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DISCUSSION
WITH MAURICE LÉVY
Chairman of the Management Board of Publicis Groupe

2 0 14 was an eventful year for Pu b l i c i s. Ho w d o
th e se events fit in with the Group e’s c o r p o r a te
s ocial r esponsibility policy?

2014 was a year of transition and undeniably a very eventful
one. It began with a very exciting project, – the proposed
merger with Omnicom – a project into which we put a lot
of time and effort but that ultimately did not materialize as
a result of governance issues. And we rounded off the year
with the acquisition of a absolute jewel, Sapient, the US
group specialized in digital marketing and communications.
This high-profile acquisition has bolstered our ambitions
and strengthened our position in a very promising, growth
market. Now, in terms of corporate social responsibility, the
foremost responsibility of any company is to ensure its own
growth and economic sustainability. The Publicis.Sapient
digital platform we are creating is the consequence of convergence between communications, e-commerce, marketing
and technology, and this new alchemy is highly promising!
P ro mising because globalization a n d th e d i g i ta l
re volution are changing the para d i g m o f y o u r
communications business, its r ea c h a n d i m p a c t?

Indeed! Publicis.Sapient is broadening our range of servi
ces, as a result of which we can provide our clients with a
broader-based and more integrated service, in every area
we are considered legitimate. It also reinforces our ability
to support them and develop their customer relations expe
rience, an issue that is at the heart of our concerns. Quite a
lot of companies are now living in fear of being “uberized”
in the near future: in other words, in fear of their traditional
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business suddenly disappearing as a result of a newcomer
radically transforming their market. Clients have never been
as disoriented or as concerned as they are now about their
business model and their brands. It is our responsibility
to provide them with relevant solutions to face these new
challenges. Our strategic equation (IQ+EQ+TQ+BQ)CQ
expresses the transformation underway in our businesses, and
highlights what sets us apart, i.e. creativity and imagination.
That is what makes us unique!
Finally, the acquisition of Sapient reinforces the Groupe’s
presence in North America and India, and this substantially modifies the geographic scope of our corporate social
responsibility. We are taking on board Sapient’s 13,000
employees, of whom 8,400 are based in India. This means
that India has become our second-biggest country in terms
of headcount with a total of 12,000 (existing Groupe entities
plus Sapient), just after the USA where we have 25,000 employees. The breakdown of our social footprint in the world’s
regions is changing, with a shift towards a better balance.
T h e G r o u p e i s b ec o m i n g i n c r ea si n g l y
i n ter n a ti o n a l a n d h ea d c o u n t i s sti l l r i si ng .
Ar e th er e n o t l i m i ts to th e G r o u p e’s a b il i t y
to i n teg r a te n ew en ti ti es a n d sta f f ? An d,
b y th e sa m e to ken , wh a t a b o u t th e G r o u p e ’s
a b i l i ty to r o l l o u t a C SR p o l i c y i n a r espo ns i b l e
a n d c o n si sten t m a n n er ?

Our employees are the driving force in our agencies. The
Groupe’s strength is derived from the plurality of its networks and agencies. Each and every entity has its own history, its own corporate culture, its preferences, its dream and
its own inspiration that are shared by all members of staff.
Diversity is therefore an asset and a challenge every day, a
challenge that we have been taking up for quite a number
of years. Our ability to cultivate the talent of our people, to
retain them, to invent the businesses of the future always has
been, is and will continue to be a major challenge.
Clearly, given the Groupe’s expansion and the way our
businesses are evolving, the diversity of our people – in every
sense of the term – is an absolute necessity. It is the source
of our energy, our innovation and our creativity. Diversity
between generations, for instance, has proved particularly
precious: the large-scale recruitment of generation Y with
their different perception of our businesses and of the world
we live in, has given us the opportunity to modernize our
working methods and organization, while the experience of
their seniors continues to be a fantastic asset.

Wa s th a t th e ration ale underpinning
t h e c h a n ge s in gover nance this year?

It was. As you know, and as some people like to observe, the
Groupe’s senior management is remarkably stable: only two
Chief Executive Officers in the nearly 90 years the Groupe
has been in existence. That’s very few, and extremely rare!
However, stability is not synonymous with immobility. This
year, we put a new generation of managers at the helm, and
set up an enlarged Management Board – our Directoire+ – as
further evidence of this intention.
T h i s ye a r, for th e first time, your CSR Repor t
h a s g iv e n a s ay to exter nal stakeholder s. Why?

We felt duty-bound to give greater prominence to our
on-going dialogue with stakeholders, though this is a
challenging undertaking. I take great pride in having
major stakeholder categories share their thoughts with us
in this year’s CSR Report, and would like to thank them
warmheartedly for accepting our invitation to contribute.
This takes us a step further in our analysis of the materiality
of our corporate social responsibility. Their opinion on the
way we conduct our business is of great importance to us,
and their recommendations are stimulating. I was interested
to note that their points of view tend to concur. In particular,
they point out the need for campaigns to abide by basic
principles, – such as transparency, truth, honesty, decency
– and they demand of us that our communications be
clear and transparent from the consumer’s point of view,
and while this goes without saying, it may have been over
shadowed by the spectacular rise of digital.

C i ti z en s/ c o n su m er s r ec ei ve m o r e a n d m o r e
m essa g es th r o u g h va r i o u s c h a n n el s, a n d ,
a t th e sa m e ti m e, r evea l m o r e a n d m o r e
i n f o r m a ti o n a b o u t th em sel ves. G i ven th i s
c o n tex t, wh a t b ec o m es o f y o u r r esp o n si b i l i ti es
to c i ti z en s/ c o n su m er s?

Our position is clear. Irrespective of the channel used, the
addressee must be able to formally identify and interact
with the sender of the message. Citizens/consumers must
necessarily continue to have freedom of choice and must
be able to exercise it. The other big challenge is, of course,
the protection of personal data. Because of the digital tra
ces consumers leave, whether on internet or using mobile
devices, we have considerable information on their profiles
and behavior as users, clients, citizens, etc. In this era of
Big Data, we have huge responsibilities to our clients and
staff, particularly in ensuring that these data are used in
compliance with rules and regulations on citizens’ privacy
and freedom. This also entails more learning and greater
maturity on the part of citizens/consumers who accept to
share this information. Together, we have the same demands
as regards transparency and clarity, and this is essential to
establishing trust. We work on many other areas with this
same spirit, as evidenced by our 2014 Corporate Social
Responsibility Report.

H OR I Z O N F O R 2 0 1 5
C REAT I ON O F T H E PUB LI C I S. SA PI E N T PL ATF ORM
OVER

22,000

PUBL ICIS G ROUPE + S APIENT

50%

e m p l oye e s

digit a l re ve nu e as e a r l y as 2015

N E W A B I LI T I E S:
c o nsult in g, e-c o m m e rc e, p ro d u c t io n p l a t f o r ms

76 , 0 0 0

SO LI D B A SE I N I N D I A :

e m p l oye e s

8, 50 0 e m p l oye e s in t h e wo r l d’s s e c o n d - b i g g e st m a r ke t p l a c e
in 2015 f o r m o bil e a n d s o cia l m e dia

EUR 8 BILLION
re ve nu e

A SI N G ULA R E X PE R T I SE
in g l o b a l c a m p aig ns dist r ib ut io n
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PROFILE OF THE GROUPE

Founded in 1926 by Marcel Bleustein-Blanchet, Publicis
Groupe has grown from a small creative agency to
the world’s third largest communications group. With
operations in 108 different countries, the Groupe now has
63,621 employees.
Publicis Groupe is acknowledged as a pioneer in digital and
interactive communications and in fast-growing markets.
In 2006, Maurice Lévy took the strategic decision to focus
on digital and the Groupe’s development in the emerging
markets. This led to a reshaping of the Groupe’s strategy
and to the emergence of the Human Digital Agency (alliance
between technology and emotional aspects). Publicis Groupe
has continued to expand internationally, and regularly reasserts its strategic commitment to digital through acquisitions
such as Digitas (2006), Razorfish (2009), Rosetta (2011), LBi
(2012), as well as the structurally decisive acquisition of US
group Sapient which was completed in early 2015.
The Groupe offers a full range of services and skills: digital
services (DigitasLBi, Razorfish, VivaKi, Rosetta), advertising (Leo Burnett, Publicis Worldwide, Saatchi & Saatchi,
BBH), public relations, corporate communications and
events (MSLGROUP), media buying and strategy (Starcom
MediaVest Group and ZenithOptimedia), healthcare
communications with Publicis Healthcare Communications Group (PHCG) and the production of content with
Prodigious.
The new alchemy (IQ+EQ+TQ+BQ)CQ – In this era
of convergence and consumer power, the Groupe’s profile
has become even more cutting-edge. Digital is radically
modifying behavior, digital technology is dominating numerous sectors, the rise to prominence of social networks is
concomitant with a weakening of social ties, and boundaries
are blurring everywhere. And yet, between global society
and the fleeting and instantaneous nature of behavior, we
must react in real time. In the light of these factors, success
hinges on the alchemy of a converging world in which five
elements combine in a new formula: (IQ+EQ+TQ+BQ)
CQ
. The four basic quotients – intellectual (IQ), emotional
(EQ), technological (TQ) and speed, “Be quick” (BQ) – are
raised to their full power by a Creativity Quotient (CQ), that
creative idea which is the hallmark of all our work and which
makes the Publicis Groupe proposition unique.
Viva la Difference! – The Groupe’s vision for the future is
to leverage innovative ideas and a global network of talent

and digital technology to become the world leader in terms
of the sustainable value we create. This we will achieve by
delivering state-of-the-art communications for our clients’
brands and products. The Groupe’s signature Viva la Difference! is emblematic of its philosophy and the importance
it attaches to diversity. In fact, this signature uses several
languages: Latin (Viva), French (la) and English (Difference).

Our convictions
• Our passion is the driving force behind our clients’
success.
• We believe in people.
• We should live sustainable lives in the ”True Blue” way.
• Communications empowers people, and has the power
to change the world.
• Belief in our heritage and values will shape our future.
• We can be a source of inspiration for the achievement
of great things.
• Our future will be ensured by our growth and profits.

Awards for creativity
The awards we receive bear witness to the great strengths
and qualities of Publicis Groupe teams throughout the
world, to the talent and unrelenting commitment that make
them essential to the Groupe’s development.
• 208 Lions at the 61st edition of the Cannes International
Advertising Festival in 2014, where Starcom Mediavest
Group was crowned Media Network of the Year,
and Leo Burnett received the Grand Prix for Good
• 16 Health Lions won at the inaugural Health Lions
awards
• Publicis Groupe named Most Efficient Holding
Company of the Year at the 2014 North American
EFFIE Awards
• No. 1 group in North America and No. 2 worldwide
in the RECMA1 ranking
• Excellent performance by the Leo Burnett network,
ranked world’s third-most-awarded network by
the Gunn Report
• Publicis Worldwide ranked Most Creative Agency
Network for Good Causes by the Gunn Report

Research Company Evaluating the Media Agency Industry
(www.recma.com)
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THE GROUPE’S NET WORKS
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A NEW ALCHEMY

I N T E L L I G E N C E Q U OT I E N T
From the onset, any approach to brand communication
or product marketing requires serious thought
and astute strategic counsel.
This need, coupled with the need to transform one’s
business model or marketing strategy, has led
to the development of “consulting” as an activity.
A good deal of IQ thus becomes crucial to face
the challenges presented by digital.

( IQ + E Q +
E M OT I O N A L Q U OT I E N T
How can we create a strong, sustainable link between
a brand and its audiences? Nothing would be possible
without the necessary force of this link: emotion.
The “EQ” allows us to evoke humor, compassion
or attachment but also trust, security or empathy...
an infinite list of feelings, adding a touch of something
undefinable that is so vital to a brand’s content.

CONSU LTIN G

·•·

TECHNOLOGY

·•·
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BRANDING

·•·

MARKETING

·•·

Publicis Groupe is the only group worldwide that is active across
the entire value chain. This unique positioning and offer make us the partner
of choice for business transformation.

T E C H N O LO GY Q U OT I E N T

C R E AT I V I T Y Q U OT I E N T

While technology has radically changed
the way societies around the world behave, it also offers
rich development opportunities for businesses...
at least, for those who know how to take advantage
of its unprecedented capabilities!

What would happen to this modern-day equation
(IQ+EQ+TQ+BQ) without creativity, the root
of our business and what makes us stand out?
This “CQ” powers the success of the greatest
of all alchemies, enhancing and transcending
Publicis Groupe’s offer, making it unique!

In communications as well as in business performance,
our experts provide innovative solutions, which improve
business model efficiency and productivity.

TQ + BQ)

CQ

Q U I C K Q U OT I E N T
Human interactions no longer know any boundaries.
Purchases are made at the speed of light, and information
is immediately available. The relationship between
a brand and its consumers has become instantaneous
via the explosion of smartphones and tablets.
As consumers are more empowered, influential and
connected, instantaneity rules. It should therefore
come as no surprise that “Be quick” has become
the watchword!

COM MUNICATION

·•·

E-COMMERCE

·•·
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CRM

·•·

BI G DATA

·•·

I M PA C T O F T H E G R O U P E ’ S
ACTIVITIES*
FINANCIAL
I M PA C T

DIGIT
A
REVE L
NUE

REV

ENU

E

55m

€7,2

41.9 %

€1,189m
OPERATING MARGIN
(excluding costs related to
merger project and Sapient
acquisition)

DISTRIBUTION
OF REVENUE
BY REGION

€4,506m

€720m

(EUR million)

PERSONNEL
COSTS

3,490
N O RT H
A M ERI C A

2,154
EUROPE

Groupe
NET INCOME

938

673

BRIC and
M I S S AT

REST OF
TH E W O R L D

€1.20

€311m

Dividend
per
share

Income taxes

SOCIAL
I M PA C T

SOCIETAL
I M PA C T

63,621

€51.4m

EMPLOYEES
At 12/31/2014

ESTIMATED VALUE
OF COMMUNITY
INVESTMENT

E N V I R O N M E N TA L
I M PA C T

5.17

CARBON INTENSITY

Through pro bono campaigns
and volunteering
activities

52.3%
WOMEN

*

47.7%
M EN

More detailed information on the Groupe’s financial performance can be found in the 2014 Registration Document, particularly in Chapter 4.
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TeqCO²

(per capita)

CSR AND THE MAJOR
CHALLENGES
ÈVE M AGNANT

Vice President, Corporate Social Responsibility Director

After the devising of the qualitative
and quantitative indicators in 20092011, followed by the launch of
internal audits in 2012-2014, this
sixth year of CSR reporting marks
the conclusion of two three-year
work cycles. The task at hand as we
commence this third cycle consists
in rendering Publicis Groupe’s CSR even more visible in its
various registers, while continuing to target progress as there
is still a lot to achieve.
In 2014, we stabilized the framework of this reporting system,
placing greater emphasis on the materiality of CSR issues
and on the manner in which they translate into the reality of
the Groupe’s activities. This step necessarily goes hand in hand
with greater involvement on the part of all our stakeholders. Obviously, we interact more with some stakeholders
than with others, but they are all important nonetheless and
deserve to be treated accordingly. The digital revolution
and globalization have, of course, changed the paradigm of
communications, deeply modifying their reach and impact,
just as the Groupe itself is undergoing major transformation
with the acquisition of Sapient. However, we should see this
as a wonderful opportunity, one that presupposes that we
appropriate corporate social responsibility differently, notably
in a more integrated and inclusive manner in each of the
four cornerstones of this policy, i.e. social issues, society and
community, governance and ethics, and environmental issues.
In 2014, we asked five high-profile international personalities
to share their views on “Responsible communications
and marketing”, a core concern for the Groupe and the
industry at large. Each of these personalities (an advertiser,
a consumer, a regulator, an investor and an academic) represents a point of view, so we asked them what they would
recommend to us and what their priorities are with regard to
“responsible communications”. As their demanding thoughts
on the matter require that we respond, the section entitled
“Responsible communications” sets forth several key ideas.
Our campaigns must firstly comply with the unanimously
agreed, basic principles of truth, honesty and decency. This
is an essential prerequisite, and cultural differences deserve
our utmost respect.

Our task is then to factor in the reality of the world we live
in, in a very pointed way. This is a broad remit, so the way we
represent the world must encompass plurality and diversity.
However, we must also build in new economic models based
on sharing, the circular economy, mentioning the scarcity of
resources, taking account of real needs, and the visible and
invisible impact of consumption. These are all complex issues
that we analyze with our clients on the basis of their strategy,
their products and services.
Furthermore, as consumers, citizens must be capable of clearly
identifying who is communicating, and be in a position to
easily interact with the issuer of these communications on
the basis of trust and transparency. The digital world and
its new practices give rise to legitimate questions about data
protection. This issue spans a whole new ecosystem that
is constantly evolving. We have a role to play in ensuring
that our campaigns and means of communication enable
consumers to exercise their free will, and in ensuring personal
data are protected.
Finally, it goes without saying that the more our CSR strategy
becomes an integral part of our general corporate strategy,
the more relevant it becomes per se, and the more our staff
can appropriate it for themselves. The younger generations
we recruit have clearly expressed their intention to help take
up this challenge, so much so that this is an opportunity for
us to associate them more closely while enabling them to take
initiatives, pursue and achieve objectives for the greater benefit
of a common cause. That too is part of communications.

Based in Paris, the Groupe’s CSR Department is
responsible for structuring and leading the sustainability
reporting and the CSR report for Publicis Groupe and all
its subsidiaries. A work performed in close collaboration
with Publicis Groupe networks and agencies, working
together on common projects, as well as supporting
certain local initiatives.
Contact for further information:
CORINNE BRUNET,
Global CSR Coordinator
csr@publicisgroupe.com
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METHODOLOGICAL
FRAMEWORK

1. ON-GOING IMPROVEMENT
PROCESS
2014 marks the end of the second three-year cycle
during which the Groupe’s CSR strategy was stabilized. Since 2012, the non-financial indicators set up in
2009-2011 have been consolidated and integrated into the
Groupe’s reporting system, and independent audits have
been conducted. Over the last six years, considerable progress has been made in three areas:
• appropriation of CSR issues by the Groupe’s agencies;
• t he quantitative and qualitative indicators have been
made more reliable to ensure progress is measured more
accurately;
• broader consolidation of the process generates better
cooperation, in terms of shared experience and common
projects.
There is still, however, a long way to go in various areas, in
terms of methods and achievements.
The 2014 CSR Report is our third report to have been
audited by independent auditors. It continues to be arti
culated around the four main thrusts (social, society and
community, governance and ethics, and environment), and
as promised, the Groupe has continually expanded the scope
to be verified by the independent auditors. The audit and
control assignment entrusted to SGS covered 54 entities
(on-site audits) in 2014, as well as the Groupe’s entire scope
of consolidation.
The non-financial report, which is drawn up annually, complies with the provisions of decree No. 2012-557 of April
4, 2012, relative to the application of article 225 of decree
No. 2010-788 of July 12, 2010, relating to the obligation on
companies to exercise complete transparency in respect of
social and environmental matters. This report spans the full
year 2014, i.e. from January 1 to December 31.
Publicis Groupe continues to abide by its commitments
at international level. Back in 2009, the Groupe opted to
monitor the economic, environmental and social indicators
set forth in version G4 of the Guidelines proposed by the
Global Reporting Initiative, an NGO also known as GRI.
A concordance table can be found at the end of this report.
The Groupe also signed up to the United Nations’ Global
Compact back in 2003, and has drawn inspiration from
the recommendations of ISO26000 to enhance its CSR
reporting, particularly with regard to the inclusion of stakeholders. Finally, concerning environmental matters, in 2007
Publicis Groupe endorsed the UN’s Caring for Climate
12

as well as voluntarily joining the CDP (Carbon Disclosure
Project) in 2009 in its endeavor to help reduce greenhouse
gas emissions.

2 . M AT E R I A L I T Y A N D C H A L L E N G E S
We are in the process of drawing up a materiality table
in order to prioritize the Groupe’s CSR challenges. The
range of B2B services provided by the Groupe underwent a
transformation with the integration of Sapient in early 2015,
and now encompasses consulting, technology, branding,
communication, marketing, CRM and e-commerce.
Distinctions must be made between the following priorities:
• challenges relating to our employees: diversity, training,
talent management, well-being in the workplace;
• challenges relating to our clients: creativity, innovation,
responsible communications, and ethics;
• challenges relating to citizens/consumers (our clients’ customers), particularly concerning data protection and the
defense of freedom of choice (transparency);
• challenges regarding our communities since, as social and
economic players, we have a duty to engage, take part
and share.
However, these priorities must not overshadow other important issues:
• financial issues, in particular our duty to our shareholders;
• social issues, as we have numerous duties to our employees
whom we must support as we transform our organization
and working methods;
• society and community issues, particularly insofar as we are
constantly interacting with other sectors of the economy
and other stakeholders in society;
• governance and ethics issues which are a reflection on our
internal operations;
• environmental issues which, though fewer in number as
mainly linked to the direct impact of our activities, we
nonetheless succeed in appraising correctly.

3 . D ATA C O L L E C T I O N P R O C E S S
This CSR Report has been drawn up on the basis of the
somewhat complex articulation of several information flows:
• Quantitative data are collected in accordance with the
rules and procedures governing financial reporting, via our
common financial information system. 750 entities1 use
the same dedicated module (HFMCSRGRI) for reporting
purposes. The data are collected under the responsibility
of the network CFOs.
• Qualitative data are collected via the dedicated in-house
tool (NORMA) that can be accessed by all the agencies,
thus enabling them to put forward their initiatives using a
central tool. Qualitative aspects fall under the responsibility
of the HR Directors of the networks.
These two tools are interfaced for the purposes of consistency and the checking of materiality.
Upstream of the reporting process, the Shared Services
Centers (Re:Sources) teams are closely involved throughout
the entire process, especially during the preparatory pe
riod prior to data collection. The in-house CSR Reporting
Guidelines are updated every year to include all improvements made to the reporting process. This handbook defines the different levels of data collection and validation,
as well as the contents of the various indicators used (over
90 quantitative and qualitative indicators). It is circulated to
the members of a cross-business CSR project team associated
with the CSR reporting process (close to 150 key people
across the different networks), and is discussed at webinars
followed by over 850 people during the preparatory period
between November and December 2014.
All the quantitative and qualitative data are then checked
and analyzed by senior executives in each network, and
subsequently by the Groupe CSR Department which then
coordinates and produces the consolidated report. This
department is supported by an in-house CSR Steering
Committee made up of representatives of the main corporate functions. During its annual review process, Internal
Control ensures that the agencies properly apply the CSR
reporting process.
The scope of the 2014 CSR Report covers 98% of
the Groupe’s staff, i.e. a comparable level to that of
previous years. The remaining 2% corresponds to recent
acquisitions that are still being integrated (Sapient is not
included in the scope. In the case of certain indicators, the
2014 coverage rate has been recalculated (to only include
entities that replied correctly) to enhance data reliability.

Finally, the Groupe’s decentralized structure, the geographic
dispersion of its entities, or even the varying degrees of
implementation which is still on-going for certain in-house
tools, all restrict our ability to provide certain levels of detail
for the moment. A detailed breakdown of the coverage rate
is provided below.
2 0 1 4 s c o p e ( 9 8 %)

Staff
assessment
tdc

88 %

Staff
training

In%
100
98
80

tdc

88 %

60
40
20

Workplace
injury
tdc

Paper
consumption

0

91%

tdc

Waste
tdc

Water
consumption

96 %

tdc

92 %

Power
consumption
tdc

95 %

SGS’s audits included on-site verifications in 54 agencies
in six countries (USA, UK, France, Germany, Brazil, and
China) which together represent 32% of all staff, up from
25% in 2013. Random checks were carried out on various
quantitative and qualitative indicators, and the final consolidation phase was also audited. The SGS auditors’ final
report can be found at the end of this chapter.
In addition to this CSR Report, extensive and detailed
information concerning the Groupe, its organization and
its operations can be found in the 2014 Registration Document. To avoid undue repetition, readers are referred to
this Registration Document where indicated, as well as to
the 2014 Corporate Brochure which includes a summary of
the Groupe’s activities. These documents and the previous
versions of the CSR Report are all publically available at
www.publicisgroupe.com.

Entities are the Groupe’s agencies, which all bear the name of the networks with which they are aligned, located in different parts of a same city.
Entities also include the Shared Service Centers (SSCs), often located separately from the agencies.
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80%

O U R S TA K E H O L D E R S

E M P L OY E E S
THE CHALLENGE

is to attract and retain talented people with a variety
of profiles in all our agencies, giving them opportunities
to progress within the Groupe.

CLIENTS
THE CHALLENGE

is to provide the very best service from the creative
and strategic content, and the most appropriate
service in terms of technology.

SHAREHOLDERS, INVESTORS
THE GOAL

is to optimize the Groupe’s performance in order
to repay their trust in us and to keep
the Groupe growing.

PA R T N E R S
THE CHALLENGE

is to cooperate with our partners on good terms
and ensure we complement one another in terms
of the know-how we apply to manage our joint projects.

SUPPLIERS
THE AMBITION

is to achieve the highest standards of quality and
performance, while abiding by our commitments.

MEDIA
OUR INTENTION

is to communicate regularly and clearly about the activities
of the Groupe and its agencies.
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Dialogue and engagement with our stakeholders are an essential part of the CSR reporting system. Publicis Groupe’s stakeholders are those
people, whether groups or individuals, whose interests may be affected by the Groupe’s decisions or who have a stake in its business activities.
The great diversity of stakeholders is shown in the diagram below. As a decentralized company, it is very difficult to report all the exchanges
that take place at local levels as each agency or entity has its own sphere of influence. The CSR Report will give readers an understanding of
how Publicis Groupe operates and interacts with the vast majority of its stakeholders based on common issues and their various expectations.
Some of these issues have been included for a number of years in Janus, our Code of Ethics.

C O N S U M E R S /C I T I Z E N S ,
R E P R E S E N TAT I V E O R GA N I Z AT I O N S
THE GOAL

is to issue communications and messages that are clear,
precise and respectful, while being constantly attuned
to these stakeholders.

NGOS, INSTITUTIONS
A N D F O U N DAT I O N S
THE CHALLENGE

is to actively contribute to and support causes of public
interest by making our business skills available to them.

PROFESSIONAL, ECONOMIC
A N D S O C I A L O R GA N I Z AT I O N S
OUR WISH

is to anticipate and exchange opinions about the major
trends in society, and to work together on the economic
and social consequences of these changes.

G OV E R N M E N T, A D M I N I S T R AT I O N S,
A N D P U B L I C AU T H O R I T I E S
THE INTENTION

is to be a responsible economic and social player, and to give
public authorities a better understanding of our business.

OVERSIGHT AUTHORITIES
A N D S E L F - R E G U L AT I O N B O D I E S
OUR GOAL

is to work in close conjunction with these authorities
and bodies on the main issues in our sector, in order
to improve best practices.

SCHOOLS AND UNIVERSITIES
THE CHALLENGE

is to help students and teachers discover the diversity of our
activities and the new business skills to be developed together.
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S TA K E H O L D E R S ’
THOUGHTS ON
RESPONSIBLE
C O M M U N I C AT I O N S

STEPHAN LOERKE

Managing Director, WFA – World Federation of
Advertisers (Bruxelles)

RECOMMENDATION?

This year, Publicis Groupe has taken a more inclusive approach and asked
representatives of its stakeholders for their thoughts on “responsible communications and marketing”, a highly central issue in the agencies’ work for
their clients. This is a very important focus given the expectations of communications in the hyper-connected world in which we live. These points of
view are the thoughts of professionals, of people who are independent and
free to speak their minds. Each one addresses a different angle, drawing our
attention to recommendations and priorities that are clear, that concur and
merit that we take them into account. We would like to thank them here for
answering the following two questions:
• What recommendations would you make to communications agencies for
them to take a more proactive approach to responsible communications?
• What priorities would you like to see addressed in the next few years?

Don’t seek simply to be “more engaged”, put “responsible
communication” at the heart of everything you do. Over the last few
decades we have set ourselves high standards as an industry, and we
have – largely – lived up to them. The challenge of earning people’s
trust is entering a new phase. We need to go further and act faster.
The catalyst is the shift to digital. The new techniques bring a lot of
benefits for consumers. It enables brands to engage them in a more
relevant and intimate manner. However the pace of change is so
fast it is difficult for people to understand. This leads to a loss of trust.
We must therefore be proactive. We need to not just communicate
responsibly, we need to communicate how we are being responsible
in this new era. Agencies have a key role to play as the experts in
communication.
PRIORITY?
Our priority is to re-connect marketers with society. The best brands
play a meaningful role in people’s lives by engaging emotionally
and linking themselves to issues that people really care about.
We need to apply that mindset when we talk about the role of the
marketing industry in society today. This is key to creating an honest
dialogue which delivers tangible change in our industry and ensures
its sustainability. We’re calling this common effort Project Reconnect.
www.wfanet.org

the information delivered in the communication must not only be
truthful, but must also not be displayed more broadly in such a way
as to mislead the consumer about qualities of a product or a service.
Consequently, the agency must put pressure on the advertiser in
order to deliver such a truthful and accurate message. Responsible
commercial communication also implies, at the public affairs level,
to support policy initiatives that contribute to a framework to improve
consumer information, rather than adopting a defensive corporatist
approach, as too often witnessed.

MONIQUE GOYENS

Director General, BEUC – Bureau Européen des
Unions des Consommateurs (Bruxelles)

RECOMMENDATION?
From the consumer perspective, commercial communication is
responsible when it respects its target audience. This implies among
many other things, a fundamental, but still too often forgotten feature:
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PRIORITY?
The digitalisation and globalisation of consumer markets blurs many
lines: the sharing economy creates new relationships between market
players and introduces new ones, such as the digital platforms. The
traditional relationship between a supplier and a consumer, that is
the basis of consumer legislation, is shaken. It is key that commercial
communication participates in a clarification of the roles, rights and
obligations of all parties in the digital economy.
www.beuc.org

EMMANUEL DE LA VILLE

CEO, Ethifinance (Paris)

RECOMMENDATION?
In a more and more global world, where contents are disseminated
at a very high speed and potentially shared to a huge audience,
the contents that communication agencies spread are observed by a
broader public and analyzed sharply. In this respect, the responsibility
of communication agencies regarding the contents is key. We thus

consider that content quality, as well as plurality and diversity, are
key issues. This is all the more important since Publicis is a global
company, with implantations in more than 100 countries. We then
expect the Groupe (agencies) to represent, in all countries, the
diversity of society, including local communities and minorities. In this
respect, making diversity and plurality a base in the content creation
should be considered as a source of value creation.
PRIORITY?
We would recommend Publicis to explain how the Groupe promotes
the plurality of views and messages, and how the Company works
on this issue with its stakeholders. Beyond that, it is essential for a
Company organized in numerous independent agencies to explain
how responsible communication guidelines are shared among the
agencies and their employees, and how the Groupe ensures and
encourages the respect of good practices.
www.ethifinance.com

LEE PEELER

ROSABETH MOSS KANTER

President & CEO, ASRC – Advertising Self
Regulation Council (New York)

Arbuckle Professor, Harvard Business School –
Chair & Director, Harvard University Advanced
Leadership Initiative (Boston)

RECOMMENDATION?
RECOMMENDATION?

As rapid technological change provides new, powerful
communications tools, communication agencies must play a central
role in ensuring that these tools are used responsibly. With novel,
potent communications technologies, an agency’s role must extend
beyond ensuring legal compliance – it must ask “is this right?”, “Does
this campaign, this data collection or this targeting program conform
to the ethical norms that my public expects? Why?”
Because the perceived responsibility of commercial communications
drives the “trust” economy. Lower “trust” means higher costs, higher
“trust” means lower costs. No sector is better positioned than the
international communications agencies to build and reinforce
the ethical culture needed to ensure the responsible marketing
communications needed to promote trust. It must be their No. 1 job.

Marketers can use their skills and tools to spread positive messages about
making the world a better place. They can help the public understand
and act on the challenges affecting humanity: health, education,
economic opportunity, rights and justice, environmental sustainability. This
involves more than public service advertising, philanthropic social media
campaigns, or employees volunteering for a good cause. CSR should
not stand apart from the core business of communications agencies,
especially when products are controversial, potentially harmful, or likely
to undermine efforts to improve society. CSR must start inside the business,
with picking clients and partners carefully and ensuring that purpose and
values guide choices. The most fundamental purpose should be improving
consumers’ lives.

PRIORITY?

PRIORITY?

ASRC’s top priorities for 2015 are all directed to digital data – the oil
of modern communication. We must strengthen and expand notice
and choice about online and especially mobile data collection. As
commercial and editorial content increasingly intersect, we must
continue to make sure transparency of commercial intent. Finally,
with the growing power to ever more narrowly target consumers,
comes new responsibility to ensure this technology is never used
to exploit at-risk consumers – a new and critical challenge for the
communications sector.
www.asrcreviews.org

Communication agencies have a special responsibility to be the
champions of freedom of expression through open communication
channels, while safeguarding individual privacy and modeling respect
for others. These are big public debates in many countries, and marketers
should be central advocates for openness. The industry should collaborate
to promote transparency and find the appropriate balance with privacy
and respect. If dissent is suppressed, facts concealed, scientific evidence
ignored, or voices silenced, then it is hard to make progress on any human
or environmental issue.
www.hbs.edu/faculty/pages/profile.aspx?fadd=6486
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