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Créée en 1961, Lonsdale est une agence 
leader du branding et design, que j’ai 
reprise en 2007 et qui accompagne 
toutes les marques – entreprises et 
institutions, produits et services, lieux 
et enseignes – dans la définition de 
leur singularité et active avec elles des 
expériences omnicanales cohérentes 
et performantes. 

Agence indépendante de 250 talents, 
Lonsdale accompagne plus de 200 
marques de tous secteurs - grands 
groupes internationaux et natio-
naux, PME et start-ups, en Europe, au 
Moyen-Orient et en Asie.

Or nous le savons, les marques sont 
vectrices de transformation. De plus 
en plus, à ce titre, elles sont attendues 
pour leur contribution à une société 
plus inclusive, plus équitable et plus 
durable. En tant qu’agence experte des 
marques et du design, nous sommes Frédéric Messian, President

bien placés pour les accompagner à 
concevoir de nouveaux imaginaires et 
les incarner de manière tangible. 

A notre échelle, nous les aidons à 
faire mieux et veillons à améliorer nos 
propres pratiques, internes et externes. 
Nous sommes convaincus que les so-
lutions ne peuvent être que collectives 
et que les entreprises, dont Lonsdale, 
ont un rôle important à jouer face à 
l’urgence environnementale et aux 
défis sociétaux. C’est le sens de notre 
adhésion au Pacte Mondial de l’ONU 
depuis 2020, qui guide nos actions en 
termes de RSE et nous engage dans 
une démarche de progrès continu. Ce 
rapport permet de prendre la mesure 
des bonnes pratiques déjà mises en 
place et du chemin qu’il reste à par-
courir.
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Created in 1961, Lonsdale is a leading 
brand consultancy and design agency, 
which I took over in 2007. Lonsdale 
has supported brands of all types – 
companies & institutions, products & 
services, retail places and offices – in 
defining their uniqueness and building 
coherent and efficient omnichannel 
experiences.

As an independent agency with 250 
talented individuals, Lonsdale sup-
ports more than 200 brands from all 
sectors – major international and 
national groups, SMEs and start-ups – 
in the Middle-East and in Asia.

As we all know, brands are catalysts for 
transformation. And for that reason, 
there are now higher expectations for 
them to contribute to a more inclusive, 
fairer, and more sustainable society. 
As experts in brands and design, we’re 
perfectly positioned to help them

At our level, we’re not only helping 
them become the best they can be – 
we’re also ensuring we improve our 
own practices, both internally and 
externally. We are certain that some 
solutions can only be solved together 
and that businesses such as Lonsdale 
have an important role to place in light 
of social issues and the climate crisis. 
That is why we’ve been a member of 
the UN Global Compact since 2020, 
which serves as a framework for our 
CSR policy and ensures that we’re 
constantly looking for new ways to 
improve. This compact allows us to 
take stock of the effective measures 
we’ve already brought in and helps us 
identify the work that still needs to be 
done.

create new possibilities and assist in 
bringing them to fruition.
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MUTUALISING OUR ACTIONS  
AT DIFFERENT LEVELS

Notre rapport RSE permet de 
mesurer les bonnes pratiques 
déjà mises en place et de partager 
une image à date des avancées. 
Il nous montre aussi le chemin 
qu’il reste à parcourir et nous permet 
de fixer les objectifs d’une démarche 
ambitieuse.

Pour valider cette approche, nous 
nous sommes soumis à plusieurs 
évaluations.

NOTRE POLITIQUE 
RSE S’ARTICULE 

AUTOUR DE 
PLUSIEURS AXES 

DE PROGRÈS 

Limiter nos impacts 
environnementaux

en réduisant nos 
émissions comme 
à travers le choix 

de nos fournisseurs.

Placer l’humain 
au cœur, 

avec un souci du bien-
être et de la qualité de 

vie au travail, mais aussi à 
travers nos engagements 

citoyens.

Accompagner nos clients 
dans l’amélioration 

de leurs pratiques et 
sensibiliser l’ensemble 

de notre écosystème aux 
questions sociétales et 
aux enjeux actuels de 

développement durable.
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Our CSR report lets us take stock of 
the effective measures in place and 
provides us with an up-to-date 
image of our progress. In addition, it 
shows the work that still needs to be 
done and allows us to set ourselves 
forward-thinking goals.

To validate this approach, we are 
subject to a range of assess-
ments.

Putting people 
first, 

by prioritising wellbeing 
and quality of life in the 

workplace, as well as 
through our social commit-

ments.

OUR CSR POLICY 
IS STUCTURED 

AROUND SEVER-
AL AREAS OF 

IMPROVEMENT

Limiting our 
environmental 

impact by reducing 
emissions, as seen 

by our choice of 
suppliers.

Supporting our clients to 
improve their practices 
and raising awareness of 
social responsibility and 
the current challenges of 
sustainability throughout 

our industry.
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A RENOWNED  
APPROACH

La plate-forme internationale 
EcoVadis évalue les entreprises 
sur leur performance 
environnementale et leur 
responsabilité sociale 
d’entreprise (RSE), selon 

conditions de travail, 
éthique des affaires, chaîne 
d’approvisionnement.

Nos efforts en termes 
de performances 
environnementales, sociales et 
éthique ont été reconnus par 
EcoVadis, qui nous a attribué 
le niveau « Argent » en 2023, 
score qui distingue le top 25% 
des entreprises évaluées.

CSR performance:  Insufficient Partial Good Advanced Excellent Average industry score

65/100

69th
percentile

GLOBAL SCORE

70 /100

Weight

ENVIRONMENT

70 /100

Weight

LABOUR & HUMAN RIGHTS

60/100

Weight

ETHIC

50/100

Weight

SUSTAINABLE PROCUREMENT
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The globally recognised Eco-
Vadis platform assesses com-
panies on their environmental 
performance and corporate 
social responsibility (CSR) in 4 
key areas: environmental 
impact, labour conditions, 
business ethics, and
procurement practices. 

Our environmental, social, 
and ethical commitments 
have been recognised by 
EcoVadis, earning us a Silver 
medal in 2023 and ranking 
Lonsdale in the top 25% of all 
evaluated companies.
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HUMAIN
Parce que dans nos métiers de création, la place de l’humain 
est centrale, nous avons toujours cultivé naturellement 
des valeurs de bienveillance, de solidarité et d’entraide.

En tant qu’employeur nous considérons comme essentiel 
d’offrir à nos collaborateurs un environnement de travail 
stimulant et épanouissant, et une culture de confiance dans 
laquelle l’égalité des chances, le respect de leur vie privée 
et leur bien-être prédominent. 
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HUMANS
Because our creative work wouldn’t be possible 
without humans, we’ve always sought to organically 
create a welcoming culture that promotes solidarity 
and cooperation. 

Our priority as an employer is to create a stimulating 
and fulfilling work environment for our collaborators 
and ensure that we uphold a culture of trust, with 
equal opportunity, privacy, and wellbeing placed
at the forefront.
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80% 82%
des collaborateurs jugent que 
« dans l’ensemble, Lonsdale est 
une entreprise dans laquelle il 
fait bon travailler ».

of people asked felt like their manager trusts them 
and were able to work effectively without the need 
for constant monitoring.

des salariés estiment que 
l’atmosphère de travail 
à l’agence est plaisante. 

84%

*According to the Trust Index – Great Place to Work 2023 survey and from an 84% 
response rate from 179 respondents

HUMANS

of participants are able to count on their colleagues  
or other team members to help.

89%

STRENGTHENING  
ENGAGEMENT BY  
BEING OPEN

Tous les ans, depuis 2017, 
nous mesurons la réalité 
de nos valeurs phares 
que sont la bienveillance
et le respect à travers 
des enquêtes anonymes 
auprès de chaque 
collaborateur. Ce qui nous 
permet de réfléchir à des 
points d’amélioration, 
de corriger certaines 
pratiques ou de mettre 
en place des points de 
vigilance pour obtenir, 
chaque année, des 
résultats toujours 
plus encourageants.

2023*

06

Every year since 2017, we 
have measured how true 
we are to our key values, 
those being openness 
and respect, by issuing
all collaborators with 
anonymous surveys.
This lets us reflect on 
areas of improvement, 
correct certain practices, 
and implement 
checkpoints to ensure 
that results are more 
encouraging each year. of collaborators believe that 

“Overall, Lonsdale is a good 
place to work.” 

of employees said that the 
working environment at the 
agency is pleasant.
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OFFERING EVERYONE THE SAME 
DEVELOPMENT OPPORTUNITIES

NOUS MESURONS CHAQUE ANNÉE 
NOTRE INDEX D'ÉGALITÉ HOMMES-
FEMMES 
Notre index d’égalité Femmes/Hommes 
calculé en 2023 conformément à la loi 
Avenir Professionnel, est de 95/100, 
preuve de notre engagement en faveur 
de l’égalité professionnelle. 
Nous vérifions la parité représentative 
au sein du comité des managers et du 
comex et nous sommes extrêmement 
vigilants quant à la répartition des 
embauches féminines et masculines 
pour atteindre une plus grande mixité, y 
compris dans notre équipe de direction.

NOUS PENSONS QUE LE TALENT 
N’A PAS DE DATE D’EXPIRATION
Tout comme la valeur n’attend pas le 
nombre des années. Chez nous l’âge 
n’est pas un facteur de recrutement 
ou de licenciement. Nous sommes 
et serons toujours plus sensibles à 
l’expertise et à la créativité qu’à une 
date de naissance sur un CV.

4 women and 3 men on 
the Executive Committee.

49% of men and 52% 
of women are managers

43% of men and 57% of women 
on the management committee

Average age within  
the agency is 39 and 
a half.

2023 :

94%
of collaborators said they 
were treated fairly 
irrespective of gender1 .

1 : According to the Trust Index – Great Place  
to Work 2023 survey and from an 84% 
response rate from 179 respondents 
2 : According to internal data.
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WE REVIEW OUR GENDER 
EQUALITY INDEX EVERY YEAR
Our Gender Equality Index, calculated 
in 2023 in accordance with the 
Professional Futures Act, is 95/100, 
proof of our commitment to equality
in the workplace. We review the 
representative parity within the 
management committee and the 
executive committee and we are 
extremely vigilant about the numbers 
of male-to-female hires to ensure a 
greater diversity, including within in 
our executive team.

WE BELIEVE THAT TALENT HAS NO 
EXPIRY DATE
Age is not an indicator of value. In our 
company, age isn’t a factor for hiring 
or firing. We are and always will be 
more interested in your expertise and 
creativity than the date of birth on 
your CV.
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TOUTES NOS ANNONCES 
SONT ÉVIDEMMENT NON 
GENRÉES. 
Elles sont accompagnées 
du texte suivant : 
« l’entreprise valorise la 
diversité des personnes 
qu’elle embauche 
en favorisant un 
environnement de travail 
dont les différences 
individuelles sont 
reconnues, appréciées, 
respectées et valorisées
de façon à développer 
le plein potentiel de 
chacun ». Dès le premier 
contact avec les candidats 
nous affichons ainsi 
nos valeurs.

HUMANS

VALUING AND RESPECTING EVERY  
INDIVIDUAL WITHOUT EXCEPTION

2023 :

87%

35h

des personnes interrogées 
estiment être traitées 
comme un membre de 
l'entreprise à part entière 
quelle que soit leur fonction .

Environ 35 heures 
de formation sur le sujet des 
comportements sexistes .

1 : According to the Trust Index – Great Place to Work 2023 survey and from an 84% 
response rate from 179 respondents 2: According to internal data.

93%

98% 30

des collaborateurs affirment 
être traités équitablement 
quelle que soit leur origine 
ethnique .

des collaborateurs affirment 
être traités équitablement 
quelles que soient leurs 
orientations sexuelles .

managers ont été formés 
sur le sujet des agissements 
sexistes .

NOUS VEILLONS À CE 
QUE LA BIENVEILLANCE 
SOIT UNE RÉALITÉ AU 
SEIN DE L’AGENCE.
Nous sommes convaincus 
que la singularité de 
chacun est une richesse 
pour les métiers de 
la création comme 
les nôtres. Aussi nous 
créons les conditions 
pour permettre à chaque 
collaborateurs d’être elle 
ou lui-même quel que 
soit son âge, son sexe, 
son identité de genre ou 
encore son orientation 
sexuelle.

NOUS LUTTONS CONTRE 
LES DISCRIMINATIONS 
Afin de nous préserver 
autant que possible 
des risques de 
harcèlement sexuel et 
des comportements 
sexistes, nous avons 
organisé une formation 
auprès des managers en 
2023. Un référent anti-
harcèlement a également 
été nommé au sein du 
CSE. Nous travaillons 
actuellement sur une 
campagne d’affichage 
interne pour interpeller 
nos collaborateurs sur les 
propos qui relèvent du 
sexisme, de l’homophobie, 
et du racisme.

08

ALL ANNOUNCMENTS 
WILL BE CONSCIOUSLY 
NON-GENDERED
They will be accompanied 
by the following text: 
“Our business values the 
diversity of the people we 
hire by promoting a work-
ing environment where 
individual differences are 
recognised, appreciated, 
respected, and valued so 
that everyone can reach 
their full potential.” We’ll 
ensure that we present 
these values to candidates 
from first contact.

WE WILL ENSURE THAT 
PEOPLE OUR AGENCY 
CARE.
We believe that individual 
differences are vital in a 
creative industry like ours. 
We will also create
conditions to allow every 
collaborator to be them-
selves, whatever their 
age, sex, gender identity, 
or sexual orientation.

WE WILL FIGHT AGAINST 
DISCRIMINATION
To ensure that we are 
doing all we can to 
combat sexual harass-
ment and sexist conduct, 
we are providing training 
to managers in 2023. We 
also appointed an 
anti-harassment adviser 
to our ESC. We are 
currently working on an 
internal advertising cam-
paign to educate collabo-
rators on the impact of 
sexist, homophobic, and 
racist language.

of collaborators say that 
they were treated fairly 
irrespective of sexual 
orientation1.

managers were educated 
about sexist conduct2.

of collaborators say that 
they were treated fairly 
irrespective of ethnic 
background1.

Approximately 35 hours 
of training on sexist 
behaviour2.

of people asked said that 
they were treated like a 
member of the team 
irrespective of their role1.
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Nous prenons en charge 
85% des frais de la 
mutuelle et 100% de 
la prévoyance afin que 
celle-ci ne coûte rien 
à nos salariés. Nous 
avons également choisi 
d’adhérer au service Angel 
du groupe AXA pour que 
chaque collaborateur, 
puisse gratuitement 
tchatter, obtenir un 
entretien téléphonique 
ou une téléconsultation 
avec un médecin 7J/7 
et 24h/24.

EMPLOYEE HEALTH IS 
OUR RESPONSIBILITY

Tous les Lonsdaliens qui 
adhèrent à la mutuelle 
ont automatiquement 
accès au service en ligne 
My EasySanté. Cette 
plateforme propose des 
coachings de remise 
en forme, des conseils 
en nutrition, des vidéos 
et une foule de petits 
modules pour prendre 
soin de soi au travail 
et au quotidien. 

Afin de prévenir les 
mauvaises postures 
responsables de 
nombreux troubles 
musculo–squelettiques, 
nous investissons 
dans des équipements 
complémentaires
(fauteuils ergonomiques, 
repose-pieds réglables, 
2ème écran pour les 
ordinateurs portables…) 
et nous informons nos 
collaborateurs sur les 
bonnes pratiques à 
adopter (hauteur du 
siège, temps passé sur 
les écrans, bienfaits de 
la pause…). 

We cover 85% of private  
des frais de la mutuelle et 100% 
de la prévoyance.

100%
HUMANS 09

To prevent the various 
musculoskeletal issues 
caused by poor posture, 
we’ve invested in free 
equipment (ergonomic 
chairs, adjustable 
footrests, a 2nd screen for 
laptops…) and we’ve 
educated our 
collaborators on 
adopting the right habits 
(seat height, limiting 
screen time, the benefits 
of regular breaks…).

We cover 85% of private 
health insurance and 
100% of accident 
insurance so that it 
doesn’t cost our 
employees anything. We 
also made the choice to 
sign all collaborators up 
to AXA Insurance’s 
Angel service so that 
they’re able to talk to 
and get an 
over-the-phone 
consultation or remote 
appointment with a 
doctor at any time of 
day, 7 days a week. 

Any employee with 
private health insurance 
automatically receives 
access to the My 
EasySanté online service. 
This platform offers 
advice for staying 
healthy, nutritional tips, 
videos, and a wide range 
of units to help you take 
care of yourself, whether 
you’re on or off the clock.

We cover 85% of private insur-
ance fees and 100% of accident 
insurance.
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Nous pratiquons le 
télétravail sur un mode 
hybride classique de 

2 jours à distance pour 
l’ensemble de nos salariés 
(managers également). 
Après la période de 
confinement nous avons 
défini une charte pour 
poser un cadre, assurer 
la sécurité informatique 
et la confidentialité des 
données. 

Nous sommes également 
des adeptes du flex 
office. Nous pensons que 
pouvoir s’installer dans 
l’environnement désiré 
permet de développer 

SE SENTIR BIEN INDIVIDUELLEMENT 
PARTICIPE À LA RÉUSSITE DE TOUS 

les synergies, d’impulser 
de nouvelles idées et 
de participer au plaisir 
dans le travail. Nous 
facilitons aussi le travail à 
temps partiel lorsqu’il est 
nécessaire pour les cadres 
et les non-cadres. 

Par l’intermédiaire 
des services de la 
Conciergerie Quatre 
Épingles, nous allégeons 
les contraintes 
personnelles de nos 
collaborateurs en leur 
donnant accès à des 
commerçants et des 
services sans contrainte 
de déplacement et de 
temps. 

Enfin pour permettre aux 
jeunes parents de trouver 
une place de crèche 
proche de leur domicile et 
simplifier leur quotidien, 
depuis septembre 2018, 
nous disposons de 

avec Crèches de France, 
l’opérateur de crèches 
privées détenteur de 
l’un des plus importants 
réseaux de crèches en Île-
de- France. 
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FEEL GOOD INDIVIDUALLY, 
SUCCEED TOGETHER

We offer remote working 
using a standard hybrid 
model of 3 days in the 
office and 2 from home 
for all our employees 
(managers included). 
After lockdown, we set up 
a charter to implement a 
framework and ensure 
our  data is secure and 
private.

We have also adopted a 
hot desking scheme. We 
believe that being able to 
set up in your preferred 
setting allows you to 
develop  synergies, 
explore new ideas, and 
get the most from your 
time at work.

Finally, to help young 
parents find a nursey 
place near their home 
and make their lives 
easier, from September 
2018, we’ve acquired 3 
nursey places through  a 
partnership with 
Crèches de France, a 
private nursery 
organisation with one of 
the widest networks of 
nurseries in the 
Ile-de-France region.

We also offer part-time 
work schemes for 
executives and 
non-executives when 
necessary.

Thanks to the Quatre 
Épingles concierge 
service, we are able to 
make life easier for our 
collaborators by offering 
them access to vendors 
and services without 
having to bother with the 
hassle and time of 
travelling.
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CREATING BONDS SO WE  
GET THE MOST FROM 
WORKING TOGETHER

DÈS LE PETIT-DÉJEUNER 
Tous les jours, dès 8h30, 
Le Club, notre espace 
de convivialité et de 
coworking offre le petit-
déjeuner. Chacun peut 
ainsi prendre un café 
(en grains), se préparer 
quelques tartines tout en 
tissant des liens avec des 
personnes qu’il ne côtoie 
pas forcément. 

AVEC LES SOIRÉES 
AGENCE ET LE CRÉATIVE 
SHOW 
Parce que l’esprit d’équipe 
se cultive, les soirées 
agence offrent à nos 
collaborateurs l’occasion 

d’échanger et de célébrer 
ensemble les succès, 
pour enrichir la culture 
commune.

Chaque année, le Créative 
Show organisé par les 
Directeurs de Création 
de l’agence célèbre 
la créativité made in 
Lonsdale. Ce rendez-vous 
festif met sous le feu 
des projecteurs le talent 
des collaborateurs, la 
qualité du travail réalisé, 
la diversité des projets 
et des clients et crée 
un très fort sentiment 
d’appartenance 
et de fierté.

AVEC L’INTERNATIONAL 
EXCHANGE PROGRAM 
Nous offrons aux 
collaborateurs qui le 
souhaitent et en fonction 
des opportunités, la 
possibilité de réaliser des 
échanges internationaux 
entre nos bureaux de 
Paris et Singapour, voire 
avec nos partenaires. En 
2023, deux collaboratrices 
de Singapour sont ainsi 
venues travailler un mois 
depuis le bureau de Paris, 
pour croiser les regards et 
nourrir l’inspiration.
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celebrate our success 
together, and build up a 
common culture.

Every year, the Creative 
Show organised by the 
agency’s Creative 
Directors celebrates our 
home-grown creativity. 
This festive event takes 
our collaborators’ talent 
and puts it centre stage, 
along with our 
high-quality work, and 
our diverse projects and 
clients, creating a strong 
feeling of pride and 
belonging.

FROM BREAKFAST 
Le Club, our co-working 
and communal area, 
offers breakfast every day 
from 8:30 onwards. 
Anyone can get a coffee 
(freshly brewed) and fix 
themselves a snack, all 
while connecting with 
people they may not 
usually encounter.

WITH OFFICE PARTIES 
AND THE CREATIVE 
SHOW
Team spirit is grown, not 
built. Agency parties give 
our collaborators the 
chance to meet up, 

WITH THE INTERNATIONAL 
EXCHANGE PROGRAM
If the opportunity arises, we 
offer interested collaborators 
the chance to take part in 
international exchanges 
either between our offices in 
Paris and Singapore, or even 
with our partners. In 2023, 
two Singaporean 
collaborators spent a month 
working in the Paris office to 
encounter new perspectives 
and feed their creativity.
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PRIORITISING 
COLLABORATOR 
WELLBEING

otre
agence à Singapour a obtenu le Label 
Great Place To Work® 2023/2024,
témoignant ainsi de la qualité de 
l'expérience collaborateur. 

78% 83%
des collaborateurs jugent 
que « dans l’ensemble, 
Lonsdale est une 
entreprise dans laquelle il 
fait bon travailler».

des collaborateurs 
affirment pouvoir 
compter sur l'aide de 
leurs collègues et d'autres 
membres du personnel.

of employees feel like a full member of the  
team irrespective of their role in the company.

95%
of respondents believe that management runs the 
business transparently and in respect of ethics laws.

93%

12

Following on from Paris in 2022/2023, our 
agency in Singapore was awarded Great 
Place To Work® certification for 2023/2024, 
indicating the amazing collaborator experi-
ence on offer.

of collaborators feel 
like they can count on 
colleagues or other 
staff for help.

of collaborators believe 
that “overall, Lonsdale 
is a good company to 
work for.”
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FOSTERING A STAND-OUT 
SOCIAL DYNAMIC

THE ESC
Suite à l’élection du CSE en 2021, le dialogue social 
au sein de l’agence s’est renforcé et un référent 
anti-harcèlement a été nommé. Les nombreux 
échanges sur les sujets financiers, la stratégie RH, 
la santé et les conditions de travail ont débouché 
sur toute une série d’accords collectifs comme la prime 
de partage de la valeur, mise en place en 2023.

Sur ce sujet, les membres du CSE nous ont challengé 
pour nous amener à revoir les montants de la prime 
afin d’en augmenter le nombre de bénéficiaires. 
Nous avons beaucoup échangé et ces nombreuses 
discussions nous ont permis de trouver collectivement 
une solution satisfaisante pour toutes les parties 
prenantes.

« Notre volonté est de garantir le bien-être 
et la sécurité de tous sur le lieu de travail. 
Dans ce sens, nous considérons que des 
échanges fluides et constructifs entre 
les salariés et la direction est un critère 
essentiel à la santé de notre entreprise. 
Nous avons encore des objectifs à atteindre 
mais nous sommes fiers d’y contribuer ! » 

Lonsdale Economic & Social Committee 

0,4%
The ESC’s budget 
is equivalent to 0.4% of 
the gross annual payroll.
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Following the 2021 ESC elections, labour 
relations have been strengthened within the 
agency and an anti-harassment advisor was 
brought in. Numerous discissions on financial 
matters, HR strategy, healthcare, and working 
conditions culminated in a range of collective 
agreements, such as the Value Sharing Premi-
um scheme, which was introduced in 2023.

Members of the ESC challenged us to review 
bonuses to increase the number of people that 
could benefit from them. We discussed it with 
them at length, and these conversations 
allowed us to work together to find a satisfy-
ing solution for all parties involved.

“Our goal is the ensure the wellbeing 
and safety of everyone in the work-
place. In that regard, we believe that 
free-flowing and constructive 
exchanges between employees and 
management is an essential part of 
a healthy company. We still have 
more we want to achieve, but we’re 
proud to be playing our part!”
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SHARING OUR EXPERTISE TO 
BRING PEOPLE TOGETHER

Pour la 3e année 
consécutive, en 
partenariat avec l’Union 
des Marques, nous 
animons un parcours 
micro certifié sur le 
branding et le design
dans le cadre de leur 
Brand Academy. 

Ce programme de 

nos experts aborde la 
stratégie de la marque, le 
design, le packaging, le 
retail et la créativité. Pour 
notre plus grand plaisir, 
ce partenariat est déjà 
reconduit pour 2024. 

« Le bon équilibre entre la méthodologie claire 
et structurée, les exemples concrets et l’interaction 
est particulièrement apprécié. L’expertise 
des intervenants et leur capacité à adapter leur 
discours aux différents profils d’annonceurs 
de l’Union des Marques permettent à l’ensemble 
des participants de monter en compétences 
dans ce domaine. » 

Athénaïs Rigault, 
Union des Marques,
Academy and Programs Director

25h80+ 
Of

+ 
Of
de formation dispensées 
dans le cadre de la Brand 
Academy.

personnes déjà formées par nos 
collaborateurs dans le cadre de la Brand 
Academy (dont des collaborateurs de 
Fnac-Darty, Michelin, Axa France, Engie, 
Upsa ou encore Bouygues Télécom). 

HUMANS 14

For the 3rd consecutive year, 
we hosted a micro-credential 
course on brand consultancy 
and design in partnership 
with Union des Marques as 
part of their Brand Academy 
initiative.

This 4-session program 
curated by our experts
covers brand strategy, 
design, packaging, retail
and creativity.
We’re proud to announce
that this partnership will
once again return for 2024.

“The right balance between a clear and 
structured methodology, real-world 
examples, and interactions is particularly 
appreciated. The speaker’s expertise and 
their ability to adapt their lectures to 
Union des Marques’ wide range of adver-
tisers allows all participants to develop 
skills in this area.”

80 people already trained by our collabo-
rators as part of the Brand Academy 
initiative (including collaborators with 
Fnac-Darty, Michelin, Axa France, Engie, 
Upsa, and Bouygues Télécom).

of training provided as part 
of the Brand Academy 
initiative.
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PRIORITISING INTERNAL MOBILITY 
WHEN POSSIBLE

Notre conviction est que chacun doit 
être expert de son sujet et que l’on peut 
difficilement être très bon partout. 
On ne peut pas être un grand expert 
du retail et en même temps un grand 
spécialiste du corporate. 

Toutefois, chaque fois que cela est 
possible, nous préférons une montée en 
compétences à un recrutement extérieur. 

Notre traffic manager actuelle, notre 
directrice des talents, le dirigeant de 
notre filiale audiovisuelle MakeMyDay, la 
responsable de notre studio digital sont 
les preuves que la mobilité interne est 
bien réelle au sein de l’agence. 

« Après 12 ans de direction artistique 
au sein de Lonsdale, l’agence m’a donné 
l’occasion de prendre le poste de Creative 
Traffic Manager. Entre achat d’art et 
planning créatif, j’acquière pleins de 
nouvelles compétences et je fais de très 
jolies rencontres. Créatifs, consultants, 
illustrateurs, photographes, et même 
financiers. Je reste dans mon monde 
d’avant, mais avec une vision différente ! » 

Sandrine Veillet, 
Traffic Manager
Lonsdale Corporate Division

des salarié.e.s ont bénéficié d’une promotion 
(salaire/et/ou titre) durant les 12 derniers mois.

37%

HUMANS 15

We believe that everyone should be
an expert in their field, and that it’s 
difficult to be good at everything. You 
can’t be a leading retail expert and,
at the same time, be a corporate 
specialist.

However, whenever possible, we prefer 
to develop internally rather than hire 
externally.

Our current traffic manager, our talent 
director, the director of our audiovisual 
affiliate MakeMyDay, and the manager 
of our digital studio are proof that 
internal mobility is a real possibility at 
our agency.

“After 12 years as an Artistic Director at 
Lonsdale, the agency gave me the chance 
to take up the position of Creative Traffic 
Manager. Between purchasing art and 
creating planning, I’ve acquired plenty of 
new skills and I’ve met some amazing 
creatives, consultants, illustrators, 
photographers, and even financiers.
I’m still doing what I used to, but in a new 
direction!” of employees received a promotion 

(wage/and/or title) in the last 12 months.
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!!!!ENVI-
RONME-
MENT

C’est par l’accompagnement de nos 
clients que nous pouvons véritablement 
insuffler une transition écologique et 
sociétale du secteur. Les aider à générer 
des services et des produits plus vertueux 
et plus solidaires est notre levier le plus 
puissant. Toutefois nous considérons 
qu’il est essentiel de minimiser l’impact 
de nos propres activités en diminuant 
nos émissions carbone, en valorisant 
nos déchets et en impulsant des 
comportements responsables.

ENVIRONNEMENT 16HUMANS SUPPLIERSENVIRONMENT

Thanks to the support of our clients, 
we’ve been able to instil an ecological 
and societal transition in our sector. 
Helping them generate more ethicaland 
inclusive services and products is our 
most powerful tool. However, we believe 
that it’s vital that we lessen the impact of 
our own activities by reducing our carbon 
emissions, being mindful of our waste, 
and adopting sustainable behaviour.
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OPTIMISING  
OUR CARBON FOOTPRINT

Nous avons réalisé en juin 
2023 le Bilan Carbone®
2022 de Lonsdale pour 
mesurer l'ensemble des 
émissions physiquement 
nécessaires à l'activité 
de l'entreprise, incluant 
ses activités amont 
(approvisionnement, 
fret, etc.), de production 
et aval (distribution, 
utilisation des produits 
vendus, etc.). Le Bilan 
Carbone® est une 
méthode de comptabilité 
carbone créée en France 
en 2004 par l'ADEME 
et maintenant portée 
par l'Association Bilan 
Carbone (ABC).

Digital

151,2 tCO2e
12,1%

Facilities

119,6 tCO2e
9,6%

Catering and  
accommodation

93,1 tCO2e
7,4%

Travel 

78,4 tCO2e
6,3%

Equipment 3,1%

Subcontracting 1,7%

Purchasing small supplies 1,6%

Various <1%0,5%

1 251
tCO2e

Diminution de 18% 
(-270 tCO2e) de 

l'empreinte totale 
2022 vs. 2021

57,7%
722,2 tCO2e

Service procurement

Lower indicators
compared to 2021:

Service procurement : -192 tCO2e
Digital : -103 tCO2e
Facilities : -17 tCO2e
Subcontracting : -16 tCO2e
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18% Reduction 
(-270 tCO2e) of 

total carbon 
footprint from 
2022 vs. 2021

In June 2023, we released 
Lonsdale’s Bilan Carbone® 
2022 to evaluate the total 
physical emissions needed 
for business operations, 
including upstream 
(procurement, freight, etc.) 
and downstream production 
activities (distribution, using 
sold products, etc.)
Bilan Carbone® is a carbon 
accounting method created 
in France in 2004 by ADEME 
and currently operated by 
the Association Bilan 
Carbone (ABC).
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MAKING OUR TALENT  
TRANSITION AMBASSADORS

La préservation de 
l’environnement est un axe 
majeur de notre politique RSE. 
Avec le programme Mieux-Mieux 
nous partageons entre nous, les 
conseils, les bonnes pratiques, 
les bonnes adresses pour réduire 
notre impact au quotidien. La 
sensibilisation par la formation 
et la pratique permet de 
s’approprier les sujets. 

collaborateurs ont 
déjà participé à 

4520

ENVIRONMENT

membres de l’équipe corporate ont 
assisté à une formation « Climat et 
communication responsable » organisée 
par la Fresque du Climat. 
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members of the corporate committee 
who have attended “Climate and 
Responsible Communication” training 
organised by the Climate Fresk.

Protecting the environment is a 
major focus of our CSR policy. 
With our Better-Best program, 
we’re sharing the right advice, 
the right practices, and the right 
approaches internally to reduce 
our everyday impact. Raising 
awareness through training and 
practices allows us to take own-
ership of these issues.

collaborators who 
have already attended 
2tonnes workshops.
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WORKING INTERALLY 
TO REDUCE WASTE

PLASTIC-FREE 

ENVIRONMENT

2022*

7,5 Kg
of fossil fuels prevented.

*In 2022, according to data  
collected by Cy-Clope.

37 400 m3
of water saved.

1,87 Km
of cigarette ends collected, 

18.7kg in total.

Cy-Clope’s key figures:
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SINCE 2019, WE’VE 
CRACKED DOWN
ON WASTE
We have been working with 
recycling companies such as 
Paprec for paper and 
carboard, TerraCycle for 
office supplies, and Cy-clope 
for cigarette ends, while 
toners and printer materials 
are recycled by our supplier.

We have said goodbye to 
single-use plastic products 
and sent collaborators a Gobi 
flask, a French made, 
eco-friendly and BPA-free 
product made in 
Val-de-Marne on an ESAT 
assembly line.

We have also installed water 
fountains and opted for 
coffee beans to avoid using 
capsules and limit our waste.
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PROMOTING SOFT MOBILITY 
AT THE AGENCY

Nous avons installé 
et avons mis en place le forfait mobilité durable, pour 
soutenir les collaborateurs qui souhaitent emprunter 
des moyens de mobilité décarbonée pour leurs trajets 
travail-domicile. Ils perçoivent un forfait d’environ 

.

Sandy Lasry,  
Lonsdale Strategic 
Planner

Soft mobility figures*:

13 % 48 %
En 2022, 13 % des trajets 
domicile-travail des salariés 
sont réalisés en vélo ou 
vélo électrique. Soit + 4,8 % 
en 1 an.

des trajets domicile-travail 
des salariés effectués en voiture 
sont réalisés en co-voiturage.

*According to our 2022 carbon footprint report from Sami.
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We’ve installed three electric charging stations 
and brought in sustainable transport subscriptions 
to help support collaborators looking to rent 
carbon-free vehicles for their commute. They are 
available on a monthly subscription of around 40 
euros.

In 2022, 13% of 
employees commuted by 
bike or e-bike, a 4.8% 
increase in one year.

of employee 
commutes by car 
were car-shares.

“The fact that the agency supports and 
rewards soft mobility is a real bonus 
and the reason I decided to make the 
leap. Since I’ve been commuting to the 
office by bike, I’ve saved more time and 
energy, giving me a better start to my 
day. So essentially, I’m producing less 
CO2 and I’m getting more from life 
(even if it is a lot less fun when it rains).”
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ACTION

ENVIRONMENT

PROMOTING SUSTAINABLE  
AUDIOVISUAL PRODUCTIONS

Afin d’améliorer 
collectivement la 
pratique de nos métiers, 
MakeMyDay by Lonsdale, 
la maison de production 
audiovisuelle de l’agence, 
a rejoint le groupe de 
travail interdisciplinaire 
Ecoprod. 

« Adhérent d’Ecoprod, MakeMyDay agit pour 
des productions audiovisuelles respectueuses de 
l’environnement et plus responsables. Pionnier 
dans notre secteur, nous faisons appel à des 
chargés de production formés à l’ecoproduction 
(Label Afnor) et des compensations carbone avec 
Carbonapp (Label Bas-carbone). » 

Sébastien Bouyges, 
Business Director
MakeMyDay by Lonsdale 

Ce collectif s’engage à 
l’exemplarité dans ses 
méthodes de travail et de 
création afin de parvenir à 
proposer des productions 
zéro carbone. 
Limitation des 
déplacements, lieux de 
tournages uniques, mise 

en place du tri sélectif 
et réemploi des décors 
sont autant de mesures 
qui font désormais partie 
du cahier des charges 
de chaque création 
audiovisuelle. 
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In order to collectively 
improve our industry, 
MakeMyDay by Lonsdale, 
the agency’s audiovisual 
production house, has 
joined the Ecoprod 
interdisciplinary working 
group.

Limiting travel, avoiding 
one-off shooting 
locations,and selectively 
re-using sets are all 
measures that are now 
part of the design brief
for all audiovisual projects.

This collective is 
committed to upholding 
exemplary working 
procedures and creative 
processes so that they 
can offer carbon-zero 
productions. 

“In accordance with Ecoprod, MakeMyDay advocates 
for more sustainable and environmentally-friendly 
audiovisual productions. As pioneers in our industry, 
we use production partners trained in eco-friendly 
productions (AFNOR label) and carbon offsetting 
schemes through Carbonapp (low-carbon label).
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PROMOTING A MORE SUSTAINABLE DIGITAL ENVIRONMENT

OUR RESOURCES
Nous utilisons les plateformes de pilotage 
de projet Teamwork et Figma afin de 
limiter le nombre de mails et d’envoi de 
pièces jointes, tout en fluidifiant le suivi 
du projet et le workflow créatif, à la fois 
pour nos clients et pour l’agence.

OUR APPROACH
Dès la conception des supports print 
ou digitaux, nous intégrons les bonnes 
pratiques permettant de limiter leur 
impact environnemental, aussi bien 
au moment de leur production que 
de leur usage.

OUR CERTIFICATIONS
Nous sommes certifiés ISO 27001, ce qui atteste que 
nous avons mis en place un système de management 
de la sécurité de l’information efficace pour identifier 
les cyber-menaces, maîtriser les risques associés aux 
informations cruciales des organisations et mettre 
en place les mesures de protection appropriées 
afin d’assurer la confidentialité, la disponibilité 
et l’intégrité de l’information pour nous et nos clients. 
Nous sommes également formés aux méthodologies 
Access 42, pour intégrer les enjeux d'accessibilité 
à l'ensemble de nos projets numériques.

Dans un contexte d’accélération de la 
pollution numérique, nous réfléchissions 
à limiter notre impact dans une 
dynamique de décarbonation dans la 
façon d’accompagner nos clients tout 
en leur proposant des solutions qui 
s’adaptent à leur organisation et process 
internes.
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With digital pollution on the rise, 
we’re looking to reduce our impact 
by using decarbonisation to support 
our clients, while also offering 
solutions that are tailored to their 
company and internal processes.

We employ the use of project 
management platforms like 
Teamwork and Figma to limit the 
amount of emails and attachments, 
whilst also streamlining project 
monitoring and creative workflows, 
both for our clients and internally.

When designing digital or print 
media, we’re using the right 
resources to limit their 
environmental impact, both 
during production and the way 
they’re used.

We are ISO 27001 certified, which indicates 
that we have implemented an effective 
cybersecurity management system to identify 
cyber-attacks, manage the risks associated with 
companies’ crucial data, and instituting 
appropriate protective measures to guarantee 
data confidentiality, availability, and integrity 
for both us and our clients. We have also 
received Access 42 training to bring the 
challenges of accessibility to all of our digital 
projects.
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SUPP-
LIERS

23

Segmentation, individualisation, and excellence are the three 
keywords that characterise our relationships with our suppliers. 
We work on the principle that a single-member company should 
not have the same administrative obligations as a more 
structured SME. But as a partner agency, we have a 
responsibility to ensure that our exchanges are as seamless and 
transparent as possible. Even though we hold ethics in high 
regard and we encourage those that are able to do so to address 
their own carbon footprint, we’re still focused on the right talent 
for the job. 
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ETHICAL 
BEHAVIOUR AS A 
REQUIREMENT

Au sein de Lonsdale, nous sommes intransigeants 
face à toute forme de corruption ou de fraude. 
Pour cela, nous avons mis en place différentes 
actions :

- Un code de conduite pour nos employés.
Ce document est intégralement consultable 
sur notre site : www.lonsdale.fr

- Une adresse de signalement permettant de 
signaler les éventuels comportements inadéquats 
et de les prendre en charge.

- La formation régulière de nos managers aux 
bonnes pratiques afin de reconnaître les principes 
de corruption, ceux du trafic d’influence et les 
sanctions encourues. 

SUPPLIERS

15h

15

of training.

managers formés 
aux comportements 
éthiques.

Code of 
conduct
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managers trained
on ethical behaviour.

At Lonsdale, we are uncompromising when it 
comes to any form of corruption or fraud. In that 
regard, we’ve implemented a range of measures:

- A code of conduct for our employees.
This document is available in full on our website: 
www.lonsdale.fr

- A reporting initiative to allow potentially 
inadequate behaviour to be reported and 
corrected.

- Regular manager training on good practices 
to recognise the principles of corruption, 
influence peddling, and the relevant sanctions.
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Lors de la présidence de Frédéric Messian à 
l’Association des Agences de Design, nous avons 
initié le Livre blanc de l’ADC. Ce guide, réalisé 
en partenariat avec l’Union des Marques, énonce 
les principes essentiels pour établir durablement 
une relation de confiance et d’efficacité entre 
l’annonceur et l’agence conseil en design.

Nous adhérons également à la Charte de 
La Belle Compétition pour promouvoir les 
bonnes pratiques dans la mise en œuvre de 
projets de design, assurant que transparence, 
responsabilité et sincérité prévaudront 
dans les processus d’appel d’offres. 

SUPPLIERS

CULTIVATING RELATIONSHIPS 
OF TRUST AND  
MUTUAL RESPECT

Frédéric Messian,
Président
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During Frédéric Messian’s time as president of 
the Association Design Conseil, we released the 
inaugural ADC White Paper. This guide, which 
was designed in partnership with Union des 
Marques, outlines the essential guidelines 
needed to establish a lasting relationship of 
trust and efficiency between advertisers and 
design consultancy agencies.

We also adhere to the La Belle Compétition 
charter to promote good practices in design 
project implementation, ensuring that 
transparency, responsibility, and honesty prevail 
during the bid process.
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IMPLEMENTING A
SUSTAINABLE PROCUREMENT
POLICY

Depuis 2020, notre agence a renforcé son engagement 
environnemental en associant les fournisseurs à 
une Charte des achats responsables. Cette charte, 
partagée en interne via notre Workplace et sur notre 
site internet, s’adresse principalement aux managers 
effectuant des commandes.

Sustainable 
Purchasing 
Charter
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Since 2020, our agency has strengthened its com-
mitment to the environment by tying suppliers to a 
Sustainable Purchasing Charter. This charter, 
which is shared internally through our Workplace 
and our website, mainly applies to managers 
making orders.
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PRIORITSING ECO-DESIGN 
DURING SUPPLIER 
AGREEMENTS

« L’intégration des matériaux éco-conçus dans 
le design des points de vente est devenue un 
enjeu majeur en matière de responsabilité 
environnementale. Préserver les ressources 
naturelles, réduire la production de déchets, 
limiter le bilan carbone et la consommation 
d’énergie, autant d’objectifs auxquels nous 
contribuons avec nos clients grâce à cet outil 
opérationnel.  »

Pascal Barrère, 
Creative Director 
Lonsdale Retail & Architecture Division

Parce que le rôle de 
notre activité Retail 
et Architecture est 
de désigner des lieux, 
d’imaginer de nouvelles 
expériences, nous pensons 
qu’il est également de 
notre responsabilité d’éco-
concevoir ces espaces, de 
limiter leurs impacts et de 
proposer des solutions en 
lien avec nos valeurs.

C’est la raison pour 
laquelle, nous avons créé 
une matériauthèque 

éco-responsable et que 
nous référençons des 
fournisseurs conformes 
à notre cahier des 
charges.

Nous classifions en 
permanence les matériaux 
selon différents critères 
tels que la matière, la 
transformation et la 
distribution, permettant 
ainsi à nos clients de faire 
des choix éclairés pour 
leurs points de vente ou 
leurs bureaux.
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 library and we are 
bringing suppliers on 
board that meet our 
design brief.

We permanently classify 
materials based on a 
range of criteria, such as 
its material makeup, 
processing, and 
distribution, thereby 
allowing our clients to 
make an informed 
decision for their sales 
locations or offices.

“Integrating eco-designed materials into 
sales location design has become a major 
challenge in terms of environmental 
responsibility. Preserving natural resourc-
es, reducing waste production, limiting 
our carbon footprint and energy con-
sumption, these are all targets we’re able 
to achieve with our clients thanks to this 
operational instrument.”

Because the role of our 
Retail and Architecture 
business is to design 
facilities and imagine new 
experiences, we believe 
that it’s also our responsi-
bility to design these 
spaces to be eco-con-
scious, to limit their envi-
ronmental impact, and to 
offer solutions that match 
our values.

For that reason, we have 
created an environmen-
tally-friendly material
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Notre rôle en tant que partenaire 
est d’encourager et d’accompagner nos 
clients vers un business model plus 
responsable, de les aider à innover et à 
créer de la valeur de manière vertueuse. 
Nous nous devons de trouver, main dans 
la main, des approches cohérentes qui 
concilient la croissance de l’entreprise, 
la satisfaction des consommateurs 
et le respect de l’environnement.

CLIENTS

CLIENTS
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Our role as a partner is to support 
and encourage our clients towards a 
more responsible business model 
and help them innovate and create 
ethical value. We owe it to ourselves 
to collectively find coherent strate-
gies which combine business growth, 
consumer satisfaction, and environ-
mental friendliness.
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INCLUDING CSR COMMITMENT  
IN CLIENT COMMUNICATION

MALGRÉ L’INFLATION, 
LES CONSOMMATEURS 
ONT DES ATTENTES 
FORTES ENVERS LES 
MARQUES
Ces dernières, pour rester 
désirables, doivent inciter 
à adopter des modes 
de vie responsables
et rester abordables. 
Finis l’obsolescence 
programmée, l’ultra-
fast fashion, la « sur-
sophistication » des 
gammes et des offres… 
L’heure est désormais 
aux innovations 
durables, pertinentes et 
soutenables. 

DEPUIS 2019 NOUS 
PUBLIONS L’ÉTUDE 

décrypte les meilleures 
initiatives de marques qui 
ont placé l’engagement 
RSE au cœur de leur 
stratégie. En nous 
appuyant sur ces cas 
concrets et les outils 
spécifiques que nous 
avons développés, nous 
accompagnons nos 
clients dans la mise en 
place de ces initiatives.

NOUS FAISONS ÉVOLUER 
NOS PRATIQUES 
Parce que nous ne 
pouvons pas faire 
l’impasse sur la création 
de valeur pour l’individu, 
la société, 
l’environnement, nous 
incluons désormais 
la dimension RSE 
dans toutes les 
recommandations
que nous adressons 
à nos clients. 
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DESPITE INFLATION, 
CONSUMERS STILL 
HOLD STRONG EXPEC-
TATIONS FOR BRANDS
If brands want to remain 
desirable, they must 
advocate for living 
responsibly and remain 
affordable. Say goodbye 
to planned obsoles-
cence, fast fashion, 
overcomplicated ranges 
and offers… It’s time for 
relevant, lasting, and 
sustainable innova-
tions.

SINCE 2019 WE’VE 
PUBLISHED THE SO 
GOOD STUDY
This 60-page study 
breaks down the brand-
ing initiatives that have 
been the most effective 
at incorporating their 
CSR commitments into 
their core operations. 
By covering these 
real-world examples and 
the specific resources 
we’ve developed, we 
support our clients as 
they implement these 
initiatives.

WE ARE CHANGING 
OUR PRACTICES
As we can’t stand idly by 
on value creation for 
individuals, businesses, 
and the environment, 
we now include a CSR 
element in all recom-
mendations we send to 
our clients.
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A NEW APPROACH  
TO BRAND 
POSITIONING 

La brand odyssey est 
notre matrice propriétaire
pour penser la marque 
en mouvement et placer 
l’impact au cœur de sa 
stratégie design. Une 
marque est un récit 
unique qui doit évoluer 
avec son temps, et 
anticiper demain tout en 
restant fidèle à sa vision. 
Il s’agit d’une aventure 
collective qui rayonne à 
travers un impact positif.

« La crédibilité et l’attractivité des 
marques sont conditionnées par des 
engagements forts, mais surtout des 
actions concrètes dont elles doivent 
faire la démonstration. C’est pourquoi 
nous concevons aujourd’hui leur 
positionnement à travers notre outil 
Brand Odyssey qui permet à la fois 
d’identifier les grands shifts que les 
marques doivent opérer, en réponse 
aux grands enjeux de notre époque, et 
de matérialiser leurs champs d’actions 
des marques au niveau business 
et environnemental. »

Mélanie Bonnet, 
Branding Business Director
Lonsdale Corporate Division

CLIENTS 30

Brand Odyssey is our 
proprietary template to 
conceptualise a brand’s 
momentum and place 
its impact at the heart 
of its design strategy. 
Each brand has its own 
story that needs to 
evolve with the times 
and look to the future, 
whilst still staying loyal 
to its original vision. It’s 
a joint adventure that 
radiates a positive 
impact.

“Brand credibility and attractive-
ness are conditioned by strong en-
gagement, especially real-world 
actions that they should represent. 
That’s why we now design their po-
sitioning using our Brand Odyssey 
initiative, which lets us both identify 
major shifts that brands must go 
through in response to current 
issues and materialise their brand-
ing actions on a business and envi-
ronmental level.

A BRAND ODYSSEY

Brand Origins Brand Shifts

Brand Impacts

Brand Narrative

Brand Experience
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EDUCATING OUR TEAMS AND CLIENTS TO 
TRANSFORM THE WAY WE DO OUR JOB

A CIRCULAB® 
CERTIFIED AGENCY
In order to offer our 
clients effective 
support using 
resources that allow 
us to work as 
ethically as possible, 
Circulab®  has 
provided our teams 
with circular thinking 
training.

Several of our 
certified collaborators 
use the proposed 
toolbox to develop new 
products or services, 
meet regulations, make 
cooperation easier 
between relevant 
parties, host research 
phases on new 
products or services…

classes taught at the 
Paris Institute of 
Political Studies, 
CELSA, and ISCOM.

circular design 
innovation demos.

client projects 
implemented 
(primarily in nutrition 
and health).people who have experienced innovative methods.

We have provided more than 1,000 hours of training to our collaborators/partners/clients 
& prospects, by showcasing Circulab® tools.
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CLIENT PROJECT

RÉMY MARTIN XO

Rémy Martin entrusted us 
with developing a limited 
edition of its iconic Rémy 
Martin XO cognac to 
celebrate the end-of-year 
festivities for 2022-2023.

Avec l’ambition de limiter les 
impacts environnementaux 
de cet objet événementiel, 
nous avons pensé un coffret 
à la conception innovante, 
qui s’ouvre pour former une 
structure en éventail aux 
couleurs vives. Le coffret est 
fabriqué en carton 100 % 
recyclé, et l’éventail, élément 
« surprise » du pack, crée un 
décor défini autour de la 
carafe. 

Tous les détails ont été pensés 
pour être le plus responsable 
possible (système de fixation 
purement mécanique, marquage 
à froid…), tout en restant dans le 
même budget que l’année 
précédente.

The results compared to the 
previous year’s edition, with 
the same budget and the 
same expectations for a 
high-quality packaging. 
-2% lower carbon emissions
-50% less primary material 
impact
-10% savings on water 
consumption

This product is proof that a 
luxury item can be more 
eco-conscious.

!!!!
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CLIENT PROJECT

RENAULT

Both an iconic automotive manufacturer 
and the European leader in electric 
vehicles, 

As an extension to these vehicles 
which embody Renault’s strategic 
commitment to sustainable 
development in areas such as the 
environment, security, and inclusion, 
these spaces were designed to be 
more environmentally-friendly:
• The materials used for the stand 
were recycled and/or recyclable, as 
seen from the “Le Pavé” material used 
in certain areas in the vehicle and 
their Change Now 2022 booth.

• Systematically reusing elements from 
one event to the next, focusing on 
renting where possible (lighting, screens, 
furnishings).

Our spaces have been designed for 
everyone, and are even accessible for 
people with reduced mobility. The 
recurrent issue of ergonomics and 
inclusion is at the heart of all our 
spaces, such as work spaces: 
thought-out sound environments, 
appropriate lighting, natural and 
effective ventilation, and seating 
chosen for comfort, whether in retail 
environments, at auto-shows, or in the 
tertiary sector. 

Renault has been developing 
innovative vehicles for more 
than 120 years and is opening 
new pathways in mobilities. We 
have collaborated with the 
brand on their physical spaces, 
in particular at motor shows 
they have displayed at, since 
2021.
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CLIENT PROJECT

BOUYGUES TELECOM

As the benchmark in their industry, since 
2015, Bouygues Telecom has made strong 
commitments to strengthen its accessibility 
criteria for its products and services, as well 
as its communication resources.

We have been working together to redesign their 
corporate site, with the goal of putting its 
commitments to the relevant parties at the 
centre of the design.

To achieve this, we designed a UX more 
appropriate to their new editorial line, part 
of a deep reflection on the website’s 
accessibility and eco-design, to match 
their CSR commitments.

Strengthening accessibility criteria produced the 
following results:
- 30% lower energy consumption compared to 
the previous website
- An Ecoindex rating of C
- An 86% accessibility compliance rate

Anthony Colombani, Corporate 
Director at Bouygues Telecom and 
President of the Bouygues Telecom 
Corporate Foundation

“With its new corporate website, Bouygues 
Telecom now has a centrepiece that 
matches its intentions on sustainable 
development. While designing the website’s 
architecture, we made the decision to put 
our commitments, as well as those made by 
the Bouygues Telecom Corporate 
Foundation, to the forefront. It’s the 
product of our dual aims: showcasing our 
tangible and actionable commitments to 
CSR and educating our clients and 
prospects to all these causes.”
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SOCIETY
We used our creativity to take collectively educate people on 
societal questions and the current challenges of sustainable 
development. We support meaningful initiatives, just like we do 
with our clients. 
We have gone above and beyond industry standards to help 
develop a more inspiring, inclusive, and supportive society
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HIGHLIGHTING 
RELEVANT VOICES

INSPIRE

Since 2019, we have partnered up 
with Terra Incognito to launch a 
series of internal lectures. Formerly 
known as “WAKE UP CALL,” the 
purpose of these “Inspire” talks is to 
allow people see and hear project 
initiators and brand creators with 
strong commitments to CSR, 
providing us with inspiration for our 
client’s projects.

The challenge is therefore to initiate 
new actions and to encourage the 
relevant parties to make commitments 
to open up new perspectives in the 
future.

Brieuc Saffré,
CEO and Circulab founder in 2012

A major player in designing ethical and 
circular ecosystems.

Marion Carrette, 
OuiCar Co-founder in 2012

A figurehead in French Tech and a pioneer 
in collaborative consumption.

Tristan Lecomte, 
Founded the Alter Eco brand in 1998, and later Pure Projet

A pioneer in responsible consumption and  a specialist 
in carbon offsetting projects.
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ENSURING T
ECHNOLOGY IS ACCESSIBLE 
TO ALL

Nearly 20% of all people 
have disabilities, meaning 
that it’s our responsibility 
as an agency to develop 
websites that all users can 
browse seamlessly 
irrespective of handicap.

To give our clients the 
best support we can on 
these issues and develop 
websites that are 
accessible to all, our 
digital teams are given 
training on how to 
understand the 
challenges and issues 
connected to 
accessibility. They learn 
how to implement them.

With a success rate between 
80 and 95%, all teams are 
now certified and are putting 
what they’ve learned into 
practice on new projects, such 
as Bouygues Telecom’s new 
corporate website, or the 
DGAFP job site.

“As part of offering equal access to 
digital services and legal compliance, 
it’s essential that we educate our 
creative teams and production teams, 
and support our clients within this 
opportunity to progressively contribute 
to making digital solutions accessible to 
all.” 

Clarisse Dezerable, 
Lonsdale Digital Studio Director

hours of training 
provided, 6 
collaborators trained.

ACTION
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JOINING FORCES WITH ISCOM 
TO MAKE TRAINING EASIER FOR 
STUDENTS

In order to make the quality training ISCOM 
offers available to all sorts of talented people, 
thereby promoting diversity and inclusion in 
our industry, in 2022 we made the decision to 
co-finance a young student’s scholarship for 
the duration of her studies.

ISCOM preselected candidates and after 
meeting them, we decided to support a young 
student through her training course. We were 
the first company to collaborate with ISCOM in 
this manner on their “ISCOM Diversity” 
initiative, which has since expanded with other 
companies such as Tinder or BCW France later 
pledging to take part.

Marianne Conde Salazar, 
ISCOM Group Director

“In order for tomorrow’s 
communication to reflect our society 
in all our otherness and differences, 
it’s vital that we open our schools to 
young, talented people who aren’t 
aware of courses for these jobs and/or 
who don’t have the means to pay for 
it. Through this system, ISCOM and 
Lonsdale are committed to 
co-financing school fees for one 
student.”

Julie Verdeau

our Talent Director is a member 
of ISCOM’s scientific committee, 
with them looking to analyse and 
gain better awareness of 
developments in the industry 
and the school’s strategic 
decisions.

We have employed 10 ISCOM 
students on apprenticeship 
programs over the last four 
years.

theoretical design sprints run 
in schools to imagine 
tomorrow’s world as part of 
our partner ADEME’s 
Transition(s) 2050 carbon 
neutral scenarios.

ACTION



SOCIÉTAL

1/3

3 100€

+ de 85

 

 

 

39INTRO HUMANS ENVIRONMENT SUPPLIERS CLIENTS SOCIETY

OPENING PROSPECTS TO 
CREATE EQUAL 
OPPORTUNITIES

WE ARE ALLOCATING 
A THIRD OF OUR 
APPRENTICESHIP 
TAX 
CONTRIBUTIONS TO 
PROXITÉ

WE HAVE MADE A 
€3,100 FINANCIAL 
CONTRIBUTION TO THE 
ESPÉRANCE BANLIEUES 
ORGANISATION

WE ARE SHARING 
THE FRUITS OF OUR 
SUCCESS

In 2022, and also in 
2023, we made the 
decision to support 
this company that 
offers training and 
professional 
opportunities to young 
people from 
disenfranchised 
backgrounds.

This complementary 
organisation to the 
Education National is 
supported by the 
Fondation de France 
and tackles school 
dropouts, and social 
and cultural 
inequalities.

In October 2022, we 
decided to allocate a 
Value Sharing Premium to 
all our employees on or 
below a gross annual 
salary of €45,000 to 
provide them with 
financial support during 
this period of inflation. 
More than 85 
collaborators were able to 
benefit from this scheme.

A unilateral decision was drawn 
up to define attribution rules 
after consultation with the 
ESC.

We are allocating a third of a of our 
apprenticeship tax contributions to 
Proxité.

We have made a €3,100 financial 
contribution to the Espérance 
Banlieues organisation.

collaborators benefited from the 
Value Sharing Premium scheme.
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CREATING BRIDGES TO 
BRING NEW TALENT 
TOGETHER

PRIORITY EDUCA-
TION NETWORK

SHARING OUR PASSION WITH 
STUDENTS EDUCATED IN 
PRIORITY EDUCATION 
NETWORKS AND REINFORCED 
PRIORITY EDUCATION 
NETWORKS

In February 2023, in 
collaboration with the 
“Viens Voir Mon Taf” 
organisation, who work to 
develop ties with 
underprivileged youth, we 
hosted 5 Year 9 students 
with interests in design. 
We provided them with 
the opportunity to 
experience our agency 
from the inside and the 
numerous roles within it. 

They were offered a five-day 
on the job immersion based 
on their area of interest 
which, we hope, will prove 
impactful for years to come. 
As part of this event, 
Julie Verdeau, our Talent 
Manager, led a session to 
raise awareness for all 
collaborators to ensure that 
the work placements were a 
success.

“I’ve found that applications that reach my 
desk are often well formatted and from the 
same schools, which is why we believe that a 
lot of young people are going under the radar. 
We need to widen our search by offering work 
placements so that our industry can better 
reach young people from all backgrounds.”

A 5-day on-the-job immersion 
based on their area of interest.
We have accommodated 5 Year 9 
students interested in design.

On 23rd November 2023, we 
hosted 5 people with disabilities 
interested in working in our 
industry to offer them the 
opportunity to discover what we 
do and create professional 
synergies.

Julie Verdeau, 
Lonsdale Talent Director
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HIGHLIGHTING GEN Z’S 
POTENTIAL AND IDEAS

WE HAVE CREATED THE 
COLLAB, AN 
“ENHANCED” SOLUTION
It’s the first collective and 
creative strategy that 
values young, talented 
people born after 1997. 
It features more than 80 
members born in 
Generation Z, agency 
collaborators based in 
Paris and Singapore, as 
well as our partner 
agencies in the United 
States and the ISCOM 
student network. By 
highlighting their 
creative expression and 
by offering them a 
welcoming space to 
exchange ideas, 

we are creating a 
collaborative and 
inclusive environment 
that creates value.

Its purpose is to educate 
brands by granting them an 
authentic and direct 
encounter with this 
generation. As part of brand 
consultancy, The Collab 
functions like a highly 
responsive and receptive 
focus group. This innovation 
cell allows brands to develop 
their Gen Z appeal through 
swift and creative means.

Astrid Valembois, 
European Director of 
Innovation Strategy at 
Coca-Cola

“The Collab made vital 
contributions to our strategic 
briefs. On top of the incredible 
creativity they brought to the 
project, which went above and 
beyond what we expect from 
Lonsdale, they allowed us to 
quickly and authentically 
position ourself on relevant 
issues in order to speak directly 
to Generation Z.”

volunteer members

a 100% Gen-Z collective

client projects in 2023
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SUPPORTING OUR TEAMS’ 
COMMUNITY ACTIONS

volunteers in our 
2022 and 2023 
projects

hours volunteered

euros spent

computers provided

The Action Enfance foundation 
has been one of our clients for 
several years. This association 
accommodates brothers and sisters 
that have been separated from their 
parents for legal reasons so that 
they can grow up together in a 
warm, stable, and safe environment.

In 2022, we hoped to do more for 
these children affected by family 
trauma, and we decided to make a 
joint contribution to them. The 
town of Clairefontaine needed a 
multimedia space to teach them 
how to use a computer. We decided 
to resolve that issue, creating the 
Aquaroom, an ocean-coloured 
multimedia room made for and by 
local children.

This project relied on voluntary work 
from our collaborators during work-
ing hours and led to a strong rela-
tionship forming. Within no time at 
all, the idea of giving the children 
Christmas presents was already put 
in motion. We decided to compile a 
list to allow anyone to offer one 
present to one child.
We hoped to renew this initiative 
in 2023 in order to create a small 
youth library.

“We would like to extend our 
heartfelt thanks to the entire 
Lonsdale team for their 
incredible work on the 
Aquaroom.  They have 
created a dreamlike 
environment that is both 
seamless and engaging, 
which will be a wonderful 
sanctuary for children to 
dream and work in peace. 
Seeing children overflowing 
with ideas and desires in the 
space has been the greatest 
reward of all.” 

Isabell Guénot, 
Institutional Communication 
Manager
Action Enface



SOCIÉTAL 43INTRO HUMANS ENVIRONMENT SUPPLIERS CLIENTS SOCIETY

SUPPORTING OUR TEAMS IN COMMUNITY ACTIONS

Aquaroom
Multimedia room 
completed in 2022

Library
Reading space 
completed in 2023



Marie Reynaud
New Business & Marketing Director
+33 6 67 57 13 11 
m.reynaud@lonsdale.fr

Julie Verdeau 
Talent Director
+33 1 43 12 66 42 
j.verdeau@lonsdale.fr

Merci à tous ceux qui ont participé à la 
rédaction de ce rapport et qui œuvrent, 
chaque jour, à améliorer nos pratiques 
pour que Lonsdale s’inscrive dans 
une démarche de progrès et participe 
à la création de nouveaux imaginaires 
plus durables et plus solidaires.

MERCI !

 

THANK YOU!

Thank you to everyone who c
ontributed to this report and worked 
tirelessly to improve our practices to 
ensure that Lonsdale is taking a 
progressive approach and is playing a 
role in ensuring the next wave of 
creatives are more sustainable and 
inclusive.

Marie Reynaud 
New Business & Marketing 
Director +33 67571311 
m.reynaud@lonsdale.fr

Julie Verdeau 
Talent Director 
+33 143126642
j.verdeau@lonsdale.fr


