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La Poste will but
a multibusiness group,
a leader in proximity
services. A highperformance European
group with a difference,
basing its success on
consideration for others
and trust from all.”
JEAN-PAUL BAILLY
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INTERVIEW WITH
JEAN-PAUL BAILLY
CHAIRMAN
Why have you made trust your key priority?

2

La Poste is the company which the French trust the most.*
This is the result of a long history and of the values of
La Poste, which the French people share. Each day, we forge
links with all the people wherever they live and the services
we provide put us at the centre of exchanges. Without trust in
ourselves, in others and in the future, these links would
neither be possible nor lasting.
As you can see, trust has a natural and essential role in the
life of our company. It is both the means and the source of
the success of the La Poste Group. It represents a valuable
but fragile asset. As you are aware, trust cannot be won once
and for all, it is built up little by little over time.

How do you intend to maintain this trust?
Firstly by guaranteeing the performance of our services
compared to those of our competitors. To meet the
requirements of each customer and partner and deal with
each situation effectively, La Poste must provide innovative,
flexible and customized solutions. In addition, the success of
our services will depend on the quality of our professional
and personalized relations, based on the satisfaction of all
concerned. We shall continue to rely on our values of
openness, fairness, respect and availability at local level,
which is sought and valued by our private and corporate
customers and partners.

La Poste Group rolls out
an ambitious policy for
sustainable development...
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It was against this backdrop that La Poste implemented its
"Efficiency & Convergence" plan and all of its modernisation
projects to renew the trust of its customers and guarantee
its future.

a matter of great pride for us, and at the same time a great
responsibility for us all. The future of our company and of our
public service missions depends more than ever on our
ability to stand by our commitments and values.

In your opinion what were
the high points of 2006?

What happens next?

2006 represented the culmination of four years of continuous
progress by the Group. Our revenues exceeded the €20 billion
mark. The Group successfully completed a major project
with the creation of La Banque Postale, and we stepped up
our major plans for industrial modernization in all sectors.
This was the "Mail Quality Project", the creation of the third
largest express parcel service in Europe and the biggest
programme to renovate the post offices ever undertaken in
the history of La Poste.
2006 will also be remembered as the year in which we
implemented an ambitious policy for sustainable
development, in particular with generalized programmes to
reduce CO2 emissions and actively promote diversity within
the Group. It was a busy and successful year which has given
us a new impulse.

Who are the key players
in this success?
We are now entering a virtuous circle of high performance
and trust, and the success of La Poste is above all due to its
postal workers. I would like to take this opportunity to praise
the work they carry out each day, the adaptability and
initiative that they show, and the relationships that they build
up at the local level with our customers and partners every
day. Our customers and partners are also key players.
I would like to thank them for their renewed trust, which is

We want to diversify the activities of the La Poste Group,
the core business of which will be to provide a service and
in particular a local-level service for private individuals,
companies and authorities. This service will be based on
respect for people, the quality of our relationships and
innovation, all of which should further increase trust in the
La Poste Group.
* La Poste came first (with EDF) with 30% of those questioned saying they
trusted it. Source: TNS Sofres for TOP COM Corporate – January 2007.

Today and
tomorrow,
encouraging trust
in the La Poste
Group…

INTERVIEW WITH THE CHAIRMAN

Each day we forge links with
all the people wherever
they live and the services
we provide put us at the centre
of exchanges.
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a history of

services
This is the tale of a company that is part of French people’s daily lives.
Nearly 2.4 million people enter its post offices everyday. La Poste
listens to them and understands their expectations. One day La Poste
decided to go further and simplify people’s lives: from housework to
gardening, school support to babysitting and homecare for the elderly.
La Poste has made itself the “Help at Home” services intermediary
with more than 5,500 community-based operators referenced to date.
This service is called “Genius” and is available to everyone throughout
France for all “Help at Home” services. A new page in our history
of confidence is opening up.

a history of

conquest
This is the history of building a European group:
GeoPost. It took GeoPost 7 years to put together
a solid and coherent group of subsidiaries,
each of which has a leading position in its
domestic market. The proof: GeoPost has 12%
of the European market, is among the three
leading players in every country where it operates
and brings together 19,000 employees and
40 nationalities, including more than 70%
who work outside France.
It is the story of GeoPost’s successful strategic
choice to specialise on its core business:
express business-to-business (BtoB) parcels
less than 31.5 kg.
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a history of

consideration
This is the history of a changed vision of mail.
In 2006, a BVA study revealed that the French
attach a great deal of importance to their mail
and think of the sender just by looking at the
envelope, the postal date and the price of the
stamp. By marking “Priority Mail” on the letter,
the sender sends a sign to his recipient: this
letter is different. The company looks after its
customers because they are important and the
individual marks his consideration for a valued
friend. In 2006, the letter asserts its nobility
and shows emotions.

5

a history of

new
beginning
This is the history of a bank that came into being
as the heir to La Poste’s long tradition of Financial
Services. On 2 January 2006, La Banque Postale
was ready. It displayed the new logo in all of its
distribution channels and immediately launched
new life insurance products and services
with Vivaccio and new home loan products
and services with Pactys. It asserted its brand
for all the public to see, inaugurated La Banque
Postale Asset Management, prepared
La Banque Postale Prévoyance and took a run
at a legendary transatlantic race. The 2006
version of “La Route du Rhum – La Banque
Postale” raised the colours and promoted
the values of France’s new retail bank.
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A HISTORY WITH
MEANING
79% of the customers

(1)

of these “pioneer” post offices consider
waiting time satisfactory vs. 54% in
traditional post offices.

6

La Poste continues to deploy
its “Performances and
Convergences” strategy
that sets its course for the
2003-2007 period. Before
entering the home stretch,
La Poste assessed the route
covered and it has been a
success in all business sectors.

Fantastic modernisation
Mail is undergoing an industrial revolution.
At the end of 2006, 4 industrial facilities were operational
and 25 had been launched. ColiPoste has inaugurated its
fourth latest-generation sorting centre and Chronopost
has laid the first stone for its future sorting centre in
Lyon-Corbas. 450 sorting machines will soon speed up
the rounds for mail carriers, who will all be equipped
with a pocket computer that can be used, for example,
for electronic signatures on registered letters.
The transformation of post offices is speeding up
(1,100 post office branches renovated in 2006), which
gives the network a genuine identity. Its organisational
changes are just as remarkable: 4,523 Community Postal
Agencies, Postal Agencies and Poste Relais Outlets
strengthen La Poste’s presence in the country.

Resolutely contemporary services

4 directions
Mobility, solidarity,
confidence and
sustainable development
of territories have been
judged promising areas
for new La Poste Group
strategies.

The new sales and marketing approach implemented
in all business sectors shows ability to tailor innovations
to suit today’s customer expectations.
E-commerce is exploding and web surfers want their
deliveries right away! ColiPoste provides Delivery Alerts
and Automated Pickup Outlets open round the clock.
More than 8 out of 10 French people believe that
receiving a “priority” letter is a sign of reliability on the
issuing company’s part. The Mail service is launching the
“Priority Letter” label.
Customers dream of being homeowners. From the
outset, La Banque Postale offered a line of home loans
for everyone.
Consumers want their daily lives to be
simplified. Post office branches are currently
testing “Help at Home” services and the
Genius product line was launched as of
post office
January 2007.

600

branches
in 24 counties.
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La Poste’s
commitment
To strengthen French
people’s confidence,
La Poste regularly publishes
its service quality results
in the press, on the Internet
and in post offices.

Reasons behind
public confidence
Service quality (46%),
the company’s dependability
and honesty (32%),
the public service role (30%)
and proximity to French
people (21%).

Performance guaranteed

In the context of a broad-based dialogue

More than 81.2% of Priority Letters were delivered the
next day in 2006 vs. 67% four years ago and 91% of
Colissimos were delivered on the second day in the
context of record traffic: the industrial revolution is barely
started and is already bearing fruit. In 2006, 3 billion
business letters benefited from Mail’s contractual
commitment, including guaranteed delivery deadlines
with penalties for late deliveries. Mail extended this
commitment to 6 billion letters in 2007, or one third of
the addressed mail traffic. This is a worldwide postal first
and everyone will be able to measure the performance.
Just four years ago Parcels and Express were in a deficit
position; today they have become a European reference.
The Group has successfully created a bank after 20 years
in the making, and its first steps have been very
encouraging. La Banque Postale started at a good pace
in compliance with the sector’s rules and its sales
procedures have boosted loan and life insurance income.
The network has found its new, very promising role and
a good one: the distribution of community-based local
services.

The postal presence adapts to French people’s lifestyles
in the context of open dialogue with elected officials.
La Poste intends to ensure that everyone has access to
postal services. As such it has signed the public services
charter for rural areas with France’s Association of
Mayors and 14 major service operators. A TNS Sofres
study shows that users are satisfied: 90% of the
population, 87% of mayors and 95% of shopkeepers
declare they are satisfied with their Community Postal
Agency or their Poste Relais Outlet.
And La Poste’s success is shared internally. 10,700 Mail
Clerks benefit from the provisions of the Vaugirard
Agreements and have permanent jobs with full-time
permanent employment contracts.
The same change has been implemented in the post
offices where 10,970 counter clerks have been promoted
to the next higher grade. The transformation continues to
be accompanied by a consultation process with trade
unions and there are more and more labour agreements
concerning professional promotion of postal workers,
employee health and personal risk benefits and the
creation of a Group Savings Plan and a Collective Pension
Savings Plan. La Poste’s original employee relations
model is quickly taking shape.

Ready to face the competition
On 1 January 2006, Mail entered a new phase in the
market deregulation: only letters less than 50g
remain the prerogative of La Poste.
46% of Mail’s total turnover is now open to competition.
ARCEP (French regulatory authority for electronic and
postal communications) has licensed 10 mail operators
who are opening in major metropolitan areas without
delay. ARCEP has established the target growth rate in
pricing at +2.1% per year on average. The result of
constructive discussions, this course ensures affordable
prices in the context of active modernisation and
continuous quality improvement.

+2.1%

per year on average
is the maximum price increase
for La Poste’s products and
services that come under the
universal postal service obligation
over the 2006-2008 period.

Competition
Only mail less than 50g
and 2.5 times the base rate
is reserved for La Poste.

La Poste is changing and winning.
La Poste is a tremendous
success with customers; elected
officials support it and postal
workers are moving forward with it.
And confidence is growing…

(1) Source: TNS Soffres survey in June 2006 with 1,215 customers of “pioneer” post offices and 1,219 customers of “traditional” post offices.
(2) Survey carried out in June 2006 with 1,000 people 15 years and older, 716 mayors and 150 shopkeepers.

A STORY WITH MEANING
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This is the story of a company that puts the customer at the
centre of its activities and its future. There are SMEs and
major groups, businesses and consumers. La Poste listens,
creates the products and services needed to make projects
possible and to boost confidence. These new strong ties
benefit postal workers who in turn gain confidence.
This is the story of a company that gives everyone wings,
a company that feels its own wings spreading.
8
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POST O
a history of

proximity
“I am a regular customer,
my bank account is here and
often I send parcels to my
family in Brazil. It’s incredible
how my post office has changed!
It seems much bigger.
They have created a reception
area where someone guides you,
each counter is specialised
and I can talk with my financial
advisor in complete
confidentiality. And I love the
boutique! The products are
self-serve; it’s practical.
They have funny cards and
I even found gift ideas, books
for instance.”
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17,000
OUTLETS, INCLUDING
4,523 IN PARTNERSHIP

75,000
POSTAL WORKERS
SERVING CUSTOMERS

2.4

MILLION CUSTOMERS
PER DAY

Page 11

2006 was a transitional year for the project
The “Customer Relations Project”
for post offices met all challenges,
including La Banque Postale’s launch,
the transformation of nearly 1,100 post
offices, the inauguration of 1,499
partner outlets, the achievement
of sales objectives and the active testing
of “Help at Home” services.
This performance testifies to the
involvement of La Poste Retail Outlets’
75,000 postal workers.

T OFFICES
THE NETWORK: ADAPTING TO
FRENCH PEOPLE’S PACE OF LIFE
The Post Offices’ Odyssey
The post office network supplies the country, from metropolitan
neighbourhoods to the village centres. People run into each other and
chat in some 17,000 La Poste outlets. Over the years, customers have
changed pace. Their workdays have lengthened and their weeks have
shortened. Some have left town centres to live in the country. At a
time when major European post offices are reducing their presence,
La Poste has decided to remain close to the French people and has
conceived a new proximity organisation. So it was that the TERRAIN
project (for TERRitory of Attractiveness and INitiative) was born.
A TERRAIN brings together all forms of postal presence suited
to the area’s residents and their lifestyles: from post office branches
to Community Postal Agencies and Poste Relais Outlets set up in
tobacconists, local shops and also superstores, placing La Poste at
the centre of today’s shopping lifestyles. Result: La Poste is more
than ever on customers’ routes.

The new local presence proves a tremendous success
In 2006, the rollout of the TERRAIN project accelerated and the
presence was adjusted to meet customers’ needs. 1,067 Community
Postal Agencies and 432 Poste Relais Outlets were inaugurated,
bringing the number of partnerships to 4,523. At the end of 2006,
80% of the “territories” were up and running.

POST OFFICES

LaPoste_0706215_RA_GB.qxp

11

LaPoste_0706215_RA_GB.qxp

19/06/07

15:34

Page 12

NEW PRODUCTS AND SERVICES:
CHANGING LIFESTYLES
The Boutique’s new features
From the self-serve corner to the totally open area, the
Boutique offers products that are in line with La Poste’s
culture of written documents: Ready-to-Mail services,
postcards, stationery, books and fair trade products. These
lines are gradually enriching the local products and services.
The formula is a success: it improves La Poste’s image,
attracts a new, often younger clientele and boosts turnover.

“Help at Home” services accessible to everyone

12

Concerned with everyone’s opinion, in June 2006 La Poste
entrusted TNS Sofres* to conduct a study on how people
perceive the new proximity presence. 90% of customers
concerned, 95% of shopkeepers and 87% of mayors declared
satisfaction with their Community Postal Agency or their
Poste Relais Outlet. This is a sign of the effectiveness of the
initiative; the new outlets are perceived as a complementary
presence to the post office branches. 82% of the people
interviewed believe that they help to keep the last local shops
alive and increase the attractivity for new inhabitants.
In terms of business, 90% of shopkeepers declare that
the Poste Relais Outlets boost their turnover and 64% add
that this solution brought them new customers.
The study also revealed expectations for improvement.
La Poste is discussing with mayors the development of a new
tool to analyse local expectations and plans to adapt its
presence accordingly. A Community Postal Agency could
become a post office branch if the number of customers
coming in and the nature of the activity warrant it. La Poste’s
network of outlets continues to grow consistently with
French people’s lifestyles and consumption behaviour.

Nearly 1,100 post offices renovated in 2006
A major part of the Customer Relations Project,
with 280 million euros invested over two years, the project
to modernise post office branches continued at a sustained
rate in 2006. Nearly 1,100 post office branches were
renovated, or four times as many as in 2005. 800 branches
were spruced up (glass barrier eliminated, new security
system and paint). 300 post offices were modernised
extensively including restructuring the sales area (creation
of a reception area, boutique area and a services counter).
Assessment: we have reached nearly 92% of the target
1,200 post office branches and modernisation is continuing
in 2007 with approximately 1,000 operations scheduled.
The impression among postal workers discovering their new
post office was unanimous: “It’s a new post office.”
As far as customers are concerned, the boutique area takes
top honours. The goal of the largest project in the history
of the post offices is well on its way. Similarly, post office
branches are being outfitted with an information system
commensurate with a major supermarket chain. Simple and
fast, it can instantly integrate new products and services.
After a real-life test, the rollout was kicked off for all post
offices at the beginning of 2007.

La Poste is one of 12 national “Help at Home” service trade names
given the government’s seal of approval in February 2006.
At the same time, La Banque Postale became one of the six
organisations authorised by the Agence Nationale des Services
à La Personne (France’s National Agency for “Help at Home”
services) to issue and market the pre-financed Chèque
Emploi-Service Universel (Universal Employment-Service
Cheque) known as CESU. The impetus was given. Beginning
in May, La Poste tested its provision of “Help at Home” services
in 600 post offices in 24 counties. The test, which included
housekeeping, ironing, gardening, odd jobs, home support
for the elderly, babysitting and educational support met with
universal approval from customers and postal workers alike.
In January 2007, La Poste launched “Genius” under its own
trade name, a comprehensive line of “Help at Home” services
accessible to everyone in all post office branches, on the Internet
(www.genius-Laposte.fr) and by telephone (0 892 692 592).
La Poste’s commitment is straightforward: a customer can
use the Genius card, sold for 9.50 euros (50% tax exempt)
and valid for one year, to find within 48 hours a governmentregistered service–provider referenced by La Poste for
the precise service needed. The Genius card can be used
to contact a Genius consultant 24 hours a day, 7 days a week
by telephone to be put in contact with the right provider.
The service opened with several thousand referenced providers
and was immediately successful with several hundred Genius
cards sold per day, demonstrating confidence in La Poste in action.

A new sales process
In 2006, the post offices adopted a customer-oriented sales
approach: “turbo” operations stimulate a new product or a
special offer and are linked to a constant coordination
programme shared by all postal workers. The results are
there. Turnover from network products (excluding Mail,
Parcels, Banking and “Help at Home” services) reached
160 million euros in 2006 vs. 157 million in 2005. Telephone
continues to lead the hit parade (76%). Sales of multi-brand
gift cards explode during holiday periods.
5,800 post offices now market the Kadéos, Kyrielles and
eKDO product lines. Postcards, now available in 5,000 post
offices, have made their mark.
To increase sales of third party products by 25% by 2010,
post office branches are counting on easy-to-market
paperless products and services, like telephone cards,
gift cards and entertainment ticket sales.

A new priority on reception
The Pros Card is to help business customers save time. It is
free and lets the user place his order by fax or telephone and
pick it up by appointment or from a special counter. Two years
after its launch, the service has won nearly 440,000 business
clients, including more than 20,000 in the month of October
2006 alone. The retail public also discovered priority treatment
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during the year-end holidays when a fast parcel pick-up/dropoff counter was opened in some 2,000 post offices. The objective
was to guarantee a waiting time of less than 5-minutes and
win cyber-buyers’ loyalty with the efficiency of picking up their
online purchases. The e-commerce boom will involve La Poste.

La Banque Postale’s success

At 31 December 2006, La Poste network
included more than 17,000 outlets:
• 12,522 post office branches,
• 4,523 outlets managed in partnership.
Forms of partnership:
• 3,133 Community Postal Agencies,
• 1,228 Poste Relais Outlets,
• 162 Postal Agencies.
Open in 2006:
• 1,067 Community Postal Agencies,
• 432 Poste Relais Outlets.
Moreover, related networks are being
developed to increase the density of the postal
presence and distribute La Poste’s most
demanded products: tobacconists that signed a
new agreement with La Poste at the beginning
of 2007 and supermarkets and superstores
that multiplied sales events in 2006.

POSTAL WORKERS’ INVOLVEMENT
MAKES THE DIFFERENCE
A shared success
The employee relations agreement of December 2005 covering
the project to modernise the post offices has been implemented
at a good pace. In 2006, 10,970 counter clerks won internal
promotions and 4,500 positions will be open in 2007.
The creation of the customer advisor profession in banking
was subject to a vast external recruiting programme
and a thousand internal promotions.
Another leading undertaking of the agreement is to improve
working conditions with more than 10 million euros invested
primarily in workstation ergonomics, office climate comfort
and the fight against employee stress. A one-day training
course provides them with special resources to deal with
incivility. More than 100 sessions were organised for counter
clerks and some 20 for supervisory staff. Finally, the creation
of the customer manager profession, an office manager
given responsibility for optimising how customers are taken
care of, gives an insight into additional developments.

A lively La Poste Celebration

PROMOTING SUCCESS
This is the post offices’ commitment. In July
2006, they concluded a partnership with the
leading French player in fair trade. “Artisans
du Monde” federates 160 associations and
5,000 volunteers throughout France that
work with a hundred producer organisations
in 44 African, Latin American and Asian
countries. Action! On 5 December, a hundred
post offices introduced their customers and
postal workers to the issues of fair trade and
let them sample its products. The operation
will be renewed in 2007.
Fair trade products are on sale in the
boutiques of more than 100 post offices.
The community-based socially-aware trade
name has been launched.

On 20 September 2006, the second La Poste Celebration
surprised customers around France thanks to the postal
workers’ initiatives. They received customers dressed in
sailor or gardener attire, with a complimentary fair trade
coffee, and invited them to join in with games, exhibits,
drawing or photography competitions on the theme of
smiling. The great community-based story continues.
*Survey carried out in June 2006 with 1,000 people 15 years and older,
716 mayors and 150 shopkeepers.

POST OFFICES

SPOTLIGHT
ON POSTAL PRESENCE

As the leading distribution channel for La Banque Postale
products, post office branches have revised their sales
organisation and clearly defined roles, from counter clerk
to Specialised Personal Assets Advisor. Every customer
now has his special advisor. The new computer tools improve
how the relationship is managed; managerial support helps
improve efficiency and the new compensation policy for
financial advisors encourages performance.
The result was 280 million counter transactions and 5 million
customer meetings in the post offices.
In its first year of existence, La Banque Postale found
its place in the market.

13
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a history of

reliability
“My company markets
swimming pools and direct
marketing is the best investment
to find customers; it lets me
measure the profitability
of my advertising. But it took
3 or 4 intermediaries from
the address file to the letterbox
to complete a mailing. When
La Poste Group offered me
this complete service, I didn’t
hesitate. I selected my criteria
with its sales representative.
One of those criteria was
“homes with a garden” – who
could ask for more!”
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11.3

BILLION EUROS
IN TOTAL TURNOVER

81.2%

OF LETTERS DELIVERED
THE NEXT DAY

700

MILLION EUROS
BY 2010 TO MODERNISE
THE MAIL CARRIER
BUSINESS SECTOR

1 January 2006. The market for Mail
over 50g was opened to competition.
The pressure is increasing in the direct
marketing market. The Mail Division has
gone on the offensive ; it is accelerating
the modernisation of its facilities and is
launching innovative solutions for
customers. The Mail Division is securing
employment and stimulating the training
and promotion of postal workers.
The Mail Division is aiming for just one
figure, 85% next-day delivery by the end
of 2007 and has just one word in mind
in the Internet era: the customer.

MAIL

MAIL

15

SALES OFFENSIVE
Scenario of a positive anticipation
For a long time, La Poste collected and delivered mail for French
people who hailed the performance and didn’t count the days.
In the 70s, the red stamp rubbed shoulders with the green stamp
as mail went at two speeds…Until the new millennium, when
the situation changed irreversibly. Europe deregulated markets
and Mail’s monopoly fell in phases. First it was un-addressed
advertising flyers, then the press and international mail and gradually
addressed mail. Since 1 January 2006, only mail weighing under
50g remains the prerogative of La Poste. 46% of Mail’s total turnover
is now open to competition. Mail carriers cross paths with other
operators in the business services and total deregulation is on
the horizon. At that point, all customers will be able to choose their
“Post Office”. The Mail Division will be ready: it will have injected
3.4 billion euros into its modernisation, considerably enriched
its products and services and revised its positioning and sales pitch.
It will be the preferred partner of companies and the general public
and therefore it will be chosen. The rationalisation of business mail
by companies and the rise in the Internet erode about 1% of mail
volumes every year. The challenge today is the tough technological
competition. But Mail and its subsidiaries have successfully made
an ally by inventing the Electronic Registered Letter, developing
the desktop publishing area with the acquisition of Orsid and
by combining e–mail and printing prior to delivery.
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In the same spirit, Mail will extend its contractual commitment
to 6 billion business letters vs. 3 billion in 2006. As such,
one third of the addressed mail traffic will benefit from
guaranteed delivery times, accompanied by penalties in case
of late delivery. This is a world first that everyone will be able
to measure: beginning in 2007, Mail will regularly publish
its service quality results in the press and on the Internet.

MODERNISATION
WIDENS THE GAP
State-of-the-art productive assets

Mail’s death has been announced many times: in the 70s
when the telephone became widespread, in the 80s with
Minitel, in the 90s with the fax and today with the Internet.
Mail is convinced of one thing: the media are complementary
and nothing will replace physical mail, the preferred vector
of information and a sign of proximity. French people are
very attached to mail and companies are taking note. Mail is
a non-intrusive media that carries emotion; it has a future.

Out to conquer 2.5 million SMEs
16

Companies represent 85% of Mail’s total turnover and
that is where the competition is. In 2006, Mail strengthened
its position in the strategic direct marketing market and
targeted the 2.5 million French SMEs and VSEs.
The new Mediapost Data subsidiary, dedicated to managing
customers’ data, becomes a partner in their business
development. From geomarketing analysis, which lets them
identify a target’s needs, to the file of highly qualified addresses
and the marketing campaign from A to Z, Mediapost Data
offers all of the prospecting and loyalty building tools, allinclusive or “à la carte”. La Poste and Mediapost’s 1,280 sales
reps, who are specialised in community-based communication
and present throughout France, man this unique counter.
Other levers to win SMEs include an export advice web-based
platform they can use to assess their opportunities in foreign
markets and to launch their prospecting abroad. A single and
easy telephone number, 36 34, answers all requests from
Monday to Friday from 8:00 am to 6:30 pm.
600 customer advisors spread across seven telesales centres
throughout France disseminate the mail and parcel solutions
to the SMEs. Every day on average they receive 2,000 calls
and make 3,000 calls.

The big challenge of delivery time
According to a study carried out in 2006 by the BVA Institute,
more than 9 out of 10 French people feel valued when
the mail is sent at the fast postage rate and more than
8 out of 10 believe that receiving a “Priority” mail is a sign
of reliability and dynamism on the part of the sender.
Message received: Mail has decided to emphasise
the letter’s uniqueness by giving it a mark of esteem.
Launched in 2007, the “Priority Letter” label distinguishes
companies and consumers’ “fast” mail by marking
150 million ready-to-mail envelopes and more than one
billion stamps.

Mail makes these commitments in complete confidence.
In 2006, the service quality reached a level never seen before:
81.2% of letters were delivered the next day, which is
2.1 points better than in 2005. This was the first effect of the
Mail Quality Project’s modernisation programme. At the end
of 2006, 4 sorting centres were operational and 25 had been
launched along with 166 preparation and distribution
centres. 650 ultramodern sorting machines are in the process
of being deployed. They will be equipped with an Envelope
Interpretation System that will be tested under real conditions
beginning in 2007. This revolutionary optical system can read
the entire envelope and decipher a wealth of information
that Mail will transform into innovative services: automated
tracking of lots of mail and registered letters, automatic
forwarding in case of an address change, etc.
By the end of 2007, the opening of two new sorting centres
and the gearing up of the stock of industrial equipment
will mean that a new service quality objective can be set:
85% of letters delivered the next day.

Mail carrier: a profession with a future
Every morning 100,000 mail carriers embody the values
of La Poste and public service. La Poste Group is totally
modernising distribution to strengthen this communitybased bond between mail carriers and customers.
200 million euros will be invested in 450 sorting machines
for the mail carriers’ rounds. A worldwide invitation to bid
will be launched to equip the 100,000 mail carriers with
a pocket computer that will multiply the customer services
and serve as a GPS. 200 million euros will be devoted
to modernising facilities. 300 million euros will be committed
to the career development of mail carriers, who will benefit
by 2010 from more than 37,000 promotions (9,000 in 2007)
and will accede to new functions, like quality mail carrier
or team mail carrier, thanks to 200,000 training days.

Total revision of collection
With 135,000 street letter boxes, the French stock is one of
the densest in the world. But it hasn’t followed the geographic
changes and French people’s pace of life. La Poste has
redesigned the street letter box. The installation will be
adapted to the frequency of use, pillar boxes will be larger
and they will be accessible to people with disabilities.
In the large cities, customers will be able to drop off their
mail later in the day thanks to “evening” post boxes and,
in front of sorting centres, thanks to “night” street letter
boxes, with the assurance that the letter will be delivered
the next day within a radius of 200 km. Another way to enrich
the service to better respond to customers’ expectations
and reach an unrivalled service quality at the time when fullscale competition is on the horizon.
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MAIL FEDERATES
ITS SUBSIDIARIES

INTERNATIONAL
BROKERS
WORLDWIDE
TRANSPORTATION
EUROPE AIRPOST
OLENA CARGO

LA POSTE UK
LIMITED
SOFREPOST

SOFIPOST
SERVICES
PUBLIPOST

ASPHERIA

MEDIAPOST

CERTINOMIS

MEDIAPOST DATA

DOC STATION

STP

DYNAPOST

NEOLOG

INGÉNIERIE
SOLUTIONS COURRIER

NEOPRESS

MAILEVA
ORSID
SELISA
SERES
SF7

AN ADVANCED EMPLOYEE
RELATIONS MODEL
Vaugirard agreements:
more than 10,700 beneficiaries in 2006
The modernisation of productive assets impacts the daily
lives of 150,000 employees out of Mail’s 180,000 employees.
The transformation is accompanied by constant consultation
with the signatory trade unions. The second year of
the implementation of the Vaugirard Agreements, 2006 was
the year of accelerating change. 4,039 fixed-term employment
contracts were transformed into permanent employment
contracts and 6,684 mail carriers moved from part-time
to fulltime. Overall, in two years 329 local agreements have
been signed and the employee relations support system
for 10 sorting centres will be under negotiation in 2007.

Health and safety: national causes
Of the 100,000 mail carriers, 47% do their rounds in a car,
31% on a bicycle, 11% on a motorised scooter and 11%
on foot. Every morning they cover the equivalent of 50 times
round the world.
In 2006, La Poste decided to emphasise prevention
and signed a road-safety charter with the government.
The action began with a road risk assessment initiative that
included the organisation of work: limitation of crossing
roadways, balanced loads on two-wheel vehicles,
consideration for the condition of the roads and an inventory
of the points at risk in the delivery rounds. Training actions
and the deployment of appropriate equipment (e.g.;
600 electric assist bicycles) complete the road safety system
of La Poste, which has committed to reduce the number
of accidents involving mail carriers by 25%.

TOMORROW, THE MAIL
The new competitive situation

WITH THE MAIL CARRIERS
By signing the Vaugirard Agreements
on 3 November 2004, Mail chose to
consolidate a unique employee relations
model in Europe that gives priority to stable,
full-time employment. In two years, more
than 26,000 mail carriers have benefited
from this measure: 10,010 fixed-term
employment contracts were transformed
into permanent employment contracts and
16,625 mail carriers chose to move from
part-time to fulltime. At the time when
European Post Offices are multiplying
fixed-term contracts of less than 20 hours
a week, usually hiring students, La Poste
is betting on a different employee relations
model: a bet that is based on the ability
of organisations to adapt the future
condition of this employee relations model.

The role of the regulatory authority (ARCEP) has been
strengthened. Henceforth, ARCEP establishes the price
guidelines, authorises new operators and monitors that
competition rules are respected.
Since 1 January 2006, the sector reserved for La Poste,
in return for its universal service missions, was reduced
to mail below 50g. As far as prices are concerned, ARCEP
has capped the average annual increase at 2.1% for the
period from 2006 to 2008. At the same time, 10 authorisations
opened the way to competitors who immediately set up
in large cities like Lille, Lyon and Marseille. A sign of the
times was the creation on 1 December 2006 of the Postal
Operators Trade Association. It includes the operators that
ARCEP has granted a license and its objective is to defend
the profession’s interests.

MAIL

AN ORGANISATION BUILT AROUND
4 INDUSTRIAL HOLDING COMPANIES
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PARCELS AND E
a history of

efficiency
“It’s not easy to go to auction
sales when you work all week.
I have real passion for video
games and became an eBay fan.
But I loathe waiting to get
my favourite games! I chose
the Colissimo delivery and
downloaded e-COMO from
laposte.fr (it’s free). My virtual
tracker follows the progress of
my Colissimo shipments (up to
5 parcels at a time) in the postal
network and notifies me by
email 24 hours a day. Amazing!”
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4.17

BILLION EUROS
IN TOTAL TURNOVER

730

MILLION PARCELS
CARRIED PER YEAR

26,300

EMPLOYEES REPRESENTING
40 NATIONALITIES

GeoPost reinforces its presence in Europe
through acquisitions and stimulates
La Poste Group’s development beyond
France. ColiPoste counts on new
communication technologies and
is capturing the explosion in flows
generated by e-commerce.
In 2006, the Parcels-Express business
sector generated total turnover
of 4.17 billion euros, or 20.8%
of La Poste Group’s turnover.

D EXPRESS
GEOPOST:
NO. 3 IN EXPRESS IN EUROPE
The Story of an entrepreneurial adventure
La Poste Group created GeoPost to federate all of its Express
subsidiaries. A Parcel specialist, Geopost’s mission is to develop
the Group inside and outside France by completing the products
and services of ColiPoste, La Poste’s Parcel operator, while staying
focussed on its core business: Parcels less than 31.5 kg in
the business-to-business (BtoB) Express market. Consequently,
GeoPost increased its stakes in the DPD network in Germany to
the point of becoming the majority shareholder, acquired Parceline
in 2000 in Great Britain and purchased the Seur franchises in Spain
and the Masterlink franchises in Poland. The rate of international
expansion has never slackened. This entrepreneurial adventure
makes GeoPost the third leading European Express network.
Today, GeoPost has more than 20 hubs and transit centres in Europe
and carried 464 million parcels in 2006 for 300,000 customers.

A year of sustained growth in France

e-COMO, Colissimo’s virtual tracking companion, can
be downloaded from the Internet at laposte.fr/e-como.

The acquisition of the Exapaq network in February 2006 enables
GeoPost to offer a complete line of services for businesses (BtoB).
Chronopost has finalised its development plan, which represents
an investment of more than 120 million euros over three years. It is
based on five hubs located in Lyon-Corbas, Chilly-Mazarin, Poitiers,
Montpellier and Roissy and on increasing the density of its agency

PARCELS AND EXPRESS
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NORWAY
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network. Beginning in October 2006, Chronopost laid the first
stone at the Chilly-Mazarin hub. This processing centre,
commissioned in 2007, will be the heart of Chronopost’s new
logistics organisation. It will strengthen GeoPost’s leading
position in France in all segments of the business parcel market.

In Europe: consolidation of GeoPost’s position
In 2006, GeoPost strengthened its presence in the Balkans
with the acquisition of the Greek company, Interattica,
specialised in the delivery of express and rapid parcels.
Greece’s 4th leading operator, Interattica offers businesses
complete coverage of the country.
On the Iberian peninsula, GeoPost purchased the Seur
franchises through the Seur GeoPost joint venture
(held 60% by GeoPost SA and 40% by Seur SA). At the end
of 2006, Seur GeoPost managed eight franchises in Spain:
Madrid, Bilbao, Saragosse, Soria, Gérone, Baix de Llobregat,
Granollers and Santander.
GeoPost continues to invest in new production capacities
in all high-growth countries where the Group is established.
In 2006, GeoPost inaugurated two new hubs: one in Ireland
and the other in the Czech Republic.

GeoPost and its customers:
a long and trusting partnership
GeoPost has grown thanks to the confidence its customers
have given it throughout their relationship. The efficiency
of the Group’s subsidiaries pays off everyday, especially
in 2006 through the contract that DPD Germany renewed
with Adidas. This contract covers the delivery of more
than 1.5 million parcels per year in the Czech Republic,
Slovenia, Austria, Switzerland, Poland, Hungary and
Germany. Adidas chose the GeoPost subsidiary, DPD,
for its international expertise, its ability to offer a pan
European product line and the relationship of trust formed
over the years. The height of DPD’s ability to mobilise
its teams around a customer stake was reached when
it delivered footballs to the 2006 World Cup, with a service
quality that was close to perfection.
The secret of this confidence is based on three strengths
of GeoPost’s subsidiaries that are sources of value for
customers: an optimal empowerment of their teams,
an unprecedented operational flexibility and a top-notch
service quality.

GeoPost’s development respects
men and the environment
The sustainable development commitment taken years ago
by GeoPost was reaffirmed in October 2006 by its president,
Paul-Marie Chavanne, and is based on four improvement
directions. GeoPost undertakes to improve its deliveries
in the City thanks to innovative solutions that relieve
congestion in city centres and help retain shops. GeoPost
undertakes to contribute to road safety through employee
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training actions. GeoPost also undertakes to improve
its transportation to reduce greenhouse gas emissions.
Finally, GeoPost undertakes to integrate these sustainable
development objectives into its result-oriented culture.

A strategic challenge of La Poste’s ParcelsExpress business is to meet cyber-merchants
increasing demand. In France, ColiPoste
and Chronopost conclude partnerships
with cyber-merchants. The partnerships let
them offer web surfers a choice of delivery
between ColiPoste’s Cityssimo, Chronopost’s
Chrono Relais or home delivery. Other value
added services offered include:
• information about shipping costs,
• the preparation of shipping slips
for companies, and
• parcel tracking.
In Europe, GeoPost subsidiaries develop
services adapted to the local requirements
of web surfers and cyber-merchants for all
business-to-business (BtoB) flows, businessto-consumer (BtoC) flows or consumer-toconsumer (CtoC) flows.
In return this adaptation merits its customers’
increasing confidence.

New performance outperforms the market
ColiPoste, La Poste’s Parcel operator in France,
is the rapid 48-hour delivery service and a key operator
in mail order, especially e-commerce.
Leader in France, ColiPoste operates in a dynamic, deregulated
market that is growing 5% per year on average. In 2006, with
263 million parcels handled and total turnover of 1.2 billion
euros, ColiPoste recorded growth of 7.2% over 2005.

In the record books
For the first time in December 2006, ColiPoste processed
a daily flow of more than 1.1 million Colissimo tracked
parcels over several successive days. This growth is due
primarily to an increase in e-commerce flows, which
generated 22 million Colissimo parcels in 2006 compared
to 16.3 million in 2005, a 37% increase, with a service
quality that increased 2 points in the year.
Finally, the post offices’ sales momentum was confirmed
with 20% growth in sales, sustained by exchanges
between consumers over the Internet.

New attractive services
ColiPoste offers a simple product line adapted to businesses
and consumers’ expectations. The heart of the product line,
the Colissimo product includes fast home delivery within
48 hours in metropolitan France, Internet tracking and
included or optional insurance.
At the end of 2006, the parcel pick-up service, Cityssimo,
had 11 locations accessible 7 days a week, 24 hours a day:
9 in Île-de-France, 1 in Lille and 1 in Nantes. One year
after its launch, Cityssimo has proven its appeal with
25,000 subscribers and 3,000 new subscribers every month
in the first quarter of 2007.
To satisfy more customers every day, ColiPoste uses the
potential of communication technologies. The new e-Tempo
service is used to inform by e-mail the recipient customer who
so desires of any hitch related to the delivery of his parcel.

An optimised sorting network

BETTER DELIVERY
TO THE CITY CENTRE
To live better in the city centre is a pressing
expectation of citizens and elected officials.
Chronopost anticipated this trend in 1999
by inventing the Chrono City solution.
This involves optimising how collection and
delivery are organised, consistent with each
city’s characteristics, and based on clean
transportation methods.
From the Urban Delivery Space (UDS) that
can group parcels close to their delivery
destinations, to the electric trolley and
the small electric shuttle, the Chrono City
line has already seduced Strasbourg,
Bordeaux, Nice, Avignon, Montpellier,
Aix-en-Provence, Toulouse and Paris.

In September 2006, ColiPoste inaugurated its fourth new
generation sorting centre in Blois-Mer. It provides a processing
capacity of 220,000 parcels per day and is equipped with
the latest technologies: a 1-kilometre long sorting line that
serves 480 destinations, reads barcodes optically on five sides
of the parcel and automatically bulk unloads. The construction
of two new sorting centres in 2008 and 2009 will complete
ColiPoste’s network in France. In addition, the Parcel export
centre, opened in the autumn of 2006, is already operating
at full capacity and constitutes a major tool in ColiPoste’s
development of international traffic.

PARCELS AND EXPRESS

E-COMMERCE, DRIVING
GROWTH IN PARCELS
AND EXPRESS

COLIPOSTE:
MOMENTUM AND GROWTH
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LA BANQUE P
a history of

innovation
“Our son is only 6 years old,
but in order to finance a good
education for him, it is better
to start now. We saw the ad for
Vivaccio on the television and we
went to see La Banque Postale.
The advisor recommended the
Vivaccio Initial plan to prepare
our child’s future. It is quite
accessible: from 75 euros!
And secure: payment of
the capital is guaranteed on the
20th anniversary no matter what.
Without speaking of the useful
services, for example addresses
of holiday camps!”
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On 1 January 2006, La Banque Postale
arrived on the scene with simple and
practical new products and services that
have attracted numerous customers.
A successful undertaking to become
“a bank like the others” while remaining
“a bank unlike the others”, driven by
postal values of local presence and
service to the widest possible public.

POSTALE
DEVELOPMENTS
IN THE RACE
Story of a human adventure
On 12 May 2005, the law authorised the creation of La Banque Postale.
An incredible race began to obtain accreditations, create the legal
structure and governance bodies, mobilise teams and make
resources available, adapt the information system, switch over
all Financial Services channels to La Banque Postale’s universe,
constitute the bank’s balance sheet, inform all customers
and put up La Banque Postale’s signs in all post offices.
On 2 January 2006, La Banque Postale entered the retail banking
market in France with an exceptional heritage: more than a century
of experience and French people’s confidence.

With the energy of success
La Banque Postale established three major objectives for 2010:
be the primary bank of 10 million customers, achieve 30% growth
in Net Banking Income and generate more than 1 billion euros
in operating income. A fantastic accomplishment that called for
performance from all of the bank’s players, whom La Banque Postale
decided to mobilise in two ways.
It built its employee relations structure through eight agreements
negotiated in a single year, all of which were signed with a strong
level of representation. The agreements cover employee savings,
employee negotiations and trade union rights. The highlight signature

LA BANQUE POSTALE

VIVACCIO LIFE INSURANCE
POLICIES IN ONE YEAR
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people in a fragile financial situation. For 3 euros per month,
this comprehensive product includes all essential banking
services: a Postal Current Account, a debit card with
systematic authorisation, Alliatys insurance for payment
facilities and appropriate legal protection assistance.
The support undertaking requires that the financial advisor
explains and gives the customer an educational guide about
the bank’s activity. Result: 300,000 Adispo Essentiel products
subscribed in 2006.

A local presence at all times

24

was the profit sharing agreement that associates
1,100 employees of La Banque Postale with the fruits of
performance and provides for profit sharing in the case
the company overperforms.
To mobilise energies, La Banque Postale decided to associate
its challenge with that of solitary skippers on one of the most
famous transatlantic races, which has become the “Route du
Rhum – La Banque Postale” for the 2006 and 2010 races.

Proximity is another leading value of La Banque Postale
which is developing a multi-channel strategy to serve its
29.3 million customers.
At the heart of the system, the post office network remains
the starting point in the customer relationship and the
preferred location for personalised advice, especially
regarding the subscription of long-term savings products
with tax and asset implications. In 2006, 1,500 customer
managers were deployed to ensure banking customers were
taken care of immediately in post office branches. In
addition, 6,600 financial advisors and 1,200 real property and
asset advisors develop a personalised relationship with
customers. The 27 Financial Centres, accessible by mail,
telephone and e-mail, develop the remote commercial
relationship, primarily offering services related to daily
money needs and personal risk insurance. Finally, the
remote banking services enable customers to access
La Banque Postale’s products and services 24 hours a day
and to consult their accounts in a secure transactional area.

A PRINCIPLE:
EVERYONE ACCOMMODATED

COVERING KEY REQUIREMENTS
AT A REASONABLE PRICE

A founding requirement

A question of responsibility

Accessibility is the first value of La Banque Postale, which
undertakes to accommodate everyone with consideration.
This is the story of the CCP current accounts and Livret A
savings accounts, financial products tied by law to a public
interest mission. La Banque Postale is obliged to open
a Livret A for anyone that requests one and offer a complete
range of related free services including, in particular,
counter deposit and withdrawal transactions.
This is a founding requirement for La Banque Postale,
which uses the Livret A as a key tool to integrate the most
fragile populations in the economic and social life.
Nearly 1.5 million financially fragile customers go regularly
to post offices in France and several hundred thousand
people use their Livret A as their only daily banking instrument.

La Banque Postale’s employees protect the customer’s
interest and cover him against risks on a daily basis,
reflecting one of La Banque Postale’s key approaches.
They listen to the customer to identify his key needs and
recommend to him the best product or service at the fairest
price. La Banque Postale continues the great educational and
“straight talking” tradition of La Poste’s Financial Services.
It refrains from any forced or tied selling of a superfluous
product or service. Finally, this responsibility assumes
that the products are available to everyone, and designed
as such, both in terms of access thresholds and rates.

In the forefront of the fight against
banking exclusion
La Banque Postale and the Union Nationale des Centres
Communaux d’Action Sociale (UNCCAS), i.e. Community
Welfare Association, have undertaken to improve support for
people who are victims of banking exclusion. This is the
significance of the 3-year agreement signed in 2006. It
guarantees these people information about the services
available to them and provides personal counselling to help
them get out of a difficult situation.
This agreement strengthens an initial partnership formed in
2005 as part of the Adispo Essentiel product, created for

Essential and changing responses
• In life insurance
The new Vivaccio life insurance policy begins with an
investment as low as 75 euros. Flexible, it provides a relevant
response to the customer’s precise need based on his age
when he takes out the policy, which evolves with him based
on its 5 plans. Comprehensive, it combines savings,
guarantees at the end of the 20th anniversary and, in case of
a hard blow, assistance services adapted to every age. It can
even include personal risk insurance as an option. This
innovative product attracted 400,000 customers in one year
and received the unanimous approval of the economic press
with six awards, including the special 2006 Grand Prize for
Innovation from the magazine Le Revenu.
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• In home loans
The Pactys range of seven home loans allows future
homebuyers to bring their project to fruition in their best
interest.

• In personal risk insurance

A network of 17,000 outlets:
• 1,500 customer managers,
• 6,600 financial advisors,
• 1,200 real property and asset advisors.
27 Financial Centres
accessible by mail, telephone and e-mail.
All remote banking channels:
• 4,955 ACD/ATM automatic distributors,
France’s 3rd leading network,
• the 36-39 voice server,
• Minitel,
• labanquepostale.fr Internet portal,
• SMS notification service.

GIVING MEANING
TO SAVINGS
La Banque Postale Asset Management
intends to play a honourable role in the
economy by offering Socially Responsible
Investments (SRI) that encourage companies
to place sustainable development at
the centre of their strategy.
Its “Invest otherwise” line of unit trusts
demonstrates its commitment and the SRI
approach is henceforth an integral part
of its management. La Banque Postale Asset
Management has put together a team
specialised in ethical management and relies
on the ratings of the independent rating
firms Vigeo, Eiris and Innovest.

DETERMINATION:
ASSERT ITS IDENTITY
Colours and values
In 2006, La Banque Postale asserted its brand and its
position in the mind of its customers and the general public
through two major actions: the creation of La Banque
Postale Asset Management and the momentum of the
“Route du Rhum – La Banque Postale.”
During the year, the acquisition of the 35% of Sogéposte’s
capital belonging to the Caisse des Dépôts et Consignations
gave birth to La Banque Postale Asset Management.
It arrived on the scene with a simplified line of unit trusts,
with clear names and optimised performances, and with
teams of advisors specialised by type of fund to strengthen
the relevance of the advice.
In the same spirit, La Banque Postale and CNP Assurances,
equal shareholders in Assurposte, decided to rename
their subsidiary “La Banque Postale Prévoyance” in 2007.
“La Route du Rhum” is the other exceptional visibility
medium chosen by La Banque Postale. This is the first time
that a banking institution is the exclusive partner of this
mythical and very popular transatlantic race. The logo
combining the two identities sits high on the mainsails
of 85 sailboats competing in the non-stop solitary race.
The network of post office branches took on a sailing
atmosphere during the race. Products and services were
decorated with the race colours: Moneo cards to collect,
Ready-to-Mail products and websites too. Competitions and
games created for the event mobilised postal workers
and sales teams to participate in performance records.

LA BANQUE POSTALE

A MULTI-CHANNEL STRATEGY

The single-parent plan developed in the Prévialys personal
accident insurance meets a key need today and provides
useful coverage at the lowest price. The Protectys Autonomie
personal risk insurance policy offers key coverage for partial
dependency and related services, with decisive advantages:
a “First Expenses” package of 3,000 euros and numerous
personal assistance services.
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US

A LONG-TERM SUCCESS BUILT ON

COMMITMENT

This is the story of a group that comes from society itself,
economic trading and the questions we ask ourselves
as we try to ensure the planet’s continuity.
A group that chose to make sustainable development the lever
behind its modernisation, the source of inspiration for its
products and service and the key of everyone’s renewed
confidence.
This is the story of a group that is committed to increase
everyone’s confidence. Committed to:

26

j managing our consumption responsibly,
j encouraging more environmentally friendly
transportation,
j buying, designing and offering responsible products, and
j strengthening its undertakings for equality of chances
and the quality of life at work.
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EMPLOYEE
a history of

hope

“I have 12 years of banking
experience and I had to resign to
follow my husband’s change of jobs.
After several of my applications
were rejected, I alternated between
periods of unemployment and
short-term contracts. Following an
advert at the Unemployment Bureau,
I learned about La Poste’s offer for
a CIRMA contract*. In Six-Fours, I was
immediately taken under the wing
of the head of the establishment
and I didn’t feel I was treated any
differently because of my status.
After 13 months under the CIRMA,
I was recruited for a permanent
employment contract in Bandol.”
Valérie Bastide, counter clerk in Bandol.
* Occupational Integration Contract with a minimum revenue
known as the Contrat d’Insertion – Revenu Minimum d’Activité.
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Offer an original
employee relations model

E RELATIONS
SECURE CAREER PATHS
Employment quality reflects respect for commitment
and work. Consequently, La Poste favours long-term
employment based on permanent full-time employment
contracts. To ensure everyone has promotion prospects,
La Poste develops skills and encourages versatility.
Promotions, up 37% in 2006, recognise the efforts
accomplished and strengthen postal workers’ commitment
to the company and customers.

IMPROVING POSTAL
WORKERS’ WORKING
AND LIVING CONDITIONS
Priority is given to prevention, health and safety. Every
major issue is identified and receives an appropriate
response: road safety in Mail, risk prevention at each step
of parcel handling and working conditions in post offices
and Financial Centres for La Banque Postale. La Poste
extends its employer responsibility beyond the strict

context of work. Company Travel Plans facilitate the
home-to-work commute, the housing agreement gives
postal workers the means to house themselves under
better conditions and the health benefits agreement
strengthens employees’ protection.

COMMITTED TO DIVERSITY
Accessible to everyone and present in all neighbourhoods,
La Poste intends to reflect the diversity of society, ensure
equal chances and fight against all discriminations.
It implements the Diversity Charter, actively promotes
male-female equality, establishes ambitious integration
objectives for people with disabilities and diversifies
its recruiting methods and profiles.
For more information, consult La Poste Group’s 2007 Sustainable
Development Report and La Poste’s Employee Relations Report.

EMPLOYEE RELATIONS

Competition and changing customer expectations require adaptations
in La Poste’s organisations. La Poste intends to successfully implement
this change by choosing an employee relations model that is based
on the quality of employment, pays attention to postal workers’ working
conditions and is open to the diversity of employees’ profiles.

29
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a history of

sharing
“Every time a postal worker
orders a piece of clothing from
fair trade, he should know that
he is helping to send a child to
school, to decrease the difficulties
of our women in the countryside
and to provide us access to
drinking water and better health.
He should also know that we are
doing our utmost to provide the
best quality of cotton possible.
Fair trade is more than justice,
more than North/South solidarity;
it is a spirit of sharing that gains
acceptance.”
Soloba Mady Keita, representative of the Mali
group of cotton producer associations.
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A major economic player in France, La Poste is positioned
at the interface of multiple relations with its customers,
suppliers, partners, elected officials and associations. It intends
to activate all of the levers it has to lead all of these players
into the “virtuous circle” of sustainable development.

Moving forward
with partners
SOCIETY

SOCIETY

31

LEAD SUPPLIERS
AND CUSTOMERS

projects (Climate Plans, Agendas 21). Moreover,
La Poste cooperates actively with the other postal
operators to promote sustainable development and
reduce greenhouse gas emissions.

La Poste carries out a responsible purchasing policy,
trains its buyers and develops preferred partnerships
with certain suppliers. It raises the awareness of its
consumer and corporate customers and offers them
responsible and ethical products.
Mail and the post office branches are committed to fair
trade. La Banque Postale develops its line of socially
responsible and equitable investments.

ENCOURAGING SOLIDARITY

A DRIVING FORCE
FOR DIALOGUE
A key player in regional development, La Poste is a
preferred contact for elected officials. It has organised
a decentralised dialogue system that associates local
players with its new territorial organisation. La Poste
also participates in regions’ sustainable development

Every year La Poste contributes to the Téléthon
and “Yellow Coins” fund raising campaigns among
others, thanks to the enthusiasm of volunteer postal
workers and the generosity of its customers. In 2006,
30,000 postal workers encouraged their retired
customers to transmit the love of reading to children
in 4,000 schools as part of the “Read and Get to Read”
campaign and La Poste’s Company Foundation
strengthened its action in favour of people that can’t
write. In 2007, La Poste inaugurated solidarity leave,
which enabled volunteer postal workers to accomplish
the humanitarian mission of their choice.
For more information, consult La Poste Group’s 2007
Sustainable Development Report.
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ENVIR O
a history of

respect
“La Poste is a company concerned
about its vehicles’ energy efficiency.
Consequently it is constantly seeking
the best engines and energies to
conduct its business while respecting
the environment and anticipating
the “after-all-oil” era. I would like to
see this pioneer initiative encourage
manufacturers to become aware
of the market’s expectations and
the development potential for clean
vehicles. Aren’t the European post
offices natural customers for such
a product with their fleet of more
than 300,000 vehicles?”
Jacques Saint-Marc, Secretary General of
the Inter-Ministry Group, “Mobility and Electric Vehicles.”
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La Poste continues to strengthen its actions to control
the environmental impacts of all of its business sectors.
In transportation, new industrial sites and future offices, letters,
stamps and communications, La Poste chooses ecological progress.

A new deal
to change the game

DELIVER POLLUTION FREE
To cope with its major challenge, CO2 emissions from
its transportation, La Poste is working on all levers.
It optimises fill-ups of lorries and the organisation
of rounds to reduce the kilometres travelled. It favours
less polluting means of transportation, prefers the TGV
to the airplane and in 2007 is launching a consultation
for the delivery of 500 electric vehicles in 2008 out
of a potential of 10,000 electric vehicles by 2011.
It is working on its drivers’ behaviours through ecodriving training courses and encourages its customers
to pick-up their parcels in the Cityssimo pick-up and
drop-off points to limit travel in the city centre.

ENVIRONMENT

R ONMENT

33

Mail and La Banque Postale are committed
to eco-building approaches (based on the High
Environmental Quality standard). Each post office
renovation jobsite is subject to a search to improve
the environmental quality and use of renewable
energies.

DESIGN AND COMMUNICATE
RESPONSIBLY

SUSTAINABLE CONSTRUCTION
AND RENOVATION

The “For the Planet” product line is developing in all
business sectors. Mail markets an eco-book that includes
12 stamps instead of 10 for approximately the same
quantity of paper and uses paper from certified forests.
Internally, La Poste follows a policy of responsible
paper use and reduced consumption: widespread
use of recycled paper in all business communication
mediums and forms.

To reduce the environmental impact of its sites, La Poste
integrates environmental criteria in the construction
or renovation of its buildings.

For more information, consult La Poste Group’s 2007
Sustainable Development Report.

LaPoste_0706215_RA_GB.qxp

19/06/07

15:34

Page 34

TRUST AND CONFIDENCE

CORPORATE
GOVERNANCE

34

SOCIAL RESPONSIBILITY:
COMMITMENT

ACQUISITIONS:
THE CONQUEST

In 2006, the Vigeo consulting firm performed two social
responsibility audits. One covered La Poste Group’s
corporate structures and the other Mail’s management.
The objective was to assess management’s consideration
for the stakeholders and to identify risks and control them.
The audits examined six themes closely: human resources,
human rights, corporate governance, relations with
subcontractors, customers and suppliers, the environment
and society commitment.
La Poste’s high level of commitment to corporate social
responsibility was evident and thorough and is now renowned.

In 2006, La Poste Group’s Board of Directors gave the green
light to strategic acquisitions: the acquisition of the French
desktop publishing group, Orsid, consolidates the Group’s
positions in the mail value chain and the purchase of the
Exapaq network strengthens GeoPost’s leadership position
in France. The acquisition of new franchises in the Seur
network strengthens its presence in Spain and the construction
of the intercontinental network has commenced.

BOARD OF DIRECTORS:
EFFECTIVENESS
La Poste Group’s Board of Directors carried out a selfevaluation of its operations during the year. This mission
was entrusted to Mr. Jean-Michel Hubert, Chairman
of the Quality and Sustainable Development Committee.
Through a questionnaire, the Directors expressed their
satisfaction with the Board’s operations with regards
to the preparation of sessions, the holding of specialised
committee meetings and the quality of these discussions,
which their regular attendance in 2006 (91%) confirms.

REGULATIONS:
ADAPTATION
In 2006, La Poste’s Board of Directors examined the draft
decrees regarding universal postal service, land use
and regional development, French administrative county
Commissions concerning the territorial postal presence
and the national postal territorial compensation fund.
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BOARD OF DIRECTORS at 31 December 2006
Bruno BÉZARD
Director General
of the State Holding Agency
Ministry of the Economy,
Finance and Industry
Hugues BIED-CHARRETON
Department Manager,
Budget Directorate
Ministry of the Economy,
Finance and Industry
Dominique MAILLARD
Director General, Energy
and Raw Materials
Ministry of the Economy,
Finance and Industry
replaced by

Pierre-Franck CHEVET
as of 2 April 2007

Pierre MIRABAUD
Inter-ministry Delegate,
Land Use and Regional
Competitiveness (DIACT)
Department of the Prime
Minister Ministry of
the Interior and Land Use
Patrick RAUDE
Director, Media Development
Department of the Prime
Minister Ministry of Culture
and Communications
replaced by

Cécile DUBARRY
as of 6 March 2007

Patrice RAULIN
Director General of Maritime
Affairs and Transport
Ministry of Public Works
Transport, Tourism
and Maritime Affairs
Henri SERRES
Deputy Chairman,
Advisory Committee on
Information Technology
Ministry of the Economy,
Finance and Industry
replaced by

Pascal FAURE
as of 24 January 2007

MEMBERS WITH
QUALIFIED STATUS
Jean-Paul BAILLY
Chairman of the Board
of Directors of La Poste
Jean-Michel HUBERT
Acting Chairman, Advisory
Committee on Information
Technology
Philippe LEMOINE
Chairman and Chief
Executive Officer, LaSer
Chairman of the Board
of Directors of LaSer
Cofinoga
Colette LEWINER
Vice-President, Global leader
EU&C and Global leader
Marketing Cap Gemini
Françoise MALRIEU
Managing Partner,
Aforge Finance

Jacques PÉLISSARD
Président of the French
Mayors Association
Élyane ZARINE
Secretary General
of ORGECO (French
Consumer Organisation)
PERSONNEL
REPRESENTATIVES
Pascal BAROIS
Sales assistant,
Beuvry post office (62)
Sponsored by
the CGT labour union
Michelle BOULESTEIX
Senior Executive, Financial
Services Operations (75)
Sponsored by
the CGT labour union
Françoise CARVAL
Counter clerk,
Caen post office (14)
Sponsored by
the SUD labour union
Anne-Marie FOURCADE
Representative of
the CIGAP manager,
Paris-Montparnasse (75)
Sponsored by
the CGT labour union
Nicolas GALEPIDES
Specialist Manager,
DISF (Financial Services
IT Management
Department) (75)
Sponsored by
the SUD labour union

Marie-Pierre LIBOUTET
Director of Communications,
DD LPGP, Haute-Vienne (87)
Sponsored by the CFDT
labour union
Didier ROSSI
Representative of the Project
Director, DEX LPGP Paris
1st suburb ring (75)
Sponsored by
the FO labour union
GOVERNMENT
REPRESENTATIVE
Luc ROUSSEAU
Director General of Industry
REPLACEMENT
Emmanuel CAQUOT
Head of the Department
of Manufacturing Industries
and Postal Activities
STATE CONTROLLER
Jacques GRAINDORGE
Head of the General
Economic and Financial
Audit task force for La Poste
SECRETARY TO
THE BOARD OF DIRECTORS
Ludovic PROVOST
Head of the office of the
Chairman and of the CEO
Secretary to the Board of
Directors and to the Group’s
management bodies

SPECIALISED COMMITTEES
STRATEGY COMMITTEE

AUDIT COMMITTEE

Duties and responsibilities:
• prepare for discussions
by the Board of Directors
in respect of the multi-year
strategic plan;
• make recommendations
concerning the execution of
the strategic operations of the
Company and its subsidiaries;
• ensure compliance with the
multi-year contract signed
with the French State;
• monitor the implementation
of the Group’s main projects;
• assist with changes in the
Group’s operations.

Duties and responsibilities:
• ensure the quality and
reliability of the financial
information produced;
• oversee the effectiveness of
the internal control system.

Chairman:
Colette LEWINER
Members:
Bruno BÉZARD
Patrice RAULIN
Nicolas GALEPIDES
Marie-Pierre LIBOUTET
Didier ROSSI

Chairman:
Philippe LEMOINE
Members:
Bruno BÉZARD
Hugues BIED-CHARRETON
Michelle BOULESTEIX

QUALITY AND SUSTAINABLE
DEVELOPMENT COMMITTEE
Duties and responsibilities:
• assess the satisfaction
of La Poste customers
on a regular basis;
• analyse the quality
of the service delivered
to customers;
• monitor the good practices
in terms of services supplied
to customers;
• examine the good practices
in terms of sustainable
development and corporate
social responsibility.
Chairman:
Jean-Michel HUBERT
Members:
Pierre-Franck CHEVET
Élyane ZARINE
Pascal BAROIS

Each committee met four
times in 2006.

CORPORATE GOVERNANCE

FRENCH GOVERNMENT
REPRESENTATIVES
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Georges LEFEBVRE

Jean-Paul BAILLY

Philippe LAZARE

Dominique BLANCHECOTTE

EXECUTIVE
COMMITTEE

Jean-Paul BAILLY
Chairman
Georges LEFEBVRE
Chief Executive Officer,
Director of Human Resources
and Employee Relations
Paul-Marie CHAVANNE
Executive Vice-President,
Director of Parcels,
Chairman of GeoPost

Patrick WERNER

Philippe LAZARE
Executive Vice-President,
Director of La Poste Retail Outlets
and Regional Development,
Chairman and CEO
of Poste Immo
Raymond REDDING
Executive Vice-President,
Director of Mail,
Chairman of Sofipost
Patrick WERNER
Executive Vice-President,
Chairman of the Executive Board
of La Banque Postale,
Chairman of SF2
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EXECUTIVE
COMMITTEE
The operational
management body,
it defines the Group’s
major orientations.
It includes 11 members
and meets once week.

MANAGEMENT
COMMITTEE

Paul-Marie CHAVANNE

GROUP
COMMITTEE

Nicolas DUHAMEL

Raymond REDDING

This committee is a thinktank where members
exchange views. It includes
94 members and met
three times in plenary
sessions to discuss themes
related to the Group’s
strategic orientation.

MANAGEMENT
INFORMATION COMMITTEE
This committee plays
an informational role.
It meets at least twice a year
and has 400 members.

Vincent RELAVE

Nicolas ROUTIER

Nicolas DUHAMEL
Executive Vice-President,
Chief Financial Officer

Dominique BLANCHECOTTE
Chief of Staff of the Chairman
and of the Chief Executive Officer

Marc-André FEFFER
Executive Vice-President,
Director of Development Strategy,
International and Legal Affairs
and Regulation

Vincent RELAVE
Director of Communications
Nicolas ROUTIER
Chairman and Chief Executive Officer
of Mediapost, Chairman of Société
de Traitement de Presse and of Neopress,
Advisor to the Chairman

CORPORATE GOVERNANCE

Marc-André FEFFER

This committee is
responsible for Group
reporting. It is made
up of 37 members and
meets once a month
to review Group results,
the business activities
of the operating entities
and the progress made
in rolling out projects.
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CONSOLIDATED FINAN C
CONSOLIDATED PROFIT AND LOSS ACCOUNT
in euro millions

38

Turnover – Mail
Turnover – Express Deliveries
Turnover – Parcels
Turnover – La Poste Retail Outlets
Turnover – Property
Turnover from commercial activities
Banking operating income
Banking operating expenses
Net banking income
Other income from operations
Operating income
Purchases
Other external charges
Taxes other than on income
Personnel costs
Charges to amortisation, depreciation and provisions
Provision for banking risk
Operating expenses
Operating profit
Interest income and expense
Consolidated income before non-recurring items and tax
Non-recurring income and expense
Corporate income tax
Profit of fully-consolidated companies
Income from companies accounted for by the equity method
Amortisation of goodwill
Net profit before minority interests
Minority interests
Net profit

31/12/2006

31/12/2005 pro forma

11,316
2,932
1,238
25
6
15,517
7,969
(3,386)
4,583
214
20,314
(736)
(5,051)
(1,076)
(11,841)
(653)
(8)
(19,365)
949
(111)
838
4
(120)
722
148
(76)
795
(6)
789

11,242
2,534
1,155
32
1
14,964
6,212
(1,903)
4,310
187
19,461
(671)
(4,659)
(985)
(11,638)
(704)
(27)
(18,684)
777
(86)
691
16
(215)
492
131
(53)
570
(13)
557

The pro forma consolidated profit and loss account drawn up for the 2005 financial year takes into account reclassifications intended to harmonise 2005 data with the new presentation
of the consolidated profit and loss account adopted in 2006 due to the creation of La Banque Postale on 31 December 2005. The main result of these reclassifications is a transfer
of net income of €17 million from interest income and expense to operating profit, and a transfer of net income of €5 million from non-recurring income and expense to operating profit.

LA POSTE’S CIVIL-SERVANT
EMPLOYEE PENSIONS:
AN EQUITABLE REFORM
The financing reform of La Poste’s civil-servant
employee pensions(1) will progressively align
La Poste’s contributions with those of companies
in the postal and banking sector. Implementation of
this reform resulted in the payment of an exceptional
lump sum contribution. The different contributions
are centralised and paid to the State by La Poste’s
national public pension financing institution.
The government continues to pay civil-servant
employee pensions. Pension rights are unchanged.
(1) Subject to its validation by the European Commission.

RETIRED CIVIL-SERVANTS

PENSIONS

LA POSTE

EXCEPTIONAL LUMP
SUM CONTRIBUTION
EMPLOYER DEDUCTION AT
SOURCE AND COMPETITIVE
FAIRNESS CONTRIBUTION
+ PAYROLL CONTRIBUTION

STATE

PUBLIC
INSTITUTION*
* La Poste’s national public pension
financing institution.
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N CIAL STATEMENTS
CONSOLIDATED BALANCE SHEET
in euro millions

31/12/2006

31/12/2005 pro forma

391
1,195
3,739
2,154
5,892
637
1,173
9,288
152
14
1,409
921
2,344
39,608
22,909
14
62,530
16,176
20,641
197
1,113
38,127
6,264
1,709
2,150
3,859
113,277
122,565

323
802
3,761
1,776
5,538
531
1,079
8,272
121
8
1,335
716
2,059
40,918
16,103
4
57,025
14,088
19,066
188
11,150
34,492
5,894
6,838
824
7,662
107,253
115,525

1,219
1,040
209
(300)
(22)
789
2,935
42
1,558
5,964
1,341
7,305
8,903
32
1,144
1,572
1,732
4,480
91,214
6,127
118,029
122,565

1,219
1,040
209
1,273
(23)
557
4,275
43
1,722
4,173
901
5,073
4,103
17
1,040
1,087
1,616
3,761
90,735
5,812
109,484
115,525

Intangible assets
Goodwill
Land and buildings
Other tangible assets
Tangible assets
Investments
Investments in companies accounted for by the equity method
FIXED ASSETS
Stocks and work in progress
Advances
Trade receivables
Other receivables
Non-banking operating receivables
Investment securities
Trading securities and securities held for sale
Securities held for portfolio management purposes
Banking securities portfolio
Interbank time deposits and loans
Loans to banking customers
Due from banking customers
Other banking business debtors
Banking business loans and debtors
Accruals and other assets and miscellaneous debtors
Banking business equivalents
Cash and cash equivalents (non-banking business)
Cash and cash equivalents
CURRENT ASSETS
TOTAL

LIABILITIES
Initial equity
Capital injections
Other equity
Reserves
Translation adjustments
Net profit for the year
Equity
Minority interests
Provisions for liabilities and charges
Bonds and other debt securities
Other borrowings
Total borrowings
Financial debt from the banking business
Advances
Trade creditors
Accrued taxes and personnel costs
Other operating liabilities
Operating liabilities
Customer savings account deposits – banking business
Accruals and other assets and miscellaneous creditors
Debts
TOTAL
The pro forma consolidated balance sheet includes dedicated lines for assets and liabilities relating to banking operations.

CONSOLIDATED FINANCIAL STATEMENTS

ASSETS
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KEY FIGURES
The Group’s total turnover was up 4.3% this year, crossing the 20 billion euro
milestone to reach 20.1 billion euros. Growth was 3% on a constant
scope and exchange basis. Turnover generated outside France represented
15.2% of the total. 70% of the Group’s business in 2006 was realised
in fully deregulated markets.

BREAKDOWN OF TURNOVER BY BUSINESS SECTOR
PARCELS
6.2%

EXPRESS
14.6%
MAIL
56.4%

LA BANQUE POSTALE
22.8%

40

MAIL

j +0.7%

2006

11,316

2005

11,242

PARCELS

j +7.2%

2006

1,238

2005

1,155

in euro millions

in euro millions

Mail recorded total turnover of 11.316 billion euros, up 0.5%
at constant rates basis. Volumes declined 1.1%, influenced by the
development of e-mail and some large mail senders’ rationalisation
of their mailings. This underlying drop
in volumes was limited by the rollout of the enriched product
mix in a context of continuously improving delivery performance.
Consequently, in 2006, 81.2% of first class letters were delivered
the next day, or 2.1 points better than to 2005.

Total turnover progressed 7.2% to 1.238 billion euros. This vigorous
growth was due in particular to a larger proportion of tracked
parcels (75% of total sales vs. 60% in 2005) and an increase in traffic
stimulated by the boom in electronic commerce. The delivery service
quality on 2nd-day delivery tracked parcels reached 91% in 2006,
a gain of 2 points over 2005.

EXPRESS

j +15.7%

2006

2,932

2005

2,534

LA BANQUE POSTALE

j +6.3%

2006

4,583

2005 pro forma

4,310

in euro millions

in euro millions

Total turnover amounted to 2.932 billion euros, a sharp increase
of 15.7%. Other than changes in exchange rates and scope, of which
the main change in scope was the successful integration of Exapaq,
growth was 6.5% over the whole year, sustained by good business
activity, especially in Eastern Europe, Germany and the United Kingdom.

At the end of its first year of activity, La Banque Postale’s Net Banking
Income (NBI) was 4.583 billion euros, an increase of 6.3% compared
to Financial Services’ pro forma consolidated business activity in 2005.
Excluding the write-back of the Home Savings provision and
the impact of specific items in the year, NBI grew 4.6%. This increase
was based in particular on the dynamism of the life insurance and
personal risk insurance businesses and the improvement in customers’
equipment. In a very competitive market, the amount of recorded
home loans increased 25%, driven by the expansion at the beginning
of the year in the product mix offered to consumers. Total savings and
demand deposits collected by La Banque Postale grew 3.8% to reach
239.7 billion euros at 31 December 2006.
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TOTAL TURNOVER

+4.3%

2006

20,100

2005

19,274

in euro millions

x1.2

OPERATING INCOME
2006

949

2005

777

in euro millions

NET PROFIT

1.640
BILLION EUROS

+0.7 points

2006

4.7

2005

4

as a %

The operating margin is getting close to that of the best postal operators.

INVESTMENTS

INVESTMENTS

70%

OF BUSINESS ACTIVITY
IN COMPETITIVE MARKETS

2006

1,640

2005

958

in euro millions

All of the profits were allocated to modernisation and development
investments, 90% of which were self-financed.

NET PROFIT LEAVES THE GROUP

15.2%

OF TURNOVER GENERATED
OUTSIDE FRANCE

x1.7

x1.4

2006

789

2005

557

in euro millions

Solid profits show the Group’s continuous improvement
in economic performance.

KEY FIGURES

OPERATING MARGIN
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A STORY WITH
NEW PROJECT: PERFORMANCE AND CONFIDENCE

42

La Poste will be the services group
Bolstered by progress to date,
par excellence
La Poste has drawn up
Its core business is community-based services:
at home, for the individual and the business world.
the broad
outline
of its
La Poste
poursuit
le déploiement
de sa
To become the uncontested leader, La Poste will
strengthen
stratégie
de Performances
et dethe relationship of trust it has successfully
2008-2012
strategic
plan.
developed by building its solutions with its customers,
Convergences,
quiits
fixe sabytrajectoire
pour la
It includes
the levers of
committing to performance and by keeping
promises. Ladans
Poste’ssa
development of synergies
2003-2007. Avantitsd’entrer
success:période
industrialisation,
between its business sectors, its use of new
dernière ligne droite, La technologies
Poste faitand
leitsbilan
range of innovative services
growth,
synergies and
will make
difference against the competition.
du chemin parcouru et c’est
unetheréussite
Europe.
It also includes
dans tous ses métiers. LaResponsible
Poste poursuit
le
and a winner
a strong
determination
déploiement de sa stratégie
While de
the total deregulation of mail in Europe
is under discussion in Brussels, the Group is fighting
to invent an
original
model,
Performances et de Convergences,
qui fixe
to maintain a universal quality service, guaranteed
as effective
as it is human.
sa trajectoire
pour la période
2003-2007.
by robust
and perennial financing conditions.

At the same time, it will develop alliances to win
Avant d’entrer dans sa dernière
ligne droite,
market share in Europe. La Banque Postale will seek
La Poste fait le bilan du chemin
et services with consumer
to completeparcouru
its products and
loans and property and casualty insurance.
c’est une réussite dans tous
ses métiers. La
The Group will complete it industrialisation to guarantee
Poste poursuit le déploiement
sa and finalise its employee relations
its servicede
quality
model to strengthen the quality of employment.
stratégie de Performances et de
Convergences, qui fixe saConsideration
trajectoire for
pour
the la
individual will remain
the
Group’s
binding
force
période 2003-2007. Avant d’entrer dans sa
Everyone is different and everyone is important:
dernière ligne droite, La all
Poste
leadopt
bilan
Group fait
entities
this position to increase
confidence.
Mail
and
Parcels
du chemin parcouru et c’est une réussite provide specific solutions
for each market: VSE or CAC 40 companies. From
dans tous ses métiers. Ladestitute
Poste
poursuit
customers
to thele
most affluent, La Banque
Postale
is
open
to
everyone.
The elderly person at
déploiement de sa stratégie de
home and the young active person living in a large
Performances et de Convergences,
qui
fixe
metropolitan area
benefit
from the same access
to
La
Poste’s
services.
The
sa trajectoire pour la période 2003-2007. consideration for everyone
and the personalised response to everyone’s
Avant d’entrer dans sa dernière
ligne
droite,
requirements
will remain
La Poste Group’s mark of
confidence
and
the
driving
force behind performance.
La Poste fait le bilan du chemin parcouru et
c’est une réussite dans tous
sesGroup
métiers.
La Poste
is doing much more

than modernising; day-after-day it reinvents
the contemporary public service that
is accessible to everyone.
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Interview vith the Chairman
A history with the meaning

Page 2
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La Poste will be
a multibusiness group,
a leader in proximity
services. A highperformance European
group with a difference,
basing its success on
consideration for others
and trust from all.”
JEAN-PAUL BAILLY
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