitors laws 

and regulations on copyright, trademarks, press 

freedom (including libel and slander), image rights, 

privacy and personal data protection, as well as the 

Sapin II law of 9  December  2016 on transparency, 

anti -corruption and economic modernisation.
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1.3.3.3 LAGARDÈRE LIVE ENTERTAINMENT

Lagardère Live Entertainment is the first company in 

France to operate in all three areas of the performing 

arts: 

Ʒ managing iconic venues (Casino de Paris and 

Folies Bergère) and larger new -generation 

venues (Arkéa Arena);  

Ʒ producing concerts and shows (L Productions);  

Ʒ hosting and providing local promotional 

services for French and international 

productions (Euterpe Promotion).  

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 
 

Casino de Paris (France). 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 
 

A) MARKET TRENDS1

Following a gradual recovery beginning in 2022 after 

the 2020 -2021 health crisis, the performing arts 

market has resumed growth, with business levels 

nearing those of 2019 (a bumper year in France). This 

trend has been driven by an intensification of event  

programming and consistent audience attendance, 

despite rising average ticket prices.  

Consequently, ticketing revenue for 2024 increased 

ÃÚ ŸŸƪ ÕÐ ƙŹřŻ ÃÊÍÍÊÐÏ Ů×ÆÓÔÖÔ ƙŹřŸ ÃÊÍÍÊÐÏ ÊÏ ŹŷŹźůř 4ÉÆ 

number of shows also continued to grow, with 

229,400 event dates (versus 227,600 in 2023).  

%ÂÓÍÚ ÊÏÅÊÄÂÕÐÓÔ ÇÐÓ ŹŷŹż ÄÐÏÇÊÓÎ ÕÉÆ ÔÆÄÕÐÓšÔ 

resilience, with a consistently positive brand image 

and rising attendance, particularly among younger 

audiences. Full 2025 data is expected from July 2026.  

Against this backdrop, Lagardère Live Entertainment 

confirmed its position as a major player in the 

performing arts, with revenue for 2025 exceeding the 

previous record set in 2024.  

 

B) BUSINESS ACTIVITIES 

B.1 Management of concert and entertainment 
venues 

Lagardère Live Entertainment operates and manages 

renowned cultural venues that have become iconic 

spaces for millions of concert - and theatre -goers. Its 

portfolio includes such legendary Parisian venues as 

the Folies Bergère and the Casino de Paris, as we ll as 

the new -generation Arkéa Arena in Bordeaux.  

In 2025, more than one million people attended 

venues managed by Lagardère Live Entertainment.  

In particular, Arkéa Arena set a new attendance 

record, with over 670,000 visitors, an increase of 15% 

on 2024. This success was driven by a diverse line -up 

featuring artists and shows such as Lenny Kravitz, 

Indochine, Justice, Pixies, André Rieu, Gojira, Jean-

Louis Aubert, Santa, Gims, Lamomali and Clara 

Luciani. Despite being closed for restoration for four 

months, the Folies Bergère still welcomed over 

160,000  people for concerts, shows and major 

cultural events, including the 36 th  Molières ceremony 

and the Sacem Grand Prix ceremony. Lastly, the 

Casino de Paris attracted over 215,000 spectators, 

 
1 Source: French Ministry of Culture reports; Live performance ticketing 2024 and 2023/Live performance audience 

barometer; Toluna Harris Interactive for Ekhoscènes; October 2025.  
 
 

notably for the musical Chicago, an international 

standard of the genre, which ran for several months.  

)Ï ŹŷŹżŖ ,ÂÈÂÓÅôÓÆ ,Ê×Æ %ÏÕÆÓÕÂÊÏÎÆÏÕšÔ ÕØÐ 0ÂÓÊÔÊÂÏ 

venues also continued their commitment to events 

dedicated to solidarity, inclusion and the 

environment. These initiatives included major 

charitable events, some of which featured the 

support and partici pation of committed artists such 

as Chris Martin (lead singer of Coldplay), who 

performed at the Folies Bergère.  

B.2 Production of live shows and concerts  

Through its subsidiary L Productions, Lagardère Live 

Entertainment supports and produces both 

established and emerging artists, helping to promote 

musical creation in France and internationally. The 

company provides each artist with bespoke support 

to help  preserve and enhance their unique artistic 

identity.  

2025 was marked by several major tours: Jean -Louis 

!ÖÃÆÓÕšÔ 0ÂÇÊÏÊ 4ÐÖÓ ŮÐ×ÆÓ Žŷ ÄÐÏÄÆÓÕÔ ÊÏ &ÓÂÏÄÆŖ 

Switzerland and Belgium), which wound up at the 

0ÂÓÊÔ ,Â $îÇÆÏÔÆ !ÓÆÏÂŖ %ÖÓÐÑÆšÔ ÍÂÓÈÆÔÕ ÊÏÅÐÐÓ 

venue, and the Lamomali project embodied by artist 
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-M-, which attracted over 450,000  spectators in 

&ÓÂÏÄÆŗ ÂÏÅ (ÐÔÉÊšÔ 5ÏÑÍÖÈÈÆÅ 4ÐÖÓř 

At the same time, L Productions has continued to 

develop and support emerging artists such as 

Mathilda, Lancelot and Mélissende, thereby 

confirming its commitment to nurturing new talent 

and promoting musical diversity.  

B.3 Hosting and local promotional services  

Acquired by Lagardère Live Entertainment in 2023, 

Euterpe Promotion is a leading player in the hosting 

and organisation of cultural events in South -West 

France. In addition to its know -how in promotion, 

production, communication and technical 

management, t he company has developed an online 

ticketing business.  

In 2025, Euterpe Promotion organised over 270 

events attended by more than 620,000 people. More 

specifically, the company organised and produced 

the Arènes en Scène festival in Bayonne, which 

attracted over 20,000 spectators, and the Les Fous 

Rires festiva l in Bordeaux, which featured 35 shows.  

C) COMPETITION 

In venue management, Lagardère Live Entertainment 

competes mainly with other French companies such 

as Fimalac Entertainment, Coker and Paris 

Entertainment Company.  

In concert and show production, the main 

competitors are either international (Live Nation and 

AEG) or French (Fimalac Entertainment, Decibel 

Productions/Warner Music Group and Arachnée 

Productions/Sony Music Company).  

Finally, in hospitality and local promotion in South -

West France, competitors are small local companies 

such as Bleu Citron, AGO and Base Productions.  

D) OUTLOOK  

Lagardère Live Entertainment anticipates a strong 

programming schedule for 2026.  

Venue attendance is expected to grow as a result, 

driven notably by the extended run of the musical 

Chicago at the Casino de Paris, the premiere of 

Monte-Cristo at the Folies Bergère and a series of 

highly anticipated concerts at Arkéa Arena featuring 

artists such as Sean Paul, Ludovico Einaudi, Lenny 

Kravitz, Deep Purple, Orelsan, Charlotte Cardin and 

Vanessa Paradis. 

 

Additionally, L Productions will produce Florent 

0ÂÈÏÚšÔ ŹŷŹŽ ÕÐÖÓ ū including a 20 -concert residency 

ÂÕ ,š/ÍÚÎÑÊÂ ÊÏ 0ÂÓÊÔ ÂÔ ØÆÍÍ ÂÔ Żſ ÈÊÈÔ ÊÏ ÕÉÆ &ÓÆÏÄÉ 

regions, Switzerland and Belgium ū while continuing 

to support its emerging artists as part of a 

nationwide career -development strategy.  

Finally, in addition to hosting cultural events, Euterpe 

Promotion will be organising and producing the Les 

Fous Rires (Bordeaux) and Arènes en Scène 

(Bayonne) festivals, as well as co -producing the 

Lenny Kravitz and Deep Purple concerts in Gironde.  

E) ARTIFICIAL INTELLIGENCE 

Lagardère Live Entertainment sees the emergence of 

artificial intelligence (AI) as an opportunity to 

improve data activation. To this end, the company 

has developed several projects such as sales 

forecasting tools, content creation and the 

integration of A I functionalities on its ticketing 

websites.  

F) PIRACY 

Lagardère Live Entertainment pays careful attention 

to the security of confidential data and has 

implemented measures to prevent data leaks and 

corruption.  

G) REGULATORY ENVIRONMENT 

Lagardère Live Entertainment is subject notably to 

intellectual property law, labour law, the standards 

applicable to establishments open to the public, the 

provisions of the French Commercial Code relating to 

commercial leases and the Public Procurement C ode 

for any arena or entertainment venue whose 

operation is entrusted to it by a contracting 

authority, and special regulations pertaining to 

certain professions (entertainment producers, venue 

operators, etc.).  

Pursuant to decree no. 2019 -1004 of 27 September 

2019, companies that operate performance venues 

and/or produce or broadcast live performances in 

France must file a statement of intent with the 

Ministry of Culture, whose receipt of filing serves as a 

licence to exercise these activities, subject to 

compliance with a certain number of conditions.  
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X 

1.3.3.4 LAGARDÈRE PARIS RACING 

,ÂÈÂÓÅôÓÆ 0ÂÓÊÔ 2ÂÄÊÏÈšÔ ÎÂÊÏ ÂÄÕÊ×ÊÕÚ ÊÔ ÕÐ ÐÓÈÂÏÊÔÆ 

sports activities at the Croix Catelan site (Paris, 

France). This site boasts 41 tennis courts, eight padel 

courts, two outdoor swimming pools (including an 

Olympic -sized pool) and fitness facilities.  

With a 14,000 -strong membership, Croix Catelan 

also has a dining offering as well as sports shops, a 

ÄÉÊÍÅÓÆÏšÔ ÑÍÂÚ ÑÂÓÌ ÂÏÅ ÆÏÕÆÓÕÂÊÏÎÆÏÕ ×ÆÏÖÆÔř 

Since taking over the concession in 2006, a vast 

renovation programme is being carried out to 

ÎÐÅÆÓÏÊÔÆ ÂÏÅ ÖÑÈÓÂÅÆ ÂÍÍ ÕÉÆ ÄÍÖÃšÔ ÕÆÄÉÏÊÄÂÍ ÂÏÅ 

sporting facilities. Lagardère Paris Racing has been 

awarded ISO 14001 certification by Afnor (a French 

standar ds organisation), in  recognition of the 

initiatives undertaken as part of its environmental 

policy. These include rainwater collection, energy 

stewardship and improved waste sorting.

XXX 

A) BUSINESS ACTIVITIES 

The year was shaped by the fourth edition of 

Trophée Clarins, an international women's 

professional tennis tournament (WTA 125). The event 

helped to raise the profile of Lagardère Paris Racing, 

confirm its commitment to top -level sport and 

strengthen its t ies with its members.  

The membership renewal campaign demonstrated 

the firm loyalty of existing members and the strong 

appeal of the club, which has a waiting list of over 

500  prospective members.  

,ÂÈÂÓÅôÓÆ 0ÂÓÊÔ 2ÂÄÊÏÈ ÉÂÔ ÉÂÅ Ţ'ÓÆÂÕ 0ÍÂÄÆ 4Ð 

7ÐÓÌţ ÄÆÓÕÊÇÊÄÂÕÊÐÏ ÔÊÏÄÆ .Ð×ÆÎÃÆÓ ŹŷŹż ÕÉÂÏÌÔ ÕÐ 

its human resources policy, which is prized by all its 

employees.  

B) COMPETITION 

In the high -end sports club segment in the Paris 

region (France), Lagardère Paris Racing competes 

with other clubs such as Polo de Paris, Le Tir and the 

Country Sports Club.  

C) OUTLOOK  

Lagardère Paris Racing will continue its activities 

along three main lines in 2026:  

Ʒ promoting sport and the values embodied by 

sport;  

Ʒ continuing to upgrade its facilities and sports 

equipment;  

Ʒ improving the quality of services on offer and 

facilitating access to information about club 

life.  

To coincide with the fifth edition of the WTA 

tournament, the club will once again run various 

promotional and outreach initiatives for young tennis 

players in the Paris region, particularly children and 

young adults from disadvantaged Parisian 

neighbourho ods. 

D) PIRACY 

Lagardère Paris Racing pays careful attention to the 

security of confidential data and has implemented 

measures to prevent data leaks and corruption.  

E) REGULATORY ENVIRONMENT 

Lagardère Paris Racing is subject to regulations 

applicable to establishments receiving members of 

the public and occupying public land, town planning 

law and the French Sports Code, as well as the rules 

governing activities offered at its facilities, as 

dictated by the statutes and regulations of the 

relevant governing federations.

   

 

 

 

 

 

 

 

 

 

 Fourth edition of Trophée Clarins (France).   
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1.3.4 PRISMA MEDIA

&ÐÖÏÅÆÅ ÊÏ ŸƀžſŖ 0ÓÊÔÎÂ -ÆÅÊÂ ÊÔ &ÓÂÏÄÆšÔ ÍÆÂÅÊÏÈ ÑÖÃÍÊÔÉÆÓ ÐÇ ÎÂÈÂÛÊÏÆÔ ŮÑÓÊÏÕ ÂÏÅ ÅÊÈÊÕÂÍů ÂÏÅ ÐÏÍÊÏÆ ÎÆÅÊÂ 

by readership.

xxxxxxxxxxxxx  

A) MARKET TRENDS1

Amidst an 8.6% decline in the offline media 

advertising market in the first nine months of 2025 

compared with the same period in 2024 (see 

section 1.3.3.1.A), the press advertising market fell 

by 9.4% year on year in the first nine months of 

2025, a long way from its 2019 level (down 34.8% 

compared with the first nine months of 2019).  

Against this backdrop, Prisma Media has continued to 

develop innovative digital offerings in the social media 

and artificial intelligence segments, while strengthening 

its Celebrity Press unit through the acquisition of the 

weekly magazines Ici Paris and France Dimanche. 

B) BUSINESS ACTIVITIES 

#ÐÏÕÓÊÃÖÕÊÐÏ ÕÐ ÄÐÏÔÐÍÊÅÂÕÆÅ ÓÆ×ÆÏÖÆ ÊÏ ŹŷŹżŘ ƙŹŽŽ ÎÊÍÍÊÐÏ Ů×ÆÓÔÖÔ ƙŹƀź million in 2024).  

The following comments describe the position of Prisma Media based on its scope at 31 December 2025, and 

the developments in its business during that year. As a result, they do not take into account Vivendi's planned 

acquisition of the luxury division. Thi s transaction may complete in the first half of 2026, subject to the 

successful conclusion of negotiations and the information and consultation process for the employee 

representative bodies concerned (see section 1.6 ū Recent developments [since 1 January  2026]).  

B.1 Magazine publishing and online media 2 

The French leader in magazine publishing, Prisma 

Media sold 112 million magazines (print and digital) in 

2025 through its portfolio of over 40 titles, reaching 

more than 40 million French people every month. Its 

editorial offering covers a wide range of se gments 

including women's ( Femme Actuelle, Prima), 

entertainment ( Télé-Loisirs), celebrity press ( Voici, 

together with Ici Paris and  France Dimanche following 

the acquisition completed on 1  December 2025), 

business (Capital), cooking ( Cuisine Actuelle), health 

(Dr. Good!), discovery ( GEO), as well as luxury 

(Harper's Bazaar, MilK, etc.), for which Vivendi has 

launched an acquisition process.  

The magazine publishing offering includes its own 

brands ( Télé-Loisirs, Femme Actuelle, Voici, Capital , 

GEO, etc.), operating licences ( Dr. Good!) and French 

editions of foreign titles ( Harper's Bazaar, Harvard 

Business Review France). In addition, to mirror new 

media consumption patterns as closely as possible, 

Prisma Media owns exclusively online formats of pure 

player brands such as Gentside, Oh! My Mag, Famed, 

Bound, Pluriel, Uppercut, Suzie and Simone. 

0ÓÊÔÎÂ -ÆÅÊÂšÔ ÍÆÈÂÄÚ ÃÓÂÏÅÔ ÉÂ×Æ ÂÍÔÐ ÃÖÊÍÕ ÖÑ Â 

strong online presence (websites and apps), 

attracting a powerful combined readership across 

print and digital media: 70% of French people view 

Prisma Media content in this way, including 22 million 

 
1 Source: BUMP/IREP; January-September 2025.  
2 Source: ACPM OneNext Global H1 2025/ACPM -OJD; DFP-DSH; 2024 -2025/Médiamétrie ū NetRatings; 

2025/Médiamétrie; Internet Video Audience; October 2025.  

people for Télé-Loisirs, 18 million for  Femme Actuelle, 

14 million for  Voici, 11 million for Capital  and 7 million 

for GEO. 

In addition, with around 800 million video views 

(including 400 million on social media), Prisma Media 

has confirmed its leadership in online video in France. 

Leveraging the expertise of its eight purpose -built 

studios, the group brings its creativity to s cale, 

producing over 1,600 videos a month.  

Lastly, Prisma Media also owns an integrated 

publishing house, Éditions Prisma, which publishes 

over 500 titles each year, from high -quality 

illustrated books to travel guides, quarterly 

ÎÂÈÂÛÊÏÆÔŖ ØÐÎÆÏšÔ ÏÐ×ÆÍÔŖ ÃÊÐÈÓÂÑÉÊÆÔŖ ÄÂÍÆÏÅÂÓÔ 

and game boxes. It sells more than half a million 

copies annually.  
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B.2 Advertising Sales Brokerage  

Prisma Media Solutions offers a wide range of 

services designed to meet the branding and 

ÄÐÎÎÖÏÊÄÂÕÊÐÏ ÏÆÆÅÔ ÐÇ ÂÅ×ÆÓÕÊÔÆÓÔř 4ÉÆ 'ÓÐÖÑšÔ 

advertising sales brokerage offers integrated 

campaigns through advertising inserts included in the 

various media offer ed by Prisma Media brands (print 

and digital magazines, videos, podcasts, social 

networks, etc.) or via printed, digital or social 

content created specifically on behalf of advertisers 

ŮŢØÉÊÕÆ ÍÂÃÆÍţůř 

The brokerage offers advertisers a broad and 

diversified audience through more than 40 leading 

brands that reach over 40 million French people 

every month.  

B.3 E-commerce  

0ÓÊÔÎÂÔÉÐÑŖ 0ÓÊÔÎÂ -ÆÅÊÂšÔ Æ-commerce site, is one 

ÐÇ &ÓÂÏÄÆšÔ ÍÆÂÅÊÏÈ ÎÂÈÂÛÊÏÆ Æ-commerce sites. 

Launched in 2007, Prismashop offers subscriptions 

(print and digital) or single -issue sales of more than 

180 magazines published by the Group and by third -

par ty publishers. For over three years, Prisma Media 

has also deployed eight "e -shops" such as magazine 

subscription platforms for GEO, Capital, and other 

titles . 

B.4 New developments  

In 2025, Prisma Media continued its strategy of 

developing and modernising its offer.  

Ʒ New brand identities  

- Rollout of a new formula for Ça m'intéresse, 

Cuisine Actuelle, Dr. Good!, Harvard Business 

Review France, Ideat, MilK Decoration and 

The Good Life. 

Ʒ Acquisitions and launches  

- Completion of the acquisition of the weekly 

magazines Ici Paris and France Dimanche in 

December 2025 and consolidation of a 

Celebrity Press unit alongside Voici. 

- Development  of the Children and Young 

Adult division with the launch of two 

magazines for  3- to 7 -year-olds: Mini-Loup in 

partnership with Hachette Livre (quarterly) 

and Dora (bi -monthly).  

- Launch of the six -monthly magazine 

Harper's Bazaar Homme. 

- Rollout by Prisma Media Solutions of  the 

Smart Insight (fully automated and enriched 

analysis of media campaign performance) 

and Content for LLM (optimisation of brand 

referencing in AI -powered tools such as 

ChatGPT) solutions.  

B.5 Awards and recognition  

In 2025, Prisma Media received five awards in 

recognition of its excellence in magazine publishing 

and online media.  

Ʒ Marketing Awards: Silver award in the "B2B ū 

Experience, Data and Marketing Growth" 

category for its Prisma Media Ad Manager tool 

(a self-service media buying platform designed 

for small and medium -sized advertisers).  

Ʒ Relay & SEPM Magazine of the Year Awards: 

Special jury prize for Le Papotin, a magazine 

with a difference, created in 1990 and run by 

journalists on the autism spectrum. Its launch 

on the newsagent network in January 2025 was 

backed by Prisma Media free of charge.  

Ʒ ACPM stars: Étoile Classique in the "Consumer 

Digital Brands and Other" category for Télé-

Loisirs, which confirmed its status as a leading 

media presence in the French digital landscape 

with 131.7 million more visits in 2024 than in 

2023.  

Ʒ Epica Awards: Gold award in the "AI Craft" 

category for The Impossible Shots campaign by 

GEO France and BETC Fullsix, which brings five 

species that have become extinct due to human 

activity back to life through photographs.  

Ʒ Sustainable Digital Ad Trust (SDAT): Prisma 

Media Solutions was awarded Platinum status 

in the third wave of the SDAT programme. This 

award attests to its ongoing commitment to 

making digital advertising more sustainable, 

transparent and responsible.  

C) COMPETITION 

0ÓÊÔÎÂ -ÆÅÊÂšÔ ÎÂÊÏ ÄÐÎÑÆÕÊÕÐÓÔ ÂÓÆ 2ÆØÐÓÍÅ -ÆÅÊÂŖ 
CMI and the Figaro group.  

D) OUTLOOK  

In 2026, Prisma Media intends to continue 

transforming and modernising its brands to keep 

pace with the evolving expectations of readers and 

advertisers.  

In this context, it plans to adapt its organisation to 

address the profound changes in the media business 

model, shaped by a decline in "traditional" digital 

advertising and the need to strengthen the efficiency 

and agility of its structures . For this purpose, Vivendi 

has launched a plan to acquire the luxury division 

(see section 1.6 ū Recent developments [since 

1 January 2026]).  

Prisma Media will also continue to diversify its 

revenue streams, in particular by expanding its 

footprint and monetising its audiences on social 

media.  
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E) RESEARCH AND DEVELOPMENT 

Since its creation, Prisma Media has placed 

innovation at the heart of its strategy in order to 

keep pace with developments in the media sector 

and the changing behaviour of its readers. From its 

beginnings as a player in the world of print media, it 

has now become one of the leading publishers of 

multi -media editorial content (print, web, video, 

audio, etc.) and one of the leading creators of digital 

solutions in France. The group is also constantly 

adapting its editorial offering through the launch of 

new  titles and the modernisation of its legacy brands, 

as well as the development of new growth drivers 

and businesses. 

F) ARTIFICIAL INTELLIGENCE 

Prisma Media is integrating artificial intelligence (AI) 

into its various processes in a proactive and 

thoughtful manner.  

Three main levers have been developed to provide a 

framework for this approach: team training, mastery 

of the technological, legal and competitive 

ecosystem, and the launch of pioneering projects.  

Accordingly, training has been identified as a core 

element of this strategy. In 2025, two -thirds of 

Prisma Media's workforce were trained in generative 

AI. For the second year running, forums for sharing 

knowledge and practices were also organised to 

promote employee upskilling.  

Several innovative projects have already been 

implemented.  AI is integrated into editorial work 

tools to facilitate content production, image 

creation and the design of presentation materials, 

albeit under strict editorial oversight.  More 

specifically, experiments on "cold" content 

(biographies, obituaries, etc.) have enabled Voici.fr 

to produce up to 10% of its daily content using AI, 

with journalists overseeing each publication.  AI is 

also being used to create magazine covers ( Ça 

m'intéresse, Capital) and  to improve the user 

experience through smart chatbots on the Ça 

m'intéresse website.  Other projects are in progress, 

notably to optimise minimum prices for advertising 

inventory.  

G) PIRACY 

Prisma Media pays careful attention to the security 

of confidential data and has implemented measures 

to prevent data leaks and corruption. In particular, it 

is defending its intellectual property rights and 

preventing any pirating of its publications by t aking 

any and all steps necessary, including legal action, 

against third parties who violate its rights.  

H) REGULATORY ENVIRONMENT 

As a press company, Prisma Media is subject to the 

French Law of 29 July 1881 on the freedom of the 

press and French Law No. 86 -897 of 1 August 1986 on 

publishers of press titles. To benefit from special 

economic conditions for publishers of press titles and 

online press services, press companies must meet the 

eligibility criteria laid down in articles 7 2 of Appendix 

III of the French Tax Code and D.  18 of the French 

Postal and Electronic Communications Code. 

Compliance with these requirements is assessed b y 

the Commission Paritaire des Publications et Agences 

de Presse (CPPAP ū Joint Commission for Publications 

and Press Agencies). 

The distribution of press titles is highly regulated in 

France through French Law No. 47 -585 of 2 April 

1947 as amended (the last major amendment of 

which dates back to 2019), which requires press 

publishers (i) to form a cooperative if they 

amalgamate the ir distribution and (ii) to go through 

accredited press distribution companies (SADP). 

Arcep has become the regulatory authority for press 

distribution.  

The production of journalistic content involves the 

day-to -ÅÂÚ ÎÂÏÂÈÆÎÆÏÕ ÐÇ ËÐÖÓÏÂÍÊÔÕÔš ÄÐÑÚÓÊÈÉÕÔř 

Pursuant to the provisions of the French Intellectual 

Property Code, Prisma Media has signed a collective 

agreement defining the conditions for the transf er of 

ÄÐÑÚÓÊÈÉÕ ÐÏ ËÐÖÓÏÂÍÊÔÕÔš ØÐÓÌÔ ÕÐ ÕÉÆ ÑÖÃÍÊÔÉÆÓ ÂÏÅ 

third parties.  

Prisma Media has expanded its media brands onto 

the Internet and publishes websites and online apps 

with large audiences. As such, it is subject to French 

Law No. 2004 -575 of 21 June 2004 for confidence in 

the digital economy.  

As the business models of its sites and apps are based 

predominantly on advertising, its digital activity 

entails the collection and processing of large 

quantities of personal data. Prisma Media 

accordingly attaches particular importance to the 

protection of personal data and has established an 

internal organisation to ensure compliance with the 

regulations in force, in particular French Law No.  78-

17 known as the data protection act of 6 January 

1978, as amended, and EU Regulation 2016/679 on 

the protectio n of individuals with regard to the 

processing of personal data and on the free 

movement of such data, known as the General Data 

Protection Regulation (GDPR).  

Article 15 of Directive 2019/790/EU on copyright and 

related rights in the Digital Single Market created a 

related right for press publishers. This related right 

was transposed into French law in articles L.  218-1 to 

L. 218-5 of the Intellectual Property C ode (IPC) by 

Law No. 2019-775 of 24 July 2019, which came into 

effect on 24 October 2019. It gives press publishers 

ÂÏ ÆÙÄÍÖÔÊ×Æ ÓÊÈÉÕ Ð×ÆÓ ŢÂÏÚ ÓÆÑÓÐÅÖÄÕÊÐÏ ÐÓ 

communication to the public, in whole or in part, of 

[their] press publications in digital form  by an online 

ÑÖÃÍÊÄ ÄÐÎÎÖÏÊÄÂÕÊÐÏ ÔÆÓ×ÊÄÆţ Ů)0#Ŗ ÂÓÕÊÄÍÆ ,ř 218-2). 
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This related right is in addition to copyright, which 

already protects press articles as intellectual work. 

By virtue of the related rights, press publishers can be 

remunerated by the platforms offering their content 

(such as search engines). Prisma Media leads 

discussions and agreements on related rights with all 

platforms, either directly or through the Société des 

Droits Voisins de la Presse (Society for Related Rights 

ÐÇ ÕÉÆ 0ÓÆÔÔů ÂÏÅ ÕÉÆ &ÓÆÏÄÉ ÎÂÈÂÛÊÏÆ ÑÖÃÍÊÔÉÆÓÔš 

association Syndicat des Editeurs de la Presse 

Magazine. 

As a producer of content made available to the 

public on its websites, Prisma Media is particularly 

vigilant in the implementation of Regulation (EU) 

2024/1689 of the European Parliament and of the 

Council of 13 June 2024 laying down harmonised rules 

on ar tificial intelligence, which came into force 

on 1 August  2024.

  

1.4 MAJOR INVESTMENTS 

TÉÆ 'ÓÐÖÑšÔ ÎÂËÐÓ ÄÐÏÕÓÂÄÕÖÂÍ ÄÐÎÎÊÕÎÆÏÕÔ ÊÏ ÕÆÓÎÔ ÐÇ ÊÏ×ÆÔÕÎÆÏÕÔ ÂÓÆ ÅÆÔÄÓÊÃÆÅ ÊÏ ÏÐÕÆÔ źŹ and 33  to the 

2025  consolidated financial statements.  

1.4.1 INVESTMENT AND INNOVATION POLICY  

1.4.1.1 Purchases of property, plant and equipment and intangible assets 

(in  millions of euros)  2025  2024  

Lagardère Publishing  35 37 

Lagardère Travel Retail  217 250  

Lagardère Live 3 6 

Prisma Media  2 2 

Total  257 295 
 

1.4.1.2 Purchases of investments  

 

(in  millions of euros)  2025  2024  

Lagardère Publishing  37 21 

Lagardère Travel Retail  28 42 

Lagardère Live 1 1 

Prisma Media  14 12 

Total  80  76 

1.4.2 MAJOR INVESTMENTS IN 2024  

Purchases of intangible assets and property, plant 

and equipment represented an outflow of 

ƙŹƀż ÎÊÍÍÊÐÏŖ ×ÆÓÔÖÔ ƙŹžŹ million in 2023. 

)Ï×ÆÔÕÎÆÏÕÔ ØÆÓÆ ƙŹŻ ÎÊÍÍÊÐÏ ÉÊÈÉÆÓ ÕÉÂÏ ÊÏ ŹŷŹź ÂÕ 

Lagardère, due chiefly to investment projects rolled 

out on the back o f tender wins at Lagardère Travel 

2ÆÕÂÊÍŖ ÅÆÔÑÊÕÆ Â ƙŹž million decrease at Lagardère 

Publishing following the investments made in 2023 as 

part of the plan to transform logistics operations and 

IT infrastructure in France.  

Purchases of investments represented an outflow of 

ƙžŽ ÎÊÍÍÊÐÏ ÊÏ ŹŷŹŻŖ ÄÐÎÑÂÓÆÅ ØÊÕÉ ƙźƀŷ million in 

2023 and mainly concerned the acquisitions of a 50% 

stake in Extime Travel Essentials Paris by Lagardère 

Travel Retail and the acquisition of the entire s hare 

capital of Sterling Publishing by Lagardère Publishing. 

1.4.3 MAJOR INVESTMENTS IN 2025  

Purchases of intangible assets and property, plant 

and equipment represented an outflow of 

ƙŹżž ÎÊÍÍÊÐÏŖ ×ÆÓÔÖÔ ƙŹƀż million in 2024 ū a decrease 

ÐÇ ƙźſ ÎÊÍÍÊÐÏ ÚÆÂÓ ÐÏ ÚÆÂÓŖ ÏÐÕÂÃÍÚ ÂÕÕÓÊÃÖÕÂÃÍÆ ÕÐ 

,ÂÈÂÓÅôÓÆ 4ÓÂ×ÆÍ 2ÆÕÂÊÍ ŮƙźŻ ÎÊÍÍÊÐÏ ÐÖÕÇÍÐØů ÊÏ 

connection with the phasing of concession 

developments.  
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Financial investments represented an outflow of 

ƙſŷ ÎÊÍÍÊÐÏ ÊÏ ŹŷŹżŖ ÄÐÎÑÂÓÆÅ ØÊÕÉ ƙžŽ million in 

2024 These mainly concerned the acquisitions by 

Lagardère Publishing of the entire share capital of 

999 Games and of the Le Routard brand, and the 

acquisition  by Lagardère Travel Retail of 70% of the 

share capital of Schiphol Consumer Services Holding 

BV, which operates the Duty Free business at 

Amsterdam Airport Schiphol (Netherlands), as well 

as the acquisition by Prisma Media of the Ici Paris and 

France Dimanche magazines.

 

1.5 MATERIAL CONTRACTS  

1.5.1 MATERIAL CONTRACTS BINDING THE GROUP  

In the two years immediately preceding publication 

of this Annual Financial Report, the Company and its 

subsidiaries signed the following major contracts 

(other than those entered into in the normal course 

of business): 

SALE OF PARIS MATCH TO THE LVMH GROUP 

Lagardère Media News and Hachette Filipacchi 

Presse grouped together the Paris Match business and 

certain related assets in a company whose shares 

were sold by Lagardère Media News and Hachette 

Filipacchi Presse to the LVMH group on 1 October 

2024.  

ACQUISITION OF 999 GAMES BY HACHETTE LIVRE 

On 23 April 2025, Hachette Livre acquired the Dutch 

company 999 Games, the leading board game 

distributor in the Netherlands and Belgium, which 

distributes around 2.5  million games to over 

1,000 physical stores each year. This acquisition will 

enable Hachette Boardgames to strengthen its 

presence in Europe.

ACQUISITION BY LAGARDÈRE TRAVEL RETAIL OF A 

MAJORITY STAKE IN SCHIPHOL CONSUMER 

SERVICES HOLDING BV 

As part of the concession agreement covering all 

Duty Free activities at Amsterdam Airport Schiphol 

in the Netherlands, following the major tender win in 

December 2024, Lagardère Travel Retail acquired 

70% of the share capital of Schiphol Consumer 

Services Holding BV, the Duty Free operator at 

Europe's fourth largest aviation hub, with the 

remaining 30% held by Amsterdam Airport Schiphol. 

This partnership will consolidate the position of 

Lagardère Travel Retail as a major player in the 

European Duty Free ma rket.  

1.5.2 CONTRACTS INVOLVING MAJOR COMMITMENTS FOR THE WHOLE GROUP  

The Company and its subsidiaries have also entered 

into a certain number of material contracts (other 

than those entered into in the normal course of 

business) involving an obligation or major 

commitment for the whole Group. The contracts 

concerned are the  financing agreements referred to 

in note 28  to the 2025  consolidated financial 

statements, particularly the following:  

Ʒ On 9  October 2019, Lagardère  SA issued a total 

ÐÇ ƙżŷŷ million worth of seven -year bonds on 

the Luxembourg stock market, maturing in 

October 2026  and paying an annual coupon of 

2.125%. Following the change of control of 

Lagardère SA at the end of 2023, bon ds 

ÕÐÕÂÍÍÊÏÈ ƙŻżŸřŹ ÎÊÍÍÊÐÏ ØÆÓÆ ÑÓÆÔÆÏÕÆÅ ÇÐÓ ÆÂÓÍÚ 

redemption. Following the partial demerger of 

Vivendi SE at the end of 2024 and the resulting 

change of control of Lagardère  3!Ŗ ƙŹſřž million 

was tendered for early redemption on 

30  January 2025. The ouÕÔÕÂÏÅÊÏÈ ƙŹŷřŸ ÎÊÍÍÊÐÏ 

will be redeemed on 16 October 2026.  

Ʒ On 30  September 2021, Lagardère  SA issued a 

ÕÐÕÂÍ ÐÇ ƙżŷŷ million worth of six -year bonds on 

the Luxembourg stock market, maturing in 

October 2027  and paying an annual coupon of 

1.75%. Following the change of control of 

Lagardère SA at the end of 2023, bon ds 

ÕÐÕÂÍÍÊÏÈ ƙŻƀŸřż ÎÊÍÍÊÐÏ ØÆÓÆ ÑÓÆÔÆÏÕÆÅ ÇÐÓ ÆÂÓÍÚ 

redemption. Following the partial demerger of 

Vivendi SE at the end of 2024 and the resulting 

change of control of Lagardère  3!Ŗ ƙżřź ÎÊÍÍÊÐÏ 

was tendered for early redemption on 

30  January 2025. The outÔÕÂÏÅÊÏÈ ƙźřŹ million 

will be redeemed on 7  October  2027. 

Ʒ On 12 December 2023, Vivendi SE and 

Lagardère SA entered into a loan agreement 

under which Vivendi SE granted a loan of up to 

ƙŸřƀ ÃÊÍÍÊÐÏ ÕÐ ,ÂÈÂÓÅôÓÆ SA in order to provide 

it with the means of meeting (i) its early 

repayment obligations on a portion of its 

borrowings triggered by its change of control 

and (ii)  its cash requirements for December 

2023 and the first half of 2024. This agreement 
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was authorised by Lagardère  SA's Board of 

Directors on 8 December 2023 The agreement 

will expire on 31 March 2025. On 7  June 2024, 

this agreement was amended to allow Vivendi 

SE to grant Lagardère SA a revolving credit 

facility in a maximum principal amoun Õ ÐÇ ƙŸżŷ 

million. On 16 December 2024, Vivendi SE and 

Lagardère SA agreed in a new amendment to 

the loan agreement (i)  to cancel and reduce to 

zero euros the said revolving credit facility and 

(ii)  that Vivendi SE, which remained a 

shareholder of Lagardèr e SA after the partial 

demerger of Vivendi, would make advances 

ÇÓÐÎ ÕÉÆ ÑÂÓÕÏÆÓšÔ ÄÖÓÓÆÏÕ ÂÄÄÐÖÏÕ Â×ÂÊÍÂÃÍÆ ÕÐ 

Lagardère SA in a maximum aggregate amount 

ÐÇ ƙŻŷ million under the terms and conditions 

set out in the amended loan agreement of 

12 December  2023. In accordance with the 

intra -group agreement, as amended on 

7 June 2024, the amount outstanding for the 

intra -group loan granted by Vivendi SE to 

Lagardère 3! ØÂÔ ƙżŷŷ million at the end of 

2024. On 24  November  ŹŷŹżŖ ƙżŷ million was 

repaid, reducing th e amount outstanding at the 

ÆÏÅ ÐÇ ŹŷŹż ÕÐ ƙŻżŷ million.  

Ʒ On 7 June 2024, to organise its refinancing and 

for general corporate purposes, Lagardère SA 

entered into a credit agreement under the 

terms of which a syndicate of bank lenders 

undertook, subject to customary conditions, to 

make available to it a total pr incipal amount of 

ƙŹ ÃÊÍÍÊÐÏ ÊÏ ÕÉÆ ÇÐÓÎ ÐÇŘ 

- (i) a first term loan tranche in a maximum 

ÑÓÊÏÄÊÑÂÍ ÂÎÐÖÏÕ ÐÇ ƙžŷŷ million with an 

initial maturity of 24  months extendable 

twice, first for 12  months and then for 

six months. This tranche was repaid in full in 

June 2025 (see below);  

- (ii) a second term loan tranche in a maximum 

ÑÓÊÏÄÊÑÂÍ ÂÎÐÖÏÕ ÐÇ ƙŽŷŷ ÎÊÍÍÊÐÏ ØÊÕÉ Â 

maturity of five years. Two partial repayments 

have been made under this tranche 

Ůƙżŷ million between June and July 2025, and 

ƙŹż ÎÊÍÍÊÐÏ ÐÏ źŷ $ÆÄÆÎÃÆÓ ŹŷŹżůŖ ÃÓÊÏÈÊÏÈ 

thÆ ÂÎÐÖÏÕ ÐÖÕÔÕÂÏÅÊÏÈ ÕÐ ƙżŹż million (see 

below); and  

- (iii) a revolving credit facility in a maximum 

ÑÓÊÏÄÊÑÂÍ ÂÎÐÖÏÕ ÐÇ ƙžŷŷ ÎÊÍÍÊÐÏ ÂÏÅ Â ÕÆÓÎ 

of five years, replacing the previous revolving 

credit agreement dated 11  May 2015. 

On 16 April 2025, Lagardère  SA carried out 

several private placements of German 

Schuldschein debt instruments in the amount of 

ƙźŷŷ ÎÊÍÍÊÐÏř 4ÉÆ ÑÍÂÄÆÎÆÏÕÔ ÄÐÏÔÊÔÕÆÅ ÐÇ 

several euro-denominated tranches issued with 

maturities of up to five years, and  were used for 

the partial repayments of the first two term -

loan tranches from the financing arranged in 

June 2024 (see above).  

Ʒ On 12 June 2025, Lagardère SA carried out a 

five -ÚÆÂÓ ƙżŷŷ million bond issue on the 

Luxembourg stock market, maturing in 

June 2030 and paying an annual coupon of 

4.75%. 

The proceeds from this issue were used to repay 

the first term -loan tranche in full, as well as for 

the initial partial repayment in June  2025 of the 

second term -loan tranche from the same 

financing arranged in June  2024. After two 

further repayments (in J uly and December 

2025), the amount outstanding for this second 

ÕÓÂÏÄÉÆ ÄÂÎÆ ÕÐ ƙżŹż ÎÊÍÍÊÐÏř 
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1.6 RECENT DEVELOPMENTS (SINCE 1 JANUARY 2026)  

1.6.1 SIGNIFICANT EVENTS 

1.6.1.1 Situation in the Middle East 

On 28 February 2026, military operations began in 

Iran. These operations are also affecting other 

countries in the Middle East.  

Although Louis Hachette Group's financial 

exposure to this region is highly limited, it remains 

vigilant as to the direct and indirect effects 

(especially as regards the impact on air passenger 

traffic, the risks of inflation, including energy costs, 

and supply shortages) that the conflict could have 

on its activities.

1.6.1.2 Proposed acquisition of Prisma 
Media's luxury division by Vivendi  

On 12 March 2026, Vivendi announced that it had 

launched a process to acquire Prisma Media's luxury 

division.  

At the same time, Vivendi would acquire a minority 

stake of around 14% in the capital of Prisma Group, 

Prisma Media's holding company, through a fully 

subscribed capital increase.  

These transactions may take place in the first half of 

2026, subject to the successful conclusion of 

negotiations and the information and consultation 

process for the employee representative bodies 

concerned.  

1.6.2 -!*/2 #(!.'%3 ). 4(% '2/50š3 &).!.#)!, !.$ #/--%2#)!, 

POSITION  

None.

 

1.7 OUTLOOK  

1.7.1 TREND INFORMATION

In 2026, in a context marked by geopolitical and 

macroeconomic uncertainty, Louis Hachette Group 

will continue to pursue its demanding, value -creating 

capital allocation policy, underpinned by the robust 

performance and complementary nature of its 

businesses. The Group will maintain regular 

shareholder returns and make targeted investments 

while maintaining strict financial discipline.  

The dividend policy has also been confirmed, with 

Louis Hachette Group planning to distribute at least 

85% of the dividends received in its capacity as 

controlling shareholder of Lagardère SA.  

 

1.7.2 OUTLOOK  

4ÉÆ ÐÖÕÍÐÐÌ ÇÐÓ ÆÂÄÉ ÐÇ ÕÉÆ 'ÓÐÖÑšÔ ÃÖÔÊÏÆÔÔÆÔ ÊÔ ÅÊÔÄÍÐÔÆÅ ÊÏ ÔÆÄÕÊÐÏ Ÿřźř 

 

1.8 EARNINGS FORECAST 

None. 
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2 REPORT ON SUSTAINABILITY INFORMATION  
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2.1 LOUIS HACHETTE GROUP BUSINESS MODEL 

Created at the end of 2024 in connection with the 

partial demerger of Vivendi SE's activities, Louis 

Hachette Group brings together Lagardère and 

Prisma Media to form a leading diversified player 

with a wealth of strong publishing, travel retail and 

media brands.  

Section 1.3 of this Annual Report provides detailed 

ÊÏÇÐÓÎÂÕÊÐÏ ÏÐÕÂÃÍÚ ÐÏ ÕÉÆ 'ÓÐÖÑšÔ ÔÕÓÂÕÆÈÚŖ 

business lines and model, key figures and markets 

served. 

The key features of this integrated model of value 

creation are presented in the chart below.
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Permanent workforce by geographic area at 31 December 2025  

 
 

 

2.2 CSR STRATEGY, STAKEHOLDERS, MATERIALITY ASSESSMENT  

2.2.1 CSR STRATEGY

After a full year of operation since its creation at the 

end of 2024, Louis Hachette Group defined a 

common CSR strategy for the entire Group, 

ÖÏÅÆÓÑÊÏÏÆÅ ÃÚ ÕÉÆ ÕÂÈÍÊÏÆ Ţ#ÖÍÕÖÓÆÔ ÊÏ ÎÐÕÊÐÏţř 4ÉÊÔ 

ÕÂÈÍÊÏÆ ÄÂÑÕÖÓÆÔ ÕÉÆ ÅÊ×ÆÓÔÊÕÚ ÐÇ ÕÉÆ 'ÓÐÖÑšÔ 

businesses and the way in which they are conceived, 

operated and transformed on a daily basis, as part of 

a continuous drive towards sustainability. Built on 

four pillars, the strategy reflects the long -standing 

commitments of its two entities, Lagardère and 

Prisma Media. 

Ʒ Fostering a culture of talent  

From creative professions to points of sale, Louis 

Hachette Group promotes the fulfilment of its teams 

through well -being at work, professional 

development and work -life balance. The Group is 

also committed to cultivating diversity, identifying 

skills and encouraging innovation, with particular 

emphasis on gender equality and training ū an 

essential means of ensuring equal opportunity.  

Ʒ Fostering a culture of openness  

Louis Hachette Group supports pluralistic creation 

and the diverse voices that drive it, both through the 

content it produces and distributes and through its 

various partnerships, cultural programmes and social 

solidarity initiatives. Promoting access to e ducation, 

information, entertainment and culture for the 

widest possible audience is another major part of its 

strategy.  

Ʒ Fostering a culture of trust  

Louis Hachette Group is committed to growing its 

business while taking into account the major quality, 

compliance and ethical standards, while 

endeavouring to seize all the opportunities that arise 

in addressing the related issues.  

Ʒ Fostering a culture of impact  

The entire Group is adapting its businesses so as to 

decarbonise its activities, thereby contributing to the 

fight against climate change. According to their 

specific characteristics, each business division 

manages resources responsibly throughout the valu e 

chain: circular economy for publishing and travel 

retail; and biodiversity for publishing only.  
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2.2.2 STAKEHOLDER ENGAGEMENT

The policies and action plans deployed within Louis 

Hachette Group's businesses are built on the solid 

foundations of stakeholder engagement long 

established by its two entities, Lagardère and Prisma 

Media.  

Louis Hachette Group has many different 

stakeholders, including authors and other artists, 

readers and listeners, employees and suppliers, as 

well as concession granters and the travelling public, 

customers and investors, and consumers and 

shareholders. The Group maintains regular and 

constructive dialogue with its stakeholders at local 

and national level in each of the countries where it 

operates. Dialogue takes varying forms depending on 

the stakeholder, both at Group level and in each 

division. The infor mation provided herein mainly 

refers to dialogue structured at the level of the listed 

company, Louis Hachette Group.  

 

2.2.2.1 Stakeholder panel  

Lagardère set up a panel of stakeholder 

representatives in 2015. This advisory body meets at 

least once a year and comprises 13 members 

(including 12 from outside the Group) who represent 

ÕÉÆ 'ÓÐÖÑšÔ ÎÂÊÏ ÔÖÔÕÂÊÏÂÃÊÍÊÕÚ ÎÂÕÕÆÓÔŖ ÃÖÔÊÏÆÔÔ 

lines and sectors. The panel has met 13 times since it 

was set up. Chaired by General Management and 

facilitated by the CSR and Sustainable Development 

$ÆÑÂÓÕÎÆÏÕŖ ÕÉÊÔ ÑÂÏÆÍšÔ ÎÆÆÕÊÏÈÔ ÉÂ×Æ ÕØÐ 

objectives:  

Ʒ obtaining a better understanding of 

ÔÕÂÌÆÉÐÍÅÆÓÔš ÑÆÓÄÆÑÕÊÐÏ ÂÏÅ ÆÙÑÆÄÕÂÕÊÐÏÔ ÐÇ 

the Group;  

Ʒ ÔÖÑÑÐÓÕÊÏÈ ,ÂÈÂÓÅôÓÆšÔ ÇÐÓØÂÓÅ-looking 

strategy for its main social, environmental and 

societal priorities.  

In 2025, stakeholder consultation was conducted by 

Louis Hachette Group. As part of this process, 

discussions continued between Lagardère, Prisma 

Media and the panel outlined below.  

In July 2025, Louis Hachette Group held a meeting of 

the panel that was attended by the heads of the 

CSR, HR, Risk, Finance and Operations departments 

of the various divisions. It comprised three parts: a 

discussion on the challenges and opportunities 

assoÄÊÂÕÆÅ ØÊÕÉ ÕÉÆ 'ÓÐÖÑšÔ ÑÓÐÎÐÕÊÐÏ ÐÇ ÓÆÂÅÊÏÈŗ 

an informative session on how investors incorporate 

ESG criteria; and an exchange of views among 

members on current trends regarding diversity and 

inclusion and their implications for the Group.  

The meeting also provided an opportunity to hear 

ÎÆÎÃÆÓÔš ×ÊÆØÔ ÐÏ ÕÉÆ ÔÐÄÊÂÍ ÑÐÍÊÄÚ ÐÇ ÕÉÆ ,ÐÖÊÔ 

Hachette Group, prior to its final validation in 

October 2025. Members shared their perspectives on 

ÕÉÆ 'ÓÐÖÑšÔ ÄÐÎÎÊÕÎÆÏÕÔ ÓÆÈÂÓÅÊÏÈ ØÐÓÌÊÏÈ 

conditions, occu pational health and safety, and 

equal treatment and opportunity; their 

contributions were incorporated when the policy 

was finalised.  
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Recommendations made by members are followed 

up over time and have already been circulated 

through the various levels of the organisation. They 

were shared with the heads of division at the mid -

year CSR Committee meetings held in July 2025.  

2.2.2.2 Non-financial community  

Among its stakeholders, Louis Hachette Group also 

maintains a dialogue with the community of non -

fina ncial analysts.  

The Group was accordingly awarded the following 

ratings in 2025 (based on 2024 data), reflecting its 

high level of commitment, maturity and best 

sustainability and ESG practices:  

Ʒ CDP: B rating (Climate);  

Ʒ MSCI: BBB rating.  

 

2.2.3 MATERIALITY OF SOCIAL, ENVIRONMENTAL AND GOVERNANCE MATTERS  

,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ #32 ÎÂÕÆÓÊÂÍÊÕÚ ÂÔÔÆÔÔÎÆÏÕ 

forms the bedrock of its CSR strategy, policies and 

action plans. This assessment, carried out in 

accordance with the methodology set out in the 

Corporate Social Responsibility Directive (CSRD), 

identifies,  ÇÐÓ ÆÂÄÉ ÐÇ ÕÉÆ 'ÓÐÖÑšÔ ÃÖÔÊÏÆÔÔ ÅÊ×ÊÔÊÐÏÔŖ 

ÕÉÆ ÓÊÔÌÔ ÂÔÔÖÎÆÅ ÂÏÅ ÕÉÆ ÊÎÑÂÄÕÔ ÐÇ ÕÉÆ ÅÊ×ÊÔÊÐÏÔš 

day-to -day operations and value chain. Based on this 

assessment, the Group was able to identify the most 

material environmental, social and governance 

matters for each business division. These results were 

then aggregated at Group level, providing an 

overview of the 12 key matters and their materiality, 

as presented in the matrix below:  

 

 
 

The table below provides a detailed overview of the material impacts, risks and opportunities for Louis 

Hachette Group in relation to these matters. It also shows their position in the value chain, the time horizons 

over which they may materialise and the business divisions concerned.
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.ƛƻŘƛǾŜǊǎƛǘȅ  wƛǎƪǎ IƛƎƘŜǊ ǇŀǇŜǊ Ŏƻǎǘǎ ŘǳŜ ǘƻ ŬƴŜǎ ŦƻǊ ƴƻƴπŎƻƳǇƭƛŀƴŎŜ 

ǿƛǘƘ ƭŀǿǎ ǇǊƻǘŜŎǝƴƎ ōƛƻŘƛǾŜǊǎƛǘȅ щ tǳōƭƛǎƘƛƴƎ 

 

¦t{¢w9!a [ƻƴƎ 

ǘŜǊƳ 

ό[¢ύ 

9р ς wŜǎƻǳǊŎŜ ǳǎŜ ŀƴŘ ŎƛǊŎǳƭŀǊ ŜŎƻƴƻƳȅ 
/ƛǊŎǳƭŀǊ ŜŎƻƴƻƳȅ wƛǎƪǎ LƴŎǊŜŀǎŜ ƛƴ ƻǇŜǊŀǝƴƎ Ŏƻǎǘǎ ǊŜƭŀǘŜŘ ǘƻ ǿŀǎǘŜ 

ǘǊŜŀǘƳŜƴǘ ƻǊ ǘƘŜ ǇǳǊŎƘŀǎŜ ǇǊƛŎŜ ƻŦ Ǌŀǿ ƳŀǘŜǊƛŀƭǎ щ 
tǳōƭƛǎƘƛƴƎΣ wŜǘŀƛƭ 

 

hh aŜŘƛǳƳ 

ǘŜǊƳ 

όa¢ύ 

bŜƎŀǝǾŜ 

ƛƳǇŀŎǘ 

²ŀǎǘŜ ƎŜƴŜǊŀǝƻƴ щ tǳōƭƛǎƘƛƴƎΣ wŜǘŀƛƭ hh {¢ 

{м ς hǿƴ ǿƻǊƪŦƻǊŎŜ 
²ƻǊƪƛƴƎ ŎƻƴŘƛǝƻƴǎ wƛǎƪǎ wƛǎƪ ƻŦ ƛƴŎǊŜŀǎŜŘ ǇŜǊǎƻƴƴŜƭ Ŏƻǎǘǎ όǊŜƭŀǘŜŘ ǘƻ 

ŀōǎŜƴǘŜŜƛǎƳΣ ǎǘŀũ ǘǳǊƴƻǾŜǊ ŀƴŘ ƭŀōƻǳǊ ŘƛǎǇǳǘŜǎύ ƛŦ 

ŜƳǇƭƻȅŜŜǎ ŎƻƴǎƛŘŜǊ ǘƘŜƛǊ ǿƻǊƪƛƴƎ ŎƻƴŘƛǝƻƴǎ ŀǊŜ ƴƻǘ 

ŀŎŎŜǇǘŀōƭŜ щ !ƭƭ ŀŎǝǾƛǝŜǎ 

 

hhΣ ¦t{¢w9!a {¢ 

bŜƎŀǝǾŜ 

ƛƳǇŀŎǘ 

¦ƴǎǳƛǘŀōƭŜ ǿƻǊƪƛƴƎ ŎƻƴŘƛǝƻƴǎ όǿƻǊƪƛƴƎ ǝƳŜΣ ǿƻǊƪπ

ƭƛŦŜ ƛƳōŀƭŀƴŎŜύ ŀƴŘ Ƨƻō ƛƴǎŜŎǳǊƛǘȅΣ ǿƘƛŎƘ Ƴŀȅ ŎŀǳǎŜ 

ǇǎȅŎƘƻǎƻŎƛŀƭ ǇǊƻōƭŜƳǎ όƳŜƴǘŀƭ ŀƴŘ ǇƘȅǎƛŎŀƭ ƘŜŀƭǘƘ 

ƛǎǎǳŜǎ ǎǳŎƘ ŀǎ ŎŀǊŘƛƻǾŀǎŎǳƭŀǊ ŘƛǎŜŀǎŜΣ ŘŜǇǊŜǎǎƛƻƴΣ 

ŀƴȄƛŜǘȅΣ ōǳǊƴƻǳǘΣ ŜǘŎΦύ щ !ƭƭ ŀŎǝǾƛǝŜǎ 

 

hhΣ ¦t{¢w9!a {¢ 

IŜŀƭǘƘ ŀƴŘ ǎŀŦŜǘȅ ŀǘ 

ǿƻǊƪ 

wƛǎƪǎ wƛǎƪ ƻŦ ƛƴŎǊŜŀǎŜŘ Ŏƻǎǘǎ ŀǎ ŀ ǊŜǎǳƭǘ ƻŦ ŀōǎŜƴǘŜŜƛǎƳ ŀƴŘ 

ǎƻŎƛŀƭ ǎŜŎǳǊƛǘȅ ŎƻƴǘǊƛōǳǝƻƴǎ ŘǳŜ ǘƻ ǿƻǊƪπǊŜƭŀǘŜŘ 

ŀŎŎƛŘŜƴǘǎ щ !ƭƭ ŀŎǝǾƛǝŜǎ 

 

hhΣ ¦t{¢w9!a {¢ 

bŜƎŀǝǾŜ 

ƛƳǇŀŎǘ 

LƴƧǳǊƛŜǎ όƭƻƎƛǎǝŎǎ ǊƻƭŜǎύ ƻǊ ǿƻǊƪπǊŜƭŀǘŜŘ ƛƭƭ ƘŜŀƭǘƘ 

όǊƻƭŜǎ ŜȄǇƻǎŜŘ ǘƻ ǎǘǊŜǎǎ ŀƴŘ ǎŜŘŜƴǘŀǊȅ ǿƻǊƪύ щ !ƭƭ 
ŀŎǝǾƛǝŜǎ 

 

hhΣ ¦t{¢w9!a {¢ 

tƻǎƛǝǾŜ 

ƛƳǇŀŎǘ 
tǊƻƳƻǝƻƴ ƻŦ ŀ ǎŀŦŜ ŀƴŘ ƛƴŎƭǳǎƛǾŜ ǿƻǊƪƛƴƎ 

ŜƴǾƛǊƻƴƳŜƴǘ ƻũŜǊƛƴƎ ŎŀǊŜŜǊ ƻǇǇƻǊǘǳƴƛǝŜǎ щ !ƭƭ 
ŀŎǝǾƛǝŜǎ 

 

hhΣ ¦t{¢w9!a {¢ 

{н ς ²ƻǊƪŜǊǎ ƛƴ ǘƘŜ ǾŀƭǳŜ ŎƘŀƛƴ 
¢ǊŜŀǘƳŜƴǘ ƻŦ 

ǿƻǊƪŜǊǎ ƛƴ ǘƘŜ ǾŀƭǳŜ 

ŎƘŀƛƴ 

bŜƎŀǝǾŜ 

ƛƳǇŀŎǘ 

aŜƴǘŀƭ ŀƴŘ ǇƘȅǎƛŎŀƭ ƘŀǊƳ щ tǳōƭƛǎƘƛƴƎΣ wŜǘŀƛƭ ¦t{¢w9!a {¢Σ a¢ 

{п ς 9ƴŘ ŎƻƴǎǳƳŜǊǎ 
/ƻƴǎǳƳŜǊ ƘŜŀƭǘƘ 

ŀƴŘ ǎŀŦŜǘȅ 

wƛǎƪǎ wƛǎƪ ƻŦ ŀƴ ƛƴŎǊŜŀǎŜ ƛƴ ƻƴŜπƻũ ŎƻǎǘǎΥ ǇŜƴŀƭǝŜǎ ǎǳŎƘ ŀǎ 

ŬƴŜǎ ŀƴŘ ƭŜƎŀƭ Ŏƻǎǘǎ ŘǳŜ ǘƻ ƴƻƴπŎƻƳǇƭƛŀƴǘ ǇǊƻŘǳŎǘǎ 

ƻǊ ŦŀƛƭǳǊŜ ǘƻ ŎƻƳǇƭȅ ǿƛǘƘ ƻƴπǎƛǘŜ ǎŀŦŜǘȅ ƳŜŀǎǳǊŜǎ ЮщЮ
ÅĲƣċŔũ 

 

hh {¢Σ a¢ 

LƳǇŀŎǘ IŜŀƭǘƘ ŀƴŘ ǎŀŦŜǘȅ ƘŀȊŀǊŘǎ щ {Ƙƻǿǎ 

 

hhΣ ¦t{¢w9!a {¢Σ a¢ 
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/ƻƴǘǊƛōǳǝƻƴ ǘƻ 

ŜŘǳŎŀǝƻƴ ŀƴŘ 

ŀŎŎŜǎǎ ǘƻ ŎǳƭǘǳǊŜ 

tƻǎƛǝǾŜ 

ƛƳǇŀŎǘ 
/ƻƴǘǊƛōǳǝƻƴ ǘƻ ŜŘǳŎŀǝƻƴ ƻŦ ŜƴŘ ŎƻƴǎǳƳŜǊǎ ŀƴŘ 

ŦŀŎƛƭƛǘŀǝƴƎ ŀŎŎŜǎǎ ǘƻ ŎǳƭǘǳǊŜ щ tǳōƭƛǎƘƛƴƎΣ ²ǊƛǧŜƴ 
tǊŜǎǎΣ wŀŘƛƻΣ aŀƎŀȊƛƴŜ tǳōƭƛǎƘƛƴƎΣ {Ƙƻǿǎ 

 

hh {¢Σ a¢ 

CǊŜŜŘƻƳ ƻŦ 

ŜȄǇǊŜǎǎƛƻƴ ŀƴŘ 

ǇƭǳǊŀƭƛǘȅ ƻŦ ŎƻƴǘŜƴǘ 

 

wƛǎƪǎ wƛǎƪ ƻŦ ǊŜŘǳŎŜŘ ǊŜǾŜƴǳŜ ŘǳŜ ǘƻ ŀ ƭƻǎǎ ƻŦ ǘǊǳǎǘ ƭƛƴƪŜŘ 

ǘƻ ŀŘǾŜǊǝǎƛƴƎ ŜǘƘƛŎǎΣ ƛƴŎǊŜŀǎŜŘ Ŏƻǎǘǎ ŀǊƛǎƛƴƎ ŦǊƻƳ 

ǇƻǘŜƴǝŀƭ ƭŀǿǎǳƛǘǎ ŦƻǊ ŘŜŦŀƳŀǝƻƴ όŎŜƭŜōǊƛǝŜǎύ щ 
aŀƎŀȊƛƴŜ tǳōƭƛǎƘƛƴƎ 

 

hh {¢Σ a¢ 

5ŀǘŀ ǇǊƻǘŜŎǝƻƴ wƛǎƪǎ wƛǎƪ ƻŦ ǇŜƴŀƭǝŜǎΣ ŬƴŜǎ ŀƴŘ ƭŜƎŀƭ ŦŜŜǎ ŦƻǊ ƴƻƴπ

ŎƻƳǇƭƛŀƴŎŜ ǿƛǘƘ ǘƘŜ D5tw щ ²ǊƛǧŜƴ tǊŜǎǎΣ wŀŘƛƻΣ 
aŀƎŀȊƛƴŜ tǳōƭƛǎƘƛƴƎ 

 

hh {¢Σ a¢ 

Dм ς .ǳǎƛƴŜǎǎ ŎƻƴŘǳŎǘ 
tǊŜǾŜƴǝƻƴ ƻŦ 

ŎƻǊǊǳǇǝƻƴ 

wƛǎƪǎ wƛǎƪ ƻŦ ǎŀƴŎǝƻƴǎ ǎǳŎƘ ŀǎ ŬƴŜǎ ŀƴŘ ƭŜƎŀƭ ŦŜŜǎ ƛƴ ǘƘŜ 

ŜǾŜƴǘ ƻŦ ǇǊƻǾŜƴ ŀŎǘǎ ƻŦ ŎƻǊǊǳǇǝƻƴ ƻǊ ƴƻƴπ

ŎƻƳǇƭƛŀƴŎŜ ǿƛǘƘ ŀƴǝπŎƻǊǊǳǇǝƻƴ ƻōƭƛƎŀǝƻƴǎ щ !ƭƭ 
ŀŎǝǾƛǝŜǎ 

 

hhΣ ¦t{¢w9!a [¢ 

bŜƎŀǝǾŜ 

ƛƳǇŀŎǘ 

[ƛƳƛǘŜŘ ŜŎƻƴƻƳƛŎ ƎǊƻǿǘƘ ŀƴŘ ōǳǎƛƴŜǎǎ 

ƻǇǇƻǊǘǳƴƛǝŜǎΣ ƭƛƳƛǘŜŘ ƘǳƳŀƴ ŘŜǾŜƭƻǇƳŜƴǘΣ 

ƛƴŜǉǳŀƭƛǝŜǎΣ ŜǘŎΦ щЮ!ƭƭ ōǳǎƛƴŜǎǎŜǎ 

 

hhΣ ¦t{¢w9!a [¢ 

 

Lastly, with regard to the publication of information 

aimed at strengthening the bond between the nation 

and the armed forces and supporting service in the 

reserves, Louis Hachette Group has not yet taken any 

initiatives in this area.

2.2.4  CSR PLAYERS AND GOVERNANCE

The Board of Directors of Louis Hachette Group is 

empowered to examine issues relating to CSR and 

sustainable development, as well as non -financial 

reporting. The membership and role of the 

governance and management bodies with regard to 

sustainability are  described in section 3.2 of the 

Annual Report.  

During 2025, the CSR and Sustainable Development 

Department was called upon on three occasions to 

present to the Board of Directors (i) the results of the 

2024 non -financial reporting, (ii) the legal obligations 

regarding sustainable development, and (iii)  the 

'ÓÐÖÑšÔ Ð×ÆÓÂÍÍ #32 ÔÕÓÂÕÆÈÚ ŮÄÍÊÎÂÕÆ ÑÂÕÉØÂÚ ÂÏÅ 

social policy).  

,ÂÈÂÓÅôÓÆšÔ #32 ÂÏÅ 3ÖÔÕÂÊÏÂÃÍÆ $Æ×ÆÍÐÑÎÆÏÕ 

Department, which operates on behalf of the Louis 

(ÂÄÉÆÕÕÆ 'ÓÐÖÑ ÂÏÅ ÓÆÑÐÓÕÔ ÕÐ ÕÉÆ 'ÓÐÖÑšÔ 

Secretary General (who is also a member of 

,ÂÈÂÓÅôÓÆšÔ %ÙÆÄÖÕÊ×Æ #ÐÎÎÊÕÕÆÆůŖ ÔÖÑÆÓ×ÊÔÆÔ ÂÏÅ 

coordinates the policies and  action plans 

implemented, as well as non -financial reporting, in 

line with applicable regulations.  

4ÉÊÔ ÅÆÑÂÓÕÎÆÏÕ ØÐÓÌÔ ÄÍÐÔÆÍÚ ØÊÕÉ ÕÉÆ ÃÖÔÊÏÆÔÔš 

CSR and HR teams, as well as with other Corporate 

functions (Finance, Compliance, Legal, Operations, 

etc.).  

Twice a year, a Louis Hachette Group/business CSR 

Committee meets in the presence of the divisional 

chief executive officers to review the previous 

ÑÆÓÊÐÅšÔ ÊÏÊÕÊÂÕÊ×ÆÔ ÊÏ ÓÆÍÂÕÊÐÏ ÕÐ ÕÉÆ 'ÓÐÖÑšÔ 

objectives and to draw up the roadmap for the next 

few month s. 

In addition, a cross -functional Louis Hachette Group 

CSR Committee meets monthly with the divisional 

CSR directors to ensure that policies and action plans 

are aligned throughout the year.  

Within the business lines, the CSR departments 

ÑÓÐÑÐÔÆ ÂÏÅ ÍÆÂÅ ÆÂÄÉ ÃÖÔÊÏÆÔÔ ÍÊÏÆšÔ ÔÕÓÂÕÆÈÚŖ ÊÏ ÍÊÏÆ 

ØÊÕÉ ÕÉÆ 'ÓÐÖÑšÔ ÔÕÓÂÕÆÈÚŖ ÂÏÅ ÄÐÐÓÅÊÏÂÕÆ 

implementation across all subsidiaries and regions, 

working hand in hand with all functions and business 

lines. Governance dedicated to CSR has also been set 

up at each level, in addition to the regular updates 

provided by the Executive Committees. The divisions 

help the operating entities to identify local 

challenges and roll out the resources needed to 

manage the m. 

The operating entities manage the action plans 

associated with their activities in order to meet the 

objectives set by the Group and the divisions. Within 

this framework, they roll out the systems and 

programmes provided.
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2.3 CSR STRATEGY IMPLEMENTATION, ROLLOUT AND OUTCOMES  

2.3.1 FOSTERING A CULTURE OF TALENT 

The Group has some 34,000 permanent employees 

worldwide. The size of its workforce means that the 

Group has a major responsibility in ensuring the well -

being of its employees and enabling them to make 

the most of their talent. From creative professions to 

staff at points of sale, Louis Hachette Group 

promotes the fulfilment of its teams, by building on 

the fundamentals of health and safety at work and 

its working conditions policy. It also strives to 

cultivate diversity, develop skills and encourage 

innovat ion through its commitments to equal 

treatment and equal opportunities.  

2.3.1.1 From creative professions to our 
points of sale: promoting 
employee fulfilment  

2.3.1.1.1 Working conditions  

Working conditions are a key sustainability matter 

ÇÐÓ ,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑř 4ÉÆ 'ÓÐÖÑšÔ ÄÐÏÕÆÏÕ 

production businesses (publishing, media, 

performing arts) promote creativity and leverage the 

unique expertise of their many talented employees . 

Within the Lagardère Travel Retail division, which 

operates numerous stores and dining outlets, 

employees are a key asset in day -to -day operations 

and in securing customer satisfaction.  

,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ ÑÐÍÊÄÚ ÊÏ ÕÆÓÎÔ ÐÇ ØÐÓÌÊÏÈ 

conditions  

As stated in its social policy, Louis Hachette Group 
strives to promote employee fulfilment and career 
development.  

As formally outlined in its social policy, Louis 
Hachette Group promotes an open and constructive 
culture of social dialogue, in line with the legal 
frameworks and social practices in force in each of 
the countries where it operates. It also respects the 
agreements reached with employee representatives. 
In addition, the Group strives to promote freedom of 
association and the effective recognition of the right 
to collective bargaining.  

The Group also ensures that it strictly complies with 
local regulations on job security, particularly with 
regard to redundancy, employment contract renewal 
and social protection. It seeks to promote internal 
mobility as a means of securing career developm ent 
as well as fostering talent.  

Louis Hachette Group is committed to complying 
with all applicable laws and agreements on working 
time, including those concerning working hours and 
overtime. The Group has introduced remote working 
for all positions in the publishing, media and 
performing  arts businesses where the nature of the 

job allows it, while respecting the individual and 
group balance as well as the legal frameworks in 
force.  

In terms of remuneration, the Group takes care to 
offer attractive remuneration packages for the 
various roles and levels of responsibility on offer. It 
respects local pay legislation in each of the countries 
in which it operates, ensuring that no employee  is 
paid less than the applicable legal or contractual 
minimum wage. In the absence of a legal or 
contractual minimum wage, the Group endeavours 
to ensure that its pay is in line with the levels 
generally applied in the country and/or sector 
concerned.  

Lastly, engagement surveys measuring the degree of 
employee motivation, satisfaction and commitment 
are carried out in several Group businesses and 
entities. These are conducted annually for all 
employees at Lagardère Travel Retail, every two 
years at Prisma Media, and on an ad hoc basis within 
certain Lagardère Publishing entities, in order to gain 
a better understanding of team morale and identify 
areas for improvement.  

The human resources departments at head office 
and in the various businesses are responsible for the 
policy on employee working conditions.  

The correct application of this policy is regularly 
monitored by the Group Human Resources 
Committee, which brings together the human 
resources teams of each Louis Hachette Group 
division on a monthly basis. The application of this 
policy can also be monit ored via a series of metrics in 
the annual non -financial reporting exercise.  

Actions carried out  

The Group's businesses are actively involved in 
implementing measures to improve working 
conditions for employees, in line with the 
commitments set out in Louis Hachette Group's 
policy in this area.  

Job security 

Internal mobility acts as a lever to strengthen career 

stability and develop talent within the Group.  

However, the sheer diversity of Louis Hachette 

'ÓÐÖÑšÔ ÂÄÕÊ×ÊÕÊÆÔ ÄÂÏ ÎÂÌÆ ÎÐÃÊÍÊÕÚ ÃÆÕØÆÆÏ 

divisions more challenging for operational functions. 

In France, however, a special process has been 

developed to assess mobility opportunities (mainly in 

the suppo rt functions) and the profiles of transfer 

applicants. Comprising HR mobility officers, this 

inter -division committee met five times in 2025, in 

addition to regular discussions among the members.  
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This body organises professional mobility in line with 

the Company's strategy, while supporting employees 

in their career development. It helps to retain the 

Group's talent by offering them real career 

prospects.  

To promote talent, Lagardère has had a cross -

division mentoring programme in place for all 

employees in France since 2018. In 2025, the sixth 

class comprising 25 mentees benefited from the 

experience of executives from all divisions. A 

satisfaction survey about the programme is 

conducted at the end of each year.  

The divisions also implement their own internal 

mobility initiatives, particularly Lagardère Travel 

Retail, which offers career paths supporting 

advancement both within its entities and at an 

international level, and Prisma Media, where mobility 

is based on an official job and career path 

management framework ( Gestion des Emplois et 

Parcours Professionnels ū GEPP). 

Job security is also strengthened through social 

measures and benefits put in place within certain 

Group entities to support employees in their career 

development. These include attractive health 

insurance benefits under their employment 

contracts at Lagar dère Publishing and 

supplementary pension and health funds at 

Lagardère Travel Retail in Italy.  

Pay 

4Ð ÕÂÌÆ ÊÏÕÐ ÂÄÄÐÖÏÕ ÆÎÑÍÐÚÆÆÔš ÔÌÊÍÍ ÍÆ×ÆÍÔŖ ÕÓÂÊÏÊÏÈ 

and responsibility and the specific nature of the 

business sectors they work in, individual rather than 

collective pay rises are increasingly common. Most 

Group entities have set up variable performanc e-

based pay (one -off payments, bonuses, etc.) and 

collective performance incentives such as sales 

bonuses or attendance bonuses at Lagardère Travel 

Retail, or target -based and referral bonuses at 

Prisma Media. These practices enable the Group to 

correlate employee remuneration to the 

achievement of individual and collective objectives 

at the level of the subsidiary concerned. In return for 

these individually tailored pay measures, to ensure 

optimum transparency between staff and their 

management on remunera tion, Louis Hachette 

Group encourages annual interviews, which give 

employees a better perception of their performance 

with regard to the requirements of their job. Some 

entities supplement these practices with enhanced 

commitments regarding basic pay, suc h as Hachette 

UK, which pays above the national minimum wage 

and above the London Living Wage for starting 

salaries. 

Lastly, Lagardère seeks to retain its key employees by 

regularly distributing shares in its parent company. 

Since its launch in 2019, a large number of managers 

and young talents have benefited from this 

programme.  

Working time  

)Ï ÎÐÔÕ 'ÓÐÖÑ ÆÏÕÊÕÊÆÔŖ ÆÎÑÍÐÚÆÆÔš ÓÊÈÉÕ ÕÐ ŢÔØÊÕÄÉ 

ÐÇÇţ ÊÔ ÈÖÂÓÂÏÕÆÆÅ ÂÏÅ ÈÐ×ÆÓÏÆÅ ÃÚ ÔÑÆÄÊÇÊÄ 

agreements.  

At Hachette Livre in France, managers with no 

contractually set working hours can use an alert 

system involving the Human Resources Department 

if their workload becomes excessive. In addition, 

these managers have flexible working hours, subject 

to respecti ng the daily and weekly rest periods 

between the end of one working period and the start 

of a new one.  

In the UK, the division offers holiday entitlement 

above the statutory minimum, with the number of 

ÅÂÚÔš ÉÐÍÊÅÂÚ ÔÕÂÓÕÊÏÈ ÂÕ Źſ ÂÏÅ ÊÏÄÓÆÂÔÊÏÈ 

progressively with seniority.  

!ÏÐÕÉÆÓ ÐÇ ,ÂÈÂÓÅôÓÆ 0ÖÃÍÊÔÉÊÏÈšÔ ÂÄÕÊÐÏÔ ÊÔ ÊÕÔ 

increase in parental support measures over recent 

years. For example, since 2022, employees at 

Hachette Livre in France have been covered by an 

ÂÈÓÆÆÎÆÏÕ ÔÊÈÏÆÅ ØÊÕÉ ÕÉÆ ÄÐÎÑÂÏÚšÔ ÆÎÑÍÐÚÆÆ 

representative bod ies guaranteeing 100% salary 

continuation for employees on second -parent leave, 

in response to the legal extension of this leave to 

25 calendar days. In January 2025, in partnership 

with the Gender Balance Network, Hachette UK 

increased its provisions for maternity and paternity 

leave to remain competitive in the market, and 

relaunched its Parental Mentoring Scheme, which 

offers training to support employees in parenthood. 

It has also introduced policies to support women 

during menopause and pregnancy, and in the event 

of the loss of a child.  

Several measures have been introduced by Lagardère 

Travel Retail entities to meet employees' needs for 

flexibility and well -being. 

In a number of countries where the division operates 

(France, Germany, Spain, the United States, Austria, 

the Netherlands and the United Arab Emirates), 

employees have the option of remote working, with 

the number of days granted varying from one entity 

to  another, subject to compatibility with their roles.  

Some entities have also introduced measures to help 

adapt working conditions to different stages of 

ÆÎÑÍÐÚÆÆÔš ÑÆÓÔÐÏÂÍ ÍÊ×ÆÔř )Ï )ÕÂÍÚŖ ÕÉÆ #ÐÎÑÂÏÚ 

facilitates requests to switch from full -time to part -

time work and vice -versa, particularly in specific 

situations such as maternity leave or continuing 

education. In the United States, in certain cases, 

Paradies Lagardère allows its employees to work 

alternative hours. Approval of requests for these 

hours depends on the needs of the business, the 

quality of c ustomer service, and the ability to meet 

targets and deadlines.  
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At Lagardère News and Lagardère Radio, each entity 

is responsible for organising working hours and days 

of reduced working time under the various 

Company -wide agreements. For example, Lagardère 

Média News grants a number of days of paid leave 

that are well  in excess of the statutory number 

(32 vs. 25). Employees are also given days off for 

special events in their lives ū for example, 25 days of 

fully paid paternity leave, above and beyond legal 

requirements.  

The individual review meetings held each year 

between line managers and their direct reports look 

ÕÐ ÆÏÔÖÓÆ ÕÉÂÕ ÆÎÑÍÐÚÆÆÔš ØÐÓÌÍÐÂÅÔ ÂÏÅ ØÐÓÌÊÏÈ 

time are appropriate and reasonable. Where this is 

not the case, a meeting may be requested with the 

relevant Human Resources department. This 

managerial oversight was stepped up as part of the 

2025 annual reviews.  

Prisma Media has transformed the organisation of its 

working day, introducing a Teleworking Charter in 

2020, with an average of three days on site and two 

days teleworking. Prisma Media also makes it easier 

to reconcile professional and personal life, with  

schemes such as full pay during paternity leave, 

flexible working hours for mothers -to -be and one -

on-one interviews after extended periods of 

absence. Initiatives have also been developed for 

carers, including the production of a support guide 

and the con tinuation of the donation scheme 

whereby employees donate days of additional RTT 

paid leave.  

Social dialogue  

Louis Hachette Group recognises the importance of 

social dialogue at various levels (sites, entities, 

subsidiaries, Group) involving regular discussion of 

the operational and strategic decisions that best 

ÓÆÄÐÏÄÊÍÆ ÕÉÆ #ÐÎÑÂÏÚšÔ ÓÆÔÑÐÏÔÊÃÊÍÊÕÊÆÔ ÕÐ ÊÕÔ 

emp loyees with its economic interests, and of 

involving them in decisions with material 

ramifications for them.  

Depending on local regulations and cultures, social 

dialogue is carried out with independent partners 

ÔÆÓ×ÊÏÈ ÂÔ ÆÎÑÍÐÚÆÆÔš ÍÆÈÊÕÊÎÂÕÆ ÓÆÑÓÆÔÆÏÕÂÕÊ×ÆÔř 

Occupational health and safety issues, working 

conditions and organisational changes impacting the 

profe ssional environment are among the main topics 

of discussion for the operational bodies in the field.  

Accordingly, the interests and rights of employees 

are taken into consideration at the level of Louis 

(ÂÄÉÆÕÕÆ 'ÓÐÖÑ ÕÉÓÐÖÈÉ ÕÉÆ 'ÓÐÖÑ %ÎÑÍÐÚÆÆÔš 

Committee, created in 2025. Overseen by the 

Chairman and Chief Executive Officer, the Group 

Employees' Committ ee brings together employee 

representatives and the Group's executives in 

France. Provided with economic and financial 

information about the Group's operating activities, 

the committee serves as a forum for exchange and 

ÅÊÔÄÖÔÔÊÐÏ ÂÃÐÖÕ ÕÉÆ 'ÓÐÖÑšÔ ÔÊÕÖÂÕÊon and strategy. 

It operates exclusively within France.  

4ÉÆ 'ÓÐÖÑ %ÎÑÍÐÚÆÆÔš #ÐÎÎÊÕÕÆÆ ÓÆÄÆÊ×ÆÔ 

information about the Group's business, financial 

position, annual and multi -annual employment 

trends and forecasts, and any preventive measures 

envisaged in the light of these forecasts. Their remit 

covers the Group  as a whole and each of its 

constituent companies.  

The committee is made up of 30 full members, 

appointed by the trade unions from among the 

members elected to the Social and Economic 

Committees in the most recent employee 

representative elections, as well as employees of the 

Group in France.  

The committee meets once a year at the invitation of 

the Chairman and Chief Executive Officer of Louis 

Hachette Group, on the basis of a report drawn up 

by the expert appointed by the elected members of 

this body. This report outlines the development of 

th e Group's activities over the past year and presents 

its overall strategy. The chief executive of each 

division then reports on its performance and 

presents the outlook and market opportunities going 

forward.  

The executives answer questions put to them by the 

employee representatives, and engage in open 

discussion and exchanges of views. Through this 

body, Management responds to any queries from 

elected representatives on the Group's economic 

and financial situ ation, on the business situation and 

ÕÓÆÏÅÔ ÊÏ ÕÉÆ 'ÓÐÖÑšÔ ÎÂÊÏ ÎÂÓÌÆÕÔŖ ÂÏÅ ÐÏ 

employment issues, in particular job trends and 

prospects within the Group. During the ordinary 

meeting, a presentation is made by each business 

addressing CSR issues. 

In addition to these annual meetings, extraordinary 

ÎÆÆÕÊÏÈÔ ÂÏÅ 'ÓÐÖÑ %ÎÑÍÐÚÆÆÔš #ÐÎÎÊÕÕÆÆ 

meetings may be held if warranted.  The Group 

Secretary General's office is responsible for ensuring 

that these interactions actually take place and that 

ÕÉÆÊÓ ÐÖÕÄÐÎÆÔ ÂÓÆ ÊÏÕÆÈÓÂÕÆÅ ÊÏÕÐ ÕÉÆ 'ÓÐÖÑšÔ 

business approach.  

A European Works Council is also currently being set 

up to deal exclusively with trans -national issues in 

groupings of companies operating in the European 

Union. To this end, a Special Negotiation Taskforce 

was set up to create a body representing European  

employees (in France and in the 16  European Union 

countries in which the Group operates) and to 

establish its operating procedures, which have not 

yet been adopted.   
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Outcomes

LHG metrics  2025  2024  

Number of employees who left the company during the year (*) 12,111 - 

Employee turnover rate (*) 35 - 

Percentage of employees covered by an engagement survey  79 74 

Percentage of employees covered by collective bargaining agreements  67 67 

Percentage of workforce covered by employee representation at 31 December  72 67 

(*) Data reported for the first time in 2025 . 

The employee turnover rate is calculated by adding together the total number of employees who left the 

Company during the year, then dividing by the average number of employees over the year. Given the high 

volume of temporary employment contracts in the T ravel Retail sector, including these contracts in the 

calculation would make the indicator unrepresentative. Accordingly, only permanent employees are included 

in the calculation.

LHG metrics  2025  2024  

Total number of incidents of discrimination, including harassment, reported during the year (*) 120 - 

Total number of complaints filed during the year (not including the incidents of discrimination and 
harassment disclosed above) (*) 

15 - 

Number of severe human rights incidents connected to the Group's workforce during the year (*) 0 - 

* Data reported for the first time in 2025.

Out of the 120 incidents of discrimination, including 

harassment, reported in 2025, 20 were classified as 

proven, 81 as not proven and 19 are in the process of 

being dealt with. Out of the 15 other incidents 

reported in 2025, three were classified as prove n, 

nine as not proven and three are currently being 

processed. The 15 complaints related to health and 

safety and the violation of human rights and 

fundamental freedoms.

 

 

2.3.1.1.2 Health and safety in the workplace  

At Louis Hachette Group, health and safety in the 

workplace is a fundamental issue for protecting 

employees of both Lagardère and Prisma Media.  

,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ ÑÐÍÊÄÚ ÓÆÍÂÕÆÅ ÕÐ ÉÆÂÍÕÉ ÂÏÅ 

safety at work  

Louis Hachette Group employees carry out their 

duties in a variety of professional environments, 

which exposes the Group to a number of challenges 

in terms of health and safety at work.  

In accordance with its social policy, Louis Hachette 

Group strives to establish a safe and healthy working 

environment by identifying, preventing and 

managing accidents and mental and/or physical 

health risks. Its policy looks to reduce health and 

occupational risks through preventive action and 

ÕÓÂÊÏÊÏÈř )Ï ÂÏÚ ÔÊÕÖÂÕÊÐÏ ÑÖÕÕÊÏÈ ÂÏ ÆÎÑÍÐÚÆÆšÔ ÍÊÇÆ ÐÓ 

health in immediate danger, it recognises the value 

of the right to stop working.  

The human resources departments at head office 

and in the various divisions are responsible for the 

health and safety at work policy.  

The correct application of this policy is monitored by 

the Group Human Resources Committee, which 

brings together the human resources teams of each 

Group division on a monthly basis. The application of 

this policy can also be monitored via a series of 

metr ics in the annual non -financial reporting 

exercise. 
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Actions carried out  

In line with the Group's commitments, the divisions 

implemented concrete measures to protect the 

health and safety of their employees at work.  

Lagardère  

Lagardère Publishing  

Lagardère Publishing has put in place a structured 

action plan, implemented in France and 

internationally, based on three main objectives: to 

prevent occupational risks; to guarantee appropriate 

safety training; and to protect against bullying, 

harassment and psychosocial risks.  

)Ï ÕÆÓÎÔ ÐÇ ÓÊÔÌ ÑÓÆ×ÆÏÕÊÐÏŖ ÆÂÄÉ ÐÇ ÕÉÆ ÅÊ×ÊÔÊÐÏšÔ 

subsidiaries performs a specific annual risk 

assessment in conjunction with their ESC (where 

applicable). This assessment covers manufacturing 

processes, equipment and the layout or redesign of 

workplaces  and workstations. The prevention 

framework applies to all French and international 

subsidiaries with the aim of ensuring that they meet 

or exceed the requirements of local health and safety 

regulations. In France for example, in accordance 

with the law, t he results of the risk assessment are 

recorded in a specific occupational risk assessment 

register called the Document Unique d'Évaluation des 

Risques Professionnels (DUERP),which is updated 

every year or whenever a decision is taken to carry 

out major changes that could affect health and 

safety or working conditions.  

All employees hired by the division in France and 

internationally, including temporary employees and 

interns, receive health and safety training. Training, 

instructions and information are provided according 

ÕÐ ÆÂÄÉ ÆÎÑÍÐÚÆÆšÔ ÔÑÆÄÊÇÊÄ ÏÆÆÅÔŖ ØÊÕÉ ÕÉÆ ÂÊÎ of 

ensuring a high level of health and safety awareness, 

and inspections are regularly carried out to ensure 

that the applicable health and safety practices are 

followed.  

Lagardère Publishing's HR Department is responsible 

for guiding and managing the division's health and 

safety action plan, in particular by drawing up the 

applicable procedures. The action plan is then placed 

under the supervision of (i) the entities' lead ership 

teams or site directors, depending on the case, and 

(ii) the HR departments to which the entities report. 

Each entity is required to define and implement 

practices in line with the division's general action 

plan, with ongoing assessments of health a nd safety 

risks. Any difficulty in implementing the action plan 

has to be reported to the Lagardère Publishing HR 

Department, which helps the entity concerned to 

resolve the issue or apply the relevant internal 

procedure.  

Lagardère Travel Retail  

Health and safety at work is one of the pillars of 

Lagardère Travel Retail's human resources strategy.  

At local level, the division implements prevention 

and training plans, assesses occupational health and 

safety risks, and generally ensures compliance with 

the highest standards in health and safety through 

regular audits and certification procedures.  

First aid training is offered in most countries where 

Lagardère Travel Retail operates, including Germany, 

the Czech Republic, Italy, the Netherlands, Austria, 

Romania and the United Arab Emirates, in line with 

local laws and regulations.  

In addition, a number of entities carry out health and 

safety risk assessments. Where necessary, an 

improvement plan is drawn up and implemented in 

order to ensure a safe and healthy working 

environment for employees.  

To guarantee that the highest health and safety 

standards are met, the local entities conduct regular 

audits and apply for their practices to be certified. 

The Italian entity, for example, has UNI ISO 

45001:2018 certification, an international standard 

tha t sets requirements for implementing an 

occupational health and safety (OHS) management 

system. 

Lagardère News and Lagardère Radio  

In terms of health, Lagardère News and Lagardère 

Radio employees benefit from the on -site presence 

of a medical clinic consisting of a full -time nurse and 

an occupational physician who comes in once a 

week. This team notably carries out all the 

compulsory medical check -ups and provides first aid 

where necessary. Employees also have access to a 

psychological helpline (24 hours a day, 7 days a 

week), whose number is displayed on each floor of 

the entities' premises and on the intranet.  

Additionally, Lagardère News and Lagardère Radio 

offer all employees the opportunity to train to 

become a certified workplace first aider. Since 2021, 

70 employees have been trained in first aid, including 

11 in 2025. 

The issue of safety has specific implications for media 

activities. In order to mitigate the risk of malicious 

acts (intrusions, sit -ins, verbal or physical aggression, 

terrorist attacks), and in line with France's 

Ţ6ÊÈÊÑÊÓÂÕÆţ ÕÆÓÓÐÓÊÔÕ ÕÉÓÆÂÕ ÔÆÄÖÓÊÕÚ ÑÍan, the Safety 

and Security Department has launched a specific 

three -pronged awareness -raising plan.  

Ʒ Vigilance, which involves understanding the 

terrorist threat so as to know how to react, as 

well as studying the threats specific to 

Lagardère News and Lagardère Radio, adjusting 

behaviours and available resources accordingly, 
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and forging links with external partners (local 

MPs, mayors, police, etc.).  

Ʒ Prevention, which covers employee training and 

awareness-raising about terrorist threats, with 

role-playing, exercises and feedback, as well as 

ensuring that everyone is aware of the 

evacuation routes and containment areas to 

use in the event of an inciden t. A total of 256 

employees have been trained in how to respond 

to a terrorist attack. Along these lines, a new 

training course on risks in the event of 

unauthorised entry was also rolled out in 2025. 

Lastly, training on travelling in high -risk 

environment s was organised for the journalists 

concerned and is repeated where necessary.  

Ʒ Protection, which covers Lagardère News' 

protection and emergency response resources 

(procedures, containment areas, trauma first 

aid kits, security checkpoints, X -ray machines 

for external visitors or staff who do not show 

their pass on entering buildings , etc.), as well as 

human resources (security guards) and 

equipment (video surveillance, etc.). This pillar 

of the plan was reinforced by a change of 

service provided in July 2025.  

Prisma Media  

Prisma Media's human resources team implements a 

range of measures to ensure the health and physical 

safety of its employees.  

Training courses are organised each year on first aid, 

the use of defibrillators and fire prevention. First -

aiders in the workplace ( sauveteurs secouristes du 

travail ) receive regular training to keep their skills up 

to date. Specific training is also offered to 

employees, for example to raise awareness of road 

risks, especially for sales staff and regional delegates.  

The company has an internal Safety and Security 

Department responsible for managing audits on 

employee safety and property security. These audits, 

carried out at regular intervals, may be followed up 

by action plans and measures to monitor progress. 

Regulatory audits are carried out in parallel by 

external companies such as Bureau Veritas. The 

Labour Inspectorate and the CRAMIF regional health 

insurance fund can also carry out safety audits.  

In 2020, Prisma Media set up a toll -free number for 

employees in partnership with the IAPR institute for 

mental health and psychosocial support. Available 

24/7, this service offers up to five confidential 

consultations.  

Where necessary, workstation adjustments are 

proposed, particularly for employees working on a 

part -time basis on health grounds.  

Managers receive regular awareness training to spot 

signs of suffering, prevent moral and sexual 

harassment, manage stress, emotions and addiction, 

and prevent inappropriate behaviour. Conferences 

are also organised to discuss these issues in depth 

with em ployees. 

Teams working shifts are closely monitored from a 

medical perspective, with a preventive check -up on 

recruitment followed by a second check -up within 18 

months.  

Health and safety risks are identified in the 

occupational risk assessment register ( Document 

5ÏÊÒÖÆ Åš%×ÂÍÖÂÕÊÐÏ ÅÆÔ 2ÊÔÒÖÆÔ 0ÓÐÇÆÔÔÊÐÏÏÆÍÔ ū 

DUERP), which lists the risks identified and the 

measures put in place to limit or even eliminate them 

where possible.  

At least four meetings per year are organised by the 

Health, Safety and Working Conditions Committee 

to discuss employee health and safety with staff 

representatives. Specific meetings can be scheduled 

if warranted by events, as was the case during the 

Covid-19 crisis. 

In the context of major transformation projects, an 

enhanced action plan is systematically put in place to 

mitigate psychosocial risks, support managers in 

driving change and help employees adapt to these 

developments.  
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2.3.1.1.3 Outcomes  

Health and safety  

LHG metric  2025  2024  

Percentage of people in own workforce who are covered by the undertaking's health and safety 
management system based on legal requirements and/or recognised standards or guidelines (*) 

94  - 

* Data reported for the first time in 2025.  

.ÖÎÃÆÓ ÐÇ ØÐÓÌ ÂÄÄÊÅÆÏÕÔ ÂÏÅ ÅÂÚÔš ÂÃÔÆÏÄÆ ÅÖÆ ÕÐ ÔÊÄÌ ÍÆÂ×Æ1 

 Number of accidents  
Number of working days 

lost  

Division  2025  2024  2025  2024  

Lagardère Publishing  159 152 5,679 6,927 

Lagardère Travel Retail  1,007 924  10,288 9,419 

Lagardère Live 21 13 1,015 1,456 

Lagardère  1,187 1,089 16,982 17,802 

Prisma Media  1 10 58 99 

LHG 1,188 1,099 17,040 17,901 

Frequency and severity rate 2 and lost time related to work accidents  

 Frequency rate  Severity rate  

Division  2025  2024  2025  2024  

Lagardère Publishing  12.08 11.62 0.43  0.53  

Lagardère Travel Retail  19.01 16.74 0.19 0.17 

Lagardère Live  12.94 9.04  0.71 1.01 

Lagardère  17.52 15.62 0.25 0.26  

Prisma Media  0.68  6.35 0.04  0.06  

LHG  17.16 15.42 0.25 0.25 

The year-on-year increase in the frequency rate of 

work -related accidents in 2025 is primarily due to a 

rise in accidents classified as minor (i.e., resulting in 

zero or very few days of sick leave). This trend is 

particularly evident at Lagardère Publishi ng in Spain 

and the United Kingdom, as well as at Lagardère 

Travel Retail in Italy.  

At Lagardère Travel Retail in Spain, an increase in the 

number of accidents related to employee commuting 

pushed the indicator upwards. Finally, again at 

 
1 Reported work accidents and days of sick leave include commuting accidents deemed to have occurred in the course of 

work.  
2 Frequency rate = (number of work accidents resulting in lost time x 1,000,000)/theoretical number of hours worked. 

Severity rate = (number of days of lost time x 1,000)/theoretical number of hours worked.  

Lagardère Travel Retail, the expansion of the Dining 

business in Peru also contributed to the rise in the 

number of accidents. Some accidents in these two 

countries have given rise to medium or long -term sick 

leave. 

Nevertheless, serious accidents decreased overall 

across all businesses, as reflected in the decrease in 

days lost due to work -related injuries (down 4.8% on 

2024).  
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2.3.1.2 Cultivating diversity, unlocking 
skills and encouraging innovation  

2.3.1.2.1 Equal treatment and opportunities for 
all 

Workforce diversity is a fundamental challenge for 

Louis Hachette Group, a major part of whose 

business is content production (publishing, media, 

performing arts). By promoting a broad diversity of 

backgrounds, experiences and sensibilities among its 

emplo yees, Louis Hachette Group entities are able to 

create varied works and content, embodying a 

multitude of unique perspectives and approaches. 

This diversity is essential if the Group is to reflect the 

demand for plurality from an increasingly broad 

audienc e. In travel retail, having diverse sales teams 

also facilitates meeting the needs of customers who 

are themselves from diverse backgrounds.  

,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ ÑÐÍÊÄÚ ÊÏ ÕÆÓÎÔ ÐÇ ÆÒÖÂÍ 

treatment and equal opportunities  

Adapting to local cultures, the diversity of consumers 

and the increasing number of markets are strategic 

factors in the development of all Group businesses. 

Given its wide range of business activities and the 

broad array of expertise covered by its workfo rce, 

Louis Hachette Group promotes diversity and equal 

opportunities in its subsidiaries, and is committed to 

stamping out all forms of discrimination, driven by 

the commitment of its human resources 

departments.  

Equal treatment and equal opportunities are among 

the four priority social issues included in the Group's 

social policy. It applies to all employees of all Louis 

Hachette Group entities worldwide, and they are 

expected to uphold and embody this policy both  

within and outside the Group.  

As part of this commitment, the Group undertakes 

first and foremost to treat every current or future 

employee in a fair and equitable manner, and to 

ensure that its human resources reflect the diversity 

of its businesses and customers. Consequently, no 

unlawful discriminatory practices based on criteria 

defined by the laws of the location or country in 

which the Group operates will be tolerated. The 

policy underlines the Group's commitment to 

offering the same promotion opportunities to all 

employees, witho ut discrimination.  

Equal opportunities also means combating violence 

in all its forms. Accordingly, Louis Hachette Group is 

committed to promoting a working environment free 

from any form of harassment, exploitation, abuse or 

violence, as defined in the applicable laws in ea ch 

country where the Group operates. It also 

encourages goodwill and respect for all in order to 

guarantee a working environment where all 

employees can carry out their duties and tasks in a 

calm and collaborative manner. With this in mind, 

the Group is af firming its commitment to preventing 

bullying and harassment in the workplace, in 

particular through training and regular awareness -

raising initiatives for employees.  

Louis Hachette Group is also committed to 

promoting gender balance across its organisation 

and supporting all employees in their career 

development. The Group takes particular care to 

ensure a balanced representation of women and men 

at all levels of respo nsibility, right up to the highest 

level of governance within the executive bodies, 

where leading by example in this regard is a clearly 

stated priority. The Group monitors the pay gap 

between men and women in the context of its 

annual publication of socia l data covering all 

business activities.  

An annual target is in place regarding the proportion 

of women among top executives, enabling the Group 

to monitor policy implementation. Within this group, 

the proportion of women rose from 46% in 2024 to 

47% in 2025, already above the objective of 45% se t 

for the end of 2027. This objective is also included in 

the long -term remuneration of senior executives. 

Generally speaking, women continue to occupy a 

ÄÆÏÕÓÂÍ ÑÐÔÊÕÊÐÏ ÊÏ ,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ 

workforce. In 2025, they represented 63% of 

Lagardère's tot al permanent workforce and 60% of 

managers. 

The Group also raises awareness among all its 

employees about welcoming people with disabilities 

in its publishing, media and live entertainment 

businesses, and seeks to facilitate the integration of 

employees with disabilities.  

Lastly, spurred by the firm belief that equal 

opportunities imply access to learning and career 

development, the Group guarantees the 

ÆÎÑÍÐÚÂÃÊÍÊÕÚ ÂÏÅ ÕÉÆ ÅÆ×ÆÍÐÑÎÆÏÕ ÐÇ ÊÕÔ ÆÎÑÍÐÚÆÆÔš 

skills within the Company and on the job market 

through ongoing traini ng. 

The correct application of this policy is monitored by 

the Group Secretary General ū who reports on 

implementation to the governing bodies ū and by the 

Group Human Resources Committee. The 

application of this policy can also be monitored via a 

series of metrics in the annual non -financial reporting 

exercise. 

Actions carried out  

 
The Group's various divisions deploy concrete 
initiatives to support Louis Hachette Group's equal 
treatment and equal opportunities policy.  

Diversity and the fight against discrimination  

For example, in France, since 2022 Hachette Livre 

has made available to all of its employees, and in 

particular to new hires, an awareness -raising and 

self-assessment web app on diversity and 



2025 Annual Report ū Louis Hachette Group  

66 

exclusionary behaviour. Employees are informed 

about the app by e -mail when they join the company, 

and they can access it at any time via the intranet.  

In the same vein, the division carries out a range of 

measures to promote inclusive recruitment and 

ensure diversity within its teams. In the United 

Kingdom, for example, Hachette UK is pursuing the 

Changing the Story programme, through a range of 

differen t actions, partnerships and employee 

networks. In 2025, in order to guide its Diversity, 

Equity and Inclusion strategy, the subsidiary 

ÓÆÍÂÖÏÄÉÆÅ ÊÕÔ Ţ#ÉÂÏÈÊÏÈ ÕÉÆ 3ÕÐÓÚţ "ÐÂÓÅŖ 

comprising 14 representatives (seven members of 

Management and seven employees ), to provide 

direct employee feedback to General Management 

on these issues. Hachette Book Group is also rolling 

ÐÖÕ ÕÉÆ 5+šÔ Ţ#ÉÂÏÈÊÏÈ ÕÉÆ 3ÕÐÓÚţ ÑÓÐÈÓÂÎÎÆ ÊÏ ÕÉÆ 

United States, broadening its scope for action 

beyond representation in the workplace to li nk 

inclusion directly to the subsidiary's publishing and 

social impact strategy.  

    

 

 

Participation of Hachette UK teams in the 2025 
Changing the Story festival.  

 

At Lagardère Travel Retail, the human resources 

departments in each country are aware of the need 

to set up Diversity and Inclusion committees. D&I 

committees have been set up in Italy (since 2018), 

the United States (since 2020) and Spain (since 

2023).  

An inclusive recruitment process has also been rolled 

out, with the requirement to systematically mention 

the commitment to diversity in all job offers posted 

by the division and its entities. In addition, Lagardère 

Travel Retail continuously encourages th e 

recruitment of young graduates, seniors, interns and 

work -study students, and offers placement 

ÐÑÑÐÓÕÖÏÊÕÊÆÔ ÇÐÓ ÑÆÐÑÍÆ ÐÏ Ţ6)%ţ Ð×ÆÓÔÆÂÔ 

programmes.  

In parallel, Lagardère Travel Retail's international 

subsidiaries organise their own local initiatives. For 

example, the subsidiary in Peru runs a recruitment 

programme in partnership with Lima airport for 

young people from disadvantaged backgrounds, 

which  was set up in 2022 to provide support to these 

young people throughout their studies and then offer 

them long -term employment. Since the programme 

was launched, 24 young people have received 

ÔÖÑÑÐÓÕř )Ï "ÖÍÈÂÓÊÂŖ ÕÉÆ ÅÊ×ÊÔÊÐÏšÔ ÔÖÃÔÊÅÊÂÓÚ ÉÂÔ ÑÖÕ 

in place  a strict procedure on equal treatment right 

from the recruitment stage and throughout 

ÆÎÑÍÐÚÆÆÔš ÄÂÓÆÆÓÔ ØÊÕÉÊÏ ÕÉÆ ÆÏÕÊÕÚŖ ÃÓÐÌÆÏ ÅÐØÏ 

for each type of employee (office staff, field staff and 

contractors).  

Since 2024, Lagardère News managers have been 

trained in the general principles of employment law, 

including non -discrimination in recruitment.  

Lastly, since the beginning of 2021, Prisma Media's 

management has been rallying employees around a 

ÔÉÂÓÆÅ ÎÐÕÕÐŘ Ţ&ÂÊÕÉ ÊÏ ÅÊ×ÆÓÔÊÕÚţř 4ÉÓÐÖÈÉ ÕÉÊÔ 

manifesto, Prisma Media is committed to promoting 

diversity in its ecosystem, representing the broad 

spectr um of French people and innovating through 

and for diversity. A multi -disciplinary Diversity 

Committee, set up in 2019, helps define and 

integrate this strategy into internal practices and 

content produced.  

To ensure fairness, the recruitment process includes 

panel interviews, a simplified application form to 

avoid hiring bias, and awareness -raising initiatives, 

including anti -discrimination training for the 

recruitment team and an e -learning module 

accessible to all managers.  

Prisma Media is a responsible community player and 

welcomes young people from disadvantaged 

educational backgrounds in Gennevilliers (France). In 

2025, Prisma Media welcomed 33 young people from 

such backgrounds on internships or work -study 

courses, exceeding the annual objective of 30. More 

broadly, it is committed to promoting inclusivity in all 

its forms. In 2025, 16 initiatives were carried out in 

this regard. These included hosting interns in 

partnership with various non -ÑÓÐÇÊÕÔ Ů,š!ÓÑÆËÆÉŖ ,ÆÔ 

Entrepr ises pour la Cité, Crée ton avenir), organising 

a webinar on managing diversity in the workplace 

and running awareness -raising campaigns on 

disability.  

Prevention of violence, harassment and bullying in 

the workplace  

Because one of the key aspects of being a responsible 

employer is providing all employees with a caring, 

high-quality working environment, Louis Hachette 

Group offers all its employees the opportunity to 

take part in an awareness -raising initiative on the 

prevention of bullying and sexual harassment in the 

workplace.  

In 2024, a training module was made available to all 

employees on the Group's e -learning platform and 

remained accessible in 2025 for those who had not 

yet completed it. At the end of these two years, 82% 

of the Group's employees had completed this 

trainin g. 
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Across all businesses, the Group's whistleblowing 

hotline also enables employees to report any 

incidents of violence, bullying or harassment.  

Since 2018, Lagardère has also been a member of the 

#StOpE initiative to put an end to everyday sexism in 

the workplace, which requires companies each year 

to demonstrate that they have implemented at least 

one initiative from among eight priority actions.  In 

2025, Lagardère continued to make available an e -

learning awareness -raising module provided by the 

#StOpE collective.  

At local level, specific measures have been adopted 

by Lagardère Publishing to prevent bullying and 

sexual harassment, sexist behaviour and 

psychosocial risks. At Hachette Livre, internal rules 

include measures designed to combat such 

behaviour. In the Uni ted States, Hachette Book 

Group has a zero -tolerance policy towards bullying, 

harassment, discrimination and retaliation. In Spain, 

Grupo Anaya has put in place protocols to prevent 

and combat sexual harassment, as well as to deal 

with bullying or psycholo gical harassment in the 

workplace.  

At Lagardère Travel Retail, an anti -harassment 

officer has been appointed from among employees in 

Belgium and Italy. In the United Arab Emirates and at 

the headquarters in France, this role is filled by 

human resources teams.  

In Italy, Lagardère Travel Retail Italia has been SA 

8000 -certified since 2018 and has also held Gender 

Equality Certification since 2023, two frameworks 

that focus in particular on the prevention of 

discrimination, bullying and harassment. Lastly, a 

train ing programme specifically for operational 

managers was rolled out in 2025 in the context of a 

partnership with the Giulia Cecchettin Foundation, 

to strengthen the prevention and handling of cases 

of violence against women.  

At Lagardère News and Lagardère Radio, officers are 

appointed by the Economic and Social Committee 

and Management, then trained to prevent the risks 

of bullying, sexual harassment and sexist behaviour. 

These officers are authorised to take action if an 

incident is reported to them.  

Lastly, Prisma Media is continuing to combat sexual 

harassment, appointing a Human Resources Director 

in 2019 who is responsible for guiding, informing and 

supporting employees in the fight against sexual 

harassment and sexist behaviour. Cases of sexual 

harassment can be made reported via the HR 

director, as well as through HR managers. Since 2019, 

a zero-tolerance clause regarding discriminatory 

behaviour has been systematically included in 

employment contracts, with this policy being 

strengthened in 2023.  

Gender balance  

Under the impetus of the Group, all businesses are 

making gender balance a cornerstone of their 

commitment. Each year, progress in this area is 

measured in particular through the gender equality 

index, introduced in France by Law No. 2018 -771 of 

5 3ÆÑÕÆÎÃÆÓ ŹŷŸſř )Ï ŹŷŹżŖ ÕÉÆ 'ÓÐÖÑšÔ ØÆÊÈÉÕÆÅ 

equal pay index as calculated based on the scope of 

entities subject to disclosure in France came out at 

90/100 (versus 93 in 2024).  

In France, Hachette Livre has introduced a specific 

policy on reducing pay gaps.  

Internationally, Hachette UK continues to publish its 

Gender Pay Gap and Ethnicity Pay Gap each year, 

and regularly organises discussions and round tables 

on pay -related transparency and career 

opportunities. In 2025, this initiative was once again 

recognised by The Times, which ranked the company 

as one of the Top 50 Employers for Gender Equality 

for the sixth year running. More broadly, Hachette 

5+šÔ ÇÊ×Æ-year strategy focuses on transparency and 

accountability, with regular assessments of equal 

pay, gender representation and career development.  

In Spain, Grupo Anaya has had a gender equality plan 

for Comercial Grupo Anaya since 2024, which 

includes specific actions to promote equality 

between women and men.  

Lagardère Travel Retail also actively promotes 

workplace gender equality by encouraging all of its 

entities to set up systems to rigorously identify and 

correct pay gaps.  

In some countries, the equal pay processes in the 

'ÓÐÖÑšÔ ÆÏÕÊÕÊÆÔ ÉÂ×Æ ÃÆÆÏ ÐÇÇÊÄÊÂÍÍÚ ÄÆÓÕÊÇÊÆÅř 

Lagardère Travel Retail Italy, for example, was 

awarded Gender Equality certification in 2023. This 

certification, which is valid for three years, testifies 

to the subsidiary's commitment to gender equality. 

Following a successful initial surveillance audit in 

2024, a second audit performed in December 2025 

confirmed certification. In 2025, the Italian entity 

launched a partnership with Pangea Onlus, a non -

pro fit organisation committed to promoting the 

economic and social development of women in 

vulnerable situations, including victims of domestic 

violence, migrants and refugees. At Rome Fiumicino 

airport, this partnership resulted in the integration of 

two new  employees, one in a restaurant and the 

other in a Duty Free store.  

Lagardère Travel Retail has also introduced various 

initiatives to support the career development of its 

female employees. At its headquarters in France, it 

offers a training programme specifically for women 

ÎÂÏÂÈÆÓÔŖ ØÉÊÄÉ ÊÏÄÍÖÅÆÔ Â Ţ7ÐÎÆÏ ÊÏ ÍÆÂÅÆÓÔÉÊÑ 

ÓÐÍÆÔţ ÎÐÅÖÍÆř 4ÉÊÔ ÕÓÂÊÏÊÏÈŖ ØÉÊÄÉ ÉÂÔ ÃÆÆÏ ÑÂÓÕ ÐÇ 

the head office training catalogue since 2024, is open 

to all eligible employees on an ongoing basis.  
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In Spain, special training courses on women's career 

development are offered to head office staff, and a 

dedicated budget has been set aside for boosting the 

careers of female talent identified during staff 

reviews.  

In Poland, a partnership with Cari Craden enabled 

the launch of the Women Empowering programme in 

2023 -2024, offering eight coaching sessions to 

15 women managers and enabling 16 female 

employees to take part in TEDxWomen events. In 

2025, the entity continued its actions, in particular 

by maintaining its participation in TEDxWomen 

events.  

Lagardère News and Lagardère Radio are also 

continuing their efforts to maintain gender balance 

in their businesses. In 2025, the Executive 

Committee remained balanced, with 60% men and 

Żŷƪ ØÐÎÆÏř !Õ %ÖÓÐÑÆ ŸŖ ÂÔ ÑÂÓÕ ÐÇ ÕÉÆ Ţ.!/ţ 

statutory annual salary b argaining agreement in 

France, the specific budget set aside at the start of 

2024 dedicated to narrowing the gender pay gap was 

maintained in 2025. Lagardère News and Lagardère 

Radio are also committed to addressing any pay gaps 

between men and women.  

In 2025, Prisma Media continued to implement 

initiatives promoting gender balance. Its 

commitment in this area is based on an action plan 

put in place in 2015 and structured around several 

priorities. The aim is to increase the representation 

of women in p ositions of responsibility by raising 

awareness among managers, identifying talent and 

providing dedicated training. Efforts to reduce the 

pay gap are based on a specific budget and a pay 

review on return from maternity or adoption leave. 

Training courses are also offered to develop women's 

managerial skills.  

Disability  

The inclusion of people with disabilities is a priority 

for Lagardère Publishing in terms of recruitment, job 

adaptation and retention, as reflected in the various 

initiatives implemented in its main countries.  

In France, Mission Handicap set up in 2014 at 

Hachette Livre works to promote the employment 

and retention of people with disabilities. Mission 

(ÂÏÅÊÄÂÑšÔ ÇÐÖÓ ÄÐÎÎÊÕÎÆÏÕÔ ÂÓÆŘ 

Ʒ to change the way people look at disability by 

raising awareness among teams and training 

managers; 

Ʒ to help employees obtain disabled worker 

status and to make the necessary adjustments 

to their workstations so that they can remain in 

employment;  

Ʒ to encourage the recruitment of people with 

disabilities by developing partnerships with 

non-profits, specialist organisations, schools, 

training centres, and so on;  

Ʒ to ensure that the Group's content is accessible 

to as many people as possible by developing 

practices and tools.  

To meet these commitments, Hachette Livre has a 

network of local disability officers covering the entire 

scope of its activities in France.  

In the United States, Hachette Book Group carried 

out an accessibility audit of all its premises in 2025. 

The results of this audit mark the start of an ongoing 

routine initiative to ensure that each space is 

equipped with the resources necessary to provid e a 

welcoming, safe working environment that complies 

with the Americans with Disabilities Act (ADA).  

In Spain, Grupo Anaya launched the Progresa Plan in 

2024 in collaboration with the FDI Foundation to 

promote the inclusion and employability of people 

with disabilities. As part of this programme, special 

support has been offered since 2025 to both 

employe es and their children with a recognised 

disability. The company also works with sheltered 

workshops such as Mitie Facilities Services for 

reception and cleaning services.  

Elsewhere, Lagardère Travel Retail encourages its 

French and international entities to implement 

measures to promote the inclusion of people with 

disabilities. At London -Luton airport in the UK, 

Lagardère Travel Retail was awarded Level 3 

Disability -Confid ent Leader certification in 2025, on 

account of its concrete actions such as participation 

in inclusive job fairs and the integration of students 

with disabilities on internships. In Latin America, 

Lagardère Travel Retail Chile was awarded a diploma 

by the  local municipality in 2025 in recognition of its 

status as an inclusive company. The actions 

implemented include the introduction of Human 

Resources support and assistance. Lastly, at its head 

office in France, the division ran a number of 

initiatives to raise awareness of disability as part of 

the European Week for the Employment of People 

with Disabilities (SEEPH).  

At Lagardère News and Lagardère Radio, numerous 

disability awareness initiatives were put in place, in 

particular to mark European Week for the 

Employment of People with Disabilities. In 2025, 

several initiatives were offered to employees, with 

the partici pation of work -based support centres for 

people with disabilities ( Établissements et Services 

d'Aide par le Travail ū ESAT). A message on disabled 

worker status (RQTH) was also circulated among all 

employees.  

Lastly, Prisma Media is also committed to 

continuously improving the integration of employees 

with disabilities. As a signatory of the Diversity 

Charter and a partner of the LADAPT non -profit for 
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the social and professional integration of people with 

disabilities since 2011, Prisma Media focuses on a 

skills-based approach, both in terms of access to 

employment and career development.  

People with disabilities within Prisma Media benefit 

from concrete support measures. Personalised 

assistance is offered to help employees adapt their 

workstations to meet their specific needs, in 

collaboration with dedicated relays. In 2025, Prisma 

Media p rovided funding covering the entire mutual 

insurance contribution of employees who are 

ÓÆÄÐÈÏÊÔÆÅ ÂÔ ÅÊÔÂÃÍÆÅ ØÐÓÌÆÓÔ ŮŢ214(ţů ÊÏ &ÓÂÏÄÆř 

Prisma Media also carries out various awareness -

raising initiatives. In 2025, for instance, conferences 

were organised on the topic of disability, including an 

inspiring talk by journalists from Le Papotin and their 

editor -in-chief. Various events were also held during 

the European Week for the Employment of People 

with Disabilities (SEEPH). A webinar entitled 

Ţ-ÂÏÂÈÆÎÆÏÕ Ɖ $ÊÔÂÃÊÍÊÕÚŘ 7ÉÚ )Õ #ÐÏÄÆÓÏÔ 5Ô !ÍÍţ 

was organised with the aim of informing employee s 

about best practices for ensuring equity and 

main taining effective collaboration on a daily basis.  

As a signatory to the Entreprises pour la Cité 

Diversity Charter, Prisma Media also opened its doors 

to secondary school pupils in June 2025 in 

partnership with Arpejeh, a non -profit promoting 

training, qualifications and employment for young 

people with d isabilities.  

Training and skills development  

Guaranteeing equal opportunities means developing 

skills. In order to support employees throughout their 

careers, Louis Hachette Group's business divisions 

offer training in a broad range of fields, including 

digital technologies, management, communication , 

health and safety, foreign languages, businesses, etc.  

An e-learning platform has been deployed by the 

Group for all activities (with the exception of New 

Zealand for Lagardère Travel Retail and Prisma 

Media to date). The e -learning platform is designed 

to:  

Ʒ offer employees an individualised, effective and 

flexible learning solution providing access to a 

catalogue of relevant modules in many different 

fields;  

Ʒ set up a shared system for all entities and 

countries to pool efforts and facilitate content 

sharing alongside a decentralised management 

approach;  

Ʒ facilitate the training required to comply with 

applicable regulations.  

Specific training programmes tailored to different 

professions have also been set up within certain 

businesses. 

Lagardère Publishing offers its employees a wide 

range of training and educational resources, both in -

person and e -learning, which are regularly enhanced 

to keep pace with current issues. In France, the use 

of digital tools is part of the training catalogu e. 

Lagardère Travel Retail rolled out Aura in 2025, a 

new innovative training programme focused on 

customer engagement, product knowledge and 

personalisation of the customer experience.  

 
,   

 

 

Three Lagardère Travel Retail employees taking 
part in the Aura training programme.  

 

Lastly, at Lagardère News and Lagardère Radio, the 

advertising sales teams benefited from training in 

sales prospecting and enhancing spoken 

communication skills in 2025. Nineteen employees 

from ELLE International took part in a training course 

on artifici al intelligence and its ramifications for the 

marketing and communications professions.  

At Prisma Media, the training policy focused on 

several priority topics in 2025. Supporting the 

business lines is key to meeting industry challenges 

and delivering on Prisma Media's strategy. For this 

purpose, training was offered on artificial intelligenc e 

(AI). Supporting managers through organisational 

changes and enhancing the employability of all 

employees were also among the key focuses.  

Prisma Media has also strengthened its support for 

the management community by offering dedicated 

ÕÓÂÊÏÊÏÈ ÄÐÖÓÔÆÔř 4ÉÆ Ţ0ÓÊÔÎÂ -ÆÅÊÂ Ù )3- 

-ÂÏÂÈÆÎÆÏÕţ ÕÓÂÊÏÊÏÈ ÄÐÖÓÔÆ ÉÂÔ ÕØÐ ÍÆ×ÆÍÔŘ Â 

compulsory core course for new managers and an 

advanced course for exp erienced managers.  
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Outcomes  

LHG metrics  2025  2024  

Percentage of women top executives  47 46  

Percentage of women managers  60  60  

Percentage of managers to receive diversity awareness -raising or training  21 22 

Average training hours per employee  12 14 

Percentage of permanent employees classified as disabled at 31 December  2.9 2.7 

Number of permanent employees classified as disabled at 31 December  1,132 1,053 

* Data reported for the first time in 2025.

2.3.2 FOSTERING A CULTURE OF OPENNESS 

Buoyed by the visionary legacy of Louis Hachette, 

Louis Hachette Group continues to promote access 

to education, information, entertainment and 

culture for the widest possible audience through its 

various businesses. Thanks to a huge diversity of 

content, t he Group also supports artistic expression 

in all its forms, along with the voices that bring it to 

life.  

 

2.3.2.1 Promoting access to education, 
information, entertainment and 
culture for the widest possible 
audience  

Through the intrinsic nature of Louis Hachette Group 

businesses, Lagardère Publishing (publishing), 

Lagardère News (press), Lagardère Radio (radio), 

Lagardère Live Entertainment (shows) and Prisma 

Media produce informative, educational and cultural 

content . These divisions therefore have a key role to 

play in facilitating access to education and helping to 

make culture available to all.  

2.3.2.1.1 Policies and action plans  

Lagardère 

Lagardère Publishing  

Hachette Livre affirms its commitment to making 

education and culture more accessible for all by 

adapting its strategy to better meet the needs of a 

wide audience. The division strives to facilitate 

access to its content, taking into account the 

interests and needs of a broad spectrum of groups.  

In terms of content accessibility, Hachette Livre is 

seeking to make all its new books in print available in 

digital versions and natively accessible in ePub3 

format, in order to meet the needs of readers that 

are blind, visually impaired or suffer from le arning 

difficulties. Since 2019, Hachette Livre has been a 

signatory of the Accessible Books Consortium 

Charter. In 2025, 100% of new books in print 

published by the Group offered Level 1 accessibility, 

which corresponds to production in the accessible 

ePub 3 format, and 98% offered Level 2 accessibility, 

an enhanced accessibility standard validated by the 

Accessibility Checker for ePub (ACE) software. 

Lagardère Publishing is a trailblazer in this regard, 

going beyond the requirements of the new European 

Accessibility Act, which came into force in 2025 and 

requires all new digital books to be accessible to 

people with disabilities.  

Regular audits check compliance with accessibility 

criteria, in line with European and national legal 

requirements.  

Hachette Livre has also formed partnerships with 

specialist organisations to make its content 

accessible to a wide audience. In France, 20 of the 

Group's imprints are working with Mobidys to adapt 

books in accessible formats (Frog, Daisy) for readers 

with dyslexia or learning difficulties. Through this 

partnership, more than 300 titles have been adapted 

and made available to schools.  

Outside France, Hachette UK is working with the 

Royal National Institute of Blind People (RNIB) to 

make its books accessible via the RNIB Bookshare 

platform, which is adapted to the needs of the 

visually impaired. In 2024, Hachette UK became the 

first UK c ompany to publish a book in partnership 

with NaviLens, an accessibility technology for visually 

impaired people. This system uses specialised QR 

codes which, when scanned, trigger audio messages, 

offering an inclusive and accessible reading 

experience.  

In Spain, Grupo Anaya is increasing the accessibility 

of its educational resources by developing printed 
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and digital textbooks that comply with the principles 

of Universal Design for Learning (UDL), in partnership 

with specialist organisations. In 2025, awareness -

raising and training initiatives were carried out for 

editorial teams, including sessions run by Plena 

Inclusión on "easy -to -read" language and cognitive 

accessibility, to support the implementation of 

guidelines adapted to the needs of pupils. In parallel, 

Anaya is also working to develop a new educational 

platform and natively accessible content, wi th the 

aim of ensuring that the resources published for the 

2026 campaign meet the AA accessibility criteria 

defined by the Web Content Accessibility Guidelines 

(WCAG).  

Audiobooks are another strategic priority for 

Hachette Livre, which is striving to increase the 

availability of this format in its main markets in order 

to meet the needs of the visually impaired and those 

with reading difficulties. In 2025, 29,018 audiobo oks 

ØÆÓÆ Â×ÂÊÍÂÃÍÆ ÊÏ ,ÂÈÂÓÅôÓÆ 0ÖÃÍÊÔÉÊÏÈšÔ ÄÂÕÂÍÐÈÖÆŖ 

versus 26,029 titles in 2024. The audiobook format is 

growing strongly in France, the US, the UK and Spain. 

In France, in October 2024, a partnership was 

launched with Spotify to offer premium subscri bers 

extended access to the catalogue of audiobooks 

distributed by Hachette Livre, including Audiolib, 

France's leading audiobook publisher. This 

partnership aims to increase the availability of 

literary works for a wide audience, including younger 

generat ions, while ensuring fair remuneration for 

authors and rightsholders.  

In 2025, Grupo Anaya extended its trade agreements 

and expanded its catalogue of audio books, with the 

aim of making reading more accessible to a wider 

audience ū including the visually impaired and those 

with reading difficulties ū and helping to diversif y 

formats for promoting culture in the Spanish 

language. 

In addition to its commercial activities, Hachette 

Livre also supports access to reading by donating 

books, both within and outside France. In the 

context of its partnership with the Equal 

Opportunities Programme at Sciences Po, Hachette 

Livre is offering books to students admitted under 

special education agreements for disadvantaged 

areas (Conventions d'Éducation Prioritaire  ū CEP). In 

the United States, Hachette Book Group supports 

the National Book Foundation's Book Rich 

Environments initiative, which ai ms to provide 

quality books to children and families from public 

housing communities across the country. In 2025, 

Hachette Book Group donated over 14,000 books in 

the context of this partnership, helping to reduce 

inequalities in access to reading. Hachett e Book 

Group has also supplied 2,000 books to Behind the 

Book, an organisation that supports young people 

through programmes promoting the diversity of 

books and authors. In total, over 29,000 new books 

were donated in 2025 to more than 30 organisations 

wo rking to promote diversity and supporting 

disadvantaged communities in the United States.  

Hachette Livre supports research and development 

in the education sector. Since 2017, the division has 

been an active participant in the Educapital fund, 

which supports innovative start -ups in the field of 

education in order to improve the accessibility an d 

quality of educational resources. At the same time, 

Hachette UK has been working with the National 

Literacy Trust for the past three years as part of the 

Changing the Story Reading Programme, using 

Hodder Education's Reading Planet resources to help 

children with reading difficulties.  

In 2025, Hachette UK and Hachette Book Group 

launched Raising Readers, an urgent and long -term 

campaign to raise awareness of the worrying decline 

in the number of children reading for fun. This 

campaign involves the addition of awareness -raising 

texts at the end of books, outreach partnerships and 

brand collaborations, as well as employee 

volunteering programmes. Meanwhile, over 

800  children's books were distributed to children 

over the festive period.  

   

 

 

Actress Reese Witherspoon is the spokesperson for 
the Raising Readers campaign launched by 
Hachette UK and Hachette Book Group in 2025.  

 

Hachette UK also has a strong partnership with the 

National Literacy Trust, under which it organises 

reading events, fundraising and a programme of 

actions aimed at reaching over 4,000 children and 

parents, and also provides over 100 volunteering 

opportuni ties for employees.  

Lagardère News and Lagardère Radio  

Lagardère News and Lagardère Radio promote 

education and culture by disseminating enriching 

and diversified content. Through their media brands, 

these entities are actively committed to sharing 

knowledge and stimulating curiosity by offering their 

audience s a wide range of programmes and 

publications on a broad spectrum of cultural topics, 

from literature and the arts to current affairs and 

history.  
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Europe 1 offers programmes specifically devoted to 

culture, such as La voix est livre, a programme hosted 

by Nicolas Carreau every Sunday, in which literature 

is given pride of place, as well as specific segments 

within other shows (such as La prescription culture  on 

%ÖÓÐÑÆ ŸšÔ ÎÐÓÏÊÏÈ ÔÉÐØůř 

In the written press, Le Journal du Dimanche, Le 

JDNews and Le JDMag have an arts and culture 

section (cinema, theatre, etc.). The general public 

can learn about the latest cultural developments and 

recommended cultural events through reviews, artist 

portraits and in -depth analyses.  

Lagardère News and Lagardère Radio also run 

specific initiatives to promote access to culture and 

education. The Europe 1 ū GMF literary prize, for 

example, is awarded every year to a work that 

celebrates community and human values. In 2025, 

this prize was  awarded to Sophie Brocas for her book 

Le lit clos, a historical novel set against a backdrop of 

feminist struggle and revolt.  

   

 

 

3ÐÑÉÊÆ "ÓÐÄÂÔš Le lit clos, winner of the Europe  1 ū 
GMF literary prize in 2025.  

 

Lastly, Lagardère News and Lagardère Radio are also 

committed to media literacy. Since 2014, Europe 1 

has been taking part in the Press and Media Week in 

schools, which aims to give schoolchildren a better 

understanding of the world of the media and its 

impact on culture and democracy, and more broadly 

stimulate their appetite for news. In 2025, a large 

number of our employees were on hand to help some 

250 young people at our radio station learn about 

media professions.  

   

 

 

Lagardère Radio takes part in the 2025 Press and 
Media Week in Schools.  

 

Lagardère Live Entertainment  

In terms of cultural accessibility, Lagardère Live 

Entertainment has launched a number of initiatives 

ÕÐ ÃÓÐÂÅÆÏ ÂÄÄÆÔÔ ÕÐ ÄÖÍÕÖÓÆř )Õ ÉÂÔ ÔÆÕ ÖÑ ŠÔÐÍÊÅÂÓÊÕÚ 

ÕÊÄÌÆÕÊÏÈš ÐÇÇÆÓÊÏÈ ÓÆÅÖÄÆÅ-price and free tickets to 

encourage people on low incomes, young peopl e 

(through the French Pass Culture subsidy) and people 

from disadvantaged backgrounds to take part in the 

cultural events it produces. For example, the artist -

M-, produced by L Productions, hosts non -profits 

(Secours populaire, Maison des femmes, 

CéKeDuBonheur) at all his performances, offering 

them free concert tickets. He also provides stands for 

non-profits to raise the profile of their work among 

the public (Secours Populaire, Clowns Sans 

Frontières, SOS Méditerranée). Emerging artists from 

L Productio ns, such as Michel Hubert and Mélissende, 

also take part in cultural initiatives for schools and 

hospitals.  

Since 2023, specific initiatives have also been 

deployed to make the venues and shows accessible 

to people with disabilities, in particular those 

suffering from autism spectrum disorders (ASD), 

including infrastructure with adapted access, sensory 

kits and  guides, dedicated routes using easy to read 

and understand instructions and guides. In addition, 

since May 2025, the Arkéa Arena has held the 

Tourisme & Handicap label for all four main disability 

categories: motor, visual, hearing and mental. This 

label,  awarded by Atout France, is based on an on -

site audit and a framework with 100 or so criteria. In 

May 2025, Arkéa Arena also designed its new website 

to improve accessibility and digital inclusion. 

Elsewhere, some of Hoshi's festival concerts have 

include d signed singing, where the lyrics of a song are 

expressed simultaneously through signs.  

Lagardère Live Entertainment also supports social 

projects by hosting non -profit concerts in aid of 

certain charitable organisations. In 2025, for 

example, Lagardère Live Entertainment's venues 

hosted Princesse Margot, À la vie à l'amour, La nuit de 

la déprime, and the charity concerts Du bout des lèvres 

and Epic Night. In 2025, Lagardère Live 

Entertainment also offered its venues to dance and 
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circus schools for their annual stage shows at 

reduced prices.  

 
   

 

 

The 2025 Epic Night concert at the Folies Bergère 
in aid of the Epic Foundation.   

 

Prisma Media  

In 2025, Prisma Media reaffirmed its commitment to 

making the press and media more accessible, by 

developing initiatives tailored to a wide variety of 

audiences. 

Firstly, all videos published on Prisma Media brand 

websites are also subtitled.  

In addition, the launch of new editorial offerings has 

helped to widen access to reading and information. 

The magazine Mini Loup has enriched the offering for 

children and young adults, following the launch of 

Mortelle Adèle in 2024, this time targeting three - to 

seven-year-olds. The Dora magazine further 

enhances the offering, designed as an accessible first 

reader for children aged three and over.  

Prisma Media is also involved in teaching young 

people about media. For several years, it has 

partnered with Press and Media Week at School 

(Semaine de la Presse et des Médias dans l'École), held 

in March 2025 on the topic of verifying sources. This 

initiative, supported by the Ministries of Education, 

Youth and Sport, and Culture, was designed to 

develop the skills of pupils from infant to high school 

so that they can understand and analys e the media, 

check sources of information and take an interest in 

current affairs. To this end, Prisma Media distributed 

15,900 magazines in print and digital format to 

schools to be used as teaching aids.  

In parallel, it also continued to promote young talent. 

For its seventh edition, the GEO Young Reporter 

Scholarship enabled Fleur Bouron to craft a report on 

the Damask rose, published in the magazine and on 

its website. This scholarship aims to facilitate entry 

ÊÏÕÐ ÕÉÆ ÑÓÐÇÆÔÔÊÐÏ ÕÉÓÐÖÈÉ Â ƙżŖŷŷŷ ÈÓÂÏÕ ÂÏÅ 

personalised mentoring from the GEO editorial team.  

Lastly, Prisma Media engaged its partners to handle 

the printing and distribution of Le Papotin, an 

unconventional magazine created in 1990 and 

produced by teenagers and young adults with autism 

spectrum disorders. The company has also supported 

ÕÉÆ ÆÅÊÕÐÓÊÂÍ ØÐÓÌ ÍÆÅ ÃÚ ÕÉÆ ÎÂÈÂÛÊÏÆšÔ ÆÅÊÕÐÓÊÂÍ 

board. Thanks to this collaboration, two issues of 

Le Papotin (January and July 2025) have been 

available at newsagents.  

   

 

 

     Cover of issue no. 42 of Le Papotin magazine.   

 

Hachette Foundation for Reading  

Created in 2021, the Hachette Foundation for 

Reading, housed at the Fondation de France, has two 

main missions.  

Ʒ Promoting access to education  

The Hachette Foundation for Reading lends its 

support to projects and non -profit organisations that 

promote access to education, while helping to 

prevent illiteracy and reduce school drop -out rates. 

The Foundation targets small children and young 

people (f rom nursery school to high school) and their 

families, and enables a broader public to discover the 

joy of reading.  

Ʒ Reading and social ties  

The Foundation also supports non -profits and 

organisations that use reading to foster better 

inclusion and integration of people who have been 

marginalised or disenfranchised because they have 

disabilities, are incarcerated, are excluded from the 

workforce , are living in precarious conditions or are 

illiterate. It supports projects that place learning to 

read and write at the heart of their programmes.  

In 2025, its call for projects sparked considerable 

interest, with a record number of proposals received. 

The Foundation awarded grants ranging from 

ƙŸŷŖŷŷŷ ÕÐ ƙżŷŖŷŷŷ ÕÐ ŸŸ ambitious projects 

(including three already supported in 2024). These 

include Afev  (Association de la Fondation Etudiante 

pour la Ville), which encourages and develops 
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language and reading skills among young children 

from disadvantaged neighbourhoods with potential 

difficulties with the spoken and written word, and 

Les Blouses Roses, which works with visually 

impaired people in hospital and elderly people in care 

homes t o help them feel less isolated through 

reading.  

Since its creation, the Hachette Foundation for 

Reading has supported 34 initiatives that open up 

reading and books, enabling as many people as 

possible to (re)discover the joy of reading both within 

and outside France.  

  

Outcomes  

Lagardère indicators   2025  2024  2023  

Percentage of e -books available in ePub3 format among new books 
intended for the general public and sold in bookstores (excluding comics 
and illustrated books) in the Lagardère Publishing catalogue at year -end 

100 100 99 

Percentage of e -books available in ePub3 format among new books 
intended for the general public and sold in bookstores (excluding comics 
and illustrated books) that successfully passed the Level 2 Accessibility 
Check for ePub in the Lagardère Publishing ca talogue at year -end 

98  98  84  

Number of audiobooks available in the Lagardère Publishing catalogue at 
year-end 

29,018 26,029  23,594  

 
 

2.3.2.2 Supporting creative diversity and 
all its voices  

2.3.2.2.1 Freedom of expression and pluralism

Lagardère Publishing, Lagardère News, Lagardère 

Radio and Prisma Media operate in sectors where the 

quality and reliability of content are crucial. All 

players have a major responsibility in their editorial 

choices to ensure that freedom of expression is 

respected, that the difference between fact and 

fiction is clear, that information is reliable and stems 

from verified sources and that diverse and inclusive 

points of view and stories are put forward.  

Policies and action plans  

Lagardère  

Lagardère Publishing  

Hachette Livre is committed to preserving the crucial 

role of reading as a vehicle for culture, discovery, 

opinion and debate.  

The editorial freedom of the Group's different 

ÊÎÑÓÊÏÕÔ ÂÏÅ ÕÉÆ ÊÎÑÓÊÏÕÔš ÕÂÍÆÏÕÆÅ ÕÆÂÎÔ ÈÖÂÓÂÏÕÆÆ 

the quality, reliability and diversity of content.  The 

division is organised based on the principle of 

independence for its imprints, which are the sole 

decision -makers on the content they publish. 

Hachette Livre imprints identify the widest possible 

range of authors and are committed to ensuring that 

under -represented voices are heard. Having the 

broadest possible range of authors is essential if the 

division  is to keep pace with society and reach new 

audiences. 

Ever since Louis Hachette founded the Hachette 

Livre group in 1826, imprints have been working 

constantly to meet the challenge of debating ideas 

through a huge diversity of content. Hachette Livre 

operates in a wide variety of markets, such as books, 

part works, board games and premium stationery. 

More than 15,000 new titles were published in the 

book market in 2025, in segments as varied as 

textbooks and extra -curricular works, general 

literature, children and young adult, graphic novels, 

lifestyle, humani ties and social sciences, fine arts 

books, travel guides, historical works, dictionaries 

and partworks.  

Hachette Livre imprints also encourage the 

emergence of impactful content by tackling a broad 

spectrum of topics such as ecology, feminism, 

inclusion and diversity. This is the case, for example, 

for the ethical and ecological publisher La Plage, the 

femin ist collection Les Insolentes at Hachette 

Pratique, and the Nouveaux Jours and La Grenade 

labels published by JC Lattès.  

A number of international initiatives have been 

launched with the same objective. At Hachette UK, 

for instance, Dialogue Books looks to amplify the 
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voices of minorities, and the Mo Siewcharran Literary 

Prize recognises authors from minority backgrounds.  

Hachette UK also runs The Future Bookshelf, 

featuring a long -running creative writing prize, 

mentoring opportunities and skills development for 

aspiring authors and artists from under -represented 

backgrounds.  

At Hachette Book Group, the Legacy Lit imprint 

launched in 2020 is dedicated to giving voice to 

under -represented communities. Within Grupo 

!ÏÂÚÂŖ ÄÆÓÕÂÊÏ ÄÐÍÍÆÄÕÊÐÏÔ ÔÖÄÉ ÂÔ %ÅÊÕÐÓÊÂÍ #ÜÕÆÅÓÂšÔ 

Feminismos and Oberon respectively focus on 

ØÐÎÆÏšÔ ÓÆÑÓÆÔÆÏÕÂÕÊÐÏ ÕÉÓÐÖÈÉ ÕÊÎÆ ÂÏÅ 

contemporary topics related to LGBTQ+ rights and 

equality.  

A founding member of the PEN International group 

of publishers, Hachette Livre is a donor to PEN 

America, supporting and defending freedom of 

expression, free thinking and informed, nuanced 

debate. In 2025, Hachette Book Group made a 

USD 25,000 donation du ring the Literary Gala, an 

event which paid tribute to a number of prominent 

advocates for intellectual freedom.  

Lagardère News and Lagardère Radio  

For both written press and radio, editorial teams are 

made up of journalists with a press card. All editors -

in-chief are also press card holders. This ensures that 

the principles of journalistic independence are 

respected in reporting and in and the verifi cation of 

the information reported.  

Lagardère Radio is subject to the rules laid down by 

French industry regulator Arcom. In return for the 

free use of a public frequency, radio stations have to 

meet certain obligations, in particular to ensure that 

each political movement is fairly represen ted in their 

broadcasts, with Arcom responsible for guaranteeing 

this pluralism.  

In July 2024, Arcom published a new policy 

statement on compliance with the principle of 

plurality of thought and opinion, which supplements 

the current system. In its decision of 13 February 

2024, the Conseil d'EtatŖ &ÓÂÏÄÆšÔ ÉÊÈÉÆÔÕ 

administrative court, ruled that in carrying out its 

duties, Arcom had to take account of the diversity of 

thought and opinion represented by all the 

participants in its broadcasts, not merely the airtime 

granted to political figures.  

In addition to these rules, Lagardère's radio stations 

have made a commitment to Arcom (under their 

collective agreements or through their Charter) to 

broadcast programmes on a wide range of subjects, 

where compatible with their editorial line, including 

fighting violence against women, the environment, 

healthy eating and lifestyle, disability and parasport, 

women's sport and media education.  

In addition, Lagardère Radio continued its climate 

media agreement with the French government, 

committing the company to monitoring and 

disclosing the number of hours devoted to 

environmental issues on its radio stations.  

Advertising space is also given free of charge to 

advertisers working for major causes. Between 

*ÂÏÖÂÓÚ ÂÏÅ !ÖÈÖÔÕ ŹŷŹżŖ ƙŹźŽŖŷŷŷ ÐÇ ÇÓÆÆ 

advertising space was made available on Europe 1, 

Europe 2 and RFM to organisations and non -profits 

such as Fondation des Femmes (women's 

foundation), Action contre la Faim (humanitarian 

NGO) and Établissement Français du Sang (French 

blood transfusion service).  

Lagardère Live Entertainment  

For its part, Lagardère Live Entertainment strives to 

guarantee a creative environment where the 

diversity of ideas and voices is respected and 

encouraged. The entity seeks to produce and 

promote cultural works that reflect a plurality of 

viewpoints, ensur ing that every artist has the 

opportunity to express themselves freely, while 

respecting human rights and universal values. It 

encourages programming diversity by hosting all 

manner of shows without discrimination, with the 

exception of those affiliated to  a political party.  

Lagardère Live Entertainment's policy in terms of 

freedom of expression and pluralism is supported by 

the implementation of various actions deployed on 

an ongoing basis. 

Firstly, Lagardère Live Entertainment supports 

artistic diversity by promoting artists from all 

backgrounds, particularly those from minorities or 

groups under -represented in the cultural industry 

(gender, ethnicity, sexual orientation, disability). The 

entity tracks the percentage of shows produced by 

artists from under -represented backgrounds, as well 

as the diversity of topics addressed in the works 

programmed.  

Secondly, Lagardère Live Entertainment guarantees 

editorial freedom. The artists scheduled and 

produced enjoy total freedom in the creation and 

choice of topics addressed in their works. No topic, 

however sensitive, should be censored, as long as the 

works  respect human rights and the dignity of each 

individual. By guaranteeing artists' creative freedom, 

Lagardère Live Entertainment protects the wealth of 

artistic perspectives and ensures that it offers a 

creative space for freedom of expression.  

Lastly, Lagardère Live Entertainment ensures respect 

for ethical values, by making sure that the works it 

produces or promotes respect fundamental values 

linked to human rights, non -discrimination and social 

justice, while guaranteeing diversity of content . 
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Prisma Media  

Prisma Media strives to defend the plurality of 

content and the integrity of information by ensuring 

ethical editorial and advertising practices within its 

brands and by encouraging the emergence of 

editorial initiatives with a strong social impact. 

Prisma Media also ensures that the content 

published by these brands respects people and 

diversity.  

Promoting ethical and responsible values among 

readers 

Reaching two out of three French people, Prisma 

-ÆÅÊÂƇÔ ÃÓÂÏÅÔ ÂÏÅ ÕÊÕÍÆÔ ÓÆÇÍÆÄÕ ÔÐÄÊÆÕÚšÔ ÄÐÏÄÆÓÏÔŖ 

whether they target the general public or focus on 

science, the economy or luxury.  

At Prisma Media, all editorial teams and editors -in-

chief are journalists with a press card. This 

accreditation guarantees their commitment to the 

principles of professional independence and their 

extreme rigour in verifying and sourcing the 

information th ey publish.  

Certain magazines have also adopted editorial codes 

of conduct, such as GEO, whose charter is described 

below, or Capital , whose code reaffirms the 

principles of independence and integrity of 

information and sets out the obligations of the 

ÆÅÊÕÐÓÊÂÍ ÕÆÂÎÔ ÂÏÅ ÕÉÆ 'ÓÐÖÑšÔ ÎÂÏÂÈÆÎÆÏÕ ÊÏ ÕÉÊÔ 

area. 

In line with these editorial commitments, Prisma 

Media promotes responsible values by offering 

ÊÎÑÂÄÕÇÖÍ ÄÐÏÕÆÏÕ ÅÆÔÊÈÏÆÅ ÕÐ ÓÂÊÔÆ ÊÕÔ ÂÖÅÊÆÏÄÆÔš 

awareness of environmental, social and societal 

issues. In 2025, Prisma Media produced a total of 

199 magazine covers and over 2,000 pieces of 

impactful digital content.  

The media company Prisma Media Solutions regularly 

provides space to non -profits and humanitarian 

organisations. In 2025, more than 40 magazine pages 

were given over free of charge to 23 not -for -profits, 

ÊÏÄÍÖÅÊÏÈ ,!$!04Ŗ 2ÆÔÕÂÖÓÂÏÕÔ ÅÖ #ĜÖÓ ÂÏÅ 

Fondation des femmes, for a gross total value of 

ÔÐÎÆ ƙſŷŷŖŷŷŷř 

More specifically, in 2023 GEO magazine began to 

transform itself into a media brand with a positive 

impact on society and the environment, encouraging 

its readers to connect with nature. At the same time, 

it adopted a charter committing it to responsible 

journalism, which sets out a s eries of commitments 

covering the editorial line, and production and 

distribution methods. It applies not only to the 

editorial team, but to all teams involved with the 

magazine, from human resources to production, 

advertising  and marketing. GEO has also been a 

ChangeNOW media partner since 2024, creating 

editorial content showcasing the initiatives of people 

working to protect the environment and taking part 

in its annual show. In 2025, a partnership was also 

established with the WWF.  

   

 
 

 

 

 

In partnership with WWF, in 2025 GEO brings 
extinct species back to life through images.  

 

Transparency and ethics in advertising practices  

To support GEO's ambition to become a high -impact 

media brand, Prisma Media Solutions has taken 

concrete action to promote more responsible 

advertising for the brand. This approach is based on 

a responsible advertising charter structured around 

four key areas:  

Ʒ rigorous control of advertising via a responsible 

advertising committee set up to ensure that 

editorial and advertising values are aligned;  

Ʒ a controlled advertising experience for readers 

by optimising the advertising value chain, from 

the reception of technical elements to their 

delivery;  

Ʒ a commitment to the environment through 

partnerships and decarbonisation initiatives, 

such as the media partnership with the 1% For 

The Planet organisation to make a tangible 

contribution to the ecological and social 

transition;  

Ʒ support for responsible advertisers through 

specific offers such as GEO Green and 

sustainable advertising.  

-ÐÓÆ ÈÆÏÆÓÂÍÍÚŖ 0ÓÊÔÎÂ -ÆÅÊÂšÔ ÂÅ×ÆÓÕÊÔÊÏÈ ÏÆÕØÐÓÌ 

confirmed its commitment to responsible 

advertising. Having achieved Gold status in the 

previous edition of the Sustainable Digital Ad Trust 

(SDAT) programme, Prisma Media Solutions has 

taken a further ste p forward, securing Platinum 

status in 2025 as part of the third phase of the 

programme. Launched in December 2023 by the SRI 

(Syndicat des Régies Internet) trade union, the SDAT 

programme promotes the sustainability and 

responsibility initiatives of adver tising sales 

brokerages. It is based on 15 criteria grouped around 

three main topics: control of the distribution 

environment; optimisation of the technological value 

chain and CSR approach.  
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These criteria make it possible to measure and 

ÔÖÑÑÐÓÕ ÕÉÆ ÎÂÓÌÆÕšÔ ÔÉÊÇÕ ÕÐ ÂÅ×ÆÓÕÊÔÊÏÈ ÕÉÂÕ ÊÔ ÎÐÓÆ 

respectful of its ecosystem from a technological, 

environmental and societal perspective.  

Respect for others and diversity in content  

Prisma Media may be exposed to specific risks 

relating to a failure to respect human dignity and 

sensitive content, mainly concerning the Voici brand 

due to its positioning in the celebrity press sector. 

These risks include the disclosure of private 

information, the publication of sensitive content 

relating to current events or the dissemination of 

material prohibited by law. Prisma Media has put in 

place a number of measures to manage these risks. 

The Legal Department is involved upstream in 

examining and recommending adjustments to 

sensitive content, in collaboration with the editorial 

ÕÆÂÎÔř 0ÓÊÔÎÂ -ÆÅÊÂšÔ ÎÂÏÂÈÆÎÆÏÕ ÔÚÔÕÆÎÂÕÊÄÂÍÍÚ 

approves the covers of Voici, and management 

makes the final decisions on all sensitive 

publications. In -depth knowledge of applicable laws 

and regulations means that legal obligations can be 

met, particularly with regard to image rights and the 

right of reply. An active watch is als o kept on social 

networks to identify and remedy any controversy 

linked to the content published.  

Prisma Media is also committed to promoting 

diversity in the content offered by its brands. Femme 

Actuelle, for example, supports women through the 

Fabuleuses prize, in partnership with Europe 1. 

Throughout the year, this award highlights ten 

women selected by the editorial team, both in the 

magazine and on social media, two of whom will be 

honoured at the end  of the year. Femme Actuelle is 

ÂÍÔÐ ÄÐÎÎÊÕÕÆÅ ÕÐ ØÐÎÆÏšÔ ÉÆÂÍÕÉŖ ÃÓÊÏÈÊÏÈ ÕÐ ÕÉÆ 

fore issues such as inadequate care for the 

menopause and infertilit y. Néon and Simone, 

magazines only available online, have adopted a tone 

and codes that chime with the expectations of 

younger generations. Néon champions the rights of 

LGBT+ people, whilst Simone campaigns against 

chemical submission by partnering with an artistic 

project led by the Moovance collective to combat 

this scourge through dance. It also advocates for 

ØÐÎÆÏšÔ ÓÊÈÉÕÔŖ ÂÔ Â ÔÊÈÏÂÕÐÓÚ ÕÐ ÕÉÆ -ÂÏÊÇÆÔÕÐ ÇÐÓ 

7ÐÎÆÏšÔ (ÆÂÍÕÉŖ ÂÏÅ ÑÂÓÕÊÄÊÑÂÕÆÔ ÊÏ ÕÉÆ 7ÐÎÆÏšÔ 

Forum on the theme of courage.  

   

 
 

 

 

 

Poster for the short film Eclipse, devoted to the 
fight against chemical submission, produced by 
the Moovance collective and Simone Media in 
2025.   

 

Jean-Luc Lagardère Foundation  

 

In line with the Group's business activities, the Jean -
Luc Lagardère Foundation, which is housed at the 
Fondation de France, seeks to promote the freedom 
of creation, self -expression and information.  

Each year, it supports francophone creators by 
awarding grants to young culture and media 
professionals aged 30 or under (or 35 or under in 
certain cases) in the following categories: 
Documentary Film -maker, Animated Film -maker, 
Writer, Print Journalist, B ookseller, Musician, 
Photographer, Film Producer and Television 
3ÄÓÊÑÕØÓÊÕÆÓř 4ÉÆ ÏÆØ Ţ2ÆÈÂÓÅ %ÏÈÂÈîţ ÈÓÂÏÕ 
launched in 2025 is designed to support a creator, 
identified among the candidates for the nine legacy 
grants, whose project helps develop new narra tives 
to raise awareness of social and environmental 
matters and shape a desirable future.  

The Jean-Luc Lagardère Foundation is firmly 
committed to a generation that is breaking new 
ground and shaking things up. It helps promote 
exacting projects that offer a wide range of 
viewpoints on society. Awarded by juries of 
professionals from a variety of backgrounds, these 
grants are also a way of guaranteeing the plurality of 
the content that will be broadcast tomorrow. Since 
the inaugural Jean -Luc Lagardère Foundation awards 
in 1990, 386 prize -winners (13 in 2025) have received 
Â ÕÐÕÂÍ ÐÇ ƙžŖžžŷŖŷŷŷŖ ÊÏÄÍÖÅÊÏÈ ƙŸſŷŖŷŷŷ ÂØÂÓÅÆÅ 
in 2025.  

For several years now, the Foundation has also been 
reiterating its deep commitment to cultural diversity, 
having created a literary prize with the Institut du 
Monde Arabe in 2013, which is now recognised as one 
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of the rare French awards recognising new Arab 
literature. Since 2023, it has also been awarding a 
prize for Arab literature to high school students. This 
provides an opportunity to help young people 

develop their relationship with those different from 
themselves, while encouraging reading and the 
exchange of ideas. 

 

Outcomes

Division  2025  2024  

Number of hours devoted to environmental topics at Lagardère Radio  40 hours  50 hours  

Number of items of impactful content published in Prisma Media magazines  199 122 

 
Although the number of environmental topics broadcast was similar in 2025 and 2024, the change in the 
number of hours devoted to them was the result of a change in the formats used. The difference between the 
two years (40 hours in 2025 compared with 50 ho urs in 2024) reflects the predominance of short content in 
2025 ū in particular news flashes lasting around 30 seconds ū whereas in 2024 a larger proportion of coverage 
was based on interviews discussing these topics, lasting an average of ten minutes. Thi s difference in the 
nature of the formats broadcast led to a reduction in the number of hours recorded.

2.3.2.3 Volunteering initiatives  

Louis Hachette Group's business activities are 

committed to solidarity and mobilise their 

employees around various voluntary initiatives.  

As part of Pink October, Breast Cancer Awareness 

Month, nearly 170 employees from Louis Hachette 

Group took part in the Odyssea Paris race in October 

2025. 4ÉÆ Æ×ÆÏÕ ÓÂÊÔÆÅ Â ÕÐÕÂÍ ÐÇ ƙŸŖŷżŷŖŷŷŷŖ ÂÍÍ ÐÇ 

which was donated to breast cancer research.  

 

The partnership with Libraries Without Borders in 

France, signed in 2023 for a three -year period, is one 

of the key pillars of Hachette Livre's social 

engagement. In 2025, two Solidarity Action Days 

were organised, during which around 20 volunteers 

from am ong Hachette Livre staff took part in sorting, 

cataloguing and preparing books for Libraries 

Without Borders beneficiaries at the non -profit's 

warehouse in Epône. Hachette Livre also renewed its 

participation in the Design Jam, Libraries Without 

"ÐÓÅÆÓÔš Ânnual hackathon, which in 2025 focused 

on the inclusion of girls and women in the non -

profit's projects. During the year Hachette Livre also 

continued to distribute its notebooks, originally 

launched in 2024, with all profits going to the charity.  

In the United Kingdom, Hachette UK runs a series of 

charitable initiatives and community projects. In 

particular, the subsidiary works with Chapter One 

under a recurring partnership that involves 

60  employees reading for an hour a week with a child 

in difficulty throughout the school year. All 

employees in the UK are encouraged to devote two 

working days a year to community or civic initiatives. 

In June 2025, these days were relaunched as Discover 

Days, proposing eight community -based experiences 

to be comp leted by June 2026.  

As part of its PEPS (Planet, Ethics, People, Social) 

sustainability strategy, Lagardère Travel Retail has 

drawn up a roadmap which includes the 

development of employee volunteering programmes 

as one of its priorities.  Many entities encourage 

employees to get involved by offering them the 

opportunity to devote one day a year to 

volunteering. Several entities also regularly support 

local initiatives through long -term commitments and 

donations. This is the case in Poland, for instance, 

ØÉÆÓÆ ÑÂÓÕÊÄÊÑÂÕÊÐÏ ÊÏ ÕÉÆ Ţ0ÐÍÂÏÅ "ÖÔÊÏÆÔÔ 2ÖÏţŖ Â 

race that raises funds to support people with 

physical disabilities, has been an annual event for 

several years. In Spain as well, the division has 

sponsored a charity race for the last five  years in aid 

of the Nino Jesus children's hospital.  

Various social impact projects were carried out 

within Prisma Media in 2025, such as the collection 

of over 630 kg of clothing for the Refashion non -

profit and the involvement of 56 employees in a 

blood donation campaign. 
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Outcomes

LHG metrics  2025  2024  

Total number of employees involved in community initiatives during the year  5,640  5,739 

Total number of working hours given over by employees to community initiatives during the year  25,563  40,133 

 

The year-on-year change in working hours given over to community projects and initiatives is due to an 

improvement in Lagardère Travel Retail's estimation methodology for its stores (France scope).  

2.3.3  FOSTERING A CULTURE OF TRUST

Louis Hachette Group is committed to ensuring 

ethical conduct in its business relationships and seeks 

to implement increasingly responsible practices with 

its partners.  

2.3.3.1 Ensuring ethical business 
conduct  

2.3.3.1.1 Prevention of corruption  

,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑ ÊÔ ÔÖÃËÆÄÕ ÕÐ &ÓÂÏÄÆšÔ 3ÂÑÊÏ II 

anti -corruption law, as well as other similar laws in 

the countries where it operates, requiring the 

implementation of a compliance programme to 

prevent and detect corruption and bribery.  

Anti -corruption policies  

In 2025, Lagardère and Prisma Media each had their 

own anti -corruption framework, based on two 

separate Codes of Conduct. Although structured 

separately, these codes reflect shared commitments 

in terms of preventing corruption risks.  

Lagardère 

Lagardère's anti -corruption policy is based on its 

Anti -corruption Code of Conduct, which was 

updated in January 2023. Its general aim is to 

reiterate the ethical standards applicable to all its 

ÅÊ×ÊÔÊÐÏÔ ÂÏÅ ÕÉÆ 'ÓÐÖÑšÔ ÛÆÓÐ ÕÐÍÆÓÂÏÄÆ ÐÇ 

corruption. This Code of Conduct refers to other 

internal procedures, such as supplier assessment 

procedures, gift and hospitality policy, 

whistleblowing procedure, anti -corruption training 

and control measures. The Lagardère group's anti -

corruption policy is also supporte d by a number of 

tools, including a new IT system for third -party due 

diligence, which Lagardère rolled out across all its 

entities in 2025. The anti -corruption policy applies to 

all Lagardère employees, including its corporate 

officers. Lagardère also exp ects its partners and 

suppliers to adhere to equivalent principles and 

reserves the right to terminate business relations 

with any third party that refuses to comply with 

them. The Anti -corruption Code of Conduct applies 

in all geographic areas where Lagar dère has 

operations.  

Application of the Lagardère group's anti -corruption 

policy is monitored through operational processes, 

by Compliance, Internal Control and Audit teams.  

The operational head of the Lagardère group's 

anti -corruption policy is the Chief Compliance 

/ÇÇÊÄÆÓ ÐÇ ÕÉÆ ÆÏÕÊÕÚ ÐÓ ÈÓÐÖÑŖ ØÉÐ ÊÔ ÆÎÑÍÐÚÆÆÔš 

main point of contact if in doubt about a situation 

that could present a risk of integrity. The Group 

Secretary General is responsible for the 

anti -corruption policy.  

The functions most at risk in respect of corruption 

and bribery are Purchasing, Sales, the people in 

charge of sponsorship and patronage, and the 

business development teams in charge of responding 

to calls for tenders.  

Preventive procedures are deployed to prevent 

incidents of corruption and bribery, which include 

training, third -party assessments and controls. 

Potential incidents of corruption are detected 

through the whistleblowing procedure and related 

controls.  

,ÂÈÂÓÅôÓÆšÔ ÔÕÂÌÆÉÐÍÅÆÓÔ ū employees, shareholders, 

service providers, suppliers and customers ū can 

report any behaviour or action they consider to be 

ÊÍÍÆÈÂÍ ÐÓ ÊÏ ÃÓÆÂÄÉ ÐÇ ,ÂÈÂÓÅôÓÆšÔ "ÖÔÊÏÆÔÔ %ÕÉÊÄÔ 

Policy, including the Anti -corruption Code of 

Conduc t. Concerns can be raised directly with 

managers, Human Resources contacts or Compliance 

officers. The Lagardère group's third parties may 

contact their business partners directly or the usual 

internal contact points within Lagardère.  

The Risk, Compliance and Internal Control 

Department submits an annual progress report on its 

anti -corruption and internal control systems to the 

Audit Committee, which prepares a report for the 

Lagardère Board of Directors.  

Non-compliance with anti -corruption procedures 

and standards any incidents of corruption are 

remedied by action plans and disciplinary sanctions. 

These measures are appropriate and proportionate 

to remedy the shortcomings identified.  
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Prisma Media  

0ÓÊÔÎÂ -ÆÅÊÂšÔ ÂÏÕÊ-corruption initiatives in 2025 

were based on the Anti -Corruption Code of the 

Vivendi group, which was its parent company until 16 

December 2024. Prisma Media has incorporated it 

into its internal rules. Accessible via the Prisma Media 

intranet, the Code sets out the principles to be 

upheld and the behaviour to be adopted in the fight 

against corruption and influence peddling. It applies 

to all employees, whether internal, external or 

occasional, in France and internationally.  

Prisma Media also requires its business partners ū 

suppliers, service providers, intermediaries, agents, 

subcontractors, co -contractors, etc. ū to adhere to 

the principles of the Code or adopt equivalent 

standards. These partners are further encouraged to 

promote these principles among their own 

employees and partners.  

Given the specific risks associated with the media 

sector, Prisma Media also applies a particularly strict 

gifts and invitations policy, which is included in its 

internal rules. This policy governs the practices 

surrounding the offering and acceptance of g ifts or 

invitations, ensuring compliance with the Anti -

Corruption Code and applicable regulations. It 

applies to all employees, whether permanent or 

casual (temporary workers, trainees, interns, etc.).  

Gifts, invitations and other benefits must comply 

with the conditions set out in the policy and, above 

a certain threshold, be systematically approved by a 

member of the Prisma Media Executive Committee. 

To increase transparency, the subsidiary has 

introdu ced an online register to track such benefits.  

Louis Hachette Group internal whistleblowing 

platform  

In addition, Louis Hachette Group has provided a 

multilingual whistleblowing line, accessible 24/7 via 

ÕÉÆ 'ÓÐÖÑšÔ ÊÏÕÓÂÏÆÕ ÂÏÅ ØÆÃÔÊÕÆŖ ØÉÊÄÉ ÂÍÍ 

stakeholders (employees, suppliers, value chain 

workers, consumers, etc.) can use to submit a report.  

In managing the investigation, the persons involved, 

the report on the checks made and the follow -up 

given to the investigation remain strictly 

confidential. Special attention is also paid to 

ensuring that those undertaking internal 

investigations are independent.  

Anti -corruption training  

By referring to the Anti -corruption Code of Conduct, 

Lagardère and Prisma Media have sought to promote 

among all their employees the ethical values that 

govern business relations with their partners.  

An anti -corruption training module has been rolled 

out across all Group divisions.  

The training includes a 30 -minute e -learning session 

for all employees. The module contains a core course 

outlining the Group's ethical principles and refers to 

internal procedures. Its aim is to improve 

understanding and knowledge of:  

Ʒ the processes and risks involved;  

Ʒ breaches of ethical conduct;  

Ʒ due diligence to be carried out and the 

measures to be applied to reduce these risks;  

Ʒ how to deal with undue pressure;  

Ʒ disciplinary sanctions for non -compliant 

practices.  

To validate their training, participants must obtain a 

minimum score of 80% on the evaluation 

questionnaire.  

New employees are required to complete this 

training, and all employees must take it again every 

two years.  

An annual target training completion rate enables 

the Group to monitor the implementation of its anti -

corruption policies. In 2025, 91% of Louis Hachette 

Group employees had completed the training, a rate 

that already exceeds the 80% target set for the end  

of 2027. This target is also included in executive long -

term remuneration.  

  

LHG metrics  2025  2024  

Percentage of the workforce who have received anti -corruption training (*) 91 - 

Number of convictions for violation of anti -corruption and anti -bribery laws (*) 0 - 

Amount of fines for violation of anti -corruption and anti -bribery laws (*) 0 - 

* Data reported for the first time in 2025.  

The percentage of the workforce trained in anti -corruption is calculated as the ratio between the number of 

people trained and the total number of people to be trained. The latter is the figure covered by Louis Hachette 

'ÓÐÖÑšÔ ÔÐÄÊÂÍ ÓÆÑÐÓÕÊÏÈŖ ÊÏÄÍÖÅÊÏÈ permanent employees, fixed -term employees (all contract durations at 
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Lagardère and contracts covering more than nine months at Prisma Media), work -study students (all contract 

durations at Lagardère and contracts covering more than nine months at Prisma Media), as well as those 

present at 31 December at year end.  

2.3.3.1.2 Political influence and lobbying activities  

The rules governing the conduct of the Group's 

business cover the issue of relations with political 

decision -makers and professional organisations. 

These relations are governed by internal procedures 

designed to ensure responsible, transparent 

practices th at comply with regulatory requirements. 

Lagardère ensures that all its employees, 

representatives and agents act in accordance with 

these principles, guided by integrity and 

transparency.  

In addition, all Group employees in the course of 

their professional duties, and all entities forming part 

of the Group, are prohibited from making any:  

Ʒ direct political contributions as defined in the 

CSRD (ESRS G1-5), i.e., any "financial or in -kind 

support provided directly to political parties, 

their elected representatives or persons seeking 

political office". Direct financial contributions 

include "d onations, loans, sponsorships, 

advance payments for services, or the purchase 

of tickets for fundraising events and other 

similar practices", while direct in -kind 

ÄÐÏÕÓÊÃÖÕÊÐÏÔ ÊÏÄÍÖÅÆ ŢÂÅ×ÆÓÕÊÔÊÏÈŖ ÖÔÆ ÐÇ 

facilities, design and printing, donation of 

equip ment, provision of board membership, 

employment or consultancy work for elected 

politicians or candidates for office";  

Ʒ indirect political contributions as defined in the 

same standard, i.e., "political contributions (as 

defined above) made to political parties, their 

elected representatives or persons seeking 

office "through an intermediary organisation 

such as a lobbyist or charity, or support given to 

an organisation such as a think tank or trade 

association linked to or supporting particular 

political parties or causes".  

4ÉÆ 'ÓÐÖÑšÔ 3ÆÄÓÆÕÂÓÚ 'ÆÏÆÓÂÍ Ð×ÆÓÔÆÆÔ ÂÄÕÊ×ÊÕÊÆÔ 

serving to represent its general interests and, more 

specifically, to exercise or seek to exercise, in 

accordance with the applicable laws and regulations, 

any influence on the application or necessary 

development, in the interests of its employees, senior 

managers and shareholders, of the legal, regulatory 

and normative framework in which the Group's 

activities take place wherever it operates.  

 

2.3.3.1.3 Other ethical information  

Louis Hachette Group policies and action plans  

To prevent tax evasion, Louis Hachette Group takes 

steps to identify and reduce tax risks, which are 

ÓÆ×ÊÆØÆÅ ÔÑÆÄÊÇÊÄÂÍÍÚ ÂÔ ÑÂÓÕ ÕÉÆ 'ÓÐÖÑšÔ ÓÊÔÌ 

mapping exercise led by the Risk, Compliance and 

Internal Control Department. In addition, tax policy, 

risks and disputes are presented periodically to the 

Audit Committee.  

Tax matters for Louis Hachette Group are handled by 

the Tax Department of the Lagardère group, which 

reports to the Deputy Chief Executive Officer in 

charge of Finance at Lagardère, who is also Deputy 

Chief Executive Officer of Louis Hachette Group. For 

complex issues or questions bearing on the 

interpretation and application of standards, as part 

of major transactions and during tax audits and 

litigation, it calls on recognised expert external 

advisors. 

Louis Hachette Group is committed to complying 

with the principles set out in European directives and 

by the OECD as regards the fight against tax evasion 

ÂÏÅ ÕÉÆ ÂÓÎšÔ ÍÆÏÈÕÉ ÑÓÊÏÄÊÑÍÆř )ÕÔ ÈÆÐÈÓÂÑÉÊÄÂÍ 

presence is exclusively driven by commercial and 

operational goals and imperatives. The Group avoids 

using artificial tax structures or structures with no 

commercial substance to evade tax, nor does it 

transfer profits to countries with more advantageous 

t ax systems. 

In all the countries in which it operates, Louis 

Hachette Group ensures that it complies with 

applicable regulations in terms of tax reporting, 

calculation and the payment of taxes, levies and 

duties of all kinds. In general, Louis Hachette Group 

strives t o ensure that regulations are applied 

diligently, so as to pay the appropriate level of tax, 

while limiting the risk of differences of interpretation 

with tax authorities arising from the complexity of 

tax legislation. Where such differences arise, 

however , Louis Hachette Group is careful to defend 

its interests in accordance with the legislation in 

force.  

Louis Hachette Group endeavours to build and 

maintain cooperative and constructive relations with 

national and local authorities in the interests of 

transparency, notably during tax audits.
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2.3.3.2 Implementing responsible 
practices with partners  

2.3.3.2.1 Subcontractors and suppliers  

As part of the Group's duty of care, all Louis Hachette 

Group companies are required to ensure that their 

suppliers guarantee adequate working conditions for 

their employees and respect their fundamental 

freedoms.  

Louis Hachette Group policy in terms of 

subcontractors and suppliers  

Through its responsible purchasing strategy, Louis 

Hachette Group contributes to the major 

international benchmarks: the guiding principles of 

the Organisation for Economic Co -operation and 

Development (OECD) and the conventions of the 

International Labour  Organisation (ILO).  

,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ 2ÆÔÑÐÏÔÊÃÍÆ 3ÖÑÑÍÊÆÓ 

Charter, resulting from the merger of the Lagardère 

and Prisma Media charters and due to officially come 

into effect in early 2026, is a key element of this 

ÔÕÓÂÕÆÈÚ ÂÏÅ ÊÔ Â ÄÐÎÑÐÏÆÏÕ ÐÇ ÕÉÆ 'ÓÐÖÑšÔ ÔÖÑÑÍÊÆÓ 

relations policy.  

The Responsible Supplier Charter is designed to align 

suppliers of goods or services, partners, service 

ÑÓÐ×ÊÅÆÓÔ ÐÓ ÔÖÃÄÐÏÕÓÂÄÕÐÓÔ ØÊÕÉ ÕÉÆ 'ÓÐÖÑšÔ ×ÂÍÖÆÔ 

and requirements in terms of sustainability. By 

adhering to the Charter, suppliers undertake to 

comp ly with the treaties, laws, regulations and other 

industry standards that are applicable to them in the 

conduct of their activities, and guarantee that their 

own employees and representatives will comply with 

them.  

The Charter is based on five pillars:  

Ʒ Social values: suppliers undertake to treat their 

employees with respect and dignity and to 

strictly comply with applicable standards 

relating to (i) child and adolescent labour, (ii) 

forced or compulsory labour, (iii) working time, 

holidays and vocational  training, (iv) undeclared 

work, (v) minimum wages and overtime pay, (vi) 

equal treatment and equal opportunities, (vii) 

health and safety, (viii)  social relations and (ix) 

certifications/reference frameworks.  

Ʒ Environmental values: suppliers undertake to 

comply with applicable standards relating to (i) 

environmental protection, (ii) public health and 

safety and the traceability of raw materials, and 

(iii) the materials and components required to 

supply goods or services. Suppliers also 

undertake to comply with Regulation (EU) 

2023/1115 of the European Parliament and of 

the Council of 31  May 2023 on the making 

available on the European Union market and 

the export from the European Union of certain 

commodities and products associated with 

deforestation and forest degradation. Suppliers 

have also adopted a number of objectives 

outlined in the Charter in terms of (i) 

greenhouse gases, (ii) energy efficiency and the 

use of renewable energies, (iii) the use of natural 

resources and raw materials, waste, the circular 

economy and local economy, (iv) preservation 

of biodiversity, (v) water, (vi) discharge of toxic 

or hazardous waste, (vii) use of hazardous 

substances (communication and labelling) and 

(viii) certifications/r eference frameworks.  

Ʒ Ethical business conduct: suppliers undertake 

to maintain ethical and responsible behaviour in 

the conduct of their business, in particular by (i) 

combating breaches of business integrity and 

(ii) complying with standards relating to 

international economic  sanctions, competition 

law and conflicts of interest. As part of its ethics 

and risk prevention approach, Louis Hachette 

Group set up a secure Ethics Line 

whistleblowing platform.  

Ʒ Reducing the risks of economic dependence: 

suppliers undertake to reduce the risks of 

economic dependence by (i) avoiding 

voluntarily maintaining themselves in a 

situation of economic dependence with Louis 

Hachette Group, (ii) screening their 

subcontractor s, service providers and suppliers, 

(iii) informing Louis Hachette Group of any such 

situation of economic dependence, and (iv) 

implementing an action plan to remedy the 

situation if necessary.  

Ʒ Assessing Corporate Social Responsibility (CSR) 

performance: Louis Hachette Group encourages 

suppliers to take part in a CSR performance 

assessment process and recommends that they 

refer to existing rating tools (EcoVadis in 

particular).  

The Charter is intended to be included in tender 

documents and specifications for calls for tender 

organised within Louis Hachette Group and its 

divisions, as well as in several types of contracts 

entered into by the Group (such as framework 

agreements, service agreements and manufacturing 

contracts), which must stipulate that its provisions 

have contractual value.  

This Charter applies to all Louis Hachette Group 

activities and geographic areas. It is available in 

&ÓÆÏÄÉ ÂÏÅ %ÏÈÍÊÔÉ ÂÏÅ ÊÔ ÑÖÃÍÊÔÉÆÅ ÐÏ ÕÉÆ 'ÓÐÖÑšÔ 

corporate website. The ability of suppliers to sign up 

to and comply with the rules set out in the Chart er is 

a determining factor when deciding to enter into or 

continue a business relationship with them. Louis 

Hachette Group reserves the right to conduct audits 

in order to verify that suppliers' activities comply 

with the principles of the Charter.  
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Action plans  

In line with their commitment to ethical business 

practices, Lagardère and Prisma Media have 

launched a third -party integrity assessment process, 

which involves conducting evaluations to assess the 

specific risks associated with an existing or 

prospective business relationship with a particular 

supplier or service provider. These due diligence 

assessments entail collecting information and 

documents on third parties to assess business ethics 

risks to which Lagardère and Prisma Media may be 

exposed when worki ng with them. Both entities 

must consistently monitor the integrity of the third 

parties they deal with, in order to prevent such risks.  

These mechanisms apply to all tier -one third parties, 

i.e., those with which Lagardère and Prisma Media 

have a direct relationship.  

On account of its extensive international presence, 

Lagardère implements specific measures to assess 

the environmental, social and ethical performance of 

its suppliers and subcontractors. For this purpose, it 

draws on EcoVadis expertise.  

Based on the identification of the major 

procurement categories most likely to generate risks 

in the above -mentioned areas, the Lagardère 

business lines roll out their personalised assessment 

programmes throughout the year. They primarily 

focus on supplier s and subcontractors operating in 

procurement categories at the highest risk level and 

in countries considered to have the most exposure to 

CSR risks, and with which procurement spending is 

most significant.  

Depending on the results obtained, certain suppliers 

may be asked to implement action plans to improve 

their level of CSR maturity. Lastly, the score obtained 

by suppliers will also determine the rate at which 

they can be reassessed. 

To track progress over the years, Lagardère has had a 

target for the percentage of purchases from at -risk 

suppliers assessed by EcoVadis since 2021. This target 

is a ratio linking purchases from at -risk suppliers to 

the existence of a valid EcoVadis score,  based on the 

assessment and post -assessment rules in force within 

Lagardère. This percentage has accordingly risen 

from 31% in 2021 to 50% in 2022, 53% in 2023 and 

61% in 2024. In 2025, the result was 91%, 11 points 

above the 2025 target of 80%. 

Lagardère metrics  
2025  2024  2023  

Percentage of expenditure related to suppliers presenting high CSR risks as 
assessed by EcoVadis or equivalent  

91 61 53 

2.3.3.2.2 Fair practices: consumer health and 
safety  

Louis Hachette Group must ensure the health and 

safety of people who consume or use the products it 

sells and comply with the regulations in force.  

Hygiene and food safety at Lagardère Travel Retail  

Lagardère Travel Retail, which now sells food at more 

than 1,500  points of sale around the world, is 

focusing closely on food hygiene and safety. It 

operates a range of Dining activities across all 

segments, in terms of both scale and types of 

operation. T he food standards defined apply equally 

to everyone.  

Developed and managed by the Quality and Control 

team, with the support of Bureau Veritas, SGS, 

Eurofins, and EcoSure, all recognised for their 

expertise in food safety and regulatory compliance, 

the division's strategy is based primarily on Food 

Safety Gu idelines aligned with European food safety 

standards. They impose strict rules, sometimes more 

stringent than local regulations, notably as regards 

certain countries in Africa and China. This guarantees 

that consumers will find the same level of quality an d 

food safety at Lagardère Travel Retail, regardless of 

the site they are visiting.  

4ÉÆ ÓÐÍÍ ÐÖÕ ÐÇ ,ÂÈÂÓÅôÓÆ 4ÓÂ×ÆÍ 2ÆÕÂÊÍšÔ ÔÕÓÂÕÆÈÚ ÊÔ 

organised around four pillars:  

Ʒ Daily food hygiene and safety checks are 

performed at each point of sale, following strict 

and specific procedures, from the supplier 

delivery phase to final sale to the consumer. This 

is notably achieved by digitalising the value 

chain using the Eezytrace  module, deployed in 

most of the countries in which the division 

operates, as well as through specific tools such 

as TraQ'Food in France and KTI in the United 

States. This module, integrated into WellDone's 

internal platform, makes it possible to trace all  

stages of checks and to access any related 
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information (product batches, temperatures, 

etc.).  

Ʒ An annual Food Safety audit plan is 

implemented in the subsidiaries, with four 

audits per year based on a common audit grid 

specific to each business line (fast food/table 

service/central kitchen) for all countries. Two 

audits are carried out externally wi th the 

division's partners (SGS/Eurofins/EcoSure) and 

two others are carried out internally by the 

countries' Food Safety managers. Lagardère 

4ÓÂ×ÆÍ 2ÆÕÂÊÍšÔ ÉÆÂÅ ÐÇÇÊÄÆ ÂÍÔÐ ÄÂÓÓÊÆÔ ÐÖÕ ÂÏ 

annual administrative audit of registered offices 

(19 countries au dited in 2024 and 22 in 2025). 

These audits, supervised by the head office, are 

backed up by XBL operational audits carried 

out directly by the countries. Some audits are 

performed every two months, others every six 

months, bringing the total number of aud its 

carried out in the Dining network to over 

93,000 in 2025.  

Ʒ Awareness-raising programmes are conducted 

in all new Dining geographies. In 2022, an e -

learning module was deployed in Senegal, 

Mauritania, Chile and the United Arab Emirates. 

In 2023, Switzerland and Belgium also adopted 

this module, followed by Cambodia  and Peru in 

2025.  

Ʒ The WellDone platform offers comprehensive, 

integrated management of operational quality, 

encompassing aspects of food hygiene and 

safety, follow -up of point -of -sale audits, 

traceability tools such as Eezytrace, and 

consumer feedback collected on social me dia 

via Visibilishop. This platform was rolled out to 

all Dining operations in 2025, and roll -out 

continues in the Travel Essentials business.  

Centrally managed by the Lagardère Travel Retail 

Quality and Control team, food safety policies and 

actions are implemented across all its structures, 

with at least one local representative responsible for 

their deployment, oversight and evaluation in thei r 

Dining outlets.  

Besides the actions taken in terms of food hygiene 

and safety, Lagardère Travel Retail is committed to 

the physical and mental well -being of consumers, for 

ØÉÐÎ ÊÕ ÉÂÔ ÄÓÆÂÕÆÅ Š3ÂÇÆ 0ÍÂÄÆš ÂÓÆÂÔř !Õ ÕÉÆ ÆÏÅ ÐÇ 

2023, the division, in partnership with RATP T ravel 

Retail, launched UMAY -labelled Safe Place stores in 

France, offering refuge to where passengers exposed 

to harassment and/or sexist and sexual violence. The 

aim is to roll out the system to all Lagardère Travel 

Retail's stores in the RATP network.  

Physical safety of spectators at Lagardère Live 
Entertainment  

,ÂÈÂÓÅôÓÆ ,Ê×Æ %ÏÕÆÓÕÂÊÏÎÆÏÕšÔ ÂÄÕÊÐÏ ÑÍÂÏŖ ØÉÊÄÉ 

aims to safeguard the health and physical safety of 

consumers, is based on two key elements: the safety 

and security of spectators.  

Concerning security, all Lagardère Live 

Entertainment venues are type L (entertainment 

venues) and category 1 (venues hosting more than 

1,500 people) public -access buildings (établissements 

recevant du public). As such, they must comply with 

the legal obligations in force in France to guard 

against the risks of fire and panic (minimum number 

of emergency exits, fire resistance of materials used 

in the venue, minimum number of fire safety 

personnel, etc.).  

Compliance with these obligations is subject to 

periodic verification (every three years for category 1 

public -access buildings) by departmental safety 

ÄÐÎÎÊÔÔÊÐÏÔŖ ØÉÊÄÉ ÂÖÕÉÐÓÊÔÆ ÕÉÆ ×ÆÏÖÆšÔ ÄÐÏÕÊÏÖÆÅ 

operation.  

In terms of security, Lagardère Live Entertainment 

requires event organisers to implement a minimum 

level of security measures based on the number of 

spectators, the audience profile and type of show.  

In all its venues, Lagardère Live Entertainment 

contractually requires its fire and safety service 

providers to ensure continuity within their teams so 

that contractors have immaculate knowledge of the 

venue in question. All staff responsible for welcoming  

ÕÉÆ ÑÖÃÍÊÄ ÊÏ ÕÉÆ ÃÖÔÊÏÆÔÔ ÍÊÏÆšÔ ×ÆÏÖÆÔ ÓÆÄÆÊ×Æ 

training every year on evacuation in the event of fire 

or other incidents. Lagardère Live Entertainment is 

also careful to select providers with proven 

experience in the performing arts industry for each of  

its venues. 

Lagardère Live Entertainment has two key measures 

in place to ensure that spectators in distress are 

immediately taken care of. Firstly, for shows at the 

Arkéa Arena, Lagardère Live Entertainment deploys 

a first responder team ( Dispositif prévisionnel de 

secours, or DPS) to provide the necessary first aid. 

Secondly, the company ensures that there is always 

a doctor on call at its Paris venues. In the absence of 

the latter and in an emergency situation, the fire 

brigade is called in. In addition, regular fir st aid 

training courses are organised for the teams in all the 

venues. 

Since 2024, Lagardère Live Entertainment has also 

set aside safe places in its Arkéa Arena venue to 

protect people exposed to violent, discriminatory 

and/or oppressive behaviour, offering them a 

calming space where they can be listened to and 

guided.  
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Lastly, to raise public awareness of the auditory risks 

associated with its concerts, the business line is 

running prevention campaigns at the Arkéa Arena.  

   

 

 

Hearing protection provided for spectators at the 
Arkéa Arena.  

 

2.3.3.2.3 Personal data protection  

Lagardère News and Lagardère Radio policy and 

action plans  

In carrying out their businesses, Lagardère News and 

Lagardère Radio process personal data, particularly 

in connection with subscriptions and various 

interactions with their readers and listeners. This 

trend has been growing for several years, with the 

digital transition affecting all areas of the media.  

To protect consumer privacy (listeners, subscribers, 

etc.) in compliance with applicable regulations, 

Lagardère News and Lagardère Radio have 

implemented a dedicated personal data protection 

framework aligned with the European General Data 

Protection Regul ation (GDPR). It includes policies 

and procedures governing the processing of personal 

data within the company, regular awareness -raising 

campaigns for employees, an inventory and ongoing 

monitoring of data processing activities, and 

technical measures to secure systems and data. A 

Data Protection Officer has also been appointed for 

dealings with the French data protection authority 

(Commission Nationale de l'Informatique et des 

Libertés ū CNIL) and a network of data protection 

relays created for each business line.  

Audits are carried out on personal data processing 

and any changes in the legislative and regulatory 

environment are closely monitored to ensure that 

the personal data protection policy is duly applied.  

The actions implemented by Lagardère News and 

Lagardère Radio include an operational process, 

Ð×ÆÓÔÆÆÏ ÃÚ ÕÉÆ $0/Ŗ ÕÐ ÅÆÂÍ ÆÇÇÆÄÕÊ×ÆÍÚ ØÊÕÉ ÖÔÆÓÔš 

requests concerning their rights, while respecting 

timeframes imposed by applicable regulations. 

Consumers can exercise their rights via a specific e -

mail address. The processing log is regularly updated 

to reflect current practices and ensure their 

compliance with the GDPR.  

Lagardère News and Lagardère Radio also have a 

procedure for managing data breaches, recording 

incidents in a dedicated log and, if necessary, 

promptly notifying the competent authorities and 

the individuals concerned. Immediate corrective 

action is taken to limit the impact of any such 

incidents.  

Agreements signed with service providers involving 

data processing operations are also being revised to 

include specific data protection clauses that look to 

guarantee the compliance and security of data 

processed by subcontractors.  

Lastly, training and awareness -raising sessions are 

organised to inform operational teams about the 

challenges of personal data protection and the 

associated risks.  

Prisma Media policies and action plans  

Like Lagardère News and Lagardère Radio, Prisma 

Media processes personal data, notably of 

customers, online and offline subscribers, and users, 

in the context of its activities.  

To safeguard user data, Prisma Media complies with 

applicable legal provisions, notably the GDPR, and 

has established an organisational framework that 

ensures incremental improvement in compliance.  

Technical and organisational measures protect 

information from unauthorised access, loss or 

destruction. On the technical side, this notably 

includes multi -factor authentication for access to 

digital environments, data encryption and the 

implementation of regular backups. At an 

organisational level, Prisma Media raises awareness 

of cybersecurity among all employees, manages its 

partnerships through data protection agreements 

and confidentiality clauses, and conducts periodic 

reviews of access rights to ensu re that only 

authorised persons have access to the information 

necessary for the performance of their duties.  

Users have all the rights provided for by regulations 

(data access, correction, deletion and portability 

rights, rights to oppose data processing or to define 

guidelines regarding its management after their 

death). A Data Protection Officer handles these 

requests and ensures compliance with legal 

obligations.  



2025 Annual Report ū Louis Hachette Group  

86  

Prisma Media only collects the data it needs to 

ÑÓÐ×ÊÅÆ ÊÕÔ ÔÆÓ×ÊÄÆÔŖ ÃÂÔÆÅ ÐÏ ÖÔÆÓÔš ÄÐÏÔÆÏÕŖ ÕÉÆ 

ÄÐÎÑÂÏÚšÔ ÍÆÈÊÕÊÎÂÕÆ ÊÏÕÆÓÆÔÕ ÊÏ ÊÎÑÓÐ×ÊÏÈ ÊÕÔ 

services, contract performance, or compliance with 

legal obligations. These data are notably used to 

personali se services and advertising content.  

Internally, Prisma Media regularly promotes 

awareness of data protection requirements among 

its employees. A new e -learning course on the GDPR 

has been created for employees on permanent 

contracts and fixed -term contracts of more than 

nine months. Participation in this training is subject 

to a target rate of 90% over two years (2024 and 

2025). In  2025, 90% of employees completed this 

training.  

 

Prisma Media metric  2025  2024  

Percentage of Prisma Media employees who have taken GDPR training  90% 59% 

2.3.4  FOSTERING A CULTURE OF IMPACT

Louis Hachette Group recognises the importance of 

its role in the fight against climate change and is 

committed to reducing its greenhouse gas emissions 

by contributing to the objectives of the Paris 

agreements, which aim to limit the increase in global 

temperature to 1.5°C above pre -industrial levels.  

Section 1.3 of note 1 of the 2025 consolidated 

financial statements provides a detailed description 

of how climate -related risks are accounted for in the 

financial statements, notably through climate 

scenario analysis in relation to the exposure and 

vulnerÂÃÊÍÊÕÚ ÐÇ ÕÉÆ 'ÓÐÖÑšÔ ÂÄÕÊ×ÊÕÊÆÔř 

The Group operates in a wide range of sectors, 

including publishing, travel retail and media. Each 

division has its own specific constraints and 

challenges as regards the resources required to 

conduct its operations.  

In addition to greenhouse gas emissions, Louis 

Hachette Group assesses its broader environmental 

footprint by considering the natural resources and 

ecosystems it relies upon, particularly forests. 

Biodiversity and the circular economy are therefore 

central  matters in its business models.  

2.3.4.1 Adapting our business lines to 
decarbonise our operations  

2.3.4.1.1 Louis Hachette Group decarbonisation 
plan  

Carbon performance in remuneration  

,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ ÄÐÎÎÊÕÎÆÏÕ ÕÐ 

decarbonising its activities goes back several years, 

and its emission reduction target is a criterion 

accounting for 6% of the long -term remuneration of 

senior executives. The criterion is the ratio of 

greenhouse gas emissions relative to the workforce:  

Ʒ Scopes 1 & 2, i.e., direct emissions from owned 

or controlled sources (stationary combustion 

sources using gas and fuel oil) and indirect 

emissions from the generation of purchased 

energy (electricity and district heating), for all of 

ÕÉÆ 'ÓÐÖÑšÔ ÐÇÇÊÄÆÔŖ points of sale, warehouses, 

live performance venues and other sites out of 

which it operates;  

Ʒ part of Scope 3, specifically business travel and 

employee commuting.  
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Carbon footprint  

Louis Hachette Group performs an annual inventory 

of the greenhouse gas emissions generated by its 

activities during the prior year, in accordance with 

the principles of the Greenhouse Gas (GHG) 

Protocol. This inventory covers Scope 1, 2 & 3 

emissions for its main activities. Lagardère Live 

Entertainment, Lagardère Paris Racing and the 

Corporate entities, which together represent less 

than 1% of revenue, are excluded from Scope 3 

reporting due to the immateriality of their emissions 

in relation to the Group šÔ Ð×ÆÓÂÍÍ ÂÄÕÊ×ÊÕÊÆÔř 

To calculate its carbon footprint, the Group collects 

data from a large number of its entities. It covers 

100% of Scope 1 & 2 emissions, as well as categories 

źřŽ Ţ"ÖÔÊÏÆÔÔ ÕÓÂ×ÆÍţ ÂÏÅ źřž Ţ%ÎÑÍÐÚÆÆ ÄÐÎÎÖÕÊÏÈţř 

It also covers nearly 65% of the revenue of G roup 

entities included in the Scope 3 reporting.  

Ʒ Entities participating in the collection of actual 

data for the Lagardère Publishing division 

together cover over 80% of its revenue. 

Following the addition of the Partworks 

activities in France in 2025, the division aims to 

integrate the whole of the Part works segment 

in 2026, as well as the Board Games segment. 

Only emissions from a few of the publishing 

ÂÄÕÊ×ÊÕÊÆÔš ÈÆÐÈÓÂÑÉÊÄ ÎÂÓÌÆÕÔ1 have been 

excluded from Scope 3 reporting. As these are 

not material, they have not been extrapolated.  

Ʒ In 2025, Lagardère Travel Retail expanded its 

reporting scope by collecting actual data on 

emissions from purchased goods and services in 

the Czech Republic, Belgium and Switzerland 2. 

This single category accounts for more than 

90% of emissions from Travel Retail activities. 

These entities join countries that already 

participated in data collection, namely the 

United States, Canada, Italy and France, as well 

as the Duty Free Global (D FG) purchasing hub. 

The division now covers approximately 60% of 

its revenue with actual data. Finally, the 

emissions of entities not participating in data 

collection are extrapolated based on their 

revenue, using emission factors specific to their 

type of  activity: Dining, Duty Free and Travel 

Essentials. 

Ʒ Actual data collection covers 100% of emissions 

from Prisma Media, Lagardère News and 

Lagardère Radio entities.  

Two methods are used to calculate Louis Hachette 

'ÓÐÖÑšÔ ÄÂÓÃÐÏ ÇÐÐÕÑÓÊÏÕř 5ÏÅÆÓ ÕÉÆ ÍÐÄÂÕÊÐÏ-based 

method already applied in previous years, emissions 

related to electricity consumption are calculated 

 
1 )ÏÄÍÖÅÊÏÈ )ÏÅÊÂŖ .ÆØ :ÆÂÍÂÏÅŖ !ÖÔÕÓÂÍÊÂŖ 3ØÊÕÛÆÓÍÂÏÅŖ "ÆÍÈÊÖÎŖ #ÂÏÂÅÂŖ -ÆÙÊÄÐŖ -ÐÓÐÄÄÐ ÂÏÅ #ĚÕÆ Åš)×ÐÊÓÆř 
2 Actual data collected for category 3.1 alone.  
3 Of the location -based total; 99% under the market -based method.  

using standard emission factors reflecting the energy 

mix of the country in which electricity is purchased. 

Since 2025, Louis Hachette Group has also 

calculated its footprint using the market -based 

method, which allows for the use of specific emission 

fact ors that take into account renewable electricity 

contracts and Guarantee of Origin certificates.  

)Ï ŹŷŹżŖ ÕÉÆ 'ÓÐÖÑšÔ ÆÎÊÔÔÊÐÏÔ ÂÎÐÖÏÕÆÅ ÕÐ 

2,037 ktCO 2eq under the location -based method 

and 1,961 tCO 2eq under the market -based method. 

These emissions break down across the various 

business divisions as follows:  

Ʒ 17% from Lagardère Publishing; 

Ʒ 77% from Lagardère Travel Retail;  

Ʒ 5% from Prisma Media;  

Ʒ 1% from Lagardère News and Lagardère Radio.  

ƀŽƪ ÐÇ ÕÉÆ 'ÓÐÖÑšÔ '(' ÆÎÊÔÔÊÐÏÔ ÐÓÊÈÊÏÂÕÆ ÇÓÐÎ ÊÕÔ 

Scope 33. Scope 1 (direct emissions from fossil fuel 

combustion by vehicles or heating equipment) and 

Scope 2 (indirect emissions from the purchase of 

electricity, building heat and cooling) account for 

4%. 

ŽŸƪ ÐÇ ÕÉÆ 'ÓÐÖÑšÔ ÕÐÕÂÍ ÆÎÊÔÔÊÐÏÔ ÐÓÊÈÊÏÂÕÆ ÇÓÐÎ ÊÕÔ 

purchased goods and services. This reflects the fact 

that its business model is based primarily on the 

marketing of finished products, including books 

(publishing activities), newspapers and magazines 

(written press and magazine publishing activities), as 

well as food, textiles, cosmetics, electronics and 

other goods (retail activities). As the Group does not 

carry out any industrial processing operations, 

emissions related to the manufacturing of these 

products are concentrated upstream in its value 

ÄÉÂÊÏ Ů3ÄÐÑÆ źůř 4ÉÆ 'ÓÐÖÑšÔ ÊÏ×ÆÔÕÎÆÏÕÔ ÓÆÑÓÆÔÆÏÕ 

the second -largest category, accounting for 10% of 

its emissions.  This includes emissions from 

companies in which the Group has invested and from 

which it d erives revenue. These emissions originate 

primarily from the joint ventures of the Lagardère 

Travel Retail division. As the Group does not exercise 

direct operational control over these companies, it 

has no influence over the reduction of these 

emissions.  The third -largest emissions category is 

transportation and distribution, accounting for 8% of 

ÕÉÆ 'ÓÐÖÑšÔ ÄÂÓÃÐÏ ÇÐÐÕÑÓÊÏÕŗ ÊÕÔ ÂÄÕÊ×ÊÕÊÆÔ ÈÆÏÆÓÂÕÆ 

numerous upstream and downstream logistics flows 

through the delivery of purchased goods to storage 

warehou ses, stores or direct customers. Finally, end -

of -life treatment of sold products represents 7% of 

overall emissions. This category is directly correlated 

to the volumes of purchased products offered for 

resale. While publishing and press activities can wor k 
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actively with printers on the eco -design of lower -

emission publications, retail activities have no direct 

influence over product manufacturing and, 

consequently, limited leverage over their end -of -life.  

Reduction pathway  

,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ ÅÆÄÂÓÃÐÏÊÔÂÕÊÐÏ ÑÍÂÏ ÊÔ 

based on a transition plan covering part of its scope 

ū including Lagardère Publishing 1, Lagardère Travel 

Retail and Lagardère News -Radio (representing over 

90% of its revenue) ū and on key decarbonisation 

ÂÄÕÊÐÏÔ ÄÐÏÅÖÄÕÆÅ ÄÐÏÄÖÓÓÆÏÕÍÚ ÃÚ ÕÉÆ 'ÓÐÖÑšÔ ÐÕÉÆÓ 

activities, specifically Prisma Media.  

This transition plan aims to reduce greenhouse gas 

emissions across the defined scope by 28% by 2030 

compared with 2019 2, which was selected as the 

baseline year since it is representative of the 

activities concerned. Investment -related emissions 

are excluded due to the limited levers for action in 

this area.  

This target is based on the latest scientific 

knowledge, and breaks down as follows:  

Ʒ 46% absolute reduction in Scope 1 & 2 emissions 

(i.e., 1% of its total market -based emissions); 

Ʒ 28% absolute reduction in indirect Scope 3 

ÆÎÊÔÔÊÐÏÔ ÇÓÐÎ ,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ ÅÊÓÆÄÕ 

operations and its value chains (i.e., 99% of 

total market -based emissions). 

This transition plan, developed in collaboration with 

the Lagardère Publishing, Lagardère Travel Retail, 

Lagardère News and Lagardère Radio divisions, 

identifies decarbonisation levers and establishes 

tailored metrics for each business to monitor 

progress on the reduction pathway. The 

collaborative approach adopted helps develop 

concrete and realistic measures, by raising awareness 

and actively involving all stakeholders.  

Decarbonisation levers were identified based on best 

practices in the Group's various businesses, as well as 

on recommendations from national and 

international organisations. The aim associated with 

some decarbonisation levers is therefore directly 

linked to national net -zero scenarios (such as 

ADEME's Transition(s) 2050 scenarios) or similar 

international scenarios.  

)Ï ÍÊÈÉÕ ÐÇ ÕÉÆ 'ÓÐÖÑšÔ ÔÑÆÄÊÇÊÄ ÃÖÔÊÏÆÔÔ ÔÆÄÕÐÓÔŖ ÕÉÆ 

emission reduction action plan is implemented 

differently within each division.  

 
1 Excluding the Partworks and Board Games business segments.  
2 The impact of the work conducted in 2025 to fine -tune the Scope 3 greenhouse gas emission calculation methodology 

will be assessed in 2026. The decarbonisation pathway has not been revised at this stage.  
3 In countries where trust mechanisms involving energy attribute certificates (such as Guarantees of Origin in Europe) 

exist.  

Decarbonisation levers (Scopes 1 & 2)  

Ʒ Continue to improve the energy efficiency of 

our sites  

Within Lagardère, energy efficiency measures 

were also put in place during the year, which 

included guidance on using heating and air 

conditioning systems sparingly.  

For example, in 2025, Lagardère Publishing 

continued its efforts to reduce its real estate 

footprint, particularly in France, by 

consolidating the Assas and Odéon sites at the 

Vanves site. This involved pooling space and 

modernising technical facilities. L ED lighting has 

also been rolled out internationally, particularly 

in Spain, where new systems have been 

installed in the Barcelona offices and the Getafe 

logistics centre.  

In the same vein, energy efficiency is seen as a 

priority decarbonisation lever at Lagardère 

Travel Retail, as it provides an immediate 

reduction in emissions and financial gains. In 

2025, the installation of closed -door 

refrigeration equipment continued a longside 

optimised lighting management in premises and 

stores. Energy audits are also carried out in the 

most energy -intensive stores to identify specific 

solutions.  

Ʒ Continue the electrification of vehicle fleets  

4ÐÈÆÕÉÆÓŖ ,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ ÃÖÔÊÏÆÔÔ 

divisions aim to transition the whole of their 

ÆÏÕÊÕÊÆÔš ×ÆÉÊÄÍÆ ÇÍÆÆÕÔ ÕÐ ÉÚÃÓÊÅ ÐÓ ÆÍÆÄÕÓÊÄ 

models by 2030. This transition will help to 

reduce direct greenhouse gas emissions by 

gradually phasing out the use of fossil fuels.  

Ʒ Guarantee the supply of renewable electricity  

The Group closely monitors the proportion of 

green electricity consumption. This metric 

reflects annual progress made in responsible 

sourcing, which directly impacts emissions 

related to electricity consumption. Renewable 

power supply sources are prioritis ed, 

particularly self -generation and green electricity 

contracts. Any electricity not covered by such 

solutions is backed by the purchase of 

Guarantees of Origin, which secure the 

production of an equivalent quantity of clean 

electricity in geographies whe re this is possible 3. 
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Scope 3 decarbonisation levers  

Most emissions associated with Publishing, Travel 

Retail and News -Radio activities originate from 

Scope 3. This reflects the specific activities of each 

division and incorporates the types of goods and 

services purchased, waste generated, logistics flows 

and emissions related to the use and end -of -life 

treatment of sold products. Accordingly, the 

decarbonisation levers implemented to reduce 

emissions within this scope are specific to each 

business sector. 

For Publishing activities  

Ʒ Reduce over -printing  

Lagardère Publishing is committed to limiting 

over-printing (i.e., printing more books than 

required), from material purchase quantities to 

the end -of -life of books. This results in 

improved visibility of inventory levels across the 

entire value chain, as well as more accurate 

sales forecasting and the imp lementation of on -

demand printing to reduce returns and 

consequently the rate of stock pulped.  

   

 

 

In France, Hachette Livre Distribution is continuing 
the rollout of its print -on-demand solution, 
developed in partnership with Lightning Source, 
the global leader in this market.  

 

Ʒ Reduce the footprint associated with paper 

procurement  

Reducing the carbon intensity of paper  involves 

strengthening environmental selection criteria 

for paper suppliers and promoting product eco -

design, in addition to close collaboration with 

paper manufacturers to implement sustainable 

practices in manufacturing processes.  

Ʒ Reduce the footprint of printing services  

Reducing the carbon intensity of printing and 

binding by maintaining an ongoing dialogue 

with suppliers, optimising printing processes 

and setting annual targets.  

Ʒ Reduce the footprint of logistics  

Lagardère Publishing is working to optimise the 

distribution of books by enforcing more 

demanding environmental criteria in the 

selection of logistics providers, while continuing 

to favour alternatives to air freight ū notably sea 

and road transportation ū wherever possible.  

For Retail activities  

Ʒ Reduce the footprint of purchased products  

"Ú ÔÖÑÑÐÓÕÊÏÈ ÔÖÑÑÍÊÆÓÔš ÄÂÓÃÐÏ ÄÐÎÎÊÕÎÆÏÕÔ 

and identifying product -specific emission 

factors, Lagardère Travel Retail endeavours to 

provide a more accurate view of the individual 

footprint of products purchased and sold on.  

   

 

 

Launch of the LESS (Low Emissions Sustainable 
Sourcing) platform aimed at enabling the 
exchange of carbon data between manufacturers 
and retailers. It comprises nine retail members and 
150 supplier members.  

 

Ʒ Reduce the footprint of food sales  

Reducing the footprint of food products 

involves promoting more responsible 

consumption through the promotion of 

alternatives to beef, such as plant -based 

products or lower -emission meats, or, as in 

2025, the launch of a responsible product range. 

This approach goes beyond food products, and 

is part of the drive to offer consumers products 

with a low carbon footprint, i.e., refillable, 

recycled or reconditioned products or products 

from certified sustainable farming practices or 

deforestation -free sources. 

Ʒ Reduce the waste footprint  

Lagardère Travel Retail is striving to reduce food 

waste by optimising the production and 

preservation of food, and by encouraging the 

repurposing of wasted food and the 

redistribution of unsold products. These actions 

are being rolled out as part of the F LOW (Fight 

to Limit Our Waste) programme.  
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For Press and Media activities  

Ʒ Reduce the footprint of the written press  

Lagardère News must consider the specific 

constraints of the press, such as time -

sensitivity, which can involve challenges in 

terms of managing unsold copies (regular 

renewal of newspapers to keep pace with 

current events, with back issues quickly 

becoming  obsolete); it strives to reduce over -

printing and operating costs through synergies 

in paper purchasing strategies and joint 

negotiations between Lagardère Publishing and 

Lagardère News for the same paper types.  

Ʒ Reduce the footprint of logistics  

In order to optimise press distribution, the 

Group uses a collective approach with joint 

actions such as pooled logistics resources and 

improved distribution processes.  

Ʒ Reduce the carbon intensity of media licences  

Lagardère News works closely with its franchise 

partners, especially at the ELLE International 

brand, to ensure that they adhere to 

sustainability standards, thereby helping to 

reduce emissions across the entire network.  

Ʒ Reduce emissions from Radio activities  

Lagardère Radio is committed to reducing its 

emissions through ongoing dialogue with its 

broadcasting partners. This effort will continue 

with the replacement of FM broadcasting by 

the more energy -efficient DAB+ digital radio in 

2033.  

   

 In 2025, Europe 1 joined the 
Ecoprod label to assess the 
impact of advertising 
productions.  

Lagardère Publicité News 
also collaborated with 
Ecoprod and industry 

ÔÕÂÌÆÉÐÍÅÆÓÔ ÕÐ ÅÆ×ÆÍÐÑ #ÂÓÃÐÏš#ÍÂÑŖ Â ÑÊÐÏÆÆÓÊÏÈ 
tool for evaluating the carbon impact of audio 
productions.  

 

Cross-cutting actions implemented across all Group 

activities   

Emissions related to employee business travel are 

fully integrated into the reduction targets included in 

the long -term incentive plans of executives. These 

initiatives include promoting rail travel, limiting non -

essential trips, optimising routes and enco uraging 

eco-driving, as well as partially reimbursing public 

transport passes and making Sustainable Mobility 

Packages available to employees in France.  

Within each division, the CSR and business teams are 

responsible for embodying and driving this 

commitment forward, both internally and externally, 

with the subcontractors and suppliers with which 

they work.  

2.3.4.1.2 Decarbonisation actions in addition to 
the Transition Plan  

Following its integration into Louis Hachette Group 

in 2025, Prisma Media conducted a comprehensive 

inventory of its carbon emissions covering Scopes 1, 2 

& 3. Its activities are also subject to numerous 

decarbonisation initiatives aimed at reducing its 

footprint.  

Ʒ Energy efficiency and energy consumption  

Initiatives aimed at improving the energy 

efficiency of buildings and consumption have 

been implemented, such as timed exterior and 

interior lighting with a fixed nightly shutdown, 

limits on heating and air conditioning, as well as 

the implementation of co llective time off to 

limit site usage.  

In addition, Prisma Media set a target not to 

exceed 2,750  MWh in 2025. This target was 

ÂÄÉÊÆ×ÆÅ ÃÚ Â ØÊÅÆ ÎÂÓÈÊÏŖ ØÊÕÉ ÕÉÆ ÅÊ×ÊÔÊÐÏšÔ 

energy consumption in 2025 totalling 

2,610 MWh.  

Ʒ Optimisation of paper usage  

Several actions are being taken to reduce the 

amount of paper used in magazines. For 

example, Prisma Media has for several years 

been implementing editorial sobriety measures 

and optimising paper formats and weights. In 

addition to theoretical carbon savin gs, reducing 

the weight of paper purchases also brings 

economic benefits (notably by reducing 

transport weight and freight -related emissions).  

Ʒ Local sourcing and sustainable manufacturing  

0ÂÑÆÓ ÊÔ 0ÓÊÔÎÂ -ÆÅÊÂšÔ ÑÓÊÎÂÓÚ ÓÆÔÐÖÓÄÆŖ ØÊÕÉ 

21,400 metric tons purchased in 2025. 

Particular attention is therefore paid both to 

sourcing and to optimising the processes used 

to produce magazines.  

In 2025, 90% of Prisma Media magazines were 

printed in France, taking advantage of industrial 

processes powered by electricity boasting one 

of the lowest emission levels in Europe. In 

addition, 45% of paper purchased came from 

countries with low -carbon and  renewable 

energy mixes (Sweden, Spain, Austria, France 

and Finland).  

To reduce emissions related to the upstream 

use of virgin resources, Prisma Media favours the 
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use of recycled paper for the production of 

certain titles such as Télé Z, which is printed in 

France on 100% recycled fibre paper. Other 

magazines contain varying proportions of 

recycled fibre, depending on the percentage of 

recycled fibre used in the pap ÆÓ ÎÂÏÖÇÂÄÕÖÓÆÓšÔ 

total production.  

In 2025, 23% of Prisma Media titles 

incorporated recycled fibres into their paper. 

This initiative covers the 18 titles that account 

for the largest volumes of paper purchased, 

meaning that 45% of the paper purchased by 

the division contains over 10% of re cycled fibre. 

However, other than for certain titles that are 

more suited to recycled paper, its use remains 

limited by editorial and commercial constraints 

related to reader expectations.  

Ʒ Reduction of transport distances and freight  

Reducing the grammage of paper and the 

weight of magazines directly impacts freight 

emissions by reducing the tonnage transported. 

At the same time, sourcing from European 

paper mills and printers, which are closer to 

distribution centres, reduces freight distances. 

The relocation of printing sites in 2023 thus 

reduced upstream value chain travel distances 

ÇÐÓ ÂÍÍ ÓÆÍÐÄÂÕÆÅ ÕÊÕÍÆÔř 0ÓÊÔÎÂ -ÆÅÊÂšÔ ÑÂÑÆÓ 

partners are currently all European.  

Ʒ Prevention and management of returns  

The recovery and recycling of unsold copies 

ÇÓÐÎ 0ÓÊÔÎÂ -ÆÅÊÂšÔ ÎÂÈÂÛÊÏÆ ÂÄÕÊ×ÊÕÊÆÔ ÊÔ 

ÆÔÔÆÏÕÊÂÍř !ÏÅ ÕÉÆ ÅÊ×ÊÔÊÐÏšÔ ÖÏÔÐÍÅ ÓÂÕÆÔ ÂÓÆ 

indeed below the market average for all 

periodicals combined.  

At the end of the chain, 100% of unsold 

magazines are recycled to produce recycled 

paper pulp.  

Ʒ Programmatic innovations  

Programmatic advertising represents a 

ÔÊÈÏÊÇÊÄÂÏÕ ÔÉÂÓÆ ÐÇ 0ÓÊÔÎÂ -ÆÅÊÂšÔ ÅÊÈÊÕÂÍ 

advertising revenue. Using automated 

platforms, the division sells its advertising space 

in real time, enabling precise targeting, 

performance optimisation and efficient 

mone tisation of its content.  

The automated ad buying market is made up of 

a multitude of suppliers located between the 

ÂÖÕÐÎÂÕÆÅ ÃÖÚÊÏÈ ÑÍÂÕÇÐÓÎ ŮÕÉÆ Ţ$ÆÎÂÏÅ 3ÊÅÆ 

0ÍÂÕÇÐÓÎţů ÂÏÅ ÕÉÆ ÆÏÅ ÑÖÃÍÊÔÉÆÓ ØÉÊÄÉ 

circulates the ad. As part of its decarbonisation 

process, Prisma Media has continu ed its 

partnership with Greenbids. This startup has 

developed a solution that minimises energy 

consumption in the advertising space bidding 

process by reducing the number of calls, 

particularly unnecessary programmatic bid 

requests, thereby reducing the ca rbon 

emissions of this ecosystem.  

Furthermore, to better account for emissions 

related to the programmatic advertising it sells 

to advertisers, Prisma Media Solutions uses the 

EcoImpact calculator, developed by the French 

Union of Magazine Publishers (SEPM). This tool 

enables it to measure  the carbon footprint of 

print and digital advertising campaigns across 

its brands.  

Ʒ Responsible advertising  

The advertising sales brokerage also carries out 

various actions to minimise its environmental 

impact. These include limiting the weight of 

creative assets (e.g., content produced for 

communication or marketing campaigns, 

including visuals and commercials) , video 

ÄÐÎÑÓÆÔÔÊÐÏ ÂÏÅ ŢÍÐØ-ÄÂÓÃÐÏţ ÔÆÕÕÊÏÈÔ ÇÐÓ 

delivery parameters (network, targeting, device 

and format) in order to optimise the footprint 

of advertising campaigns.  

In addition, Prisma Media aims to make 

advertising a powerful vector for raising 

awareness and transforming practices. This 

includes solidarity advertising with Goodeed (a 

ÑÐÓÕÊÐÏ ÐÇ ÕÉÆ ÃÓÂÏÅÔš ÎÆÅÊÂ ÂÅ×ÆÓÕÊÔÊÏÈ ÃÖÅÈÆÕ 

is paid over to the associations), d onations of 

advertising space, creation of engaged content 

for brands, membership of the Sustainability 

Digital Ad Trust programme, etc.).  

Ʒ Digital sobriety and creation  

Sobriety in the creation of digital content is a 

ÄÆÏÕÓÂÍ ÄÐÏÄÆÓÏ ÊÏ 0ÓÊÔÎÂ -ÆÅÊÂšÔ ÑÓÂÄÕÊÄÆÔ ÂÏÅ 

priorities. Team engagement is a key lever, with 

the introduction of training on the eco -design of 

digital services, enabling the development of 

professional e xpertise focused on responsible 

practices: from brain -storming (taking into 

account advertising authority 

recommendations, greenwashing vigilance, 

etc.) to distribution (low -carbon organisation, 

optimised targeting, etc.) and production itself 

(technical o ptimisations, format compression, 

etc.).  

Ʒ Collective actions  

Involved in several collective initiatives, Prisma 

Media is a member of the SRI ( Syndicat des 

Régies Internet) task force and of the 

Sustainability Digital Ad Trust (SDAT), 

Launched in December 2023 by the SRI, the 

SDAT programme evaluates and promotes the 
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sustainability and responsibility initiatives of 

advertising sales brokerages. It is based on 

15 technical and CSR criteria.  

Prisma Media Solutions has reaffirmed its 

commitment to responsible advertising, 

achieving a further milestone this year by 

ÂÕÕÂÊÏÊÏÈ Ţ0ÍÂÕÊÏÖÎţ ÔÕÂÕÖÔ ÊÏ ÕÉÆ ÕÉÊÓÅ ØÂ×Æ ÐÇ 

the SDAT programme. This achievement attests 

ÕÐ ÕÆÂÎÔš ÐÏÈÐÊÏÈ ÄÐÎÎÊÕÎÆÏÕ ÕÐ ÎÂÌÊÏÈ 

digital advertising more sustainable, 

transparent and responsible.  

In parallel, Prisma Media is a member of the 

working group set up by the French Union of 

Advertising Publishers (SRP) to create the first 

carbon measurement benchmark for the print 

media industry.  

2.3.4.1.3 Metrics and outcomes  

,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ ÑÂÑÆÓ ÑÓÐÄÖÓÆÎÆÏÕ ×ÐÍÖÎÆÔ 

ÂÓÆ ÑÓÆÔÆÏÕÆÅ ÊÏ ÔÆÄÕÊÐÏ ŹřźřŻřŹŖ Ţ#ÂÓÊÏÈ ÇÐÓ ÓÆÔÐÖÓÄÆÔ 

ÕÉÓÐÖÈÉÐÖÕ ÐÖÓ ×ÂÍÖÆ ÄÉÂÊÏţř 

The energy consumption shown in the table below 

covers all the activities of Louis Hachette Group.  

The data factor in the direct (Scope 1) and indirect 

(Scope 2 [location -based]) energy consumption of all 

the offices, points of sale, stores, warehouses, server 

rooms, radio broadcasting sites, venues and sports 

ÂÄÂÅÆÎÊÆÔ ÖÔÆÅ ÇÐÓ ÕÉÆ 'ÓÐÖÑšÔ ÂÄÕÊ×ÊÕÊÆÔ Ên all the 

regions indicated above.  
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Group tertiary energy consumption, worldwide (in MWh)  
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LHG 

LHG 
metrics   

2024  2025  2024  2025  

Scope 1 
energy 
consumption 
(MWh PCS) 

Consumption of fuel from oil  1,536 1,165 0 0 1,572 610 65 0 2,701 2,248  

Consumption of fuel from 
natural gas  

24,075  12,519 6,860  0 24,796  14,398 6,294  0 43,454  45,488  

Total fossil -based energy consumption 
(MWh)   

25,611 13,684 6,860  0 26,368  15,009 6,359  0 46,155 47,736 

Scope 2 
energy 
consumption 
(MWh PCI)  

Electricity consumption  26,296  193,682 9,978  2,650  26,469  200,308  8,319 2,731 232,605  237,828  

Consumption of electricity, 
heating, steam and cooling 
purchased or acquired from 
district heating systems  

292 8,737 1,503 0 247 9,574  1,480 0 10,532 11,301 

Total consumption of electricity, heating, 
steam and/or cooling (MWh)   

26,588  202,420  11,481 2,650  26,716 209,882  9,799  2,731 243,138 249,128 

Energy 
consumption 
from 
renewable 
sources 
(MWh PCI)  

Consumption of electricity, 
purchased or acquired from 
renewable sources 
(consumption included in 
electricity consumption 
reported above)  

14,499 193,682 9,183 2,567 25,074  198,638 7,675 0 219,932 231,386 

Share of electricity consumption from 
renewable sources in total electricity 
consumption (%)  

55% 100% 92% 97% 95% 99% 92% 0% 95% 97% 

Total energy consumption (MWh)  52,199 216,104 18,341 2,650  53,084  224,891 16,159 2,731 289,293  296,864  

 

In general, the decrease in reported energy 

consumption and greenhouse gas emissions, 

depending on the division and type of energy, reflect:  

Ʒ changes in organisational structure, with new 

entities and/or new buildings entering the 

environmental reporting scope;  

Ʒ a better understanding within an entity of the 

various sources of energy consumption;  

Ʒ internal organisational changes (often due to 

refurbishment or renovation works) that may 

be temporary or permanent, and lead to 

increases or decreases in energy consumption;  

Ʒ an update of the emissions factors used to 

convert energy into carbon equivalent.  

The specific case of stores  

Lagardère Travel Retail dining outlets and stores are 

operated under concessions in transit hubs (train 

stations and airports), with companies such as SNCF 

and ADP as concession grantors. As tenants of these 

spaces, the division's entities often do not hav e 

direct access to their energy consumption. As a 

result, operating staff responsible for reporting 

consumption data for the store network operated in 

each region are sometimes required to make 

estimates using average kWh/sq.m./month, data 

based on the sur face area and type of point of sale.  

Group GHG emissions, worldwide (in tCO 2eq)

The Scope 1 & 2 carbon emissions presented in the 

table align with the scope covered in the transition 

plan for the Lagardère Publishing, Lagardère Travel 

Retail and Lagardère News and Lagardère Radio 

ÃÖÔÊÏÆÔÔÆÔ ŮÊÏÄÍÖÅÆÅ ÊÏ ÕÉÆ Ţ,ÂÈÂÓÅôÓÆ ,Ê×Æţ 

segment, w hich also includes Scope 1 & 2 emissions 

related to stationary energy sources from Lagardère 

Live Entertainment, Lagardère Paris Racing and the 

Corporate entities) and for Prisma Media. For Scope 

3, the emissions presented cover nearly 93% of Louis 

Hachett Æ 'ÓÐÖÑšÔ ÓÆ×ÆÏÖÆŖ ÂÏÅ ÊÏÄÍÖÅÆ ÕÉÆ 

Lagardère Publishing, Lagardère Travel Retail, 

Lagardère News -Radio and Prisma Media entities.  

With an international presence, the Group operates 

entities of varying sizes. The following entities have 

been excluded from the data as they are not 

considered material: Lagardère Live Entertainment, 

Lagardère Paris Racing, Lagardère Ressources 

(Corporate  function), estimated to represent less 

than 1% of emissions. A small proportion of Lagardère 

0ÖÃÍÊÔÉÊÏÈšÔ ÂÄÕÊ×ÊÕÊÆÔ Ůźƪ ÐÇ 'ÓÐÖÑ ÓÆ×ÆÏÖÆůŖ ÂÔ ØÆÍÍ 

as its Partworks and Board Games activities, are also 

currently excluded (3%). These are due to be 

included  in the reporting scope in future years.
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LHG 

LHG metrics  2024 (1)  2025  2024  2025  

Scope 1 GHG 
emissions 
(tCO 2eq) 

       
 

   

1.1 Stationary 
sources 

4,848  2,619 1,242 0 4,987  2,816 1,157 
 

0 8,708  8,961 

1.2 Mobile sources 1,151 2,977 120 49  1,326 2,446  82  41 4,297 3,895  

Sub-totals  5,999  5,595 1,362 49  6,313 5,263 1,239  41 13,005 12,856 

Scope 2 GHG 
emissions 
(tCO 2eq) 
(location -based) 

       

 

   

2.1 Purchases of 
electricity 
(location -based) 

5,952 69,215 415 104 5,986  70,372 328 
 

108 75,685  76,793 

2.1 Purchases of 
electricity 
(market -based) 

4,153 0 32 104 454  674 15 
 

64  4,290  1,207 

2.2 Purchased 
steam, heat and 
cooling  

52 1,818 271 - 44  2,045  266 
 

0 2,141 2,356 

Sub-totals 
(location -based) 

6,004  71,033 685  104 6,030  72,418 594  
 

108 77,827 79,149 

Sub-totals 
(market -based) 

4,205  1,818 303  104 498  2,719 282 
 

64  6,431 3,563  

Scope 3 GHG 
emissions 
(tCO 2eq) 

       
 

   

3.1 Purchased 
goods and 
services 

195,982 1,187,810 21,068 20,834  183,177 1,010,914 12,733 
 

25,183 1,425,695 1,232,007 

3.2 Capital goods  3,265 32,176 1,721 418 4,680  39,958  866   3,618 37,580  49,122 

3.3 Fuel- and 
energy-related 
activities not 
included in 
Scopes 1 & 2 

3,282 16,169 108 353 2,640  15,577 92 

 

45 19,912 18,355 

3.4 Upstream 
transportation 
and distribution  

81,738 38,298  4,317 15,322 90,673  52,480  1,629 
 

13,247 139,674 158,030 

3.5 Waste 
generated in 
operations  

11,322 12,806 606  2,309  10,445 15,347 456  
 

1,750 27,043  27,998  

3.6 Business 
travel  

3,144 6,773 638  220 3,955 6,718 426  
 

144 10,775 11,243 

3.7 Employee 
commuting  

4,531 24,736  286  188 5,021 27,334 211 
 

245 29,741 32,811 

3.9 Downstream 
transportation 
and distribution  

23,862  0 0 - 15,538 0 0 
 

- 23,862  15,538 

3.11 Use of sold 
products  

257 0 1,671 - 259 0 1,703 
 

54,794  1,928 56,756 

3.12 End-of -life 
treatment of sold 
products  

7,957 145,617 2,619 - 7,833 125,124 42 
 

656  156,193 133,655 

3.14 Franchises 0 0 15,730 - 0 0 8,893   169 15,730 9,062  

3.15 Investments 0 253,713 0 - 0 199,934 0  0 253,713 199,934 

Sub-totals  335,339  1,718,098 48,764  39,645  324,221 1,493,386  27,050   99,853  2,141,846 1,944,510 

Total GHG 
emissions 
(location -based) 

       
 

   

Group total  347,342  1,794,726 50,812 39,798  336,564  1,571,067 28,883   100,001 2,232,678  2,036,515 
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Total GHG 
emissions 
(market -based) 

       
 

   

Group total  345,544  1,725,512 50,429  39,798  331,032 1,501,368 28,571  99,958  2,161,282 1,960,929  

[1] In view of the heterogeneous metric systems and distinct product referencing between countries within the central 
database, the divisions work continuously to improve and harmonise the estimates and assumptions used to calculate 
Scope 3 greenhouse gas emissions. For instance, in 2025, Lagardère Travel Retail undertook extensive harmonisation 
and standardisation work, which also resulted in the restatement of the 2024 data, thereby ensuring better year -on-
year comparability. These changes resulted in an 8.7% decrease in reported Scope 3 greenhouse gas emissions for 2024. 
The 2024 data for category 3.3 has also been restated.  

 
 
Overall GHG emissions were reduced by 9% year on 

year. This is primarily due to the reduction in category 

3.1 emissions, which is attributable to several factors 

including improved data quality, favourable trends in 

emission factors for key commodities (e. g., meat, 

eggs, coffee), lower sales volumes and the gradual 

implementation of decarbonisation measures 

ÐÖÕÍÊÏÆÅ ÊÏ ÕÉÆ 'ÓÐÖÑšÔ 4ÓÂÏÔÊÕÊÐÏ 0ÍÂÏř 4ÉÊÔ ÍÆÅ ÕÐ Â 

correlated reduction in emissions related to the end -

of -life treatment of sold products (category  3.12). 

Furthermore, emissions related to investments 

(category 3.15) decreased by 21% in 2025. These are 

calculated using a monetary ratio calculated on the 

basis of emissions from Lagardère Travel Retail, 

which also decreased. These three categories 

account for more than three -ÒÖÂÓÕÆÓÔ ÐÇ ÕÉÆ 'ÓÐÖÑšÔ 

emissions. 

However, these reductions are partially offset by 

increases in emissions relating to upstream 

transportation and distribution (category 3.4) and in 

category 3.11 emissions due to the integration of the 

Prisma Media division over the full year 1. 

2.3.4.2 Caring for resources throughout 
our value chain  

2.3.4.2.1 Resource use and circular economy  

!ÍÍ ÐÇ ,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ ÂÄÕÊ×ÊÕÊÆÔ ÓÆÒÖÊÓÆ ÕÉÆ 

use of natural resources and generate waste. The 

ÄÊÓÄÖÍÂÓ ÆÄÐÏÐÎÚ ÊÔ ÕÉÆÓÆÇÐÓÆ ÄÆÏÕÓÂÍ ÕÐ ÕÉÆ 'ÓÐÖÑšÔ 

operations, particularly with regard to the natural 

resources needed to manufacture food products, 

paper, cardboard and logistics plastics, as well as the 

processing and minimisation of food waste and 

unsold products. The management of circular 

economy priorities is inherently specific to each 

business sector, so the deployment and 

implementation of polic ies is carried out within each 

of the Louis Hachette Group business divisions. The 

materiality of the risks and impacts related to this 

matter is material only for Lagardère Publishing and 

Lagardère Travel Retail.  

 
1 These emissions originate primarily from programmatic advertising  

2.3.4.2.2 Circular economy policies and action 
plans 

Use of resources 

In Publishing activities   

Ʒ Minimising the wastage rate  

Applied throughout the book production process, 

the aim of this policy is to reduce the proportion of 

waste (i.e., paper loss) in production processes, 

moving towards a decrease in the number of new 

annual releases and in over -production, and hence 

the vol ume of unsold stock.  

The wastage rate is calculated by comparing the 

amount of paper used in the printing process with 

the amount of paper contained in the finished 

product. This rate varies depending on the printing 

technology used (type of machine, colours) and the 

number of  books produced (print run). To reduce 

wastage and thus paper requirements, teams select 

the most optimal techniques. Improving wastage 

rates is a key factor in negotiations with printers.  

Ʒ Adjustment of print runs  

Lagardère Publishing is deploying innovative 

technologies such as print -on-demand, in 

partnership with Lightning Source, and automated 

reprinting using its Ritméo solution. This programme 

automatically controls reprints of each title so that 

publishers alw ays have the right number of copies in 

stock, taking into account the book's profile and 

sales history. This smart stock management system 

drastically reduces the publisher's stock, without any 

intervention on the part of the publisher, while 

ensuring opti mised and continuous stock 

replenishment, guaranteeing that the bookseller can 

be restocked without interruption. This programme 

helps to optimise print runs, reduce returns and 

improve visibility over stock along the value chain, in 

order to reduce over -production.  

Ʒ Eco-design 

In 2025 in France, Hachette Livre continued its 

annual eco -design programme with the aim of 

accelerating the integration of eco -design practices 

within its teams and involving all business lines in 



2025 Annual Report ū Louis Hachette Group  

96 

Company -wide efforts to achieve resource efficiency 

across the entire value chain, with a focus on 

reducing plastic.  

This programme is built on two complementary 

initiatives: Eco -Design Week, which features a series 

of webinars open to all employees to raise awareness 

of circularity matters; and the Eco -Challenge, an 

internal competition held to showcase eco -designed 

pro jects and products, as well as operational 

initiatives that contribute to reducing environmental 

impact in editorial, manufacturing and distribution 

processes.  

In 2025, this initiative was extended to the United 

+ÊÏÈÅÐÎ ÖÏÅÆÓ ÕÉÆ ÏÂÎÆ Ţ'ÓÆÆÏ 3ÉÐÐÕÔţŖ ÂÏ ÊÏÕÆÓÏÂÍ 

competition launched by Hachette UK to promote 

sustainable ideas, processes and products. The 

programme aims to celebrate and spread eco -

responsible init iatives among British teams.  

Together, these actions contribute to upskilling 

teams on circular economy and responsible design 

issues, and support the implementation of the 

ÅÊ×ÊÔÊÐÏšÔ ÍÐØ-plastic and low -carbon commitments.  

Ʒ Book composition  

To reduce its contribution to the depletion of virgin 

resources, Hachette Livre is incorporating a 

proportion of recycled paper into the production of 

its books (0.3% by 2025). Lagardère News also 

integrates a proportion of recycled paper into its 

purchases (1.2% in 2025). 

In Retail activities  

In the Retail business model, the main resource 

inflows are the consumer products sold (e.g., 

processed food items, textiles, cosmetics, electronic 

goods). These finished products are manufactured 

ÖÑÔÕÓÆÂÎ ÐÇ ,ÂÈÂÓÅôÓÆ 4ÓÂ×ÆÍ 2ÆÕÂÊÍšÔ ÐÑÆÓÂÕÊÐÏÔŗ ÂÔ 

such, the division has no influence on design choices. 

It nevertheless strives to innovate and strengthen its 

circular economy policies through its purchasing, 

notably by using sustainable packaging and 

consumables. These commitments are applicable to 

all Lagardère Travel Retail division entities, through 

their own -brand stores.  

Ʒ Composition and purchasing criteria  

The packaging and consumables policy imposes 

guidelines on purchasing teams regarding the 

composition of four strategic resources for retail 

activities: consumables (including cutlery, beakers 

and paper napkins), checkout bags, water bottles 

and tertiary ( freight) packaging. Guidelines on the 

selection of materials favour more sustainable 

alternatives and ban the use of virgin plastic.  

)Ï ŹŷŹżŖ ÃÂÈ ÑÖÓÄÉÂÔÆÔ ÇÐÓ ÕÉÆ ÅÊ×ÊÔÊÐÏšÔ ÅÊÓÆÄÕ 

operations shifted entirely to eco -responsible 

materials ( 100% in 2025, up from 39% in 2024 ), with 

a commitment to maintain this best practice.  

Ʒ Reduction of virgin plastic  

As part of efforts to promote the reduction of virgin 

resources and the increased use of secondary 

materials in the products whose composition it can 

choose, Lagardère Travel Retail has sought to make 

a commitment with its suppliers, by setting the 

demandi ng target of achieving 75% of water bottles 

sold to be made from 100% RPET (recycled PET), 

across all points of sale of consolidated entities. This 

target was achieved in 2025.  

Ʒ Alternative solutions  

Water fountains offer an alternative to bottles and 

are being trialled across various markets and 

environments. In 2025, Relay continued to innovate 

and test fountain solutions, ranging from a still, 

sparkling or flavoured water fountain in Marseille in 

France, to a free water fountain in partnership with 

7ÂÕÆÓÅÓÐÑŖ ÐÇÇÆÓÊÏÈ ÕÉÆ ÃÓÂÏÅšÔ ØÂÕÆÓ ÃÐÕÕÍÆÔ ÂÏÅ 

micro -drinks, in Auckland, New Zealand.  

Waste management  

In Publishing activities  

Ʒ  Low -plastic plan  

In 2025, Hachette Livre continued the initiative 

launched in France in 2021 to reduce the use of 

plastic.  

For box sets, the replacement of plastic dividers, 

inserts and blister packs with cardboard or recyclable 

and bio -based alternatives is being rolled out 

gradually. Simplifying packaging also helps reduce 

material weight and complexity, and therefore in lin e 

with the eco -design principles applied to publishing 

production.  

In France, concrete actions have been implemented 

to cut the amount of plastics used in logistics 

operations, such as reducing the thickness of plastic 

film used in machine and manual palletising, 

integrating recycled plastic into heat -shrinkable film 

and reducing its thickness, eliminating the use of PVC 

adhesive tape in warehouses, and implementing a 

progress plan for sorting logistics waste.  

In Spain, Grupo Anaya has optimised its packaging 

for small shipments, eliminating the use of plastic 

entirely. Palette -wrapping machines have been 

adjusted to halve the amount of plastic used. For 

international shipments, paper or cardboard is now 

used fo r dunnage. Films and adhesive tapes are made 

from recyclable materials.  

In the United Kingdom, the Hachette UK subsidiary 

has for several years used machines that adjust 
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cardboard box heights to fit their contents, thereby 

eliminating the need for padding or dunnage. The 

subsidiary uses returnable containers for deliveries to 

major customers, and all its cardboard suppliers are 

ISO9001, ISO14001 and FSC certified.  

Ʒ Minimising and reusing unsold goods  

Lagardère Publishing has been implementing a 

responsible paper management policy that applies 

throughout the paper life cycle. To reduce the 

pulping of unsold books, Hachette Livre has launched 

a book donation scheme in France. The aim is to give 

unsold bo oks a second, more sustainable life while 

creating a positive social impact. Operations are 

carried out in partnership with not -for -profits, for 

example in aid of Libraries Without Borders for their 

Ţ-Ú ÃÂÈ ÐÇ ÃÐÐÌÔţ ÐÑÆÓÂÕÊÐÏř 

Ʒ Optimising waste sorting  

Upstream of production, the division is working with 

waste management providers recognised for their 

efficiency, ensuring that they meet strict criteria 

including high recycling rates, traceability of 

materials and certified processes.  

In France, the Maurepas book distribution centre 

separates plastics from cardboard and other waste. 

The returns processing centre now reprocesses all 

materials arriving at the site, whether non -hazardous 

industrial waste, waste electrical and electronic 

equipment, wood, paper or scrap metal.  

In Spain, Grupo Anaya has introduced a specific 

procedure to ensure the proper segregation of 

hazardous and non -hazardous waste within its 

logistics centre. All employees have received 

dedicated training on this process, developed in 

collaboration with cer tified waste management 

company SAICA NATUR.  

In Retail activities   

Ʒ Awareness-raising and training  

To address waste management challenges, 

Lagardère Travel Retail launched the FLOW (Fighting 

to Limit Our Waste) internal global programme. It is 

designed to rally internal teams around waste 

management issues and organise efforts to fight 

waste at every po ssible level. At the same time, an 

online training module has been completed by more 

than 1,300 employees since its introduction.  

Ʒ Measuring food waste  

5ÏÅÆÓ ÕÉÆ Ţ-ÆÂÔÖÓÆţ ÑÊÍÍÂÓ ÐÇ ÕÉÆ &,/7 ÑÓÐÈÓÂÎÎÆŖ 

substantive work was carried out with the various 

national subsidiaries in 2025 to enhance the 

measurement of food waste by tonnage. Given the 

complexity and variety of local systems, two pilot 

countries ū Italy and Austria ū were selected for the 

development of standardised operational processes 

and guidelines to enable more accurate food waste 

measurement within existing systems.  

Ʒ Partnerships  

A number of initiatives have been launched in recent 

years to reduce waste wherever possible. For 

example, in France, promotional rules have been 

standardised in own -banner stores, allowing 

reductions of 30% to 50% on products on their use -

by or best -befor e date.  

In Europe, many restaurants have partnered with the 

Too Good To Go platform, helping to sell anti -waste 

Surprise Bags at reduced prices across more than 444 

Lagardère Travel Retail stores, thereby saving over 

125,000 meals from going to waste. 
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2.3.4.2.3  Metrics and outcomes

LHG metrics  2025  2024  2023  

Total weight of paper purchased and supplied (in kilotons)  195 191 168 

Weight of paper purchased directly (in kilotons)  122 106 102 

Weight of paper supplied (in kilotons)  74 63 38 

Percentage of certified paper  96.0  96.2 94.7 

Percentage of recycled paper  3.9 3.5 4.7 

Water consumption ū own operations (cu.m.)  782,262 912,176 653,926  

2.3.4.2.4  Preservation of biodiversity  

The paper industry produces a wide range of 

products, of which paper for book publishing is a 

relatively small part (less than 10%) of global 

production. But while paper used by the publishing 

sector is not the most important part of the industry, 

paper pr oduction does involve the use of wood 

resources, which has an impact on biodiversity and 

local ecosystems. It is therefore essential to consider 

the risks associated with the origin of the wood used 

by the industry to produce pulp. Particular attention 

must be paid to upstream operations, which are 

likely to contribute to deforestation, or to 

monocultures replacing natural forests or other 

environments of high conservation value.  

2.3.4.2.5  Lagardère Publishing policies and action 
plans 

Attention to raw materials has been at the heart of 

,ÂÈÂÓÅôÓÆ 0ÖÃÍÊÔÉÊÏÈšÔ ÔÐÖÓÄÊÏÈ ÔÕÓÂÕÆÈÚ ÇÐÓ ÔÆ×ÆÓÂÍ 

years. To mitigate its impact on biodiversity, 

suppliers in its value chain are selected within the 

framework set by the Forest Stewardship Council 

(FSC) and the Programme for the Endorsement of 

Forest Certification (PEFC) to guarantee a 

sustainable and certified supply of paper. The use of 

these labels guarantees compliance with responsible 

forest management principles, including respect for 

internation al treaties, support for the rights of 

indigenous peoples, maintenance of the social and 

economic well -being of local communities, 

ÑÓÐÎÐÕÊÐÏ ÐÇ ÆÇÇÊÄÊÆÏÕ ÖÔÆ ÐÇ Â ÇÐÓÆÔÕšÔ ÆÄÐÔÚÔÕÆÎ 

services to ensure its economic viability, 

conservation of biological diversity and the 

ecosystem services associated with it (water 

resources, soil, landscape, heritage species and 

habitats, etc.). Buying  certified paper also helps 

preserve biodiversity, since the sustainable approach 

involves controlling forest resources, and also takes 

into account criteria such as the productive and 

protective functions of forests, biological diversity, 

and forest health and vitality.  

For more than 15 years, Hachette Livre has been 

working to increase its use of recycled or FSC or 

PEFCTM certified paper. This rate has exceeded 98% 

since 2020 and been maintained at 99% since 2022. 

To mitigate the risk of biodiversity loss through 

defores tation and forest degradation, the Hachette 

Book Group subsidiary in the United States has 

implemented programmes to verify the composition 

of paper purchased and has applied these to paper 

from Asian sources. Tests are carried out on the 

unspecified fibre  in paper purchased, to identify the 

origin of the wood used to make it. These include 

consultation with suppliers and allow for the 

exclusion of service providers not meeting the 

ÓÆÒÖÊÓÆÎÆÏÕÔ ÍÂÊÅ ÅÐØÏ ÊÏ (ÂÄÉÆÕÕÆ ,Ê×ÓÆšÔ ÔÖÑÑÍÚ 

strategy (traceability, fi bres from sustainably 

managed forests, etc.).  

Paper policy monitoring metrics are described in 

section 2.3.4.2.3. 
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2.4  SUMMARY TABLE OF OTHER MONITORED METRICS  

Employee metrics  2025  

Headcount   

Permanent workforce at 31 December 1 33,957 

Permanent workforce: Lagardère Publishing  7,643 

Permanent workforce: Lagardère Travel Retail  24,543  

Permanent workforce: Lagardère Live  926  

Permanent workforce: Prisma Media  845  

Permanent workforce: women  21,221 

Permanent workforce: men  12,731 

Permanent workforce: top executives  390  

Permanent workforce: executives and managers  8,103 

Permanent workforce: other employees  25,464  

Permanent workforce: employees under 30  8,437  

Permanent workforce: employees aged 30 -50 16,901 

Permanent workforce: employees over 50  8,619 

Permanent workforce: France  6,496  

Permanent workforce: Europe (excluding France)  12,977 

Permanent workforce: North and South America  11,612 

Permanent workforce: Asia -Pacific  2,520 

Permanent workforce: Africa  352 

Temporary employees 2 as of 31 December 3,658  

Non-guaranteed hours workforce 3 at 31 December  1,409 

Organisation of working hours   

Full-time employees  26,749  

Part -time employees  7,208  

Environmental metrics  2025  

Natural gas consumption (in GWh)  45 

Fuel-oil consumption (in GWh)  2 

Electricity consumption (in GWh)  238 

Steam consumption for heating (in GWh)  11 

Scope 1 carbon emissions from natural gas consumption in buildings (tCO 2eq) 7,981 

Scope 1 carbon emissions from oil consumption in buildings (tCO 2eq) 728 

Scope 1 carbon emissions from vehicle fuel consumption (tCO 2eq) 3,895  

Scope 2 carbon  emissions from electricity consumption (tCO 2eq) 76,793 

Scope 2 carbon  emissions from district heating network consumption (tCO 2eq) 2,356 

Scope 3 carbon  emissions from business travel (tCO 2eq) 11,243 

Scope 3 carbon  from employee commuting (tCO 2eq) 32,811 

  
1 Permanent workforce numbers set out here correspond to the number of employees on permanent contracts who were actually in se rvice on the last day of 
the year concerned. The total permanent workforce includes five non -binary employees, which accounts for the discrepancy between the total headcount and 
the sum of female and male permanent employees.  
2 Temporary workforce numbers set out here correspond to the number of employees on fixed -term contracts who were actually in 
service on the last day of the year concerned.  

 

3 Non-guaranteed hours employees are employed by the company without a guaranteed minimum or fixed number of working hours. They ma y be required to 

work hours requested, but the company is not contractually obliged to guarantee them a minimum or fixed number  of hours per day, per week or per month. 
The figures presented here represent the workforce actually in service on the last day of the year.  
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2.5 CSR METHODOLOGY AND SCOPE 

2.5.1 REPORTING FRAMEWORK  

Regulatory context  

In accordance with the implementation timeline of 
the Corporate Sustainability Reporting Directive 
Ů#32$ůŖ ÂÔ ÂÎÆÏÅÆÅ ÃÚ ÕÉÆ %ÖÓÐÑÆÂÏ Ţ/ÎÏÊÃÖÔţ 
simplification package 1, Louis Hachette Group ū as a 
Wave 22 company ū will only be subject to this 
Directive from 2027. In the interim, the Group is no 
longer required to publish a non -financial statement 3 
(NFS). 

Voluntary reporting approach  

In the interest of transparency towards all its 
stakeholders, and to ensure continuity in the 
publication of sustainability information (following 
the NFS published for 2024, and ahead of the 
publication of a first sustainability report currently 
scheduled  for 2027), Louis Hachette Group has 
elected to publish a voluntary non -financial 
statement for 2025. This report is based on the NFS 
format, in accordance with the requirements 
previously applicable. Reporting guidelines are 
available on request from Loui s Hachette Group's 
registered office.  

Methodological foundations  

This statement is based on an assessment of material 
matters conducted for the first time in 2025 at the 
Louis Hachette Group level, inspired by the double 
materiality methodology of the CSRD. This 
assessment identified material matters from two 
perspectivÆÔŘ ÕÉÆ 'ÓÐÖÑšÔ ÊÎÑÂÄÕ ÐÏ ÔÐÄÊÆÕÚ ÂÏÅ ÕÉÆ 
environment (impact materiality), and the risks and 
opportunities for the Group (financial materiality).  

A specific methodological note has been developed 
to explain the principles, approach and sources used 
in this assessment, together with the findings. The 
topics selected for discussion in this report are 
derived directly from this assessment and provide 
t he structure for the information presented, both at 
Group level and for the various business divisions.  

Content of the report  

,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ 2ÆÑÐÓÕ ÐÏ ÔÖÔÕÂÊÏÂÃÊÍÊÕÚ 
information covers the period from 1 January to 
31 December  2025.  

It is based on the following elements:  

Ʒ ,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ ÃÖÔÊÏÆÔÔ ÎÐÅÆÍŖ 

providing context for sustainability matters 

with regard to its activities, markets and key 

resources; 

Ʒ the Corporate Social Responsibility (CSR) 

strategy implemented within the Group, 

defining the priority areas common to all 

business divisions; 

Ʒ the CSR governance in place within the Group, 

identifying the relevant stakeholders and the 

bodies involved in addressing sustainability 

matters;  

Ʒ the dialogue mechanisms established with the 

'ÓÐÖÑšÔ ÔÕÂÌÆÉÐÍÅÆÓÔŗ 

Ʒ ÕÉÆ ÇÊÏÅÊÏÈÔ ÐÇ ÕÉÆ 'ÓÐÖÑšÔ ÅÐÖÃÍÆ ÎÂÕÆÓÊÂÍÊÕÚ 

assessment, comprising the 12 matters deemed 

material for the Group and its business 

divisions;  

Ʒ for each material matter identified: the policies 

and actions implemented to address these 

matters; the targets defined to monitor the 

effective application of those policies and 

actions, where applicable; and the performance 

metrics used to measure progre ss. 

The Report on sustainability information also 
incorporates the items required under Law No.  2017-
399 on the duty of care, to which Louis Hachette 
'ÓÐÖÑ ÊÔ ÔÖÃËÆÄÕř 4ÉÆ 'ÓÐÖÑšÔ ÅÖÕÚ-of -care plan, 
including the prevention and remediation measures 
implemented , is presented in a dedicated section.  

 
1 $ÊÓÆÄÕÊ×Æ Ů%5ů ŹŷŹżũŸŹźŻ ÐÇ ÕÉÆ %ÖÓÐÑÆÂÏ 0ÂÓÍÊÂÎÆÏÕ ÂÏÅ ÐÇ ÕÉÆ #ÐÖÏÄÊÍ ÐÇ ŸŽ !ÑÓÊÍ ŹŷŹżŖ ÌÏÐØÏ ÂÔ ÕÉÆ Ţ3ÕÐÑ-the -
#ÍÐÄÌţ $ÊÓÆÄÕÊ×ÆŖ ÑÖÃÍÊÔÉÆÅ ÂÔ ÑÂÓÕ ÐÇ ÕÉÆ /ÎÏÊÃÖÔ I package aimed at simplifying sustainability reporting obligations. It 
was published in the Official Journal of the European Union on 16 April 2025.  

2 To be classified under Wave 2, companies must meet at least two of the following three criteria:  
1. Average annual workforce of more than 250 employees.  
2. .ÆÕ ÓÆ×ÆÏÖÆ ÆÙÄÆÆÅÊÏÈ ƙżŷ ÎÊÍÍÊÐÏř 
3. 4ÐÕÂÍ ÂÔÔÆÕÔ ÆÙÄÆÆÅÊÏÈ ƙŹż ÎÊÍÍÊÐÏř 

These criteria apply to large unlisted companies, as well as parent companies of groups that exceed these consolidated 
thresholds.  

3 The non-financial statement (NFS) results from the transposition into French law of Directive 2014/95/EU of the European 
0ÂÓÍÊÂÎÆÏÕ ÂÏÅ ÐÇ ÕÉÆ #ÐÖÏÄÊÍ ÐÇ ŹŹ /ÄÕÐÃÆÓ ŹŷŸŻŖ ÌÏÐØÏ ÂÔ ÕÉÆ Ţ.ÐÏ-&ÊÏÂÏÄÊÂÍ 2ÆÑÐÓÕÊÏÈ $ÊÓÆÄÕÊ×Æ Ů.&2$ůţř )Õ ØÂÔ 
introduced by Order N o. 2017-1180 of 19 July 2017 and Decree No. 2017-1265 of 9 August 2017, and codified in articles L.  225-
102-1 and R. 225-104 to R. 225-105-2 of the French Commercial Code.  
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2.5.2 SCOPE OF CONSOLIDATION  

The scope of consolidation for this voluntary 

statement covers all Louis Hachette Group activities 

(Lagardère Publishing, Lagardère Travel Retail, 

Lagardère Live and Prisma Media). The reporting 

system used to collect social, environmental and 

societal inf ormation is deployed in all the 

consolidated subsidiaries 1  whose operations are 

managed by the Group, with the exception of:  

Ʒ entities sold or deconsolidated during the fiscal 

year; 

Ʒ certain entities acquired during the year, for 

which the reporting system is being rolled out 

gradually;  

Ʒ certain entities deemed non -material: for Scope 

3 carbon reporting, this excludes companies 

related to Lagardère Live Entertainment and 

Lagardère Paris Racing, as well as certain very 

ÔÎÂÍÍ ÔÕÓÖÄÕÖÓÆÔ ØÊÕÉÊÏ ,ÂÈÂÓÅôÓÆ 0ÖÃÍÊÔÉÊÏÈšÔ 

editorial activities (ent ities located in 

Switzerland, Belgium, Canada, Mexico, 

-ÐÓÐÄÄÐ ÂÏÅ #ĚÕÆ Åš)×ÐÊÓÆů ÂÏÅ ÕÉÆ ,ÂÈÂÓÅôÓÆ 

Corporate functions. Collectively, these 

ÓÆÑÓÆÔÆÏÕ ÍÆÔÔ ÕÉÂÏ Ÿƪ ÐÇ ÕÉÆ 'ÓÐÖÑšÔ 

consolidated revenue.  

Furthermore, within Lagardère Publishing, the 

Partworks and Board Games activities have not yet 

been fully integrated into Scope 3 carbon reporting. 

The France Partworks activities were integrated for 

the first time in 2025; the whole of Partworks and 

Board Games activities are intended to follow in due 

course. 

Carbon reporting for the Lagardère Travel Retail 

division covers 100% of its activities through the 

extrapolation of part of its scope. Actual data 

collection is conducted in its main countries of 

operation, namely North America, Italy, France and 

its Duty  Free purchasing hub, as well as the Czech 

Republic, Belgium and Switzerland for category  3.1 

alone. These countries account for some 60% of the 

division's revenue. Emissions from activities in 

countries not included in the annual collection 

campaign are e xtrapolated.  

2.5.3  REFERENCE FRAMEWORKS FOR METRICS AND REPORTING METHODS 

The social and environmental data presented in this 

document are reported using dedicated software 

covering all consolidated subsidiaries (subject to the 

exceptions set out in the previous section).  

Social and environmental data are reported using the 

same process. This information is then verified and 

validated by division management (human resources, 

CSR, operations and finance) before being sent to 

the Group CSR and Sustainable Development 

Departme nt, which checks the overall consistency of 

the data.  

Consistency checks aim to ensure the quality and fair 

presentation of reported data, including 

comparisons with prior periods, thereby improving 

the reliability of the reporting system.  

Certain data points specific to individual business 

divisions and/or subject to specific collection and 

calculation methods are not integrated into the 

aforementioned software. These are reported 

ÅÊÓÆÄÕÍÚ ÕÐ ÕÉÆ 'ÓÐÖÑšÔ #32 ÂÏÅ 3ÖÔÕÂÊÏÂÃÍÆ 

Development Depa rtment. Although these data 

points are not processed using centralised reporting 

tools, they are subject to the same control processes 

as the data collected via the aforementioned 

software.  

!ÍÕÉÐÖÈÉ ÕÉÆ 'ÓÐÖÑ ÔÆÆÌÔ ÕÐ ÎÂÌÆ ÄÐÏÕÓÊÃÖÕÐÓÔš 

 
1 The list is provided in note 38 to the consolidated financial statements in the Louis Hachette Group Annual Report.  

work as easy as possible by defining a clear reporting 

process and factoring in the international nature of 

its operations and activities, certain difficulties may 

arise during the reporting process, potentially 

causing uncertainty:  

Ʒ inaccurate assessments;  

Ʒ calculation errors;  

Ʒ poorly understood questions;  

Ʒ data entry errors;  

Ʒ problems defining a metric;  

Ʒ problems responding because of legal and/or 

political reasons.  

Annual updates to reporting protocols and guides are 

aimed at simplifying, securing and facilitating the 

work of the contributors.  

Social reporting  

3ÐÄÊÂÍ ÓÆÑÐÓÕÊÏÈ ÇÐÍÍÐØÔ ÕÉÆ 'ÓÐÖÑšÔ ÔÐÄÊÂÍ ÑÐÍÊÄÚŖ 

taking the specific needs of each business line and/or 

geographic area into account.  
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A social reporting protocol, established by the Group 

CSR and Sustainable Development Department and 

shared with the human resources departments of the 

business divisions, formalises and describes the 

procedures and steps to be followed for measuring 

and rÆÑÐÓÕÊÏÈ ÕÉÆ 'ÓÐÖÑšÔ ÔÐÄÊÂÍ ÅÂÕÂř 

Environmental and carbon reporting  

%Ï×ÊÓÐÏÎÆÏÕÂÍ ÓÆÑÐÓÕÊÏÈ ÇÐÍÍÐØÔ ÕÉÆ 'ÓÐÖÑšÔ 

sustainable development policy, also taking the 

specific needs of each business line and/or 

geographic area into account.  

Reported data on energy consumption concern the 

energy used to produce and supply the goods and 

ÔÆÓ×ÊÄÆÔ ÓÆÍÂÕÆÅ ÕÐ ÕÉÆ 'ÓÐÖÑšÔ ÂÄÕÊ×ÊÕÊÆÔ ÂÔ ØÆÍÍ ÂÔ 

that used to heat and light the various premises and 

sites where Louis Hachette Group employees work 

(offi ces, storage warehouses and retail stores).  

The emissions factors used by the Group in its 

calculations of greenhouse gas emissions and 

conversion into CO 2 equivalents are determined by 

reference to the Ademe Base Empreinte, the French 

public database of emissions factors that are 

required for the preparation of carbon accounting. 

These factors are reviewed annually and are an 

integral part of the reporting procedure review 

process. 

Greenhouse gas emissions are calculated directly by 

the Group CSR and Sustainable Development 

Department based on the energy data reported by 

the entities.  

Six guides have been drawn up by the Group CSR and 

Sustainable Development Department for the CSR 

Departments of the business divisions to formalise 

and describe the procedures and steps to be 

followed for measuring and reporting environmental 

data:  

Ʒ the Carbon Guide, which describes the 

applicable reporting principles for calculating 

Scope 1, 2 & 3 greenhouse gas emissions; 

Ʒ the Energy Reporting Protocol, which details 

the data collection principles related to Scopes 

1 & 2, specifically energy consumption;  

Ʒ the Scope 1.2 Guide on mobile sources 

(emissions related to vehicles owned or 

controlled by the company), which describes 

the procedure for estimating and collecting the 

underlying data for calculating category 

1.2 emissions; 

Ʒ the Scope 3.6 Guide on business travel 

(emissions from the transport of employees for 

professional reasons in third -party vehicles), 

which describes the procedure for estimating 

and collecting the underlying data for 

calculating category 3.6 emissions;  

Ʒ the Scope 3.7 Guide on employee commuting 

(emissions from the transport of employees 

between their home and their workplace), 

which describes the procedure for estimating 

and collecting the underlying data for 

calculating category 3.7 emissions;  

Ʒ the Paper Procurement Reporting Protocol, 

which notably sets out definitions and 

calculation methods for paper -related metrics.  

!ÅÅÊÕÊÐÏÂÍÍÚŖ ÕÉÆ 'ÓÐÖÑšÔ ÃÖÔÊÏÆÔÔ ÅÊ×ÊÔÊÐÏÔ ÉÂ×Æ 

established specific collection procedures related to 

Scope 3, adapted to their specific characteristics.
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2.6  REVIEW REPORT BY ONE OF THE STATUTORY AUDITORS 

Limited assurance report by one of the Statutory Auditors on the voluntarily prepared sustainability 
information

To the Chairman and Chief Executive Officer  

In our capacity as Statutory Auditors of Louis 

Hachette Group, we have performed work designed 

to provide a limited assurance conclusion on selected 

sustainability information (hereinafter "the 

Information") included in the Report on 

Sustainability Informa tion (hereinafter the "Report 

on Sustainability Information") within the 

management report and presented in the appendix 

to this report. The Information has been prepared 

voluntarily by Louis Hachette Group (hereinafter 

referred to as "the Company") for th e financial year 

ending 31 December 2025 in accordance with the ad 

hoc criteria defined by the Company, which are 

available in full on request from the Company's 

registered office (hereinafter referred to as the 

"Guidelines") and the significant elements of which 

are presented in section "2.5 CSR methodology and 

scope" of th e Report on Sustainability Information.  

We do not comment on information relating to prior 

periods, nor on all the information presented in the 

Report on Sustainability Information, other than 

that which is the subject of our report.  

Limited assurance conclusion  

Based on our work, as described in the section 

Ţ.ÂÕÖÓÆ ÂÏÅ ÔÄÐÑÆ ÐÇ ÐÖÓ ØÐÓÌţŖ ÂÏÅ ÕÉÆ ÊÏÇÐÓÎÂÕÊÐÏ 

collected, nothing has come to our attention that 

causes us to believe that the Information has not 

been prepared, in all material respects, in 

accordance wi th the Guidelines.  

We do not express a conclusion on the information 

relating to prior periods or on all the information 

presented in the Report on Sustainability 

Information other than that which is the subject of 

our report.  

Emphasis of matter  

Without calling into question the conclusion 

expressed above, we draw your attention to:  

Ʒ the information presented in section 

"2.3.4  Fostering a culture of impact" in 

paragraph "2.3.4.1.3 Metrics and results" of the  

Report on Sustainability Information, which 

highlights the uncertainties inherent in the 

method used to collect data and estimate 

Scope 3 greenhouse gas emissions, and in 

particular the changes made in 2025 by 

Lagardère Travel Retail;  

Ʒ section "2.5 CSR methodology and scope" of 

the Report on Sustainability Information, which 

states that the Information has been prepared 

voluntarily in accordance with the Guidelines. 

As such, they do not constitute information 

prepared in accordance with the ESRS. 

Preparation of the Information  

The lack of a generally accepted and commonly used 

reference framework or established practice on 

which to base the assessment and measurement of 

the Information allows for the use of different, but 

acceptable, measurement techniques that may 

affect compar ability with other entities over time.  

Therefore, the Information should be read and 

understood with reference to the Guidelines, 

available upon request, the main elements of which 

are presented in section 2.5 of the Report on 

Sustainability Information.  

Limitations inherent in the preparation of 

Information  

The Information may be subject to uncertainty 

inherent in the state of scientific knowledge and the 

quality of external data used. Certain information is 

sensitive to methodological choices, assumptions or 

estimates made in its preparation.  

In the case of forward -looking information, as 

forecasts are by definition uncertain, actual results 

may sometimes differ significantly from the forecasts 

presented in the Report on Sustainability 

Information.  

Responsibility of the Company  

The Information has been prepared under the 

responsibility of Management, which is tasked with:  

Ʒ selecting or establishing appropriate criteria for 

the preparation of information (i.e., the 

Guidelines);  

Ʒ preparing the Information by applying the 

Guidelines;  

Ʒ devising, implementing and maintaining such 

internal controls as it deems necessary to 

prepare the Information so that it is free from 

material misstatement, whether due to fraud or 

error.  
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Responsibility of the Statutory Auditors  

Our role is to:  

Ʒ plan and perform the work to obtain limited 

assurance that the Information has been 

prepared, in all material respects, in accordance 

with the Guidelines and is free from material 

misstatement, whether due to fraud or error;  

Ʒ Form an independent conclusion based on the 

work we have carried out and the evidence we 

have gathered;  

Ʒ communicate our conclusion to the Company's 

management.  

As it is our responsibility to express an independent 

conclusion on the Information as prepared by 

management, we are not involved in the preparation 

of the Information as this could compromise our 

independence.  

Professional standards applied  

The work described below was performed in 

accordance with the professional standards of the 

French Institute of Statutory Auditors ( Compagnie 

Nationale des Commissaires aux Comptes ū CNCC) 

relating to this type of engagement and with the 

International Standard on Assurance Engagements 

other than Audits or Reviews of Historical Financial 

Information (revised ISAE 3000) published by the 

International Auditing and Assurance Standards 

Board (IAASB).  

They do not constitute an audit or a limited review 

within the meaning of the professional standards 

applicable in France. Nor do they constitute 

certification in accordance with the H2A guidelines.  

Independence and quality control  

Our independence is defined by the provisions of the 

French Commercial Code, the French Code of Ethics 

(Code de déontologie) for Statutory Auditors and the 

International Code of Ethics for Professional 

Accountants (including International Independence 

Standards) issued by the International Ethics 

Standards Board for Accountants (IESBA). It is based 

on respect for the fundament al principles of 

integrity, objectivity, professional competence and 

diligence, confidentiality and professional conduct.  

In addition, we apply the International Standard on 

Quality Management 1 and have therefore 

implemented a system of quality control including 

documented policies and procedures regarding 

compliance with ethical rules, professional standards 

and applicable regulatory requirements, as well as 

the French professional standards for Statutory 

Auditors applicable to such engagements.  

Nature and scope of the work  

We planned and performed our work as described 

hereafter, taking into account the risks of material 

misstatement of the Information. As part of our 

limited assurance engagement and based on our 

professional judgement, we have:  

Ʒ familiarised ourselves with the Company and its 

environment;  

Ʒ assessed the suitability of the Guidelines with 

respect to their relevance, completeness, 

reliability, neutrality and understandability, 

with due consideration of industry best 

practices, where appropriate;  

Ʒ assessed whether the methods used by the 

Company to prepare the Information are 

appropriate with regard to the Guidelines and, 

where applicable, assessed the relevance of 

changes in methods and assumptions;  

Ʒ verified that the Information has been prepared 

on the basis of the scope indicated in the 

Guidelines;  

Ʒ selected, on the basis of our professional 

judgement, the information that we considered 

to be the most important, for which we have:  

- implemented analytical procedures to verify 

the consistency of trends and, where 

necessary, ask management for 

explanations of any unusual items identified,  

- carried out tests of details, using sampling 

techniques or other methods of selection, in 

order to verify the proper application of the 

calculation methods and assumptions 

described in the Guidelines and reconcile 

the data with the supporting documents,  

- for estimates, we familiarised ourselves with 

the method used to calculate the estimated 

data; we assessed the appropriateness and 

correct application of this method, as well as 

the appropriateness of the sources of 

information used,  

- for qualitative information, we conducted 

interviews to corroborate it;  

Ʒ assessed the overall consistency of the 

Information in relation to our knowledge of the 

Company.  

We believe that the audit evidence we have obtained 

is sufficient and appropriate to issue our conclusion.  

The procedures performed for a limited assurance 

engagement are less extensive than those required 

for a reasonable assurance engagement carried out 
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in accordance with professional standards applicable 

in France, and with ISAE 3000 (Revised); a higher 

level of assurance would have required us to carry out 

more extensive procedures.  

Restrictions on distribution and use  

This report has been drawn up for your attention in 

the context specified in the first paragraph and must 

not be used, disclosed or quoted for any other 

purpose.  

The procedures described in this report are not 

intended to replace any other procedures or 

investigations that third parties may have performed 

in connection with this report and we do not express 

an opinion on whether they are appropriate to their 

partic ular circumstances.  

In our capacity as Statutory Auditors of Louis 

Hachette Group, our responsibility to Louis Hachette 

Group and its shareholders is defined by French law 

and we do not accept any extension of our 

responsibility beyond that provided by French law. 

We are not liable and accept no responsibility to any 

third party. We will not be liable for any damages, 

losses, costs or expenses resulting from fraudulent 

conduct or fraud committed by the directors, officers 

or employees of Louis Hachette Group.  

French original signed in Paris on 26 March 2026  

 

Deloitte & Associés  

 

 

 

 

 

  

Ariane Bucaille  

Partner 

Julie Mary 

Sustainability Partner 
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Appendix  
Selection of the sustainability information covered by the assurance report  

 

 Selected indicator  Note  

Environment  

Natural gas consumption (in MWh)   
2.3.4.1 Adapting our business lines to 
decarbonise our operations  
 
2.3.4.1.3 Metrics and outcomes  
 
Group tertiary energy consumption, 
worldwide (in MWh)  

Fuel-oil consumption (in MWh)   

Electricity consumption (in MWh)  

Consumption of electricity, purchased or 
acquired from renewable sources 
(consumption included in electricity 
consumption reported above)  

Scope 1 CO2 emissions (tCO 2eq) 2.3.4.1 Adapting our business lines to 
decarbonise our operations  
 
2.3.4.1.3 Metrics and outcomes  
 
Group GHG emissions worldwide (in 
tCO 2eq) 

Scope 2 CO2 emissions by location (tCO 2eq) 

Scope 3 GHG emissions 

 
  

Circular 
economy  

Percentage of paper from certified sources  

2.3.4.2 Caring for resources throughout 
our value chain  

2.3.4.2.3 Metrics and outcomes  

Percentage of paper from recycled sources  

Total weight of paper purchased and 
supplied (in kilotons)  

Weight of paper purchased directly (in 
kilotons)  

Weight of paper supplied (in kilotons)  

   

Social/societal  

Permanent workforce at 31 December  

2.4 Summary table of other monitored 
metrics   

Women  

Men 

 
  

Governance  

Number of serious human rights incidents, 
including cases of non -compliance with 
reference texts (UN, ILO, OECD)  

2.3.1.1.1 Working conditions 

Outcomes  

Amount of fines paid for violation of anti -
corruption and anti -bribery laws  

2.3.3.1 Ensuring ethical business conduct  
 
2.3.3.1.1 Prevention of corruption  
 
LHG metrics  
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2.7 APPLICATION OF THE DUTY OF CARE LAW FOR PARENT COMPANIES 

2.7.1 MAIN POINTS OF THE DUTY OF CARE PLAN 

4ÉÆ ÊÎÑÍÆÎÆÏÕÂÕÊÐÏ ÐÇ ÕÉÆ ,ÐÖÊÔ (ÂÄÉÆÕÕÆ 'ÓÐÖÑšÔ 

duty of care is based on (i) the implementation of the 

Lagardère duty of care plan for all its activities and 

(ii) the measures taken by Prisma Media, particularly 

in its supply chain.  

As a parent company, Lagardère has drawn up a 

specific plan in application of Law 2017 -339 of 

27 March  2017 on the duty of care of parent 

companies and contracting companies.  

At the end of this initial mapping phase, seven 

procurement categories were identified as being 

most likely to give rise to risks involving Lagardère 

subcontractors or suppliers: printing activities and 

printing -related services, production of paper pulp, 

wholesale supply of accessories and household items, 

own -label products sold in stores, disposable items 

used in restaurants, energy supply (electricity, gas, 

steam, air -conditioning), and production of plastics. 

Until the end of 2025, the divisions develo ped their 

annual supplier assessment plans based on the 

findings of this mapping. Several additional 

parameters were also used to prioritise suppliers to 

be assessed or reassessed, including supplier risk 

level, supplier country of operation, level of 

expenditure with the supplier and applicable 

reassessment rules. 

Until 19 December 2024, Prisma Media implemented 

its own duty -of -care plan under the aegis of its 

parent company, Vivendi. To this end, the subsidiary 

mapped its duty -of -care risks in 2022, covering its 

operations and its supply chain, including risks 

related to subcontractors and tier -one suppliers with 

which Prisma Media has established business 

relationships. All risks related to the supply chain 

(human rights, environment, working conditions) 

ØÆÓÆ ÓÂÕÆÅ ÂÔ ŢÎÐÅÆÓÂÕÆţř )Ï ŹŷŹź ÂÏÅ ŹŷŹŻŖ 0ÓÊÔÎÂ 

Media impl emented an action plan to address these 

risks with appropriate prevention and mitigation 

measures. This approach was implemented for the 

final time in this format in 2025.  

During the second half of 2025, Louis Hachette 

Group conducted duty -of -care risk-mapping to 

update the Lagardère and Prisma risk maps and to 

enable the implementation of an updated, common 

duty -of -care plan across all its subsidiaries from the 

first quarte r of 2026. This update was spearheaded 

by Lagardère's CSR and Sustainable Development 

Department, with the support of the CSR 

departments of Lagardère Publishing, Lagardère 

Travel Retail, Lagardère News and Lagardère Radio. 

Finally, stakeholders from the d Ê×ÊÔÊÐÏÔš 0ÖÓÄÉÂÔÊÏÈ 

functions, as well as Group and division 

representatives from the Legal, Risk and Compliance 

functions, provided their expertise throughout the 

process. 

2.7.2 MONITORING  

All methods used to monitor measures taken in 

ÂÑÑÍÊÄÂÕÊÐÏ ÐÇ ÕÉÆ 'ÓÐÖÑšÔ ÅÖÕÚ ÐÇ ÄÂÓÆ ÄÂÏ ÃÆ ÇÐÖÏÅ 

in the following sections of this document:  

Ʒ regarding issues relating to human rights and 

fundamental freedoms, see section 2.3.2.1 on 

the challenges of access to and dissemination of 

education, knowledge and culture, as well as 

sections 2.3.3.1, 2.3.3.2 and 2.3.3.3 on 

subcontracting and suppliers, the fight against 

corruption and fair practices;  

Ʒ regarding issues relating to personal health and 

safety, see section 2.3.1.2 on occupational 

health and safety, as well as section 2.3.3.3 on 

consumer health and safety;  

Ʒ regarding environmental issues, see section 

2.3.4.1 on fighting climate change and sections 

2.3.4.2 and 2.3.4.3 on natural resource 

management, anti -waste and the circular 

economy.  

A set of metrics is used to assess the effectiveness of 

measures taken for each of these topics.  

With regard to the whistleblowing tool, Louis 

Hachette Group has had a joint system with 

Lagardère and Prisma Media since its creation on 

16 December  2024, as described in section  2.3.3.1.
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This corporate governance report has been prepared in accordance with the final paragraph of 

article  L. 225-37 of the French Commercial Code ( Code de commerce). It was approved by the Board of 

Directors at its meeting on 25  March  2026.  

3.1 '%.%2!, 02).#)0,%3 /& ,/5)3 (!#(%44% '2/50š3 '/6%2.!.#%

Louis Hachette Group is a société anonyme (joint 

stock company) with a Board of Directors, governed 

by French law.  

Since 16 December 2024, it has been listed on 

the  Euronext Growth  multilateral trading facility, a 

non-regulated market within the meaning of the 

Markets in Financial Instruments Directive (MiFID) of 

21 April 2004. The Company does not refer to any 

particular corporate governance code.

3.1.1 GOVERNANCE STRUCTURE 

3.1.1.1 Combination of the roles of 
Chairman of the Board of 
Directors and Chief Executive 
Officer  

Following the Company's conversion into a société 

anonyme, the Board of Directors decided at its 

meeting of 22 October 2024 that the Chairman of 

the Board of Directors would also serve as the 

#ÐÎÑÂÏÚšÔ #ÉÊÆÇ %ÙÆÄÖÕÊ×Æ /ÇÇÊÄÆÓř 

This type of governance structure makes operational 

decision -making more effective while creating a 

direct link between management, shareholders and 

the Board of Directors.  

3.1.1.2 Distribution and balance of 
powers  

Chairman and Chief Executive Officer  

)Ï ÂÄÄÐÓÅÂÏÄÆ ØÊÕÉ &ÓÆÏÄÉ ÍÂØŖ ÕÉÆ #ÐÎÑÂÏÚšÔ 

!ÓÕÊÄÍÆÔ ÐÇ !ÔÔÐÄÊÂÕÊÐÏ ÂÏÅ ÕÉÆ "ÐÂÓÅšÔ 2ÖÍÆÔ ÐÇ 

Procedure, the Chairman and Chief Executive Officer 

chairs Board meetings, organises and directs the 

"ÐÂÓÅšÔ ØÐÓÌ ÂÏÅ ÓÆÑÐÓÕÔ ÕÉÆÓÆÐÏ ÂÕ ÕÉÆ 'ÆÏÆÓÂÍ 

Meeting. In t his capacity, he also ensures that the 

#ÐÎÑÂÏÚšÔ ÂÅÎÊÏÊÔÕÓÂÕÊ×Æ ÂÏÅ ÎÂÏÂÈÆÎÆÏÕ ÃÐÅÊÆÔ 

operate efficiently and that the members of the 

Board are able to effectively fulfil their duties.  

The Chairman and Chief Executive Officer has the 

broadest powers to act in any circumstances in the 

name of the Company. He exercises these powers 

within the limit of the corporate purpose and subject 

to the powers expressly attributed by law to the 

General Meeting and to the Board of Directors. He 

represents the Company in its relations with third 

parties.  

Deputy Chief Executive Officer  

4ÉÆ #ÐÎÑÂÏÚšÔ !ÓÕÊÄÍÆÔ ÐÇ !ÔÔÐÄÊÂÕÊÐÏ ÑÓÐ×ÊÅÆ ÕÉÂÕŖ 

on the recommendation of the Chief Executive 

Officer, the Board of Directors may appoint one or 

more individuals to assist the Chief Executive Officer, 

who would hold the title of Deputy Chief Executive 

Officer.  

After examining the proposal by the Chief Executive 

Officer, the Board of Directors determines the scope 

and duration of the internal powers of the Deputy 

Chief Executive Officer(s), who have the same 

external powers vis -à-vis third parties as the Chief 

Executive Officer.  

Board of Directors  

In accordance with the applicable laws, the 

#ÐÎÑÂÏÚšÔ !ÓÕÊÄÍÆÔ ÐÇ !ÔÔÐÄÊÂÕÊÐÏ ÂÏÅ ÕÉÆ "ÐÂÓÅšÔ 

Rules of Procedure, the Board of Directors 

ÅÆÕÆÓÎÊÏÆÔ ÕÉÆ #ÐÎÑÂÏÚšÔ Ð×ÆÓÂÍÍ ÃÖÔÊÏÆÔÔ ÔÕÓÂÕÆÈÚ 

and ensures that it is implemented in the best 

interests of the Comp any, taking into consideration 

the social, environmental and cultural aspects of the 

#ÐÎÑÂÏÚšÔ ÐÑÆÓÂÕÊÐÏÔř 3ÖÃËÆÄÕ ÕÐ ÕÉÐÔÆ ÑÐØÆÓÔ 

expressly attributed to the General Meeting, and 

within the limits of the corporate purpose, the Board 

addresses all matters concerning the smooth running 

of the Company and, through its deliberations, 

controls all matters concerning it.  

The Board of Directors performs such controls and 

verifications as it deems appropriate.  

In particular, in accordance with applicable laws and 

regulations and any terms and conditions set out in 

the Rules of Procedure, the Board of Directors, inter 

alia: 

Ʒ convenes General Meetings and draws up the 

agenda; 

Ʒ reviews and approves the annual and interim 

financial statements of the Company, and 

prepares the annual and interim management 

report;  
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Ʒ authorises the agreements referred to in articles 

L. 225-38 et seq. of the French Commercial 

Code; 

Ʒ authorises the Chairman and Chief Executive 

Officer to grant deposits, endorsements and 

sureties, to guarantee commitments 

undertaken by third parties and referred to in 

article L. 225 -35 of the French Commercial 

Code; 

Ʒ chooses the method of General Management 

organisation, in accordance with article 14 of 

the Articles of Association;  

Ʒ appoints, replaces or removes from office the 

Chairman of the Board of Directors, the Chief 

Executive Officer and, on the recommendation 

of the Chief Executive Officer, the Deputy Chief 

Executive Officer(s);  

Ʒ appoints a Vice -Chairman;  

Ʒ determines the powers of the Chief Executive 

Officer and, where applicable, and in 

agreement with the latter, those of the Deputy 

Chief Executive Officer(s);  

Ʒ appoints members of the Board subject to the 

shareholders subsequently ratifying the 

appointment.  

As the Board of Directors of Lagardère SA has already 

set up an Audit Committee and an Appointments, 

Remuneration and CSR Committee, more than half 

of whose members ū including in each case the 

chairman ū are independent directors, the Board of 

Louis Hachette Group considered that it was not 

necessary for the Company to formally set up its own 

a committee or appointments and remuneration 

committee. The Board intends to perform directly 

the tasks assigned to an audit committee within the 

scope of article L.  821-67 of the French Commercial 

Code: 

Ʒ monitoring the financial reporting process, 

including matters relating to the preparation 

and control of accounting and financial 

information;  

Ʒ monitoring the effectiveness of internal control 

and risk management systems and where 

applicable internal audit, as regards financial 

and accounting information;  

Ʒ overseeing the audit of the financial statements 

of the Company and the Group by the Statutory 

Auditors;  

Ʒ ÆÏÔÖÓÊÏÈ ÕÉÆ 3ÕÂÕÖÕÐÓÚ !ÖÅÊÕÐÓÔš ÊÏÅÆÑÆÏÅÆÏÄÆ 

and overseeing the procedures for their 

selection and appointment; and  

Ʒ examining and monitoring the systems and 

procedures in place to ensure the 

communication and application of policies and 

good practice guidelines in the areas of ethics, 

competition, fraud, bribery and corruption and, 

more generally, regulatory compliance.  

3.1.1.3 Restrictions on the Chairman 
ÂÏÅ #ÉÊÆÇ %ÙÆÄÖÕÊ×Æ /ÇÇÊÄÆÓšÔ 
powers  

4ÉÆ "ÐÂÓÅšÔ 2ÖÍÆÔ ÐÇ 0ÓÐÄÆÅÖÓÆ ÑÓÐ×ÊÅÆ ÇÐÓ ÄÆÓÕÂÊÏ 

restrictions on the powers of the Chairman and Chief 

Executive Officer, setting thresholds for transactions 

ÂÃÐ×Æ ØÉÊÄÉ ÕÉÆ "ÐÂÓÅšÔ ÑÓÊÐÓ ÂÖÕÉÐÓÊÔÂÕÊÐÏ ÊÔ 

required. These restrictions concern:  

Ʒ the disposal of all or part of an equity interest in 

any existing or future company, undertaking or 

venture, whatever their legal form, and 

initiation of discussions with any third party to 

carry out a significant transaction involving the 

Company or its s ubsidiaries, in each case 

representing a transaction amount in excess 

of  ƙźŷ ÎÊÍÍÊÐÏŗ 

Ʒ the granting of collateral, sureties and other 

ÈÖÂÓÂÏÕÆÆÔ ÊÏ ÆÙÄÆÔÔ ÐÇ ƙźŷ ÎÊÍÍÊÐÏ ÑÆÓ 

ÈÖÂÓÂÏÕÆÆ ÂÏÅ ƙŸżŷ ÎÊÍÍÊÐÏ ÊÏ ÕÐÕÂÍř 4ÉÆ 

authorisation is given to the Chief Executive 

Officer for twelve months and is reviewed each 

year; 

Ʒ the following major transactions:  

- issues of securities that, directly or 

indirectly, give rights to the Company's 

shares or of bonds convertible into shares 

ÇÐÓ ÂÏ ÂÎÐÖÏÕ ÊÏ ÆÙÄÆÔÔ ÐÇ ƙŸŷ ÎÊÍÍÊÐÏŖ 

- issues of non-convertible bonds in excess of 

ƙżŷ million, except for the purpose of 

refinancing outstanding bond issues on 

more favourable terms,  

- proposed share buybacks under a 

programme approved by the General 

Meeting,  

- capital reductions,  

- financing transactions in excess of 

ƙżŷ million,  

- acquisitions, in any form, in excess of 

ƙźŷ million,  

- the granting of collateral, sureties and other 

guarantees in favour of third parties for 

amounts exceeding the powers delegated 

to the Chairman and Chief Executive 

Officer by the Board of Directors,  
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- major internal restructuring operations,  

- transactions that fall outside the 

Company's strategy,  

- strategic partnership agreements,  

- launch of stock option plans or 

performance share plans or any other 

mechanisms with a similar purpose or 

effect,  

- stock option or performance share grants 

to the Chief Executive Officer or use of any 

other mechanism with a similar purpose or 

effect,  

- submission to the General Meeting of 

proposed resolutions concerning changes 

ÕÐ ÕÉÆ #ÐÎÑÂÏÚšÔ !ÓÕÊÄÍÆÔ ÐÇ !ÔÔÐÄÊÂÕÊÐÏŖ 

- submission to the General Meeting of 

proposed resolutions concerning 

appropriation of net income, the amount 

and payment date of the annual dividend,  

- proposals for the payment of any interim 

dividend or option for payment of the 

dividend in shares,  

- submission to the General Meeting of 

proposed resolutions concerning the 

distribution of reserves or retained earnings 

and, more generally, any distribution of 

assets. 
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3.2 GOVERNANCE BODIES 

3.2.1 BOARD OF DIRECTORS 

3.2.1.1 Members

A) OVERVIEW OF THE BOARD OF DIRECTORS 

The Articles of Association stipulate that the Board 

of Directors shall have at least three members and no 

more than eighteen members.  

The members of the Board of Directors are 

appointed for a four -year term, expiring at the end of 

the Ordinary General Meeting called to approve the 

financial statements for the preceding year and held 

ÊÏ ÕÉÆ ÚÆÂÓ ÅÖÓÊÏÈ ØÉÊÄÉ ÕÉÆ ÎÆÎÃÆÓšÔ ÕÆÓÎ ÐÇ ÐÇÇÊÄÆ 

expires. They may be re -appointed.  

With the exception of the Chairman and Chief 

Executive Officer, half (or as close as possible to half) 

of the members of the Board of Directors appointed 

by the Ordinary General Meeting are re -appointed or 

replaced every two years. The directors whose term  

will expire early, at the end of the second year, will 

be selected at random no later than the Board 

meeting at which the General Meeting is called. 

These directors will be eligible for reappointment. 

This rule ensures that directors' terms of office are 

staggered to avoid all Board members being re -

appointed at the same time, in accordance with best 

corporate governance practices (article 10.2 of the 

Articles of Association).  

!Õ ÕÉÆ #ÐÎÑÂÏÚšÔ 'ÆÏÆÓÂÍ -ÆÆÕÊÏÈ ÐÇ Źƀ !ÑÓÊÍ ŹŷŹżŖ 

Arnaud Lagardère was appointed as a director for a 

four -year term, i.e., until the General Meeting to be 

called to approve the financial statements for the 

year ending 31 December 2028. He was also 

appoint ed Vice-Chairman of the Company's Board of 

Directors.  

At 31 December 2025, the Board of Directors had six 

members, two of whom were independent directors, 

representing an independence rate of 33%, and two 

of whom were women, also representing a rate 

of  33%. 

It should be noted that, although Louis Hachette 

Group strives to ensure gender balance on its Board 

of Directors, the Company is not subject to the legal 

obligation of gender parity.  

In accordance with the provisions of article 10.2 of 

the Articles of Association, at its meeting of 

19 February 2026, the Board of Directors selected 

three directors at random whose reappointment will 

be proposed for a period of four years at the General 

Meeting called to approve the financial statements 

for the year ended 31 December 2025, namely:  

Ʒ fourth resolution:   reappointment of Sophie 

Chassat as a director for a four -year term, i.e., 

until the close of the General Meeting to be 

called in 2030 to approve the financial 

statements for the year ending 

31 December  2029;  

Ʒ fifth resolution : reappointment of Maud 

Fontenoy as a director for a four -year term, i.e., 

until the close of the General Meeting to be 

called in 2030 to approve the financial 

statements for the year ending 

31 December  2029;  

Ʒ sixth resolution : reappointment of Arnaud de 

Puyfontaine as a director for a four -year term, 

i.e., until the close of the General Meeting to be 

called in 2030 to approve the financial 

statements for the year ending 

31 December  2029.  
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MEMBERSHIP OF THE BOARD OF DIRECTORS AT 31 DECEMBER 2025
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List of members of the Board of Directors at 31 December 2025  

At 31 December 2025  
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Jean-Christophe Thiery  
58 M French 84,359  2 N/A  22 Oct. 2024  2028  

More  
than 
1 year Chairman and Chief 

Executive Officer 
 

Arnaud Lagardère  
 
Vice-Chairman 

64 M French 86,244,938  1 ṍ 29 Apr. 2025  2029  
Less 
than 
1 year 

Yannick Bolloré  45 M French 123,634 5 ṍ 22 Oct. 2024  2028  
More 
than 
1 year 

Arnaud de Puyfontaine  61 M French 363,853  3(2) ṍ 22 Oct. 2024  2028  
More 
than 
1 year 

Sophie Chassat 47 F French - 1 ṉ 9 Dec. 2024  2028  
More 
than 
1 year 

Maud Fontenoy  
48  F French 1,000 1 ṉ 9 Dec. 2024  2028  

More 
than 
1 year  

(1) The applicable independence criteria are described below in paragraph B of this section.  
(2) As of 19 February 2026, Arnaud de Puyfontaine holds a non -executive office at SWI Capital Holding Ltd, a Singapore company 

listed on the Euronext Amsterdam regulated market. This new role will increase the number of offices held in companies 
listed on a re gulated market to four.  
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B)  LIST OF DIRECTORSHIPS AND OTHER POSITIONS HELD BY MEMBERS OF THE BOARD OF 
DIRECTORS 

 

 

Nationality: French  

Date of birth: 

3 May 1967 

Total number of 

Company shares 

held:  

84,359  

 

Jean-Christophe Thiery  

Chairman and Chief Executive Officer 

 

! ÈÓÂÅÖÂÕÆ ÐÇ ÕÉÆ MÄÐÍÆ ÏÂÕÊÐÏÂÍÆ ÅšÂÅÎÊÏÊÔÕÓÂÕÊÐÏ ÊÏ ŸƀƀžŖ *ÆÂÏ-Christophe Thiery 

began his career in public administration. After spending two years in Perpignan 

as Chief of Staff to the prefect of the Pyrénées -Orientales department, he joined 

the French  Ministry of the Economy and Finance in 1999 as Chief of Staff to the 

Director General of Public Accounts.  

In 2001, he joined the Bolloré group to set up and develop its media division. 

Appointed Chief Executive Officer of Bolloré Media, he launched the television 

channel Direct 8, before moving on to set up free news daily Direct Matin. He went 

on to consolida te Bolloré Media's assets with the acquisitions of digital terrestrial 

television channel Virgin 17, polling institute CSA and WiFi provider Wifirst, as well 

as stakes in broadcasting service provider Euromedia -SFP and French video game 

leader Bigben -Nacon . Following the sale of the Direct 8 and Direct 17 channels to 

the Canal+ group in 2012, and the entry of the Bolloré group into the capital of 

Vivendi at that same time, Jean -Christophe Thiery joined the Canal+ group in 2015 

as Chairman of the Management Board before being appointed Chairman of the 

Supervisory Board in 2018.  

As part of the partial demerger of Vivendi, Jean -Christophe Thiery was appointed 

Chairman and Chief Executive Officer of Louis Hachette Group on 22 October 

2024.  

Jean-Christophe Thiery is also Chairman of Lagardère Paris Racing and Lagardère 

Ressources, which employs the central functions of the Lagardère group. On 

10 October  2024, he was appointed Deputy Chief Executive Officer of Hachette 

Livre, the holding company of Lagardère Publishing, and joined the Board of 

Directors on 13 December 2024.  

Ʒ Directorships and other positions 

held in other companies  

In France: 

Member of the Supervisory Board and 

of the Audit Committee, Canal+ SA (1) 

 

Director, Bigben Interactive (2) 

 

Director, Nacon (2) 

 

Legal manager, SESI SNC (CNews) 

 

Chairman, Bolloré Media Régie  

 

Chief Executive Officer and member 

of the Executive Committee, Bolloré 

Telecom  

 

Chairman, Perla  

 

Chairman, Compagnie de Treboul  

 

Ʒ Directorships and other positions 

expired during the last five years  

Permanent representative of Hachette 

Livre and director, Librairie générale 

française SA 

Permanent representative of Librairie 

générale française and director, Audiolib 

SA 

Chairman of the Supervisory Board, 

Studio Canal SAS 

 

Chairman of the Board of Directors, 

3ÐÄÊîÕî ÅšMÅÊÕÊÐÏ ÅÆ #ÂÏÂÍƮ 3! 

 

Member of the Strategy Committee, 

2e Regard 

 

Chairman and Chief Executive Officer, 

Lagardère SA 

 

Chairman and Chief Executive Officer, 

Hachette Livre  

 
(1) Company listed on a non -regulated market.  
(2) Company listed on a regulated market.  
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Chairman, Rivaud Loisirs 

Communication  

 

Chairman of the Board of Directors, 

Matin Plus  

 

Director, Gameloft SE  

 

Chief Operating Officer and director, 

Hachette Livre SA  

 

Chairman, Lagardère Paris Racing 

Ressources 

 

Chairman, Lagardère Ressources  

 

Permanent Representative of 

Lagardère Media and member of the 

Supervisory Board, Lagardère Radio 

SCA 

 

Secretary General, APGI (press 

association)  

 

Director, Secretary General and 

Treasurer, Association des Amis de la 

Croix Catelan  

 

Secretary General and member of the 

Executive Committee, Association 

Lagardère Paris Racing Support  

 

Chairman, Mazarine SAS  

 

Permanent representative of 

Hachette Livre and director, 

Calmann -Lévy SA 

 

Chairman and Chief Executive Officer, 

Librairie générale française SA  

 

Chairman of the Board, Audiolib SA  

 

Permanent representative of 

Hachette Livre and legal manager, 

Cyberterre (SCS)  

 

Director, Société des Éditions Grasset 

et Fasquelle SA 

 

Chairman, C + T Participations France  

Outside France: 

Permanent representative of HL 93 

and director, Dilibel (Belgium)  

 

Director, Hachette UK (Holdings) Ltd 

(United Kingdom)  

 

 

Chairman, Lagardère Media  

Chairman, Lagardère Live Entertainment  

 

Chairman, Lagardère Expression  

 

Chairman, Lagardère Participations  

 

Chairman, Dariade  

 

Chairman of the Supervisory Board, 

Canal+ Group  
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Director, Hachette Boardgames UK 

(United Kingdom)  

 

Permanent representative of 

Education Management and director, 

Hachette Livre Maroc SA (Morocco)  

 

Permanent representative of 

Hachette Livre and director, Librairie 

papeterie nationale SA (Morocco)  

 

Secretary General, Le Scorpion 

Masqué Inc. (Canada)  

 

Director, Hachette Book Group, Inc. 

(United States)  

 

Director, Hachette Book Group 

(Holdings) Inc. (United States)  

 

Director, Bellwood Books, Inc. 

(United States)  

 

Director, Hachette Digital, Inc. 

(United States)  

 

Director, Digital Publishing 

Innovations, Inc. (United States)  

 

Chairman, Perseus Books, LLC 

(United States)  

 

Chairman, Hachette Livre USA, Inc. 

(United  States)  
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Nationality: French  

Date of birth: 

18 March  1961 

Total number of 

Company shares 

held:  86,244,938  

Arnaud Lagardère  

Vice-Chairman of the Board of Directors  

 

Arnaud Lagardère holds a DEA post -graduate degree in economics from the 

University of Paris Dauphine. He was appointed Director and Chief Executive 

Officer of MMB (which became Lagardère SCA then Lagardère SA) in 1987.  

He was Chairman of the US company Grolier, Inc. from 1994 to 1998. Arnaud 

Lagardère was appointed Managing Partner of the Company following a decision 

by Arjil Commanditée -Arco approved by the Supervisory Board on 26  March  2003 

and his term of office was s ubsequently renewed in 2009, 2015 and 2020.  

On 30 June 2021, he was appointed Chairman and Chief Executive Officer of 

Lagardère SA. Arnaud Lagardère was appointed Chairman and Chief Executive 

Officer of Hachette Livre on 8 November 2023.  

On 29 April 2025, Arnaud Lagardère was appointed Vice -Chairman of the Louis 

Hachette Group Board of Directors, and on 25 June 2025, he was appointed as a 

director of Lagardère Paris Racing.  

On 27 August 2025, Arnaud Lagardère was also appointed Chairman of Prisma 

Media.  

Ʒ Directorships and other positions 

held in other companies  

In France: 

Chairman and Chief Executive Officer, 

Lagardère SA(1) 

Chairman and Chief Executive Officer, 

Hachette Livre  

Chairman, Lagardère Media  

Chairman, Prisma Media  

Director, Lagardère Paris Racing 

Ressources 

Director, Lagardère Ressources  

Chairman, Lagardère Live 

Entertainment  

Chairman, Dariade  

Chairman, Lagardère Expression  

Chairman, Lagardère Participations  

General and Managing Partner, 

Lagardère Radio SCA 

Chairman, Lagardère Commandité  

Chairman, Fondation Jean -Luc 

Lagardère 

Chairman, Association des Amis de la 

Croix -Catelan (formerly Lagardère 

Ʒ Directorships and other positions 

expired during the last five years  

 

Chairman and Chief Executive Officer, 

Arjil Commanditée -Arco 

Lagardère Media, Chairman of the Board 

of Directors, Gameloft SE  

Chairman of the Supervisory Board, 

Lagardère Travel Retail  

Chairman of the Supervisory Board, 

Lagardère Active  

Chairman, Lagardère SAS 

Chairman, Lagardère Capital  

Chairman, Lagardère Management  

Chairman, LM Holding  

Member of the Board of Directors, 

Extime Duty Free Paris (formerly Société 

de Distribution Aéroportuaire [SDA])  

Member of the Management Board, 

Extime Travel Essentials Paris (formerly 

Relay@ADP) 

 

 

 
1 Company listed on a regulated market.  
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Paris Racing Ressources sports 

association) (non -profit organisation)  

Chairman, Lagardère Paris Racing 

sports association (non -profit 

organisation)  

Outside France: 

Chairman of the Board of Directors, 

Lagardère North America (United 

States)  
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Nationality: French  

Date of birth: 

1 February  1980 

Total number of 

Company shares 

held: 123,634 

Yannick Bolloré  

Director  

Yannick Bolloré is a graduate of the University of Paris Dauphine.  

He co-founded the production company WY Productions in 2002 ( Hell, Yves Saint 

Laurent). In 2006, he joined his family group, the Bolloré group, to launch and 

develop its media division. Within five years, Bolloré Média (D8, D17) became 

&ÓÂÏÄÆšÔ ÍÆÂÅÊÏÈ ÊÏÅÆÑÆÏÅÆÏÕ &ÓÆÏÄÉ 46 ÈÓÐÖÑ ÂÏÅ ØÂÔ ÔÖÃÔÆÒÖÆÏÕÍÚ ÔÐÍÅ ÕÐ 

Canal+, making the Bolloré grou p a shareholder in Vivendi.  

He joined Havas in 2011 and became Chairman and Chief Executive Officer in 2013. 

He initiated a major restructuring of the group to make it the most integrated and 

forward -thinking in its industry. In 2017, Vivendi acquired control of Havas. Yannick 

Bollor é was appointed Chairman of the Supervisory Board of Vivendi in April 2018.  

In October 2024, he was appointed Chairman of the Supervisory Board of Canal+, 

Chairman & CEO of Havas NV, and a member of the Board of Directors of Louis 

Hachette Group ū a company listed on the Euronext Growth market since 

16 December 2024 and which combines the activities of the Lagardère group and 

Prisma Media.  

He was named a Young Global Leader by the World Economic Forum in 2008 and 

has received numerous honours and awards from international associations and 

the business press. 

He is also a Chevalier de l'Ordre des Arts et des Lettres.  

 

Ʒ Directorships and other positions 

held in other companies  

In France: 

Chairman of the Supervisory Board , 

Canal+ SA(1)  

Chairman of the Supervisory Board, 

Vivendi SE(2))  

Director, Lagardère SA (2)  

Vice-Chairman and Director, 

Bolloré  SE(2) 

$ÊÓÆÄÕÐÓŖ #ÐÎÑÂÈÏÊÆ ÅÆ Íš/ÅÆÕ 3%(2) 

Chairman, Havas SAS 

Director, Bolloré Participations SE  

Director, Financière V  

Director, Omnium Bolloré  

Chairman, SAS YB6 

Member of the Supervisory Board, 

Sofibol  

Ʒ Directorships and other positions 

expired during the last five years  

Director, Rodin Museum  

Director, Havas Media France  

Permanent Representative of Havas on 

the Board of Directors of W & CIE  

Chairman and Chief Executive Officer, 

Havas SA 

 

 

 
(1) Company listed on a non -regulated market.  
(2) Company listed on a regulated market.  
 



2025 Annual Report ū Louis Hachette Group  

121 

Director of the Endowment Fund, 

Fédération française de tennis  

Director, L'Expansion Scientifique 

Française SA 

Outside France: 

Chairman of the Board of Directors and 

Chief Executive Officer of Havas NV (2)  

(Netherlands)  

Chairman, Havas North America, Inc. 

(United States)  

Chairman and Executive Vice -

President, Havas Worldwide LLC 

(United States)  

Director, Havas Worldwide Middle East 

FZ, LLC (United Arab Emirates)  

 

 

  

 
(2) Company listed on a regulated market.  
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Nationality: French  

Date of birth: 

24 October 1978  

Total number of 

Company shares 

held: 0  

Sophie Chassat 

Independent director  

 

 

Sophie Chassat is a graduate of École normale supérieure -2ÖÆ Åš5ÍÎř She lectured 

in philosophy for seven years (including four years at university level) and has 

published several books. She specialises in issues relating to purpose, engagement 

and positive impact. She chaired Intikka, a consulting firm dedicated to corpor ate 

and brand philosophy, and was also a founding Partner of Wemean, a strategy 

consulting firm specialising in supporting corporates transitioning to sustainable 

performance. She is currently a Partner with strategy and finance consulting firm 

Accuracy, w here she works specifically on changes to corporate business models 

in the context of the environmental transition.   

 

In the context of the partial demerger of Vivendi, Sophie Chassat was named 

independent director of Louis Hachette Group on 9 December 2024.  

 

Ʒ Directorships and other positions 

held in other companies  

In France: 

Director and member of the 

Remuneration Committee and the 

Sustainability and Governance 

Committee, LVMH Moët Hennessy 

Louis Vuitton SE (1) 

Partner, Accuracy SAS  

Director, Lafuma Mobilier  

Director, Groupe BBL  

Member of the Mission Committee, 

Groupe Rocher ū Laboratoires de 

Biologie Végétale Yves Rocher SA 

Chair, Intikka SAS  

Outside France: 

None  

 

 

Ʒ Directorships and other positions 

expired during the last five years  

 

Director, Le Coq Sportif Holding ū LCSH 

SA 

Founding partner, Wemean SAS  

 

  

 
1 Company listed on a regulated market.  
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Nationality: French  

Date of birth: 

7 September 1977  

Total number of 

Company shares 

held:  

1,000 

Maud Fontenoy  

Independent director  

Maud Fontenoy is a yachtswoman, known for her multiple accomplishments and 

firsts for women in solo navigation, both in rowing and sailing. She is an 

Ambassador to the French Education and Youth Ministry, dedicated to ocean and 

coastline conservation and c oastal school trips. President of the Maud Fontenoy 

Foundation, former Spokesperson for UNESCO's Intergovernmental 

Oceanographic Commission, an expert in sustainable development, a lecturer, and 

an author of books and documentaries devoted to the oceans an d conservation. 

Maud is committed to the fight for environmental protection, and particularly to 

the protection of oceans and coastlines. Her objective for more than 20 years has 

been to inform as many people as possible about the need to protect the plane t 

and to hand down values to the younger generation and give them a 

ÔÕÓÂÊÈÉÕÇÐÓØÂÓÅ ŢÖÔÆÓšÔ ÎÂÏÖÂÍţ ÔÐ ÕÉÂÕ ÔÖÔÕÂÊÏÂÃÍÆ ÅÆ×ÆÍÐÑÎÆÏÕ ÄÂÏ ÃÆÄÐÎÆ ÑÂÓÕ 

ÐÇ Æ×ÆÓÚÐÏÆšÔ ÅÂÊÍÚ ÍÊÇÆ ÂÏÅ ÆÄÐÍÐÈÚ ÄÂÏ ÈÐ ÉÂÏÅ ÊÏ ÉÂÏÅ ØÊÕÉ ÕÉÆ ÆÄÐÏÐÎÚř -ÂÖÅ 

Fontenoy currently advises a  number of companies on these issues and advocates 

a realistic and pragmatic approach to ecology. In 2007, she was named Chevalier 

de l'Ordre national du Mérite and Chevalier de l'Ordre du Mérite maritime, and in 

*ÂÏÖÂÓÚ ŹŷŹŻ ÔÉÆ ØÂÔ ÏÂÎÆÅ #ÉÆ×ÂÍÊÆÓ ÅÆ ÍÂ ,îÈÊÐÏ ÅšÉÐÏÏÆÖÓř 

In the context of the partial demerger of Vivendi SE, Maud Fontenoy was named 

Independent director of Louis Hachette Group on 9 December 2024.  

Ʒ Directorships and other positions 

held in other companies  

In France: 

Member of the Supervisory Board, 

Vivendi SE(1) 

Chair, Miss Maud  

Chair of the Board of Directors, 

Fondation Maud Fontenoy  

Founder and member of the Board of 

Directors, Fondation pour la 

Gastronomie Humaniste d'Alain 

Ducasse  

Outside France: 

None  

Ʒ Directorships and other positions 

expired during the last five years  

 

None. 

 

 

 

  

 
1 Company listed on a regulated market.  


