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Leïla showed up early, and Annabelle offered her a cup of tea. 
She would like to see Samir’s face if he saw all three of them there. But it looked like 
he was running a little late, so she had a better idea.

“Annabelle, is everything okay?

—  Why do you ask? Do I look upset?

— Daddy, will you go around 
another time with me?
—  I think I’ve had enough fun for today, sweetie.”

Community

“Annabelle! Sarah! 

Let me explain… 

Hey, is anybody home?”

Samir is in a 
panic. He just got 
a voice mail 
message from 
Leïla. She’s on 
her way to drop 
Sarah off. 
Annabelle is 
probably at his 
place, and he 
hasn’t had the 
time to tell her 
about this 
weekend.

The following concrete measures were 
taken in early 2010:
– an online reference system was set 
up, enabling project managers to 
assess how socially-responsible the 
products and services are and to create 
them. This reference system was 
reviewed by a panel of external 
stakeholders as part of a consultation 
process;
– interviews were conducted with key 
business customers to understand how 
La Poste Group can better serve their 
sustainable development strategy 
through its products and services.

La Poste subsidiary Mobigreen offers 
eco-driving courses to pass on these 
skills. In 2009, staff from the Languedoc-
Roussillon regional prefecture was the 
fi rst group to receive this training.

La Poste shares its best practices at 
regional level. The national cooperation 
agreement signed by La Poste Group 
and the French federation of regional 
parks gives these parks the chance to 
jointly set up operational projects in the 
area of mobility, renewable energies, real 
estate or responsible products. 
Provence-Alpes-Côte d’Azur and 
Basse-Normandie were the fi rst two 
regions to launch this partnership by 
issuing collector’s stamps depicting the 
parks and their regions.

The process will gradually give the 
Group an increasingly responsible 
range of products and services aimed 
at all its customers.

La Poste, a local 
and regional partner
La Poste Group’s agreement signed with 
the French Ministry of Ecology, Energy, 
Sustainable Development and Sea and 
ADEME sets out the terms of national 
and local cooperation to roll out concrete 
initiatives. In November, La Poste and 
ADEME published an eco-driving training 
guide to be used by companies and local 
authorities so they can benefi t from the 
agency’s expertise and La Poste’s input. 
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“Customer” category. Two post offi ces 
won awards for their ingenious ideas: 
designing a specifi c device that can be 
used by the visually-impaired to sign 
forms and appointing a “disability 
offi cer” who centralises and analyses 
issues related to disabilities. The new 
Customer Service Areas have also 
improved contact with persons with 
disabilities, since staff members in 
the sales area can provide them with 
personalised service and support. In 
addition, the post offi ces have started 
introducing special fi ttings for persons 
with disabilities, including priority 
access signs, induction loops, strip 
guides, and more.

Solidarity is a major concern for postal 
employees. La Poste has ordered one 
million fair-trade cotton garments for 
its mail carriers’ uniforms since 2005, 
providing direct help to thousands 
of farmers and manufacturers in 
emerging countries. In light of this, 
La Poste has renewed its partnership 
with Armor-Lux for another fi ve years, 
and three new organic, fair-trade cotton 
garments will be added to the 2010 
catalogue of mail carrier uniforms. 
Since 2007, 200 Group employees have 
volunteered to perform community 
service abroad, under agreements with 
the NGOs Planète Urgence and France 
Volontaires. These employees have 
completed a total of 5,740 hours 
helping fi ght against exclusion in 
education, raising awareness about 
sustainable development and working 
to protect the environment. In 2009, 
La Banque Postale continued its 
partnership with GoodPlanet, 
the foundation set up by Yann 
Arthus-Bertrand, to fund educational 
kits aimed at teaching around 
10 million school children each year 
about sustainable development.

La Poste is the leading retail outlet 
for UNICEF greetings cards, sold to 
improve the lives of millions of children. 
In 2009, through UNICEF, the Retail 
Brand donated unsold items to schools 
in Senegal, and two top-selling counter 
clerks from the post offi ces that sold 
the most UNICEF cards in 2008 
travelled to Senegal to present the 
donation on behalf of La Poste. To 
combat the digital divide, the Retail 
Brand is continuing its work with the 
non-profi t “IT and Solidarity” 
(Informatique et Solidarité). Through 
this partnership, it donated 400 
computers to 10 universities in 
Port-au-Prince, Haiti, giving more than 

10,000 students Internet access. La 
Banque Postale supports the Fondation 
Greffe de Vie and Solidarité Sida (Organ 
Donation and Solidarity for Aids) and 
donates vaccines to UNICEF. It is also a 
participant in the Stock exchange and 
Finance Telethon“ (Téléthon de la 
Bourse et de la Finance). Postal 
employees  came together to sell the 
book of collector’s stamps depicting the 
Landes forest, in support of a good 
cause. For each book sold, La Poste 
paid €1 to the Offi ce national des forêts 
(the French national forestry agency) 
to help in restoration efforts following 
Windstorm Klaus, which destroyed 
parts of the forest in 2009.

Since 2004, La Poste Group has been 
committed to purchasing methods 
that incorporate environmental, 
social and societal concerns. 
In 2009, it entered a new era through 
collective work between all the 
Group’s purchasing channels, 
including sharing Business Sectors’ 
feedback to make the most of best 
practices, setting a shared defi nition 
of “more responsible” purchasing 
and drafting a reference system for 

assessing how far sustainable 
development is considered in the 
purchasing process. The purpose 
of this approach is to systematically 
incorporate this concern into all 
purchases and to measure buyers’ 
and decision-makers’ performance. 
This reference system will be gradually 
rolled out in 2010 in the Group’s 
purchasing channels, in conjunction 
with an employee incentive 
programme.

Responsible purchasing

1 million
fair-trade cotton uniforms were ordered by postal employees

Community

La Poste is taking local action for jobs. 
In 2009, the Job and Equal Opportunity 
Action Plan Train (Train pour l’Emploi 
et l’Égalité des Chances) took La Poste 
across France to meet more than 
10,000 applicants of all ages, 
backgrounds and educational levels.

The Job and Equal Opportunity Action Plan 
gave La Poste Group the chance to present its 
Business Sectors and its subsidiaries.

As part of the “Hope for the suburbs” 
(Espoir Banlieues)  plan, around 
1,000 young people from ZUS (zones 
urbaines sensibles – disadvantaged 
suburban areas) joined La Poste Group. 
La Banque Postale and the Retail 
Brand formed a partnership with 
Ingeus, an organisation that helps 
young job seekers.
In the Nord-Pas-de-Calais region, 
La Poste is teaming up with the French 
Job Centre to foster the recruitment 
of disadvantaged youths and disabled 
employees. During the 2009 Employees 
with Disabilities Week (Semaine pour 
l’emploi des personnes handicapées), 
all the Business Sectors and every 
subsidiary participated in around 
60 events across France, including job 
fairs, “handicafés” and actions to raise 
postal employees’ awareness.

The Foundation at the heart of each 
region. La Poste’s Corporate 
Foundation has reasserted its support 

of municipal social action centres) to 
assist people who have problems 
understanding and fi nancial diffi culties. 
La Banque Postale has signed 27 new 
agreements with organisations, for a 
total of 53, on personal microcredit, 
loans that foster social and 
professional integration.

The “Welcome to La Poste” (“Bienvenue 
à La Poste”) approach enables staff, 
customers and non-profi t organisations 
to jointly set up measures and adapt 
services in each post offi ce. At the end 
of 2009, the second socially-aware 
customer relations meeting focused 
on reviewing the experimental work 
conducted by the Retail Brand’s and 
La Banque Postale’s employees along 

La Poste gives postal employees the option 
of wearing fair-trade cotton uniforms made 
by Brittany-based company Armor-Lux.

with non-profi t organisations, including 
training sessions for customers on 
banking and postal educational material 
and staff training on customer service 
to people with disabilities.

La Poste aims to gradually help 
disadvantaged customers learn to use 
its services on their own without 
assistance. One of La Poste’s priorities 
is making its post offi ces accessible to 
people with disabilities. In 2009, 66% 
of its sites were accessible, and, for 
the fi rst time, the Accessibility Awards 
organised by La Poste included a 

for local cultural projects while 
ensuring that they cover the whole 
of France. These projects include the 
Festival du Mot de la Charité-sur-Loire, 
the Marathon des Mots de Toulouse, 
literary and music events in Vesoul and 
Astaffort, and initiatives across France 
(Amiens, Saint-Étienne, Strasbourg, 
Quimper) to give people with illiteracy 
access to writing and show that writing 
and reading can be enjoyed by all.

La Poste, accessible 
for everyone
In their daily jobs, in their neighbourhoods 
and around the world, postal workers 
live out La Poste’s values and its 
commitment to socially-aware conduct.

La Poste is a champion of social mix. It 
serves all customers equally, regardless 
of age, wealth, ability or nationality. 
La Banque Postale’s customers include 
2 million disadvantaged individuals and 
more than 50% of social welfare 
benefi ciaries. It is the only bank 
entrusted with a banking accessibility 
assignment through its Livret A passbook 
savings account. Accordingly, it must 
“open a Livret A passbook savings 
account for anyone who requests one” 
(art. L. 221-2 of the French Monetary 
and Financial Code). It is the only banking 
institution that has to make all 
transactions starting at €1.50. 
La Banque Postale also has a 
partnership with the UNCCAS (Union 
nationale des centres communaux 
d’action sociale – French national union 
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Consolidated balance sheet (in € million)

ASSETS  31/12/2009 31/12/2008

Goodwill  1,362 1,271
Intangible assets  622 458
Property, plant and equipment  6,303 6,277
Investments in associates  1,962 1,703
Other non-current fi nancial assets  448 420
Deferred tax assets  11 38
Non-current assets  10,709 10,168

Current banking assets  
Loans and advances to customers  33,065 28,742
Loans and advances to banks  73,953 18,876
Investment portfolio  52,660 55,162
Other current fi nancial assets  2,020 1,205
Accrual accounts  2,947 3,069
Cash and central bank deposits  3,700 2,139

Other current assets  
Inventories and work in progress  166 160
Trade and other accounts receivable  2,278 2,321
Other current fi nancial assets  163 154
Cash from post offi ces  762 834
Income tax receivable  7 79
Other accrual accounts – assets  88 78
Cash and cash equivalents  1,122 1,238

Assets held for sale   31 64

Current assets  172,961 114,120

Total assets  183,671 124,287

EQUITY AND LIABILITIES  31/12/2009 31/12/2008

Initial equity and other capital components  2,258 2,258
Reserves  920 533
Unrealised gains and losses on fi nancial instruments  388 26
Translation adjustments  (47) (94)
Net profi t for the year attributable to equity holders of the parent  531 529

Equity attributable to equity holders of the parent   4,051 3,252
Non-controlling interest  52 64

Consolidated equity  4,103 3,316

Medium- and long-term bonds  6,302 5,867
Employee benefi t obligations – non-current portion  1,452 1,344
Non-current contingency and loss provisions  90 59
Deferred tax liabilities  86 112
Other non-current liabilities  2 1

Non-current liabilities  7,931 7,383

Current contingency and loss provisions  
Contingency and loss provisions specifi c to banking and insurance activities  604 553
Current contingency and loss provisions  254 290

Short-term bonds and other borrowings   720 1,274

Current banking liabilities  
Financial debt  10,401 10,355
Liabilities to customers  149,808 92,212
Other fi nancial liabilities  1,079 488
Accrual accounts  4,036 3,806

Other current liabilities  
Trade and other accounts payable  3,904 4,052
Government – income tax  152 24
Employee benefi t obligations – current portion  495 398
Other accrual accounts – liabilities  182 135

Liabilities held for sale   0 0

Current liabilities  171,636 113,588

Total equity and liabilities  183,671 124,287

For more information, see the Group’s fi nancial report.

La Poste Group_ Financial overview

Consolidated income statement (in € million)

  31/12/2009 31/12/2008

Mail revenue   11,037 11,318
Express revenue  3,089 3,292
Parcels revenue  1,367 1,382
La Poste Retail Brand revenue  32 31
Real estate revenue  10 5

Revenue from commercial activities  15,535 16,028

Banking operating income  7,946 8,045
Banking operating expenses  (2,954) (3,274)

Net banking income  4,992 4,771

Operating income  20,527 20,799

Purchases and other expenses  (5,938) (6,178)
Employee benefi t and payroll expenses  (12,625) (12,606)
Taxes other than income taxes  (372) (276)
Depreciation, amortisation and provisions  (939) (952)
Other operating income and expenses  112 67
Gains (losses) on asset disposals  (7) 32

Net operating expenses  (19,770) (19,913)

Operating profi t  757 886

Net borrowing costs  (128) (289)
Other net fi nance expenses  (82) (79)

Net fi nance expenses  (210) (368)

Profi t before tax of consolidated companies  547 518

Income tax  (175) (120)
Share of profi t of associates  165 137

Consolidated net profi t  537 535

Group share  531 529

Non-controlling interest  6 6
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A good year for La Banque Postale

La Banque Postale is continuing its development: net 
banking income was up by 4% on a comparable basis, 
totalling €5,019 million.
After hitting exceptional levels in 2008 during the fi nancial 
crisis, La Banque Postale's net new money fell, as expected, 
but remained positive.
In 2009, all banks were eligible to market the Livret A passbook 
savings account, but this did not have a signifi cant adverse 
impact on La Banque Postale customer base. Savings 
deposits and on  demand deposits were up by 8.1% annually, 
reaching €277.3 billion by the end of 2009. La Banque Postale 
increased its sales of fi nancial products and saw its number 
of active customers rise consistently to over 9.9 million at the 
end of the year.

LA BANQUE POSTALE

In light of these changes, EBITDA was €1,867 million in 2009, 
which was stable compared with 2008.
After depreciation, amortisation and loan-loss provisions, 
the Group’s operating profi t was €757 million. The operating 
margin was 3.7% of turnover, down by 0.6 point compared 
with late 2008.
After accounting for net fi nance expenses, which includes 
the temporary impact of re-evaluating debt, in application of 
the IFRSs, and CNP Assurances’ €186 million contribution 
(+€56 million compared with 2008), net profi t, Group share, 
totalled €531 million. This will give La Poste the opportunity 
to suggest payment of a €105 million dividend at its General 
Meeting.

CHANGE IN PROFITABILITY

KEY FIGURES FOR LA POSTE GROUP

* After reclassifi cation.

** On a constant scope and exchange rate basis; excluding changes in payment methods for 
the Livret A passbook savings account and changes in provisions for lasting or signifi cant 
depreciation of shares available for sale.

Net banking income
(in € million)

Turnover (in € million) 

–1.3% published
–2.0% on a comparable basis**

Operating margin (as a %)

–0.6 point

Net profi t – Group share (in € million) 

+0.4% published

EBITDA (Earnings before Interest, Taxes, Depreciation and 
Amortisation) (in € million)

+1.3% published
+1% on a comparable basis**

Operating profi t (in € million)

–15% published
–13% on a comparable basis**

5,0194,815

2008 2009

20,799 20,527

2008* 2009

886
757

2008* 2009

1,843 1,867

2008* 2009

529 531

2008* 2009

4.3
3.7

2008* 2009

La Poste Group_ Financial overview
In 2009, thanks to the diversity of its Business Sectors, La Poste Group was able to resist the economic crisis and the 
growing emergence of digital communication. The Group’s turnover and operating profi t were down slightly, but EBITDA  
was stable, proving that La Poste was able to control operating costs while furthering its investment and service 
improvement policy.

MAIL

Decline in turnover

The Mail Sector and its subsidiaries generated turnover 
of €11,665 million, down by 4.7% on a constant scope 
and exchange rate basis.
The drop in mail volumes  observed in 2008 continued to 
decline in 2009. Business volumes (excluding Sofi post 
subsidiaries) were down by 5.3%, including a 4.5% drop in 
volumes and a negative product mix rate of 0.8%. This trend 
was not offset by rate revaluations, which had an average 
positive effect of +1.3%. The structural downward trend in the 
mail-services market was amplifi ed by the economic crisis. 
All the Mail categories (business mail, direct marketing and 
press) were affected by this trend.

Parcels-Express recorded a turnover of €4,479 million, 
down by 3.5% on a constant scope and exchange rate basis. 
The economic crisis affected all of GeoPost's markets, 
the La Poste Group’s express subsiddiary. GeoPost’s turnover 
amounted to €3,093 million, down by 4.6% on a constant 
scope and exchange rate basis. The drop was especially sharp 
in Germany, Spain and  severe, and thanks to its product 
innovation policy, Chronopost saw an increase in volumes.
ColiPoste’s business (BtoC and CtoC in France) showed 
a decline in traffi c, due to falling mail order sales. This effect 
was partially offset by the e-commerce sector’s bold 
performance, which was up by 16%. Turnover amounted 
to €1,387 million, down by 1.4%.

PARCELS-EXPRESS

Breakdown of turnover

72% of La Poste Group’s operations took place in competitive markets and 15.2% of its turnover came from international activities.

ITS STRENGTH LIES IN GRADUALLY REBALANCING ITS BUSINESS PORTFOLIO

There was a 5.3% decline 
in business volumes.

Change in 
Parcels turnover 
(in € million)

Change in 
Express turnover 
(in € million)

Change in 
Mail turnover
(in € million)

Feeling the effects of 
the business climate

E-commerce partially 
offset the effects on the 
business environment

Financial Services
23%

Mail 
58.9%

Parcels-Express
18.1%

2003

Financial Services
24.3%

Mail 
53.8%

Other 
0.2%

Parcels-Express
21.7%

2009

11,66512,023

2008 2009

3,0933,296

2008 2009

1,3871,407

2008 2009
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ENVIRONMENTAL INDICATORS(3)

Cutting our buildings’ energy consumption

CO2 emissions increased by 0.5% compared with 2008 on a like-for-like basis. 
The posted 12.9% increase is due to the extension in the reporting scope, primarily 
due to energy from local energy distribution companies.
The main trends include:
– the stability of electricity consumption: 5.2% drop on a like-for-like basis, 
with changes in scope (+8.5%) accounting for the overall 3.4% increase;
– the 18.7% drop in heating oil consumption, with new industrial buildings 
and those with new boilers moving towards gas;
– the increase in gas consumption, which totalled 34%, of which 24% was due 
to the wider reporting scope.

2008

1,270 GWh
or 205,677 
MtCO2e

1,422 GWh
or 232,299 
MtCO2e

15
193

502

560

2009
12

157

674

579

Building energy 
consumption and 
CO2 emissions
(in GWh)

Electricity 
Gas
Heating oil 
Urban heating

Controlling the impact of our paper consumption

Thanks to the postal employees’ involvement, responsible paper use increased 
from 49% to 77% of all consumption in two years.

In 2009, buyers continued their efforts by working with suppliers to list an 
extended range of recycled paper, paper from sustainably-managed forests 
or eco-labelled paper. To encourage the use of responsible paper, the 2009 
profi t-sharing agreement included a target percentage of responsible paper 
out of total consumption.

The quantity of paper consumed dropped from 21,449 tonnes in 2008 
to 20,369 tonnes in 2009.

Reducing CO2 emissions from transport

The decrease in CO2 emissions continued in 2009, falling to 9,350 tonnes,
 –3.48% compared with 2007, primarily as a result of the efforts made 
in the road transport sector:
– bringing new vehicles into line with the latest standards, streamlining 
the fl eet and improving control of fuel consumption;
– optimising linehauls and routes, while streamlining vehicle use;
– continuing eco-driving training (all mail carriers had received training 
by the end of 2009).
The reduction in rail transport emissions was primarily due to the elimination 
of one daily rotation. The decrease in air transport emissions in 2009 is primarily 
related to the four-month suspension of fl ights to and from Pau. 2008

265,824 
MtCO2e 259,175 

MtCO2e

199,753

2,206

63,865

2009

194,992

1,838

62,345 Transport-related 
CO2 emissions
(in MtCO2e)

 Air (Europe 
Airpost)
 Rail (excluding 
sub-contractors)
 Road (excluding 
sub-contractors)

(3) Scope: La Poste parent company and La Banque Postale.

2008

38%

15%

62%
77%

29%

18%

2009

23%

18%

40%

19%

Percentage of 
responsible paper 
consumed

Eco-labelled paper
 Paper from 
sustainably-managed 
forests
Recycled paper
Other paper

Reducing waiting time in the 1,000 largest post offi ces(1)

The average counter waiting time in these 1,000 post offi ces fell by 15% in one year, four times more than in the other post offi ces, to under 
10 minutes (9.27 minutes – 6.37 minutes if non-counter customers are taken into account). Average counter waiting time in all post offi ces was 
7.19 minutes at the end of 2009.
For mail and parcel pick-up/drop-off, waiting times were under 5 minutes (4.53 minutes – 3.25 minutes in offi ces with Customer Service Areas). 
This represents a 33% drop in just one year, or 50% from September 2009. In 2009, 67% of customers were served in less than 5 minutes, with 
a peak of 75% in October 2009.
Customers could feel the improvement. Their satisfaction with waiting times rose from 55% in November 2008 to 74% in November 2009. The 
score was 80% in people surveyed two weeks after their last visit to the post offi ce. The efforts to reduce counter waiting time were based on 
a number of actions taken by external independent fi rms. Around 30,000 quality inspections were conducted in 2009 by mystery shoppers 
in the 1,000 largest post offi ces. In 2009, 164 offi ces received certifi cation from Afnor Certifi cation, which includes a commitment to reducing 
waiting time.

Improving processing of customer complaints(2)

The improvement in complaint processing is based on the launch and roll-out of the Group’s multi-channel Customer Service in 2009 on 
a national scale. This service made complaint fi ling considerably easier and more accessible. Customers may fi le complaints over the Internet, 
by telephone (using the non-premium rate number 3631) or by mail using the appropriate form. This system was developed with input from 
consumer organisations and from customers.
In this context, the Mail Sector has successfully improved the quality of complaint management and processing. The rate of return receipts 
sent within 48 hours has increased by 11 points in just one year, reaching the target level of 95%. The objective of 95% of answers within fi fteen 
business days was also met and even exceeded, at 97%, up 7 points. At the same time, in 2009, ColiPoste and the Retail Brand introduced new 
processes as part of the same drive. In 2009, the entire Group carried out large-scale programmes to train employees in charge of processing 
complaints.

QUALITY INDICATORS: COMMITMENTS TO CUSTOMERS

Mail and parcel pick-up/
drop-off: waiting time and 
rate of customers waiting 
less than 5 min

Consolidated annual results 
– MV2 quality inspections.

Percentage of return receipts 
sent within 48 hours by the 
Mail Sector

November 2009 results.

Percentage of complaints 
dealt with within two 
weeks by the Mail Sector

November 2009 results.

La Poste Group_ Responsible development 
overview

(1) Scope: Retail Brand activities. 
(2) Scope: Mail activities. 

84%

2008 2009

95%

11.11 min

2008 2009

9.27 min

–15%

7.15 min

2008 2009

4.53 min

–33%

50%

2008 2009

67%

90%

2008 2009

97%

TNS Sofres Sofres survey from November 2009.

Average counter 
waiting time for all 
types of transactions 
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Fighting against the lack of job security

The percentage of full-time staff out of all permanent staff 
increased by one point compared with the previous year, 
in line with the company’s socially-aware model.

The percentage of non-permanent staff remained very low, 
in line with La Poste’s policy in this area.

LABOUR INDICATORS(4)

Improving safety in the workplace

La Poste is continuing its policy 
on prevention, health and safety 
in the workplace by harnessing 
managers’ involvement, making 
risk assessment more professional, 
making workplace equipment safer 
and developing preventive measures 
for psychosocial risks.

For the fi rst time, the 2009 responsible development reporting campaign was conducted using a dedicated information system. It was based on a 
shared La Poste Group protocol. For each indicator, this protocol determines the scope of application, the methods for collecting and escalating 
information and the methods for calculation. It applies to the following contributing entities: the Group’s Business Sectors, subsidiaries and cross-
functional entities. The Corporate Sustainable Development Division is in charge of reviewing and consolidating this data. The methods for calculating 
CO2 emissions are taken from national and international reference systems (EPE-ADEME protocol, Bilan Carbone®, GHG Protocol).

Occupational 
accident frequency 
rate

24.64%

2008 2009

25.90%

Percentage of full-time staff 
out of all permanent staff

Percentage of permanent 
employees out of all staff

Permanent
Non-permanent

87.74%

2008 2009

88.85% 96.66%

2008 2009

96.71%

3.34% 3.29%

La Poste Group_ Responsible development 
overview

Encouraging purchases from 
sectors that work with the disabled

La Poste is continuing its push to 
make purchases from sectors that 
work with the disabled, further proof 
of its dedication to the community 
and its social responsibility. 
The percentage of purchases from 
these sectors increased, to more 
than 1% of total purchases, very 
close to the objective of 1.5%.

Promoting women in Top Management

A majority of La Poste’s employees 
are women, and they make up 
an increasing percentage of its 
management bodies. The percentage 
of women in Top Management is 
continuing to increase considerably. 
Further positive improvement will 
be pushed forward by the upcoming 
negotiation of a new agreement 
on gender equality at La Poste.

Limiting the pay gap between 
the genders

The gap remained constant for 
civil servants, where La Poste has 
very little room for manoeuvre. 
This is due to the fact that, on 
average, men have more seniority 
than women. Gender equality 
is fully respected among 
private-sector employees.

Developing recruiting in disadvantaged urban areas

To prove La Poste’s commitment 
to employing young people from 
disadvantaged areas, it is continuing 
its plans to recruit residents of 
disadvantaged urban areas, with 16.29% 
of total open-ended employment contracts 
this year given to these individuals. 
Thanks to new actions to employ the least 
fortunate, La Poste aims to continue this 
commitment, primarily by fostering 
sandwich course programmes.

DIVERSITY AND SOCIETAL INDICATORS(4)

Fostering job opportunities for the disabled

The job obligation benefi ciary rate 
rose regularly, underscoring the 
company’s bold policy. La Poste 
works continuously to integrate 
people with disabilities by opening 
secure jobs for them while striving 
to build their skills.

Job obligation 
benefi ciary rate

Percentage of 
purchases from 
sectors that work 
with the disabled

Percentage of 
women in Top 
Management

Disadvantaged 
urban area 
recruitment rate

Pay gap between 
women and men

Civil servants
 Private-sector 
employees

(4) Scope: La Poste parent company.

0.98%

2008 2009

1.06%

For men 2.6%

2008 2009

2.5%

0.2% 0.2%
For women

17.12%

2008 2009

16.29%

5.25%

2008 2009

5.41%

20.06%

2008 2009

21.89%



La Poste Group_ Main subsidiaries

 Mail  

MEDIAPOST
The French leader in targeted mailbox 
communication and the specialist 
in customer relations management. 
International subsidiaries:
– Mediapost Spain;
– Mediapost Portugal;
– Mediapost Romania;

DOCAPOST 
Holding company specialised in Mail 
documentary solutions and services.

ASPHERIA/ORSID 
Electronic printing, digital archiving and 
document and industrial mail outsourcing.

BRETAGNE ROUTAGE 
Customisation and routing for direct 
marketing.

CERTINOMIS 
The authority in electronic exchange 
certifi cation.

DYNAPOST 
Integrated document logistics 
management for business customers.

EXTELIA 
Business Process Outsourcing and cheque 
processing.

INGÉNIERIE SOLUTIONS COURRIER 
Integrated mail solutions and consulting 
services.

MAILEVA 
On-demand mail and document 
management outsourcing solutions.

SEFAS INNOVATION 
Document production software publisher.

SERES 
Specialised in developing and hosting 
professional electronic exchange services.

STP 
Press shipping and handling.

NEOPRESS 
Press delivery.

FRET GV 
High-speed freight.

GREENOVIA 
Consulting, management and development 
for electric vehicle fl eets.

MOBIGREEN 
Eco-driving training and consulting solutions.

LA POSTE GLOBAL MAIL 
Holding company for international 
subsidiaries.

BROKERS WORLDWIDE (United States) 
Domestic and international mail fl ow 
management (database, binding, routing 
and processing solutions for direct 
marketing and small packets) in the 
United States.

LA POSTE Deutschland (Germany) 
International mail solutions (export and 
import) in Germany.

LA POSTE OFFICE OF EXCHANGE (United 
States) 
International mail delivery solutions 
(letters and small packets) for American 
consolidators.

LA POSTE UK (United Kingdom) 
International mail processing and routing 
(export and import, letters and small 
packets) in the UK.

BTB MAILFLIGHT (United Kingdom) 
Domestic and international mail fl ow 
management (databases, routing, 
publication/press management, direct 
marketing, small packets and fulfi lment) 
in the UK.

 Parcels-Express  

GEOPOST
GeoPost is a full La Poste subsidiary and 
groups together all of La Poste Group’s 
Express subsidiaries. All GeoPost’s 
subsidiaries deliver parcels in more than 
40 countries.

GeoPost’s main subsidiaries included 
(at 31 December 2009):

–  in France: 
CHRONOPOST, EXAPAQ;

– in Europe:
DPD in 19 countries,
INTERATTICA in Greece;
INTERLINK EXPRESS in the UK,
CHRONOPOST in Portugal,
SEUR in Spain;

– worldwide:
DPD in 5 outside European-continental 
countries;
YURTICI KARGO in Turkey.

 La Banque Postale  

CILOGER
REIT creation and management.

EASYBOURSE 
La Banque Postale’s fi nancial information 
portal and online brokerage hub.

LA BANQUE POSTALE ASSET 
MANAGEMENT 
Asset and unit trust management for 
individual customers, legal entities and 
CNP Assurances.

LA BANQUE POSTALE ASSURANCES IARD 
Development and management of the 
general insurance range.

LA BANQUE POSTALE FINANCEMENT 
Development and management of the 
consumer credit range.

LA BANQUE POSTALE GESTION PRIVÉE 
Asset management and fi nancial planning 
for La Banque Postale’s affl uent customers.

LA BANQUE POSTALE PRÉVOYANCE 
Development of a range of individual and 
group personal risk insurance products 
and services.

TOCQUEVILLE FINANCE 
A portfolio management company 
specialised in value management for 
undervalued equities.

SOGERCO 
Insurance brokerage.

XANGE PRIVATE EQUITY 
Private equity consulting and management 
company.

TITRES CADEAUX 
Joint venture between La Banque Postale 
and Natixis which issues and markets 
multi-brand gift cards and vouchers.

TRANSACTIS 
Joint venture between La Banque Postale 
and Société Générale that pools their 
banking system operation and development 
activities.

Design and production:   
Photo credits: Stéphanie Tétu, Jean-Marc Lubrano/La Company – Jean-François Deroubaix/Gamma – 

André Tudela/La Poste Group photo library – Jean-Erick Pasquier – DPD GmbH – DR
on paper from sustainably-managed forests.
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COMMUNICATIONS DIVISION
44, BD DE VAUGIRARD – 75757 PARIS CEDEX 15
Tel.: +33 (0)1 55 44 00 00
www.laposte.com

Business and responsible development report

As Romain leaves for England, he is setting out on a great family adventure, 
a fresh start. Will his full-immersion programme help him overcome his diffi culties 
with English?

La Poste – Société anonyme (limited company) with a capital of €1,000,000,000 – 356 000 000 RCS Paris 
Head offi ce: 44, boulevard de Vaugirard – F-75757 Paris CEDEX 15 France

Now, and in the future more than ever, companies, professionals 
and individual customers can count on La Poste. It will always 
be a partner for development and a part of everyone’s daily lives. 
Samir, Annabelle, Olivia, Marc, Marie, Leïla and Romain know that. 
This is a long-standing relationship, and the story goes on…

La Poste is yours 2009 season




