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Dear colleagues,

We create, distribute and broadcast audiovisual content that provides emotional 
connections and entertainment for all types of audiences in Europe and beyond. 
This is a responsibility and a commitment that binds all of us, at every level in the 
company.

We have built the Mediawan group on values that are important to us: integrity, 
fairness and transparency. 

We are committed to adopting an engaged perspective on the world, fully aware of 
our social and environmental responsibilities.

Out of respect for the audiences who trust our brands, we have a particular duty 
to abide by the rules enshrined in the international conventions and national laws, 
particularly in matters of environmental, social, and governance standards. We must 
act with integrity and fairness both among ourselves and in our relationships with 
clients and business partners.

The aim of this Code of Conduct is therefore to lay down a set of basic principles to 
follow in this context and to provide you with a guide for the decisions you have to 
make in your daily interactions with your customers and business partners.

It applies to all the group’s companies and employees as well as all its partners. It is 
intended to form a set of core principles that will serve as a foundation to build upon. 
It does not mean your companies cannot adopt other stricter or more specific rules, 
which may be necessary to comply with different legal provisions applicable locally.

Your commitment is essential. By complying with this Code of Conduct and helping 
to ensure your customers and partners abide by it, you become an ambassador, 
setting an example through the values we defend: entertaining with integrity, 
bringing communities together, acting respectfully.

I hope you enjoy reading our Code of Conduct and I thank you in advance for 
complying with it.

Delphine Cazaux,  
Directrice Générale en charge 
des opérations Mediawan

décembre 2024



Code of 
conduct  

Mediawan

Why a Code of Conduct?

Who must comply with it?

How should it be applied?

What are the consequences 
of non-compliance?!

If you have any doubts about the interpretation of 
these principles, you can ask your questions at the 
following address: legalcompliance@mediawan.eu.

?
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? Why a code of conduct ?

This Code of Conduct is the expression of the Mediawan group’s 
commitment to conducting its activities in accordance with the 
applicable laws and regulations in France and abroad:

guaranteeing the group’s employees have a quality 
working environment

in line with the principles of professional ethics 
and integrity 

and in line with the principles of economic and business 
conduct and ethics as they apply to relations with the 
public and the marke

This Code sets out Mediawan’s standards and expectations on environmental and social and governance, which apply to all of its employees, 
suppliers and service providers.

Based on the principles of France’s Sapin II Law and the Corporate Sustainability Reporting Directive (CSRD), it constitutes a practical and appealing 
tool that can serve as a guide for practices and procedures adapted to every situation. 

!



? Who must comply with it ?

This Code of Conduct applies to all the group’s employees, whatever their job or status (executives, salaried employees, temporary staff, trainees, etc.). 
Mediawan also expects of all its partners (talents, suppliers, providers, intermediaries, customers, etc.) that they comply with these principles in their 
relations with the group and in their own activities.

Mediawan undertakes to comply with all national and international standards in the fields of human rights, environmental protection and business ethics 
while requiring its partners to follow the same approach in order to establish and maintain lasting business relationships.

To ensure these commitments are met, Mediawan reserves the right to conduct compliance audits and to take appropriate action if its requirements are 
not met. In some cases, this may include the termination of the business relations if it is deemed necessary to protect the group’s interests and reputation.

!



? How to apply it ?

!

This Code of Conduct applies in conjunction with other tools and the 
essential Mediawan charters: 

- The internal whistleblowing system

-  The Corporate Social Responsibility (CSR) Charter and its good
practice guide

-  The Mediawan group’s Disabled Employees Integration &
Support Charter

-  The Charter on the Prevention and Management of
Psychological and Sexual Harassment and Sexist Behaviour

- The Donations & Patronage policy

- The group’s Travel & Expenses policy

- The Cybersecurity/IT Charter

- The Third Parties evaluation policy

Every employee and partner has a responsibility to apply the Code at their 
own level. This means applying the principles in this Code and being vigilant in 
carrying out their duties. 

If you have any doubts or questions, you are encouraged to consult your line 
manager, the Human Resources department, the ESG department or the Legal 
Affairs department. 

https://mediawan.integrityline.app/


? What are the consequences of non-compliance ?

If employees do not comply with the principles of the Code 
of Conduct, they risk disciplinary measures being taken 
against them in accordance with their company’s internal 
rules.

Likewise, if the group’s partners fail to comply with the 
Code, this may lead to early termination for breach of 
their contract with the companies in the group.

!



Our environmental commitments

Awareness-raising 
and education

Waste management 
and responsible use  
of resources

Reduction of  
greenhouse gas 

emissions

Environmental

CO2

Some concrete examples of these commitments: 

- �Partnership with the cinema recycling/upcycling centre to give
equipment a second useful life

- �Introduction of a «sustainable mobility allowance» (FMD) for all
employees

- Installation of EV charging stations on the Breteuil site
- �Green space maintenance without using pesticides and harmful

products

?

CO2

Mediawan undertakes to respect and protect  
the environment in the conduct of its activities.

With its CSR Charter  and good pratice guide,  the group is asserting 
its determination to make a positive contribution to the preservation of 
the environment and biodiversity. 

This means integrating sustainable practices whilst continuing to create 
quality, high-impact content. 



Awareness-raising and education

Mediawan seeks to raise awareness and encourage environmentally friendly 
behaviour by its employees and partners.

Information campaigns, training sessions and awareness-raising workshops are 
therefore regularly organised within the companies, and the group expects the 
same commitment to educate their staff from its partners.

?

CO2

Examples :

- ECOPROD training and murals from the film

-  Collaborations with ecological organisations - ECOPROD, Wings
of the Ocean

- Operation "Digital cleanings days"

75%
of the energy consumed by computer hardware takes place when it 
is not in use. It is therefore important to turn off your devices.

Did you know?



Waste management and responsible use of resources

Mediawan and its partners undertake to adopt responsible waste management 
practices by: 

Minimising the amount of waste produced

Prioritising recycling

Adopting environmentally friendly practices

The group also promotes responsible use of resources by: 

Optimising the energy efficiency of its facilities

Preferring sustainable materials for its sets and equipment

?

CO2

sorting our waste at Mediawan enabled us to save 53,523 litres 
of water, equivalent to 267 baths, in 2023. A significant first 
step towards more sustainable management of our resources.

En 2023



Reduction of greenhouse gas emissions

Mediawan measures the carbon emissions of its activities to reduce its carbon 
footprint and it asks its partners to cooperate by sharing their carbon data and 
by taking initiatives to limit greenhouse gases. This includes environmentally 
responsible production practices, such as:

- choosing more ecological filming locations
- travelling by train
- and reducing non-essential travel

?

CO2

Example:
We have implemented an energy sobriety plan aimed at reducing our 
energy consumption and therefore our carbon footprint. In 2023, that 
allowed us to make an energy saving of 12%.  

By train  
approx. 5 hrs 30 travel time,  

with a carbon footprint of just 
30 kg Co₂e 

Did you know?
For a trip from Paris to Cannes:

By plane
approx. 4 hrs travel time,  

with a carbon footprint of 
250 kg CO₂e

The train therefore emits 8 times less CO₂ 
than the plane for a similar trip.

(Paris Gare de Lyon > Cannes Centre).(Paris-Orly/Nice/Cannes).

Also, to identify appropriate reduction levers, we systematize the calculation 
of the eco-score of our productions using the Carbon'Clap tool.



Our social and societal commitments 

Our group undertakes to respect and promote human rights in all its activities, by furthering equity, dignity, diversity and inclusion, both in its employees’ 
work environment and in the production of its content. 

Quality of working life: 
health, hygiene  

and safety

Diversity 
& Inclusion

Discrimination

Harassment

Patronage

Human rights  
and social rights

Social and societal

QVT

?

QVT



Quality of working life : health, hygiene and safety  

Mediawan undertakes to offer its employees a quality, 
calm, respectful working environment free of intimidation 
and discrimination, so that everyone can work unhindered 
to the best of their abilities.

In return, employees are required to comply with the health 
and safety rules on all the group’s sites, ensuring the well-
being of their colleagues and providers. This includes 
complying with safety instructions and procedures laid 
down by the Management.

?

QVT



Discrimination

Mediawan actively works to promote equality at work. Decisions 
relating to the employment or career advancement of our staff are 
made without consideration of sex, race, age, state of health, religion, 
beliefs, opinions or any other characteristic protected by law. 

We pay particular attention to ensuring our employees are treated fairly in 
terms of career progression or personal development. 

?

Example:
It is prohibited to reverse a decision to promote an employee when 
they announce that they are taking parental leave. 

QVT



Diversity & Inclusion

Mediawan is committed to promoting social diversity and inclusion and combating all forms of discrimination, in particular due to disability, sex, 
social origin or sexual orientation, throughout the value chain of its content production, including on screen. The group undertakes to promote 
inclusion in all its forms: cultural and social diversity, gender, sexual orientation, disability and age. 

To achieve this, the group organises, among other things, training sessions, meetings and talks to raise its staff’s awareness of unconscious bias 
and to break stereotypes.

Mediawan works with associations and schools to support equal opportunities and expand the talent pool it can access. Among other things, the 
group is a patron of the Cité européenne des scénaristes screenwriters’ centre.

?

QVT

Example: 

A round table event with one of our fil  
makers, Océan, during Pride month was 
an opportunity to provide employees with 
tools to facilitate friendly exchanges with 
members of the LGBTQIA+ community.



Harassment

Mediawan makes every effort to guarantee a respectful and safe work 
environment, both on its own sites and on location. 

The group undertakes to prevent any form of intimidation, abusive behaviour 
or harassment, whether psychological or sexual, to maintain good working 
conditions for all.

The law forbids repeated behaviours that could undermine or be damaging to the 
rights, dignity, health or professional future of any employee.

A specific charter has been introduced to tackle harassment and sexist behaviour, 
and training sessions are organised on these issues. Staff can also request extra 
sessions if necessary.

More generally, we expect employees to engage in positive 
and constructive communication with others, whether fellow 
employees or people outside the company, regardless of 
their job. This assumes respect for the rules of courtesy and 
politeness in communication, and respect for time off when 
planning meetings. Respect for one’s colleagues includes, for 
example, being on time, so as not to waste other people’s time, 
making efficient use of time at meetings, minimising phone 
use, not walking out while a meeting is going on, etc.

Similarly, disrespectful language, insults and swearing are not 
to be permitted. Managers are held to the highest standards in 
this area.

?

Example n°1 :
A colleague regularly criticises your work in humiliating terms in the presence 
of other group employees, accusing you of «professional incompetence». 
This constitutes psychological harassment. 

Example n°2 : 
For several weeks, on set, certain members of the team, in particular a 
cameraman and a production assistant, have regularly been making sexist 
remarks aimed at you. They comment on your physical appearance, telling 
you that you should "wear shorter clothes" and asking you to "smile so you 
are more pleasant to look at." 

QVT

As employees, if you witness or are a victim of harassment or discrimination, you 
should report it to your line manager or to the Human Resources department. If this 
is a problem, you can also use the whistleblowing platform   the group has set up.

https://mediawan.integrityline.app/


Human rights and social rights

The group takes care to ensure it complies with national and international 
standards prohibiting child labour, forced labour and modern slavery and 
guarantees decent working conditions for its employees, in particular in terms of 
pay, working hours, breaks and safety at work.

Finally, Mediawan undertakes to guarantee its workers’ freedom of association, 
allowing them to set up or join trade unions and take part in collective bargaining 
without fear of reprisals. The group expects the same commitment of its partners.

The group expects the same commitment of its partners.

?

QVT



Patronage

Mediawan is conscious of its responsibility towards the many communities and audiences it influ nces and therefore runs a corporate patronage 
programme based on the UN Sustainable Development Goals. Unlike sponsoring, Mediawan’s patronage activities are strictly commercially 
disinterested.

A Donations & Patronage Charter  sets the framework for these activities, which are managed by a community outreach department with a 
budget approved by senior management. Employees are encouraged to suggest patronage initiatives in line with this responsible approach and 
the Charter.

Any involvement in patronage activities is approved by the Legal Affairs department.

?

QVT



Insider trading

Our comitments on business ethics

We want our employees to be guided at all times, in fulfilling their duties within the group, by the following principles:

- Avoid any behaviour liable to be detrimental to Mediawan and/or damage its reputation,

and

- place the group’s interests above personal or other interests

Evaluation of 
third parties

Intellectual property

Business loyalty

Fair competition

Privacy, data protection and  
protection of group resources

Conflicts of interest

Interest representation and lobbying

Gifts & invitations

Corruption & Influence peddling

Facilitating payments

Business
ethics

?



Evaluation of third parties

Before establishing a new business relationship, Mediawan 
implements a supplier and partner evaluation procedure  .  
This procedure aims to prevent and deal with any risk of 
corruption, illegal practices or association with third parties 
whose practices are contrary to our societal and environmental 
commitments.

This evaluation procedure, which is implemented gradually 
taking account of the risks identified, enables us to get a 
clearer picture of the potential partner and to measure 
and deal with the risks. It is an essential component in 
our risk management and governance, as it allows us to 
guarantee the integrity and ethics of our relations.

?



Corruption & Influence peddling

Corruption is defined as obtaining or promising an advantage, 
for example a sum of money, in return for doing something 
related to your duties. Corruption may be active (offering an 
advantage) or passive (seeking an advantage).

Influence peddling is abuse of your influence with an authority 
to obtain a favourable decision.

Mediawan applies a zero tolerance policy towards all forms of 
corruption or influence peddling in the course of its activities.

In short, adopting honest and transparent conduct means:

Never accepting or offering bribes or backhanders

Not carrying out operation for your own personal benefit or that 
of people close to you

Not claiming to act on the company’s behalf in outside activities

Abstaining from any attempt to exert improper influence on 
public decision-making

?

Example N°1 :
You wish to sign a contract with an operator abroad. An intermediary, 
a business introducer, has been mandated to put the group in 
contact with potential partners. This intermediary asks to be paid, 
claiming that this is routine practice in this country.

This practice can conceal corruption: in such a situation, you must 
refer to your line manager before agreeing to sign a contract or 
paying any sum of money whatsoever. In all cases, any contract 
signed with an intermediary must be approved by the Legal Affairs 
department.

Example N°2 :
In connection with the development of a project for a television 
drama production, the broadcaster’s representative tells you that 
signing the contract and the conditions of the business relationship 
would be greatly facilitated if his son was hired as the writer for the 
project. 

This would be an act of corruption. You must politely decline, 
informing the person that there are internal recruitment procedures 
that have to be followed. 

Such actions could lead to you personally as well as the group being held liable. As an employee, if you witness  corruption or influence peddling, you 
must report it to your line manager or to a member of the Senior Management team. 

If you find it difficult to talk to your manager, you can also use the group’s whistleblowing platform .

https://mediawan.integrityline.app/


Gifts & Invitations

Gifts and invitations can contribute to maintaining good relations with our partners, 
but some strict rules must be followed to avoid any risk of their being interpreted as 
attempts to «buy favours» and qualified as corruption.

Everyone must therefore take care to ensure that the acceptance or giving 
of gifts or invitations does not compromise their independence and is 
guided solely by a desire to maintain good business relations, without any 
quid pro quo being expected, such as the signing of a contract, for example. 

Unless specially authorised in advance by your line manager, gifts and invitations:

Any gift or invitation that is not compliant with these rules must be authorised in advance by your manager. This rule also applies if the 
advantage benefits a member of your family. You have a duty to ensure that those close to you do not wrongly benefit f om your position in the 
group.

All exchanges of goods must be the subject of contracts and corresponding invoices.

You are reminded that exchanges of goods must be the subject of a contract approved by the Legal Affairs department, and invoices for the 
equivalent amount must systematically be drawn up and exchanged.

?

Example N°1 :
You are invited to a seminar abroad by a potential business partner, 
who will pay for both your travel and your accommodation. In such a 
situation, if you think that the value of the invitation exceeds what 
could be considered a «reasonable value» (e.g. far-off destination, 
luxury hotel) but your attendance at the seminar is nevertheless 
necessary given your job, you must refer to your management 
to get their permission in advance so that the expenses can be 
covered by the group. 

Example N°2 :
A supplier with a good reputation in their field informs you that they 
wish to work for the group on a new local audiovisual production. 
While the contract is still being negotiated, they invite you to a top 
class tennis match at Roland-Garros. You have a feeling that the 
invitation may have been made with the intention of influ ncing the 
signing of the contract. You should therefore decline courteously, 
citing this Code of Conduct. This does not mean you cannot accept 
an invitation from this partner in the future as long as it does not 
coincide with the completion of any negotiations.

-  must never be given or received with a view to obtaining something in
return or influencing a decision or an action

-  must be of a reasonable value in the context concerned and must not
exceed the limits that are common business practice in the sector; gifts
given by the group must not exceed a value of 50 euros incl. VAT, in
accordance with the Group's Travel & Expenses policy, and must remain
rare

-  must be offered or received in total transparency in the workplace

-  must remain an exceptional occurrence or coincide with customary
events (e.g. Christmas, festive season) and in all cases be disconnected
from the signing of a contract, future agreement or the conclusion of
negotiations

- in cash or equivalent are prohibited



Facilitating payment

Facilitating payments involve the payment of a sum of money or the offering 
of an advantage to expedite or facilitate a procedure that normally involves a 
formal administrative process (such as the granting of permits, approvals or public 
funding).

In France and in many other countries, such practices are illegal. Facilitating 
payments are liable to prosecution, even if they are made abroad. 

It is therefore important to remain vigilant concerning invitations or gifts given to 
or received from public officials, no matter how small their value.

?

Example N°1 :
You work in one of the companies in the Mediawan group. You are waiting for 
an administrative authorisation in connection with an in-house production 
project, and this is holding up the start of filmi g abroad. An agent tells you 
that an invitation to a VIP box could help to speed up the procedure. In such a 
situation, you must politely refuse and inform your line manager or the Legal 
Affairs department, which will decide what conduct to adopt.

Example N°2 :
You are working on the organisation of a shoot abroad. To be able to shoot 
certain scenes in a protected place, you are being solicited by a local agent to 
pay him a sum in cash. You can only accept in return for an invoice made out 
in your company’s name. Failing that, you must inform your manager.



Conflicts of interest (1/2)

Integrity and loyalty must guide professional relations both within the group and 
with outside contacts. 

It is essential to report any situation involving a conflict of interests. 

Every employee must take care to avoid their personal interests influencing 
or giving the impression of influencing their impartiality in exercising their duties.

A conflict of interests is not necessarily reprehensible in itself, but needs to 
be managed in an ethical and transparent way in order to avoid any 
breaches of probity. This includes all direct and indirect, current and future 
personal and professional relations, such as contacts with talents or providers, 
outside activities, or past professional experiences.

If in doubt or if you suspect a potential conflict of interest, you must inform your 
manager or the Human Resources department. Preventive measures may be taken, 
such as having dual validation of decisions or stepping back from certain projects.

To limit the risks, you must seek your line manager’s agreement before:

-  establishing business relations with a friend or relative or a company
controlled by a friend or relative

- taking up a role with a competitor company, supplier or customer of the group

- hiring a friend or relative

- taking a position as a company officer in an outside company

You must also report any family ties to a colleague in a situation of direct or indirect 
subordination. 

Finally, any outside professional activity or use of the group’s resources for an 
outside commitment must be approved in advance by the Human Resources 
department.

?



Conflicts of interest (2/2)?

Case N°1

You work for a production company in the group and it is your job  
to select writers for a project. 

One of your colleagues who works in the same company as you is also a writer and could 
take part in the project in this capacity. If a situation like this arises, you must inform your 
line manager of the situation, so that the two separate activities of the person concerned 
can be clearly overseen, without penalising that person if he or she wishes to take part in the 
project as a writer.

Case N°2

You work in one of the companies in the group and your partner works  
with a company that is a client of the group. 

If this situation arises, you must inform your line manager so that appropriate measures 
can be taken, if necessary, to avoid any risk of influence or of having your decisions 
challenged after the event.

!



Interest representation and lobbying

Interest representation, or lobbying, is the process of influencing a public decision by providing decision-makers with objective 
and useful information to help them understand the consequences of their decisions, such as the those concerning the content of a 
law. This can be done through meetings, lunch appointments, telephone calls or correspondence, for example.

Although is lobbying is crucial to defend the group’s interests, it is subject to a strictly regulated, in particular by the French High Authority for Transparency 
in Public Life (HATVP). Companies have to declare their lobbying activities as well as the amount of money they spend on them.

?

Example N°1 :
You work in one of the companies in the group and you are also 
involved in the actions of the trade union representing your 
profession. When speaking out on a reform that affects the group’s 
activities, you must ensure that it is clear that you are speaking 
only in the name of the union and that nothing you say could render 
the group liable in any way. Otherwise, you must contact senior 
management to check that what you say is in line with the group’s 
position and the legal framework that applies to lobbying activities 
carried out by Mediawan.

Example N°2 :
You send an e-mail to an employee of the Ministry of Culture 
about a planned reform that could impact the activities of 
your department/company. This is considered an act of interest 
representation. If in any doubt, you should contact the Legal Affairs 
department to have your initiative approved. 



Privacy, data protection  
and protection of group resources

All information relating to the group’s activities, know-how, projects and strategies which it has not been decided to make public is the group’s property and 
must be considered as confidential.

You are responsible, in the course of your duties, for maintaining such confidentiality and protecting the group’s documents, data and resources against theft, 
misappropriation and illicit handling. You must also take care to protect the information in your possession, even after leaving the group. Naturally, you must 
refrain from divulging such information to any third parties, including friends and family.

You are not authorised to use for personal purposes or to transfer or disclose documents and data outside the group, unless expressly authorised to do so 
and unless you ensure that the parties concerned have signed a non-disclosure agreement validated by the Legal Affairs department before sharing any 
information. In the eventuality where you are the recipient of confidential information from an outside company, you must be aware of the provisions of any 
non-disclosure agreement signed with that partner and be very careful to abide by it, as failure to do so could potentially expose the group to compensation 
claims. 

Reminder: everyone must acquire the reflexes needed to protect confidentiality, in particular by making sure that that they comply with the rules and 
instructions issued for the use and security of laptop computers and remote connections to the group’s servers, especially when working remotely. These 
rules can be obtained from the DSI (Information Systems department).

The Mediawan Group implements a cybersecurity system designed to protect all of its data and to guarantee business continuity. 

This involves regular awareness-raising and training campaigns, as well as audits to assess the risks.

?

Example :
Someone close to you who is about to set up their own company in the audiovisual sector asks you to help them develop their project by passing on 
the database of prospects of the group’s programme sales department. Passing on these data would constitute database theft and amount to unfair 
competition and free riding, for which both you and the competitor company would be liable.

Example :
A mock phishing campaign targeting the Swile card was launched at the start of the new term for the group’s employees. Around 75% of those who 
accidentally clicked on the link subsequently completed a training session.



Intellectual property

The group allocates very substantial financial and human resources to the 
creation of content, which therefore represents a very high value asset for the 
group. All documents or information subject to intellectual, industrial or 
artistic property rights and the know-how that is the group’s strength must be 
protected physically and legally with the greatest of care, and more particularly 
with the growing use of generative artificial intelligence in the practice of our 
professions.

If you observe or suspect any infringement of an intellectual property 
right belonging to the group by an unauthorised party, you must bring it to the 
attention of the group’s Legal Affairs department.

Everyone must also refrain from making illegal copies of the software used by 
the group or making unauthorised use of said software. 

?

Example  N°1 :
You are working from home and wish to connect remotely to the group’s 
servers. In order to safeguard the confidentiality of the project you are working 
on, you must make sure you are using a secure private WiFi connection and 
not save documents connected to the project on the hard disk of your laptop 
but save them on the group’s shared servers instead.

Example  N°2 :
You would like to use an artificial intelligence tool to summarise the 
key points and issues in a contract. You will need to anonymise the 
contract first and extract only the necessary parts.



Business loyalty

All employees must, in all circumstances, behave honestly and loyally towards the group, its subsidiaries, its directors and shareholders and their 
colleagues. In particular, you must abstain from any behaviour or declarations or remarks of a defamatory or derogatory nature, which are liable to damage 
the group’s image and reputation or discredit it with the public. 

You therefore undertake not to say, do or engage in anything that could adversely affect the group’s interests or activities.

?

Example  :
You have a disagreement with your line manager and you complain 
about it on Facebook, making abusive or offensive remarks about the 
group in general. These remarks, given that they are easily accessible 
on Facebook (this criterion is assessed on a case-by-case basis by the 
courts) are liable to damage the group’s reputation and may render the 
person making them criminally and civilly liable.



Fair competition

Mediawan conducts its business in a way that respects its competitors and ensures that healthy and fair competition is maintained on the market. It is 
therefore forbidden to exchange sensitive information with competitors and to set prices or terms and conditions in a non-transparent way. Any incident or 
doubt concerning competition law must be reported to the Legal Affairs department so that it can be dealt with appropriately.

?

The following practices must be avoided:

Any arrangements, direct or indirect, with 
competitors on prices or allocation of 
geographic areas or customers

Illegal or unfair information gathering about 
competitors (e.g. theft, bugging, obtaining 
information from recent recruits). In addition, 
no confidential information about a third party 
may be obtained without that party’s written 
consent, unless it is public, i.e. acquired at a 
trade fair, from a website, press release or 
other publication



Insider trading

Insider trading involves buying or selling securities with the aim of making a gain 
or avoiding a loss based on «privileged» information, i.e. confidential or non-
public information to which a person has access due to their position.

It is also unacceptable to pass on such confidential information to a third party so 
that they can carry out stock market transactions.

Consequently:

You must refrain from buying or selling shares in listed companies as 
long as the information you have has not been made public.

If in any doubt as to whether any information is confidential or 
whether a transaction is authorised, you must check with the Legal 
Affairs department.

Failure to abide by these rules may amount to insider trading, which is liable to 
prosecution as well as disciplinary sanctions.

Let’s ensure we act with integrity at all times to maintain the trust of all our 
stakeholders.

?



Our editorial commitments

Last but not least, the Mediawan group undertakes to maintain rigorous editorial standards guaranteeing integrity, diversity and inclusivity in all its 
output. We believe in the importance of creating quality content which reflects our fundamental values and makes a positive contribution to society. 
We are also aware of the impact that the messages we put on screen have on different populations, and we strive constantly to improve them.

Freedom of expression

Supporting  democracy

Respect for diversity

Respect for copyright

Responsible advertising

Accessibility of content

Editorial

?



Responsible 
advertising
Finally, the advertising sales department for 
the Mediawan group channels undertakes 
to broadcast only ethical and responsible 
advertising. 
The advertisements broadcast must meet 
demanding criteria covering in particular the 
fight against stereotyping and the elimination 
of misleading or deceptive content. We make 
sure that advertising is clearly identified as 
such and does not compromise the editorial 
integrity of our content.
These commitments reflect Mediawan’s 
determination to maintain high standards in 
terms of quality and ethics in all of its output, 
thereby making a positive contribution to our 
market and to society in general.

Freedom 
of expression

The Mediawan group defends freedom of 
expression as an essential pillar of its output. We 
undertake to provide a guaranteed space where 
all voices can speak freely and uncensored. 

This freedom allows for the emergence of 
diverse and enriching content, fostering public 
debate and cultural innovation.

? Our editorial commitments

Respect 
for diversity

The Mediawan group values and celebrates 
diversity in all its forms. The group therefore 
endeavours to encourage faithful, respectful 
representation of all cultures, genders, sexual 
orientations, ages and ethnic origins. We 
are committed to avoiding stereotypes and 
promoting fair and inclusive representation in 
all our content.

Support 
democracy

The Mediawan group undertakes to support 
and promote democratic principles through 
its productions. We aim to inform and 
educate the public, thereby encouraging 
active, enlightened participation in the 
democratic process. Our content is designed 
to be impartial, balanced and rigorous, thereby 
contributing to transparency and trust in 
democratic institutions.

Respect 
for copyright

The Mediawan group encourages respect 
for original creation and the recognition of 
the contributions of each performer and 
writer, by guaranteeing respect for the 
intellectual property chain of title, obtaining 
the appropriate authorisations and the 
agreement and remuneration of each rights 
holder concerned by the production and 
broadcasting of our content.

Accessibility 
of content

The Mediawan group ensures that its content 
is accessible to all. The group strives, 
whenever possible, to adopt practices that 
enable everyone including the visually 
and hearing impaired to access our content. 

This includes the use of subtitles and 
audio description.
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Responsible creations







Mediawan commits!
To make people dream, laugh, cry, tremble.  
To inform, raise awareness, inspire… 
The Mediawan Group has the opportunity to impact people 
around the world thanks to the reach of the combined 
businesses and the societal goals that unite us. 
Such an opportunity involves a responsibility. 


It is clear that a fundamental movement is underway across 
our sector.  
That we must all be conscious of our impact on the world. 
The impact that the messages we broadcast have on others; 
the impact that our diversity has on others; the impact that our 
activities have on the environment.


Mediawan is committed to the ambitious goal of unlimited but 
responsible creation. It is our responsibility as a leader in the 
audio-visual sector and a group with international reach to 
strive towards this goal. 


Because we understand that willpower alone will not achieve 
our goal and that sometimes it is not always easy to know 
where to start, the environmental and social responsibility 
charter we propose here is also supplemented by an everyday 
resource pack. 
The resource pack includes checklists specific to your business 
and have been designed to help you develop positive and 
effective habits to improve our impact on the world. 
Individual effort carries tremendous power when it is 
transformed by the collective effort of a group.


Let’s change together! 


Pierre-Antoine Capton – CEO and co-founder 
Delphine Cazaux – COO
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1.7 million tons of CO2 are 
emitted each year by the audio-
visual sector.  
That is the equivalent emissions 
of TGV (a high-speed train) 
travelling around the world 43 
times!  
The question is no longer why 
should we act but how do we 
act?  
To be part of Mediawan is to 
decide to become an agent of 
change. 
The following are the central 
themes upon which our 
commitments are based - these 
are central to our commitment 
as they ensure that we have a 
positive impact on society and 
the environment as a group:


1.	 I undertake to support the Group’s 
socio-environmental-responsibility 
approach and to provide support 
wherever possible to my colleagues, 
my partners, my customers and my 
service providers, etc. Having due 
regard to the state pledge to reduce 
carbon emissions, our aim is to reduce 
our carbon footprint by 40% by 2030 
using our emissions during 2023 as a 
benchmark. 


2.	 I will make every effort to deconstruct 
my writing style and introduce 
elements that promote an inclusive 
society.


3.	 I will anticipate the impact that such 
inclusive writing choices will have on 
the content I produce and I will carefully 
consider the messages I include in my 
content through the storylines I select, 
the characters I create and my overall 
production aesthetic...


4.	 Circular economy: In the context of 
our production activities, I support a 
circular economy by opting to rent 
instead of purchase, and to purchase 
second hand if I cannot rent.


5.	 Sustainable service providers: I 
will favour service providers and 
suppliers who are committed to an 
sustainableapproach and promote 
sustainable labelled products.


6.	 Transportation: I will limit and optimise 
my travel to the extent possible by 
utilising public transport and green 
transport methods: 
When the difference in time is less than 
4 hours, I choose to take the train rather 
than book a flight. 


7.	 Energy usage: I will respect the Group’s 
energy conservation plan and I will 
reduce my energy consumption and 
the amount of raw materials I use. 


8.	 Sorting and recycling: I will reduce my 
waste and adopt sorting and recycling 
practices.


9.	 Cafeteria: Mediawan supports 
suppliers who offer organic, seasonal, 
plant-based food that is transported 
from local sources using short 
supply chains and that uses minimal 
packaging.


10.	 Biodiversity: I will limit the impact that 
my activities may have on biodiversity 
(use of lighting, sound when filming on 
location, etc.)


11.	 Carbon footprint: I will assess my 
environmental impact in order to better 
understand my impact and work to 
gradually reduce it. 


Our ESR charter
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GROUP CSR APPROACH    
•	CSR annual report
•	Responsible corporate gifts
•	Corporate commitments via sponsorship 


(fight against poverty, support for 
creative diversity, healthy messages) 
and HR initiatives (Handiwan Charter, 
school partnerships, etc.)


•	Member of ECOPROD


RESPONSIBLE PRODUCTION   
•	Partnership with le Guide de L’Ecran 


d’Après 
https://www.lecrandapres.com


CIRCULAR AND 
SOCIAL SOLIDARITY    


•	Partnership with Label Emmaüs
•	Partnership with La Ressourcerie du 


Cinéma 
•	Solidarity services and materials 


providers (ESAT)


TRANSPORT   
•	Fixed-fee «sustainable transport» (500 


EUR per year - exempt)
•	Electric charging stations (in Breteuil)
•	Redevelopment and increase in bicycle 


storage (covered)
•	Bike messenger


ENERGY  
•	Guidance on use of heating and air 


conditioning
•	Dematerialisation of administrative 


procedures, use of electronic signatures
•	Use of responsible alternative search 


engine: Ecosia
•	100% renewable energy offices
•	LED lamps at all sites
•	Water: Aerators 


SORTING AND RECYCLING  
•	Responsibly sourced paper
•	Selective sorting of 5 streams 


CAFETERI  
•	Anti Waste: Foodles reduced rate 17:00 


and charitable associations


BIODIVERSITY  
•	Maintenance of green spaces without 


the use of pesticides or other harmful 
products


•	Use of certified natural hygiene products


CARBON FOOTPRINT   
•	Provision of Carbon’clap tool
•	Use of carbon reduction tool Sweep


Actions already
implemented 
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Mediawan standards


applying the principles of 
energy conservation


banning the use of plastic


choosing local and 
sustainable products


choosing to reuse goods and purchase 
second-hand goods 


avoiding unnecessary consumption 
and waste and choosing to purchase 


in bulk 


systematically sorting waste


choosing green energy and 
other low impact sources


limiting the impact of travel and 
choosing active transport 


(cycling, etc.), 
public transportand carpooling







BEST PRACTICES GUIDE 437


These principles will apply to 
all permanent and temporary 
employees within the framework 
of their position and daily 
activities according to the 
principle : reduce, reuse, recycle 
and repair.


RAISING 
AWARENESS 


•	 To be ambassadors


•	 Awareness-raising on issues relating to 
environmental responsibility should be 
a part of every project and included for 
the whole team to consider at the outset 
of the project


•	 Provide new arrivals, service providers, 
etc. with the same information to ensure 
everyone is aware of the issue


•	 Ask service providers whether they have 
any sustainable practices


TRAVEL


•	 Opt for active (green) forms of transport 


•	 Take public transport


•	 Think about carpooling, offer seats in 
your car to others on your team 


•	 Choose train to plane → train is 
mandatory for all journeys with a 
duration of less than 4 hours . 
(e.g: France/Belgium)


•	 Opt to travel in electric or hybrid taxis 


•	 Rent electric or hybrid vehicles


WASTE  
•	  Commitment from everyone to 


reduce the amount of waste produced 
(printing, general wastage, plastic 
cups, packaging, etc.) on a daily basis 
→ prioritise ordering in bulk and using 
reusable items: water bottles, mugs, 
meal containers, tote bags, etc…


•	 Sort waste on a routine basis


RESPONSIBLE PROCUREMENT


•	 Do you need to make the purchase? 


•	 Choose second hand items, use existing 
inventory, or rent the item instead of 
purchasing the item


•	 Choose sustainable and recyclable 
materials (wood, steel, etc.)


•	 Choose local produce, produce made in 
France, or that is natural, eco-labels etc


•	 Consolidate consumable orders 
together


ENERGY  
•	 Reduce your overall energy 


consumption


•	 Turn off computers, appliances and 
lights when not in use


•	 Unplug chargers and other batteries 
when not in use


•	 Minimise the use of fossil fuels (oil, 
petrol, natural gas, etc.)


CAFETERIA


•	 Reduce the intake of animal protein


•	 Significantly reduce the amount of red 
meat consumed as it is a resource-
intensive production process


•	 Avoid waste, ask for less food in the 
canteen or ask for doggy bags at the 
restaurant


DIGITAL TECHNOLOGY


•	 Clean up your inbox (delete old 
messages, unsubscribe from marketing, 
newsletters, etc)


Principles







Cross-disciplinary
departments
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General measures 
applicable to all 
office and studio 
work:


TEAM  
	 Brief all new personnel on these 


measures.


	 Ensure all personnel read the 
«Mediawan: Responsible Media 
charter» and the «Best Practices 
Guide»


PRINTING


	 Reduce printing / Print on both 
sides 


	 Use recycled paper


	 Use previous printing errors as 
scrap paper (for your expense 
reports, for example)


	 Use the dematerialisation 
solutions available (Sharepoint)


ENERGY


	 Turn off lights and electrical 
appliances when not in use.


	 Reduce the use of heating or air 
conditioning


	 Choose to use low-energy lighting


	 Choose green electricity in 
production offices


DIGITAL TECHNOLOGY  
	 Limit the use of emails when 


you are on the same site as the 
recipient


	 Limit the transmission of 
attachments by sending a link 
instead. (One drive)


	 Systematically compress PDFs


	 Clean up your mailbox on a 
regular basis, stop newsletters 
that you do not read


	 Send items by Air-Drop whenever 
possible


	 Limit the multiplication and 
storage of data


	 Use a responsible search engine 
(Lilo, Ecosia)


TRAVEL  


	 Opt to use active (green) 
transport (bicycle, scooter, 
walking, skateboard) → Mediawan 
will reimburse up to 500 EUR + 
bicycle storage is available on all 
sites


	 Opt to take public transport → 
Mediawan will reimburse 50% of 
the cost


	 Suggest carpooling 


	 Train travel is now mandatory for 
all journeys with a duration of less 
than 4 hours difference with plane


	 Order electric or hybrid taxis 
(sometimes you will need to allow 
for a longer waiting time)


	 Take advantage of 2-day remote 
working policy (reduced transport, 
increased facilities, external 
energy consumption)


 


DID YOU KNOW 


THAT? 


For Paris – Cannes


By flight 


Assuming an average travel time of 4 


hours door to door the carbon footprint is 


250 kg Co2e.


By train  


assuming an average travel time of 6 


hours door to door is 30 kg Co2e.
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General measures 
applicable to all 
office and studio 
work:


RESPONSIBLE 
PROCUREMENT  
	 Ask yourself: do I really need it? 


Can I reuse it? Can I recycle it? 


	 Think about the second life of your 
purchases. Anticipate how useful 
the item will be after its initial use


	 Choose second hand items, use 
existing inventory, or rent the item 
instead of purchasing the item


	 Choose sustainable and 
recyclable materials (wood, steel, 
etc.)


	 Choose local produce, produce 
made in France


	 Choose natural or eco-labelled 
products


	 Share items that you do not use 
daily with other offices


	 Prioritise energy efficient 
(A-rated) purchases


	 Consolidate orders with other 
offices 


	 Check with your suppliers


CONSUMABLES


	 Use a re-usable water bottle, 
water jug or glasses, both for 
yourself and in meetings


	 Use a mug, reusable cutlery, etc.


	 Avoid single-use plastic bags, use 
reusable bags


	 Avoid coffee capsules in favour of 
coffee beans or filters


	 Limit the use of napkins, paper 
towels, wipes, etc.


CAFETERIA


	 Reduce the overall intake of 
animal protein


	 Reduce consumption of beef


	 Choose 1 day a week to not 
eat meat: green Mondays for 
example!


	 Anti-waste: ask for a doggy-bag 
when eating out at a restaurant 
(good to know: restaurants are 
obliged to accept requests to take 
food home since 1 July 2021)


	 Group lunch orders together 


	 Water  fountain in all offices


WASTE


	 It is imperative that we separate 
waste properly by following the 
signs around each building


	 Throw cigarette stubs into the bins 
provided for the purpose, they 
will then be recycled into street 
furniture! 


	 Sort waste into appropriate 
categories; electronic equipment 
waste, printer cartridges, etc.


 
DID YOU 


KNOW THAT? 


75% of all energy 


consumption in computer 


equipment takes place 


during periods of 


inactivity.


 
DID YOU KNOW THAT? In the matter of  carbon footprint:


1 beef meal = 5 chicken meals = 14 vegetarian meals


 
DID YOU 


KNOW THAT? 


500 litres of water is 


polluted for every cigarette 


stub thrown into water, 


into the sewer, into the 


ground, etc.
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t In addition to the general 
office measures, 
co-workers are expected to: 


LEGAL


	 Insert clauses into the contracts 
relating to eco-production 
(Temporary, Production, Service 
providers ) 


	 Negotiate upstream with the 
corresponding agents (actors, 
directors, etc.) for sustainable 
travel as far as possible 







In addition to the general 
office measures, 
co-workers are expected to: 
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s HUMAN RESOURCES


	 Address the issue during the 
recruitment phase


	 Insert a clause into the contracts 
of permanent and temporary 
employees







In addition to the general 
office measures, 
co-workers are expected to:
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n ACCOUNTING/PRODUCTION ADMINISTATION


	 Identify any additional costs 
associated with eco-responsibility


	 Identify any savings related to 
environmental-responsibility


	 Add an sustainable-note section 
to the service provider information 
collection form 
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I.T IT


	 Choose sustainable, long-term 
equipment


	 Think repair rather than replace


	 Consolidate purchases to reduce 
the number of deliveries required


	 Do not duplicate computer 
terminals (fixed computer and/or 
laptop)


	 Upgrade obsolete equipment


	 Select servers equipped with 
energy efficient technology 


	 Choose data centres hosted in 
France or in Europe


	 Choose data centres powered by 
renewable energy


	 Organise and optimise storage of 
data


	 Establish a calendar and schedule 
when the information reaches end 
of life and can be deleted


	 Produce and transmit useful data 
and facts for communication to 
personnel (e.g. printing = 3x the 
Arc de Triomphe)


In addition to the general 
office measures, 
co-workers are expected to: 
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COMMUNICATIONS


	 Training in responsible communication 
(think humility and evidence)


	 Eco-design visuals to suit the physical or 
digital media  
• Digital: opt for dark colours (saves 
energy), use contrasting texts (improves 
accessibility) and limit the number of 
photos and videos to a strict minimum, etc.  
• Print: eco typeface, free-to-use font, 
limit use of solid colours, use a white 
background, etc. 


	 Optimise the size of all visuals to the media 
and devices being targeted


	 Optimise the size of all image and video 
files


SUSTAINABLE 
  MEDIA


	 Determine the appropriate type of media 
to be used as well as the number and type 
of materials required (Example: digital or 
paper, paper suitability for printing, quality 
of materials, etc.)


	 Include the possibility of recycling and/or 
donating surplus materials into all plans


RESPONSIBLE EVENTS 


	 Reuse stand decorations for multiple 
events


	 Predict the lifespan of stand materials and 
plan accordingly


	 Choose to recycle or donate any materials 
that can no longer be used


RESPONSIBLE INFLUENCE 


	 Carefully select influencers who promote a 
positive message


	 Prioritise working with influencers who are 
certified as «esponsible Influencers» by the 
ARPP (French Advertising Agency)


In addition to the general 
office measures, 
co-workers are expected to: 







 


In addition to the general 
office measures, 
co-workers  are expected to: 
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MESSAGE CONTENT


	 Use the «l’Ecran d’Après» guide to ensure 
that the message is responsible and 
inclusive 
Consider the character profile/ Character 
quest/ Society model


	 Communicate the Group’s responsible 
actions with humility, transparency and 
evidence 


	 Promote diversity, inclusion and fight 
against stereotypes


	 Promote sustainable-behaviour 


SOLIDARITY


	 Highlight solidarity actions and 
associations including NGOs







 


In addition to the general office 
measures, 
co-workers are expected to: 
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t RESPONSIBLE MESSAGE


	 Refer to the Responsible Message slide


RAISE AWARENESS


	 The development team (editorial + 
production) must be aware and trained on 
the issues


SHARE


	 Sharing of film shoots, photo shoots and 
other content 


REUSE


	 Use of pre-existing images (stock, 
purchased images, etc.) to reduce the 
number of shooting days required


SEASONAL


	 Consider the seasonal effect on projects 
(e.g. no sun in December if you intend to 
stay in France). 


PROMOTION OF 
WHOLESOME


	 The editorial team are to apply a 
responsible interpretative framework to the 
production of news and fiction content: 
• They will not convey stereotypes (relating 
to gender, race, etc.) 
• They will encourage virtuous behaviour, 
both in form and in content (seasonality, 
e.g. wearing jumpers indoors in winter), 
waste reduction, waste sorting, bulk 
purchases implemented in the set design)


INCLUSIVITY


	 Diverse casting


INTEGRATION  
OF ADDITIONAL COSTS  


	 The production team integrate any 
additional costs relating to eco-
responsibility directly into other costs







 


In addition to the general 
office measures, 
co-workers are expected to: 
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KITCHEN DECOR 


	 Bulk containers


	 Sorting bins


	 Filter coffee makers or bean-to-cup 
machines (avoid pod-to-cup machines)


	 Buy products directly from local producers 
(avoid promoting supermarkets)


	 Display organic labels, fairtrade labels, 
etc... on food products


	 No disposable containers (e.g. coffee to 
go cups, juice bottles, lunch to go, water 
bottles, etc.)


CHILD’S BEDROOM


	 Include a box in the room for donations to 
local charities


	 Display posters promoting the environment 
(teenagers’ room)


VARIOUS


	 Return from shopping with reusable bags 
or baskets


	 Use public transport or active (green) 
transport (walking, cycling, scooter, 
skateboarding...)


	 Drive an electric vehicle


	 Leave the car in the garage and use a 
bicycle instead


	 Turn off the lights when the character 
leaves a room


	 Turn off the water when brushing teeth or 
washing dishes


	 Have a home use solar panels


	 Display eco-labelled washing products 
(washing-up liquid, detergent, etc.)


GARDEN


	 Maintain a compost bin


	 Don’t show anyone playing with water from 
a hose pipe


Re
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In addition to the general office 
measures, 
co-workers are expected to: 
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	 Refer to the Responsible Message slide


	 Plan an impact campaign when 
appropriate


TRAVEL


	 Reduce the amount of business travel


	 Have film crews travel by train if the 
destination is less than 4 hours time 
difference from the train


	 If travelling on site, use low-carbon 
transport (green hybrid bike, electric 
vehicle rental, etc.)


	 Choose accommodation that is as close 
as possible to the site so that you can get 
around on foot


	 Choose sustainable-labelled 
accommodation or accommodation that 
promotes a responsible approach


RAISE AWARENESS


	 Distribution teams are aware of the issues 
and receive proper training 


	 Partners are made aware and encouraged 
to improve


	 Systematic recommendation of deaf and 
hard of hearing subtitling to broadcasters


EQUIPMENT


	 Optimise physical media requirements 
(Blu-Ray, etc.)


	 Calculate the amount of promotional 
materials required (posters, POS material, 
merchandise)


	 Eco-design visuals to suit the physical or 
digital media


	 Improve the quality of merchandise 
(quality materials, made in France or 
Europe, etc.)


	 Systematically send links to share trailers 
or extracts of work on a regular basis







In addition to the general 
office measures, 
co-workers are expected to: 
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RESPONSIBLE MESSAGE


	 Refer to the Responsible Message slide


ACCESSIBILITY


	 Is the content accessible to the deaf or 
hard of hearing? (use of subtitles)


	 Is the content accessible to visually 
impaired people (use of audio description)


RAISE AWARENESS


	 Raise awareness of responsible actions 
among stakeholders:  
• Operators 
• Advertising department clients 
• Content providers (producers/ 
distributors)


	 Impose carbon assessment requirement 
on all external productions (produced after 
2023)


FILE SIZE


	 Ensure all operators are aware of the need 
to reduce both image size and display 
format: 
• Limit the number of images and graphical 
elements to what is strictly necessary, 
ensure all graphics are a reasonable size 
for the target media and intended devices 
• Reduce the size of videos by compressing 
and reducing their size to suit intended use 
(mobile vs. desktop, for example 
• Offer low definition viewing first 
•  Compress soundtracks and switch to 
mono sound whenever possible.


	 Use low definition playback internally where 
possible


STORAGE AND  
CONTENT END OF LIFE


	 Follow the storage and file archive rules in 
place. These can be found here 


	 Distribute best practice guide relating 
to digital media and storage rules to 
all employees (both permanent and 
temporary)


Br
oa
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Production
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Sustainable
production
process


1.	 Read the « ESR Charter» 
and the «Best Practices Guide »


2.	 Calculate the average carbon footprint of a production via 
Carbon’Clap


3.	 Identify and set up daily sustainable actions relevant in your 
activity


4.	 Send an Awareness note at the beginning of a new production 
or season (see next slide)


5.	 Introduce the charter and the guide to the team and suppliers, 
and identify carbon reduction actions


6.	 Identify a person dedicated to this matter in the team


7.	 Ask suppliers about their sustainable actions


8.	 Follow up the actions set-up


9.	 Check on the dedicated measures during the shooting


10. Calculate a final carbon footprint via Carbon’Clap


12. Share the results and any comments



https://carbonclap2.ecoprod.com/ 

https://carbonclap2.ecoprod.com/ 
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Notes on
raising
awareness


Mediawan is committed to the ambitious goal of 
responsible creation without restriction or limitation. It is 
our responsibility as a leader in the audio-visual sector 
and a group with international reach to strive towards this 
goal.


Because we understand that willpower alone will not 
achieve our goal and that sometimes it is not always easy 
to know where to start, the guide we have provided is 
intended to be used as an everyday resource pack.


The resource pack includes checklists that can be used 
in your business and have been designed to help you 
develop positive and effective habits to improve our 
impact on the world.


Individual effort carries tremendous power when it is 
transformed by the collective effort of a group.


We invite all of our partners to take part in this process 
and reduce the environmental impact of our project.


We only ask that you, whenever possible, think of the 
impact at each stage; from preparation to shooting to 
post production. Think how to achieve the work in the 
most sustainable way and propose responsible solutions 
wherever you can.					  


We will also be asking you to collect data relating to your 
carbon footprint at the end of each production, so please 
take note of the necessary information before shooting. 


Let’s change together!
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General measures 
applicable to all 
office and studio 
work:


RESPONSIBLE 
PROCUREMENT


	 Ask yourself: do I really need it? 
Can I reuse it? Can I recycle it? 


	 Think about the second life of your 
purchases. Anticipate how useful 
the item will be after its initial use


	 Choose second hand items, use 
existing inventory, or rent the item 
instead of purchasing the item


	 Choose sustainable and 
recyclable materials (wood, steel, 
etc.)


	 Choose local produce, produce 
made in France


	 Choose natural or eco-labelled 
products


	 Share items that you do not use 
daily with other offices


	 Prioritise energy efficient 
(A-rated) purchases


	 Consolidate orders with other 
offices 


	 Check with your suppliers


TRAVEL


	 Opt to use active (green) 
transport (bicycle, scooter, 
walking, skateboard) → Mediawan 
will reimburse up to 500 EUR + 
bicycle storage is available on all 
sites


	 Opt to take public transport → 
Mediawan will reimburse 50% of 
the cost


	 Suggest carpooling 


	 Train travel is now mandatory for 
all journeys with a duration of less 
than 4 hours difference with plane


	 Order electric or hybrid taxis 
(sometimes you will need to allow 
for a longer waiting time)


	 Take advantage of 2-day remote 
working policy (reduced transport, 
increased facilities, external 
energy consumption)


CONSUMABLES


	 Use a re-usable water bottle, 
water jug or glasses, both for 
yourself and in meetings.


	 Use a mug, reusable cutlery, etc.


	 Avoid single-use plastic bags, use 
reusable bags


	 Avoid coffee capsules in favour of 
coffee beans or filters


	 Limit the use of napkins, paper 
towels, wipes, etc.


CAFETERIA


	 Reduce the overall intake of 
animal protein


	 Reduce consumption of beef


	 Choose 1 day a week to be vegan: 
green Mondays for example!


	 Anti-waste: ask for a doggy-bag 
when eating out at a restaurant 
(good to know: restaurants are 
obliged to accept requests to take 
food home since 1 July 2021)


	 Group lunch orders together 


	 Water  fountain in all offices


 
DID YOU KNOW THAT? 


In terms of carbon footprint:
1 beef meal = 5 chicken meals = 14 vegetarian meals


 


DID YOU KNOW 


THAT? 


For Paris – Cannes


By flight 


Assuming an average travel time of 4 


hours door to door the carbon footprint is 


250 kg Co2e.


By train  


assuming an average travel time of 6 


hours door to door is 30 kg Co2e.
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WASTE


	 It is imperative that we separate 
waste properly by following the 
signs around each building


	 Throw cigarette stubs into the bins 
provided for the purpose, they 
will then be recycled into street 
furniture! 


	 Sort waste into appropriate 
categories; electronic equipment 
waste, printer cartridges, etc.


TEAM


	 Brief all new personnel on these 
measures.


	 Ensure all personnel read the 
«Mediawan Charter» and the «Best 
Practices Guide».


PRINTING


	 Reduce printing / Print on both 
sides 


	 Use recycled paper


	 Use previous printing errors as 
scrap paper (for your expense 
reports, for example)


	 Use the dematerialisation 
solutions available (Sharepoint)


ENERGY


	 Turn off lights and electrical 
appliances when not in use.


 Reduce the use of heating or air 
conditioning (put on a jumper in 
winter, etc.)


	 Choose to use low-energy lighting


	 Choose green electricity in 
production offices


DIGITAL TECHNOLOGY


	 Limit the use of emails when 
you are on the same site as the 
recipient


	 Limit the transmission of 
attachments by sending a link 
instead. (One drive)


	 Systematically compress PDFs


	 Clean up your mailbox on a 
regular basis, stop newsletters 
that you do not read


	 Send items by Air-Drop whenever 
possible


	 Limit the multiplication and 
storage of data


	 Use a responsible search engine 
(Lilo, Ecosia)


O
ffi


ce


General measures 
applicable to all 
office and studio 
work:


 
 


DID YOU KNOW 


THAT? 


75% of all energy 


consumption in computer 


equipment takes place 


during periods of 


inactivity.


 
DID YOU KNOW THAT? 500 litres of water is 


polluted for every cigarette 


stub thrown into water, 
into the sewer, into the 


ground, etc.







  In addition to the general 
office measures, 
co-workers are expected to: 
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OFFICE


	 Refer to office slides for common 
indications


ADDITIONAL COSTS


	 Identify any additional costs 
and notify the production 
management as soon as possible


TEAM


	 Train as many employees in 
sustainable production as 
possible (production, art design, 
technical)


	 Raise awareness amongst 
members of the crew and 
temporary workers as soon as 
they are hired


	 Provide them with a copy of the 
awareness memo and this guide


	 Appoint an sustainable-
representative for each project 


	 Does this person dedicate more 
than 50% of his/her time to 
sustainability? 


	 Follow up on the sustainable 
measures with each team during 
the preparation phase


	 Put notes on all service sheets, 
roadmaps to consider sustainable 
production


	 Provide clear information on how 
to access the filming location by 
public transport, bicycle, etc. on 
the SDS 


	 Put up an awareness poster on set 
(See Ecoprod website)


TRANSPORT


	 Where suitable choose to film in a 
close-distance area 


	 Rent electric or hybrid vehicles for 
productions being shot in urban 
areas


	 Share transport


	 Choose local labour


	 Choose local service providers, as 
close as possible to the shoot


	 Consider filming at locations that 
are close to each other and eco-
labelled


	 Provide accommodation as 
close to the filming locations as 
possible


	 Consolidate service provider 
deliveries


	 Reduce equipment usage to a 
minimum to reduce quantity



https://www.ecoprod.com/fr/





  In addition to the general 
office measures, 
co-workers are expected to: 
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BIODIVERSITY


	 Respect and preserve the local 
environment around outdoor locations - do 
not disturb existing flora or fauna and do 
not introduce any foreign plant species


	 Consider the impact that filming may 
have on biodiversity taking into account 
the natural settings and work with a local 
professional to minimise the expected 
impact


	 Establish a plan to reduce human, noise 
and light pollution, etc.


ENERGY


	 Use green energy at the studios and/or 
filming locations. Ask service providers


	 Prohibit use of rotary engines


	 Monitor energy consumption when on 
location


SERVICE PROVIDERS


	 Use green energy at the studios and/or 
filming locations. Ask service providers


	 Prohibit use of rotary engines


	 Monitor energy consumption when on 
location


CARBON FOOTPRINT


	 See dedicated slide







  In addition to the general 
office measures, 
co-workers are expected to: 


BEST PRACTICES GUIDE 4328


Tr
an


sp
or


t/
ac


co
m


m
od


at
io


n ANTICIPATE


	 Rationalise the number of people on set


	 Share any vehicles to reduce the amount of 
vehicles transporting people (van)


	 Share any vehicles to reduce the amount of 
vehicles transporting equipment


	 As far as possible: opt for sets located near 
to public transport


	 Choose local suppliers that are nearby


	 Choose train rather than plane -> Train 
travel is mandatory for journeys of less 
than 4 hours


	 Organise security measures to ensure that 
trucks are not moved unnecessarily


	 Opt to use electric or bio-fuel vehicles


	 Encourage active (green) transport during 
filming


RAISE AWARENESS


	 Public transport access is provided on the 
SDS


	 Bike storage, bicycle hub, are available and 
indicated on the SDS


	 SRaise awareness on eco-friendly driving 


VARIOUS


	 Opt to use Green hybrid bikes


	 Opt to use units and cabins that are 
powered by alternative fuel sources


	 Do not leave any engines running


	 Reduce the weight of the equipment to the 
strict minimum


ACCOMMODATION


	 Choose accommodation that is as close as 
possible to the set


	 Choose accommodation that is eco-
accredited or has a responsible approach


 


DID YOU KNOW 


THAT? 


For Paris – Cannes


By flight 


Assuming an average travel time of 4 


hours door to door the carbon footprint is 


250 kg Co2e.


By train  


assuming an average travel time of 6 


hours door to door is 30 kg Co2e.







  


In addition to 
the general 
office 
measures, 
co-workers are 
expected to: 
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	 Refer to office slides for common 
indications


TRANSPORT


	 Choose local producers,


	 Choose direct purchases from 
producers with shorter supply 
chains (support small-scale 
agriculture)


	 Eat seasonal fruit and vegetables 
(including drinks)


	 Deliver items on foot, by cargo 
bike or electric vehicle


	 Consolidate deliveries and 
collections


FOOD


	 Limit availability of animal 
proteins to the main course and 
only in reduced quantities


	 Reduce consumption of red meat 
(the most resource-intensive 
production process)


	 Promote poultry dishes (from 
selected producers)


	 Have a vegetarian meal available 
at all shoots, at least 30% of meals


	 If more than 4 days of filming in a 
row = have in 1 vegetarian day


	 Select free range eggs - minimum 
requirement


	 Provide snacks, nibbles, 
sandwiches in vegetarian options 


	 Choose fresh, seasonal, local 
unpackaged fruit


	 Limit availability of mass-
produced snacks (Twix, Mars, 
all cakes) in favour of bakery 
produced cakes, home-made 
cakes, traditional biscuits, etc.


PACKAGING


	 Ban the use of plastic. Replace 
plastic with wood, stainless steel 
or any other sustainable and 
recyclable material


	 Ban polystyrene (irrespective of 
type)


	 Use bulk or large containers 
(buffet/snacks, ketchup sauces, 
etc.)


	 Ban disposable containers in 
favour of reusable ones (boxes, 
bags, baskets, crates, etc.) 


	 Ban disposable cutlery. Opt for 
washable plates and dishes


	 Ban cardboard cups. Opt for 
washable mugs


Guide to food 


labelling 


here


 
 DID YOU KNOW THAT ?


In terms of carbon footprint:1 beef meal = 5 chicken meals = 14 vegetarian meals



https://www.economie.gouv.fr/particuliers/aop-aoc-igp-stg-labels-certification-alimentation





  


In addition to 
the general 
office 
measures, 
co-workers are 
expected to: 
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CRAFT SERVICE TABLE


	 Limit use of individual packaging 
in favour of bulk packaging 


	 Ban plastic bottles in favour of 
cans, glass or Tetrapak


	 Provide water fountains and 
carafes


	 Choose local beverages and/or 
healthier drinks than a traditional 
soft drink (apple juice, kombucha, 
homemade iced tea)


	 Use a bean-to-cup or filter coffee 
machine that uses Fairtrade 
coffee (do not use coffee pods) 


ENERGY


	 Connect directly to the electrical 
grid to avoid the use of generators


	 Switch to green energy in 
preparation areas or restaurants


EQUIPMENT


	 Rent equipment or use existing 
equipment on site


	 For any purchase, consider 
whether you can donate, store or 
recycle the equipment when the 
project is finished


CONSUMABLES


	 Limit single-use consumables: 
replace paper towels with tea 
towels, etc.


	 Use paper towels made from 
recycled non-bleached materials 


	 Ban straws, if required by the cast, 
provide stainless steel straws with 
their name on the side


	 Only rent mirrors with LED lighting 


ANTI-WASTE


	 Adjust quantities / portions


	 Opt to serve buffet food that will 
allow any leftovers that have not 
been served to be reused


	 Provide containers / suggest that 
teams bring their own containers 
to allow any leftovers to be served 
as a takeaway


	 Provide containers for team 
members that turn up at the end 
of the shoot trying to grab a bit 
of food (and decide who will be 
in charge of this? To be defined 
before the shoot)


	 Plan ahead and partner with a 
local association or charity who 
can collect any surplus food 


RAISE AWARENESS


	 Display the origin of the products 
available 


	 Display sustainable-awareness 
and/or waste sorting signs
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In addition to 
the general 
office 
measures, 
co-workers are 
expected to: 
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SOLIDARITY


	 Promote catering companies that 
employ people with disabilities, 
social integration, ESAT, charities, 
etc.


BIODIVERSITY


	 Gradually change your washing 
products for environmentally 
friendly, natural or sustainable 
products


WASTE


	 Sorting waste is mandatory. 
Minimum required: Paper/
cardboard, metal, glass, batteries 
and light bulbs.  (In food prep 
areas and on set)


	 Weigh your waste or hire a 
specialist service provider


	 Plan ahead and display clear 
waste sorting signs depending 
on the shooting location or 
the collection service provider 
available


	 Additional recycling flows 
whenever possible: organic waste
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		 Refer to office slides for common 
indications


ECO-DESIGN: 
SET / BACKGROUND


	 Improve modularity and reusability; think 
about both construction and dismantling of 
the set


	 Choose materials from a recycling centre: 
contact La Ressourcerie du Cinema (See 
Annex)


	 Choose eco-labelled materials (paints, 
solvents - avoid toxic products and opt for 
plant-based products and local products) 
and prohibit the use of harmful substances


	 Choose wood that has an environmentally 
friendly certification (FSC or PEFC) and 
contains little or no formaldehyde (a known 
carcinogenic substance)


	 Choose to rent where possible


TRANSPORT


	 Use easy to disassemble decor on set to 
improve transportation and storage


	 Consolidate deliveries


	 Use electric or bio-fuel vehicles


	 Opt for local suppliers for labour and 
materials where available


WASTE


	 Avoid construction


	 Anticipate future use of sets: resale, storage 
as inventory or donation (to recycling 
centres, schools, theatres, charities, 
technical team etc.)


	 Recycle materials, paint, solvent and waste 
in general: make sure that everything that 
must be constructed can be separated 
once used to ensure each element is 
recycled


	 Ask the studio service provider for 
containers to help with waste collection 
(packaging materials), a decantation tank 
for waste-water from painting, and a skip 
for waste wood


	 Ensure the collection and recycling of 
material scraps


In addition to the general 
office measures, 
co-workers are expected to: 







  In addition to the general 
office measures, 
co-workers are expected to: 
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sSUSTAINABLE PROCUREMENT


	 Rent props where possible


	 Utilise existing inventory


	 Utilise alternatively buy second hand props


CONSUMABLES


	 Use eco-responsible washing products and 
eco-labelled solvents 


END OF SHOOT


	 For scenes/shots that require food, 
consider donating the food to local 
charities


	 Resale, storage as inventory or donate 
(marketplaces, charities, technical team 
etc.)







  


In addition to the general 
office measures, 
co-workers are expected to: 
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KITCHEN DECOR 


	 Bulk containers


	 Sorting bins


	 Filter coffee makers or bean-to-cup 
machines (avoid pod-to-cup machines)


	 Buy products directly from local producers 
(avoid promoting supermarkets)


	 Display organic labels, fairtrade labels, 
etc... on food products


	 No disposable containers (e.g. coffee to 
go cups, juice bottles, lunch to go, water 
bottles, etc.)


CHILD’S BEDROOM


	 Include a box in the room for donations to 
local charities


	 Display posters promoting the environment 
(teenagers’ room)


VARIOUS


	 Return from shopping with reusable bags 
or baskets


	 Use public transport or active (green) 
transport (walking, cycling, scooter, 
skateboarding...)


	 Drive an electric vehicle


	 Leave the car in the garage and use a 
bicycle instead


	 Turn off the lights when the character 
leaves a room


	 Turn off the water when brushing teeth or 
washing dishes


	 Have a home use solar panels


	 Display eco-labelled washing products 
(washing-up liquid, detergent, etc.)


GARDEN


	 Maintain a compost bin


	 Don’t show anyone playing with water from 
a hose pipe







  


In addition to the general 
office measures, 
co-workers are expected to: 
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	 Refer to office slides for common 
indications


SELECTING CLOTHING


	 Choose to rent or use existing 
inventory / for example: Clothes, 
Robes, Towels 


	 Approach the Emmaus 
Partnership for second-hand 
goods (See Annex)


	 As a rule choose second hand 
items if you must buy


	 Avoid buying new items 
(especially from shops that do not 
respect labour rights and promote 
fast fashion)


	 Buy locally made clothes (made 
in France and Europe)


	 Choose to buy or make clothes 
from responsible materials 
(sought after post-consumer 
recycled material)


	 Choose fabrics carefully and 
check garments for sustainable or 
eco-labels


	 Eliminate any harmful substances 
during the manufacturing process 
(solvents, glues, dyes, etc.)


PROPS


	 Use reusable covers


	 Reuse hangers or rent them


	 Reduce the use and waste of 
consumables and donate any 
unused consumables


END OF SHOOT


	 Store clothing in a way that 
promotes reuse


	 Donate to local charities at the 
end of production. (Emmaus 
Partnership)


	 Repair items rather than buy


	 Sort any used unwanted textiles 
and place them in specialist 
recycling bins


RESPONSIBLE CLEANING


	 Use sustainable dry cleaners


	 Use biodegradable detergents


	 Choose biodegradable products 
for ageing and dyeing of fabrics


	 Use demineralised water to 
extend the life of your steam 
equipment


	 Wash suits at low temperatures 
(30°) and use bulk or boxed 
detergent to avoid plastic 
packaging


	 Avoid dry cleaning wherever 
possible and, if necessary, use 
a non-toxic, environmentally 
friendly dry cleaner







  In addition to the general 
office measures, 
co-workers are expected to: 
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	 Ensure the origin of the products used are 
visible: product made in France or in Europe


	 Display appropriate signs to raise 
awareness


CONSUMABLES


	 Use washable or organic consumables


TRANSPORT


	 Consolidate purchases and deliveries to 
reduce impact of transportation


SOLIDARITY


	 Donate hair to a community or 
transformation charity (e.g: Capillum or 
Fake hair are not to be donated)


BIODIVERSITY


	 Use sustainable or natural haircare / 
skincare and washing products


	 Ban the use of aerosols


ENERGY


	 Request LED make-up mirrors


	 Turn off make-up mirrors when not in use


WASTE


	 Adjust product quantities to reflect actual 
usage


	 Purchase large containers for inventory and 
refill small reusable containers on set


	 Sort, recycle and reuse empty product 
packaging







  In addition to the general 
office measures, 
co-workers are expected to: 
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OFFICE


	 Refer to office slides for common 
indications


CAMERAS


	 Use drones for aerial photography


	 Limit the use of consumables 
(gaffers, grips, straps, ropes, etc.) 
and encourage the principles of 
reuse and recycle


	 Use digital media rather than 
physical film where possible


	 If physical film must be used; 
select a laboratory that promotes 
responsible practices


LIGHTING


	 Prioritise shooting in natural light


	 Use low energy lighting: LED, HMI 
or Fluorescent tubes, kinoflo, 
incandescent bulbs on set to 
replace the use of tungsten lights


	 Replace poly with other 
sustainable alternatives


	 Reduce lighting intensity between 
takes


SOUND


	 Use rechargeable batteries


TRANSPORT


	 Adjust equipment to be used to 
limit truck size


	 Hire equipment as close as 
possible to the shooting location


RAISE AWARENESS


	 Place signs in the trucks to raise 
awareness of the policy


ENERGY


	 Monitor the electricity 
consumption at the filming 
location


	 Prefer connection to the grid 
(direct connection on set or on 
location)


	 Use alternative generators 
(electric, bio-fuel) if connection to 
the grid is not possible


   Switch equipment off when not in 
use (appoint a representative to 
ensure compliance)


	 Use rechargeable batteries (not 
direct into the grid)


	 Choose to rent energy-efficient 
equipment (cameras, hard drives, 
sound equipment, etc.) and eco-
labelled equipment if available







  In addition to the general 
office measures, 
co-workers are expected to: 
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CONSUMABLES


	 Limit the use of consumables 
(gaffers, grips, straps, ropes, 
etc.) and encourage the use of 
reusable materials


WASTE


	 Encourage reuse and recycling 
practices, in particular donate 
to small organisations or 
independent artistic projects 
(consumables, gelatine, 
materials, etc.)


	 Avoid adhesives that leave 
residues (adhesive tape) and 
choose alternatives such as 
ecological adhesive tape or 
plastic-free ecological adhesive 
tape


	 Extend the life of grommets 
(eyelets) by washing them rather 
than throwing them away


	 Recycle polystyrene reflectors 
(even painted ones) at 200 
collection points: www.ecopse.org


	 Sort waste (light bulbs, batteries, 
WEEE, etc.)



https://ecopse.org/accueil/valoriser-ses-dechets-de-pse/





  In addition to the general 
office measures, 
co-workers are expected to: 
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	 Refer to office slides for common 
indications


BIODIVERSITY


	 Special effects must use the least harmful 
products possible and all suitable 
precautions must be taken to avoid harm 
to the environment and human health


	 Take steps to protect the environment 
before each effect and clean up after 
the shooting - use appropriate cleaning 
equipment and keep a spillage kit on hand 
at all times


	 Use stock or archive images to limit 
the amount of photography required 
(especially aerial photography)


ANTICIPATE


	 Assess what can be achieved in post-
production and in visual effects studios and 
avoid live effects where possible


EQUIPMENT


	 Use propane rather than liquid fuel for fire 
effects where possible


	 Use biodegradable artificial snow products 
as well as biodegradable confetti and 
streamers


	 Use water-based smoke liquids and 
consider VFX smoke where possible.


	 Choose energy-efficient appliances 
certified by an eco-label, such as the 
European Union energy label, the Energy 
Star label, or the TCo’03 label


	 Systematically switch off any unused 
electrical equipment (if it does not interfere 
with current operations)


WASTE


	 Recycle any unused materials







  


In addition to the general 
office measures, 
co-workers are expected to: 
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OFFICE


	 Refer to office slides for common 
indications


ANTICIPATE


	 Ask the post-production studio 
about their environmental 
practices and policies in 
particular those relating to energy 
consumption


EQUIPMENT


	 Choose to use remote services if 
possible


	 Rent or reuse portable hard drives


	 Choose servers hosted in France 
or in Europe.


	 Prioritise LTO storage which 
provides greater durability and 
avoid use of Lacie/G-Drives, in 
order to free up disks for reuse


ENERGY


	 Use heat from servers to heat 
office space


	 Isolate any equipment that 
generates heat in air-conditioned 
rooms


	 Choose a green energy provider


FILE SIZE


	 Optimise file sizes for the working 
draft


	 Optimise video size to the 
intended distribution medium


	 Anticipate and manage storage 
(contractual duration, ongoing 
support, etc.)


	 Regularly remove redundant 
content from the servers


ACCESSIBILITY


	 Implement subtitling for the deaf 
and hard of hearing


	 Offer audio-description options
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	 A representative must be appointed to collect and 
organise the carbon footprint data


	 An estimated carbon footprint should be 
produced before each project


	 Ensure all teams are briefed accordingly 
beforehand and are aware that they need to 
collect information relating to their carbon 
footprint


	 Ensure that rental companies record the 
kilometres travelled for each vehicle type used


	 Take steps to ensure that electricity consumption 
for each set is recorded correctly


	 An actual carbon footprint must be produced at 
the end of each project


	 Promote transparency in reporting: announce 
targets and tangible results of the carbon 
reduction measures implemented for each 
production


	 Carbon offset: fund a carbon offset measure 
equivalent to the impact of the project


Carbon
footprint
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This guide is a co-creation between the group’s various 
entities and departments who were assisted during the 
project by an external expert in responsible audio-visual 
production: A Better Prod.  
It satisfies broadcaster expectations and is based on 
recommendations provided by the Ecoprod Label. The guide 
will be updated as often as necessary.  
If you have any further questions, please contact the 
Mediawan Commitment Department: actelle@mediawan.eu


 Responsible audio-visual production consultants.  
ABP supports the audio-visual sector in the transition towards 
environmental and societal responsibility.  
contact@abetterprod.com


ECOPROD  


Created in 2009 by ADEME, AUDIENS, the Île de France Film 
Commission, DIRECCTE IDF, France Télévisions and TF1, 
Ecoprod’s mission is to raise awareness of the environmental 
impact that the audio-visual and film sector has on the 
environment. 


Gathering, developing, innovating and creating: Ecoprod’s 
ambition is to advance and unite all the players in the sector 
by committing them to undertake virtuous environmental 
practices. 


A BETTER PROD


Credits


Sophie BARRAT Loïc BARUTEAU Alison BEGON Julien BORDE Delphine CAZAUX


Sébastien CHARBIT Cassandre FARRADECHE Axelle GUIO Cyril HIBERT Jean-Yves PATAY


 Élodie POLO-ACKERMANN Fabrice RENAULT Dominik SCHMELCK Renaud SOUHAMI Anne-Claire TELLE


Matthieu THOLLIN Lucie VALLET Candice VIGNERON Amandine WADE


MEDIAWAN CSR COMMITTEE


Thierry VILLEROY Matthieu Warter



mailto:actelle%40mediawan.eu?subject=

mailto:contact%40abetterprod.com?subject=
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Appendixes 
and references


Partnership with Label Emmaüs 
(work in progress)


 
Partnership with La Ressourcerie du 
cinéma (work in progress)


Sustainable Production Alliance 
https://www.greenproductionguide.com/about-the-sustainable-production-alliance/


Carbon’Clap 
https://carbonclap2.ecoprod.com/


Carbon’Clap : User guide 
https://drive.google.com/file/d/1otolYC2HnA-hgJrBgC_OPR0AWZvoDsGg/view?usp=sharing



https://www.greenproductionguide.com/about-the-sustainable-production-alliance/

https://carbonclap2.ecoprod.com/ 

https://drive.google.com/file/d/1otolYC2HnA-hgJrBgC_OPR0AWZvoDsGg/view?usp=sharing 






Environmental and Social
Responsibility Charter


Responsible creations







Mediawan commits!
To make people dream, laugh, cry, tremble.  
To inform, raise awareness, inspire… 
The Mediawan Group has the opportunity to impact people 
around the world thanks to the reach of the combined 
businesses and the societal goals that unite us. 
Such an opportunity involves a responsibility. 


It is clear that a fundamental movement is underway across 
our sector.  
That we must all be conscious of our impact on the world. 
The impact that the messages we broadcast have on others; 
the impact that our diversity has on others; the impact that our 
activities have on the environment.


Mediawan is committed to the ambitious goal of unlimited but 
responsible creation. It is our responsibility as a leader in the 
audio-visual sector and a group with international reach to 
strive towards this goal. 


Because we understand that willpower alone will not achieve 
our goal and that sometimes it is not always easy to know 
where to start, the environmental and social responsibility 
charter we propose here is also supplemented by an everyday 
resource pack. 
The resource pack includes checklists specific to your business 
and have been designed to help you develop positive and 
effective habits to improve our impact on the world. 
Individual effort carries tremendous power when it is 
transformed by the collective effort of a group.


Let’s change together! 


Pierre-Antoine Capton – CEO and co-founder 
Delphine Cazaux – COO
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1.7 million tons of CO2 are 
emitted each year by the audio-
visual sector.  
That is the equivalent emissions 
of TGV (a high-speed train) 
travelling around the world 43 
times!  
The question is no longer why 
should we act but how do we 
act?  
To be part of Mediawan is to 
decide to become an agent of 
change. 
The following are the central 
themes upon which our 
commitments are based - these 
are central to our commitment 
as they ensure that we have a 
positive impact on society and 
the environment as a group:


1.	 I undertake to support the Group’s 
socio-environmental-responsibility 
approach and to provide support 
wherever possible to my colleagues, 
my partners, my customers and my 
service providers, etc. Having due 
regard to the state pledge to reduce 
carbon emissions, our aim is to reduce 
our carbon footprint by 40% by 2030 
using our emissions during 2023 as a 
benchmark. 


2.	 I will make every effort to deconstruct 
my writing style and introduce 
elements that promote an inclusive 
society.


3.	 I will anticipate the impact that such 
inclusive writing choices will have on 
the content I produce and I will carefully 
consider the messages I include in my 
content through the storylines I select, 
the characters I create and my overall 
production aesthetic...


4.	 Circular economy: In the context of 
our production activities, I support a 
circular economy by opting to rent 
instead of purchase, and to purchase 
second hand if I cannot rent.


5.	 Sustainable service providers: I 
will favour service providers and 
suppliers who are committed to an 
sustainableapproach and promote 
sustainable labelled products.


6.	 Transportation: I will limit and optimise 
my travel to the extent possible by 
utilising public transport and green 
transport methods: 
When the difference in time is less than 
4 hours, I choose to take the train rather 
than book a flight. 


7.	 Energy usage: I will respect the Group’s 
energy conservation plan and I will 
reduce my energy consumption and 
the amount of raw materials I use. 


8.	 Sorting and recycling: I will reduce my 
waste and adopt sorting and recycling 
practices.


9.	 Cafeteria: Mediawan supports 
suppliers who offer organic, seasonal, 
plant-based food that is transported 
from local sources using short 
supply chains and that uses minimal 
packaging.


10.	 Biodiversity: I will limit the impact that 
my activities may have on biodiversity 
(use of lighting, sound when filming on 
location, etc.)


11.	 Carbon footprint: I will assess my 
environmental impact in order to better 
understand my impact and work to 
gradually reduce it. 


Our ESR charter
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GROUP CSR APPROACH    
•	CSR annual report
•	Responsible corporate gifts
•	Corporate commitments via sponsorship 


(fight against poverty, support for 
creative diversity, healthy messages) 
and HR initiatives (Handiwan Charter, 
school partnerships, etc.)


•	Member of ECOPROD


RESPONSIBLE PRODUCTION   
•	Partnership with le Guide de L’Ecran 


d’Après 
https://www.lecrandapres.com


CIRCULAR AND 
SOCIAL SOLIDARITY    


•	Partnership with Label Emmaüs
•	Partnership with La Ressourcerie du 


Cinéma 
•	Solidarity services and materials 


providers (ESAT)


TRANSPORT   
•	Fixed-fee «sustainable transport» (500 


EUR per year - exempt)
•	Electric charging stations (in Breteuil)
•	Redevelopment and increase in bicycle 


storage (covered)
•	Bike messenger


ENERGY  
•	Guidance on use of heating and air 


conditioning
•	Dematerialisation of administrative 


procedures, use of electronic signatures
•	Use of responsible alternative search 


engine: Ecosia
•	100% renewable energy offices
•	LED lamps at all sites
•	Water: Aerators 


SORTING AND RECYCLING  
•	Responsibly sourced paper
•	Selective sorting of 5 streams 


CAFETERI  
•	Anti Waste: Foodles reduced rate 17:00 


and charitable associations


BIODIVERSITY  
•	Maintenance of green spaces without 


the use of pesticides or other harmful 
products


•	Use of certified natural hygiene products


CARBON FOOTPRINT   
•	Provision of Carbon’clap tool
•	Use of carbon reduction tool Sweep


Actions already
implemented 
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https://www.lecrandapres.com/

https://www.label-emmaus.co/fr/

http://laressourcerieducinema.org/

http://laressourcerieducinema.org/
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1. CONTEXT  
 
The MEDIAWAN group1 (hereinafter "the Group" or "MEDIAWAN") undertakes to comply with all applicable 
laws and regulations and to conduct its activities in accordance with the values and rules set out in its Code of 
Conduct and its internal guidelines, principles and policies.  
 
In particular, MEDIAWAN implements a set of measures intended to prevent, identify and sanction any corrupt 
acts or practices or influence peddling (see definitions below) committed in the course of its activities and it applies 
a "zero tolerance" policy in this area. 
 
These measures include the evaluation of the integrity of the beneficiaries of Donation and Patronage operations 
undertaken by MEDIAWAN (hereinafter the "the Holding Company") and its subsidiaries (hereinafter "the 
Subsidiaries").  
 
 
2. PURPOSE OF THE POLICY 
 
The purpose of this policy is to provide a framework for the Donation and Patronage operations (hereinafter the 
"Operation(s)") carried out by the Holding Company or the Subsidiaries in order to ensure that they comply with 
MEDIAWAN's values and its commitment to fighting corruption.  
 
The principles to be followed to guarantee the integrity of the Holding Company's Operations are as follows: 
 
- The Operations must always be in line with the Group's community outreach policy, as defined in the 


Group's non-financial performance report. Until now, MEDIAWAN has mainly put its efforts into equality 
of opportunities, child protection and health 


 
- The Operations may only benefit legal persons and not natural persons 
 
- Unlike sponsorship operations, which may involve a direct or indirect consideration, the Operations must 


be governed by a philanthropic intention (subject to a degree of tolerance concerning, for example, the use 
– in reasonable proportions - of the patron's name in visual communications or the provision of a few tickets 
to certain events concerned by the patronage) 


 
- Operations intended to influence public or private entities with decision-making powers on issues relevant 


to MEDIAWAN are prohibited 
 
- The Operations must be documented and the subject of checks carried out by the Community Outreach 


Department (Direction de l'Engagement), the Accounts Department and the Group' senior Management 
 
 


3. DEFINITIONS  
 
Public Official: a Public Official is (i) any person, appointed or elected, holding a public service position or 
political, judicial or administrative office, (ii) any person employed by a government body, public agency or 
authority (including an international public organisation or a local government authority), a political party or an 


entity or company owned or controlled by the State, as well as (iii) any candidate for public offices. For example: 


 
1 Policy applicable to the companies controlled by Mediawan (RCS Paris 815 286 398) 







civil servant, Prefect, member of parliament, local councillor, judge, representative of a political party, ministerial 
advisor, etc. This applies to all national, foreign, European or international public officials.  
 
Beneficial Owner: the natural person or persons who either (i) hold, directly or indirectly, more than 25% of the 
capital or voting rights in a company, or (ii) exercise, by any other means, control over the company within the 
meaning of Article L. 233-3-I-3° and 4° of the French Commercial Code (by determining de facto, by the voting 
rights they possess, the decisions made at general meetings or by having, as shareholders, the power to appoint or 
dismiss the majority of the members of the directors', management and supervisory bodies), or (iii) when it has not 
been possible to identify natural persons according to criteria (i) and (ii), are the legal representatives of the 
company. If the or the legal representatives are legal person(s), the Beneficial Owner is the natural person or 
persons who represent these legal persons. 
 
Corruption (or bribery): the offering, proposing, granting or remitting by the corrupter (briber), directly or 
indirectly (via an intermediary), to another person (the bribe taker) any advantage or consideration, for themself or 
another person, so that said person carries out or abstains from carrying out an act pertaining to their position, 
duties or mandates (or to reward said person because they have carried out or abstained from carrying out an act 
pertaining to their position, duties or mandates). This is referred to as active bribery or corruption. 
Corruption (bribery) is also the act of seeking or accepting, from briber, directly or indirectly, any advantage or 
consideration, for themself or another person, to carry out or abstain from carrying out an act pertaining to their 
position, duties or mandates (or for having carried out or abstained from carrying out an act pertaining to their 
position, duties or mandates). This is referred to as passive corruption or bribery. 
 
Donation: giving money or an item of value for charitable or social purposes to an organisation, entity or 
community. This may be a one-off or repeated occurrence. 
 
Intermediary: any natural or legal person acting in the name and/or on behalf of the Holding Company or its 
Subsidiaries with regard to a third person, whether a private agent (e.g. a real estate agreement mandated by the 
Group or a Subsidiary) or a Public Official (defined above.). 
 
Patronage: material support provided, without direct consideration from the beneficiary, to a charitable 
organisation or a natural or legal person for the exercising of activities covered by the Group's community outreach 
policy. Patronage may take different forms: financial gifts (money), donations in kind (goods or services) or skills 
donations (making available of employees). Although it is not generally the case for gifts, support provided to the 
beneficiary as part of a patronage operation will generally be the subject of some form of communication or 
publicity by the beneficiary. 
 
Sponsorship: material support provided to an event, a person, a product or an organisation of a philanthropic, 
educational, scientific, social, humanitarian, sporting, family-related, cultural, artistic or environmental nature (e.g. 
cultural or sports events) with a view to deriving a direct benefit therefrom. Unlike patronage operations, 
sponsorship is intended to promote and enhance the image of the sponsor for commercial purposes. Sponsorship 
can be assimilated with commercial communication or advertising, whereas patronage stems from a liberal 
intention, with no commercial or advertising ulterior motive. 
 
Politically Exposed Person (PEP): a person who is exposed to particular risks due to (i) the political, judicial or 
administrative office they hold or have ceased to hold in the last year, or (ii) an office held by members of their 
immediate family or persons known to be closely associated with them. This means any person who holds or has 
held high public office, such as heads of State or government, national elected officials or holders of important 
local offices, government civil servants, senior military officers, top executives in State-owned companies, leaders 
of important political parties, directors of international organisations. 
 







Warning sign: event(s), circumstance(s) or indication(s) suggesting the existence of a risk of Corruption or 
Influence Peddling in connection with a proposed business relationship or transaction. Examples are provided for 
guidance in Annex 2. 
 
Influence peddling: the offering, proposing, granting or remitting, directly or indirectly, by a person of any 
advantage or consideration to another person so that this second person uses their influence, real or perceived, 
with a public authority or government body with a view to obtaining a decision favourable to the first person or a 
third party.  This is referred to as active influence peddling.  It is also the seeking or accepting by a person, directly 
or indirectly, of any advantage or consideration, to use or agree to use or for having used their influence, real or 
perceived, with a public authority or government body, with a view to obtaining a decision favourable to that 
person or a third party. This is referred to as passive influence peddling. 
 
 
4. SCOPE OF THE PROCEDURE 
 
This policy applies to all the Operations carried out by the Holding Company or its Subsidiaries.  
 
5. MAIN STEPS IN THE PROCEDURE FOR APPROVING DONATIONS AND PATRONAGE 


OPERATIONS 
 
5.0. Approval of the community outreach budget (Step 0) 


 
The budget dedicated to these Operations is decided annually by senior Management and presented to the Holding 
Company's shareholders for their approval.   
 
5.1. Issuing and formalising an Application (Step 1) 
 
All applications to carry out an Operation must be made to the Community Outreach Department (current contact 
person: Ms Anne-Claire TELLE - actelle@mediawan.eu).  
 
Whatever the amount to be spent on the Operation, the Applicant must submit a formal application by completing 
a monitoring form (see template in Annex 1 (hereinafter "the Form"), containing (i) a presentation of the 
Operation and (ii) relevant information on the beneficiary organisation or organisations (hereinafter "the 
Beneficiary"). 
 
5.2. Analysis of the Operation and the integrity of the Beneficiary by the Community Outreach 


Department (Step 2)  
 
The Community Outreach Department will review the Form duly completed by the Applicant and: 
 
- Carry out open source searches to check whether any of the Beneficiary's founders, directors, company 


officers or managers has been the subject of international sanctions, is a politically exposed person (PEP) 
or has been the subject of allegations calling their integrity into question. 
 


- Analyse any warning signs that appear in order to decide what, if any, measures can be taken to overcome 
them, by following the third party evaluation procedure applicable within the Group. 


 
After completing this analysis, the Community Outreach Department will: 
 
- Ensure, in conjunction with the Holding Company's Finance Department, that the Operation is compliant 


with the tax laws in force 







 
- Indicate whether or not the Operation may give rise to a tax credit 
 
- Issue an opinion on the Operation: favourable, favourable with reservations (which must be accompanied 


by explanations and  proposals for remediation), or unfavourable 
 
5.3. Contractualisation of Operations involving amounts of €10,000 or more (Step 3) 
 
If the Operation involves an amount of €10,000 or more, it must be the subject of a Donation or Patronage 
Agreement, which the Community Outreach Department will have drafted by the Legal Affairs Department or 
send to said department for validation if the agreement is drawn up by the co-contractor (hereinafter "the 
Agreement"). 
 
The agreement will be reviewed and validated by the Legal Affairs Department, unless it follows the template 
normally used by the group and, in any case, it will be sent to the Legal Affairs Department.  
 
5.4. Approval of the Operation by senior Management (Step 4) 


 
Once the evaluation has been done and, where applicable, the agreement drawn up, the Community Outreach 
Department will forward the donation application to senior Management (current contact person: Delphine 
CAZAUX – dcazaux@mediawan.eu) for approval.  


 
5.5. Accounting treatment of the Operation (Step 5) 
 
If the operation is approved by senior Management, the Community Outreach Department will submit a "third 
party creation request" to the Accounts Department in accordance with the procedure in force using the 
appropriate accounting software (currently Sage X3) then issue a purchase order in the appropriate invoicing 
software (currently Yooz).  
 
Senior Management will validate the purchase order, which triggers the accounting treatment of the Operation 
(invoicing/payment) in the same way as for any ordinary third party supplier (including internal supplier control, 
checking the bank details, validation of payments with segregation of duties, in accordance with the accounting 
control procedure in force. 
 
Once the Operation has been completed, the Community Outreach Department will, where applicable, ask the 
Beneficiary for a tax receipt (if the Operation is eligible for a tax break), which it will forward to accounts for 
processing according to the ordinary procedure applicable. 
 
5.6. Monitoring and control of the Operation (Step 6) 
 
The Community Outreach Department is responsible for monitoring the Operation, and in particular for obtaining 
from the Beneficiary any document necessary to prove how the funds received have been used. Where the funds 
are paid in instalments, the Community Outreach Department will send the corresponding payment requests to 
the Accounts Department, which will make the payments according to the procedure described above. 
 
The Community Outreach Department will alert senior Management if any new warning signs appear in the 
monitoring of the Operation, if the Beneficiary does not provide proof of the correct use of the funds received, or 
in the event of any material change in the characteristics of the project supported. 
 
 



mailto:delphine.cazeaux@mediawan.com





6. RETENTION OF DOCUMENTS RELATED TO THE OPERATION 
 
The Community Outreach Department must keep a copy of the Agreement, the Form and any other documents 
collected during the monitoring of the Operation. 
 
The Community Outreach Department will also keep a copy of any documents relating to the accounting treatment 
of the Operation, which is likely to be required in the event of a tax audit (Form, invoice, payment request, receipt).  
 
These documents will be retained for five years from the date of expiry of the Agreement (or the date when the 
funds are paid if no written agreement was drawn up). 
 
 
  







ANNEX 1 – MONITORING FORM 
 


PERSON PROPOSING THE DONATION 


 


Name: _______________________________________________________________________ 


Employee of (company): _________________________________________________________ 


Position: ______________________________________________________________________


 
Important: If the donation is to a public institution, it will be necessary to check the local rules to ensure that this is 
allowed, as some countries may have different and/or stricter rules than others in this respect. 
 


Information concerning the beneficiary organisation


 


Name:   


 


Address: 


 


 


 


Legal form and 
identification number (e.g. 
SIREN no.): 


 


 


 


Nature of the organisation's 
objects and activities: 


 


 


Main country of activity: 


 


 


Organisation's experience 
and reputation: 


 


 


Identity of the person in 
charge of the project within 
the organisation: 


 


  







 


Enclose with this form any official registration document proving the legal existence of the Beneficiary 
Organisation (extracts from public registers, articles of association, published financial statements, etc.)


Bank account number: 


 


Name of the holder of the 
bank account: 


 


 


Name and address of the 
bank: 


 


 


Do the beneficiary 
organisation, its directors or 
founders have business 
relations with 
MEDIAWAN? 


 


  


  







Main directors, officers and shareholders of the beneficiary organisation 


 


Representative 
#1 


Name: 


Position: 


Representative #2


 


6.0.   


 


  


Name:   


Position:   


 


Representative #3 


Name:    


Position:   


 


 


*** 


Shareholders/Affiliated organisations  


Name:    
 
 


Contribution envisaged


 
Amount or form of support (if 
contribution in kind): 


 


 
 
Length of proposed commitment: 


 


 
 
Schedule of contributions 
envisaged: 


 


 







 
Description of the project and reasons for MEDIAWAN's participation 


 
State whether the Holding Company or Subsidiaries have already made a donation/patronage 
to this Beneficiary or a Beneficiary linked to it in the past and how the funds are to be used. If 
available, enclose any relevant supporting documents. 
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Further information 


 


Is the Beneficiary a public official2 or a Politically Exposed Person (PEP)? State whether you are 
aware of any links between the beneficiary and any public officials or PEPs or anyone close to a 
public official or PEP. 


 


 


 


 


 
 


Was the Operation proposed or suggested by a customer or supplier? 
 


 


 


 


 
 
Please give details of any potential conflict of interests that this Operation would create between 
the Group's employees and the Beneficiary. 


 


 


 


 


 
 


Is an intermediary involved in the Operation? If yes, please give their identity. 


 


 
 


 


 


 
 


 
 


Checks and authorisations 
 


 
COMMUNITY OUTREACH DEPARTMENT 


 
2 A Public Official is (i) any person, appointed or elected, holding a public service position or political, 
judicial or administrative office, (ii) any person employed by a government body, public agency or authority 
(including an international public organisation or a local government authority), a political party or an 
entity or company owned or controlled by the State, as well as (iii) any candidate for public office. For 
example: civil servant, Prefect, member of parliament, local councillor, judge, representative of a political 
party, ministerial advisor, etc. This applies to all national, foreign, European or international public officials. 
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NAME  


SUMMARY OF 
REPUTATIONAL 
RESEARCH DONE 
(international sanctions, 
negative information, 
criminal convictions) 
 


 


COMMENTS 


 


 


TAXATION  Operation compliant with current applicable tax law 
 Operation that may give rise to a tax credit   


RECOMMENDATION  No obstacle to continuing the authorisation process 
 Do not go ahead with the operation 
 Go ahead with the operation subject to certain conditions: details of 


conditions: 
 
 
 
 


 


DATE AND 
SIGNATURE 


 
 


 
 


ACCOUNTS DEPARTMENT 
 


NAME  


COMMENTS 


 


 
 


CONCLUSION  Bank account checks have been successfully completed 


DATE AND 
SIGNATURE 


 
 


 
 


SENIOR MANAGEMENT 
 


NAME  


COMMENTS 


 


 
 


CONCLUSION  The necessary checks have not been carried out and the 
operation has not been approved 


 The necessary checks have been carried out and the operation has 
been approved 
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DATE AND 
SIGNATURE 


 
 


 
This form and its annexes must be retained for at least five years after completion of the donation operation, under 
the responsibility of the Community Outreach manager.  
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ANNEX 2 – LIST OF POTENTIAL WARNING SIGNS 
 


The table below contains a list of issues the Donations & Patronage Department must take into 
consideration when analysing the Form: 
 


The 
Beneficiary 


 


• The organisation seems to be have been created recently and/or does not 
have any proven legitimacy and/or there is very little information available 
on it;  


 


• Proof of its existence cannot be obtained from public registers or otherwise 
on the internet, the articles of association are unusual or suspicious, the 
objects vague, information on the identity of the representatives is difficult 
to find; 
 


• It is based in a country with a score over 60 in the Transparency International 
Corruption Perception Index ; 


 


• You are aware of any allegations of or convictions for corruption, influence 
peddling, favouritism or other crimes relating to the integrity of the 
Beneficiary or its directors or officers; 


 


• You are aware of links between the Beneficiary and public officials or 
persons close to public officials; 
 


• Degree of the Beneficiary's dependence on MEDIAWAN or any other 
patron company. 


 
 


The Operation 


 


• There is internal or external pressure to select the Beneficiary without any 
valid apparent reason; 


 


• A potential conflict of interest is identified, e.g. between employees of the 
Holding Company and the Beneficiary; 
 


• Involvement of an intermediary in the Operation; 
 


• The Operation is proposed by a supplier or customer.  
 


The payment  


 
One of the following modes of payment is envisaged: 


 


• Payment in cash; 


• Payment into an anonymous bank account;  


• Payment into a bank account in a different State to that where the Beneficiary 
is registered; 


• Payment into a bank account in a Tier 13 country;  


 
3 Afghanistan, American Samoa, the Bahamas, Botswana, Democratic People's Republic of Korea, Ethiopia, Ghana, 
Guam, Iran, Iraq, Libya, Nigeria, Pakistan, Panama, Porto Rico, Samoa, Saudi Arabia, Sri Lanka, Syria, Trinidad and 
Tobago, Tunisia, the United States Virgin Islands, Yemen 
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• Payment into a bank account into a territory that is listed as a non-
cooperative jurisdiction for tax purposes and is subject to restrictive 
measures4; 


• Payment into a bank account known to be held in a bank which appears on 
an international sanctions list;  


• Payment into a bank account in the name of someone other than the 
Beneficiary; or  


• Payment into a bank account in the name of a private individual.  
 


 
 
 


 


 
4 American Samoa, Anguilla, the Bahamas, the British Virgin Islands, Costa Rica; Fiji, Guam ; the Marshall Islands, 
Palau, Panama, Russia; Samoa, Trinidad and Tobago, the Turks and Caicos Islands, the United States Virgin Islands, 
Vanuatu 
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To prevent and deal with corruption-related risk
In compliance with Article 17(II)(4) of the Sapin II Law and the recommendations of the French Anticorruption Agency (AFA):


Before starting any new 
business relationship :


As an operational staff member, and regardless of the 
particular group member company you work for,  


you must evaluate:


Your customers Your tier 1 
suppliers


Your intermediaries


Get to know them better to 
measure the risks involved 


in the transaction


Take appropriate measures 
to deal with any risks 


identified


E.g. book publishers, 
contractors, producers, etc.


E. g. casting and talent agents, 
business agents, business 


introducers, etc.


To :


Pre-analysis


Gathering, finding  
and analysing further 
information


Enhanced evaluation  
by the legal affairs department


1


2


3


Is an evaluation needed?


Have any warning signs been identified?


Is the relationship approved?


The business relationship 
can be initiated 
(or continued)


!


YES NO


NO


YESNO


YES


Start the evaluation
If the situation 


changes
On each renewal  


of the relationship
Every  


3 years
AND/OR AND/OR


E.g. changes in leadership, etc.


Renewal of the evaluation:


Interactive document
Open with Adobe







1


Pre-analysis
With a company register extract (Kbis) or a google 


search by association of key words  (e.g.  "corruption", 
"conviction" and name of company officer/


manager,etc.), complete the  pre-analysis grid.


Pre-analysis grid


Gathering, finding and analysing 
further information


The business relationship 
can be initiated 
(or continued)


Keep the grid  
and remain alert for any change 


in the situation


An in-depth evaluation 
is needed


2


Have you awnswered "YES" to at least one question? YESNO


Create a dedicated folder entitled 
"Evaluation of third party", which must 
be dated. In it save:


- the grid,


- �a Kbis extract / Pappers / LinkedIn etc.
(any item serving to identify the third
party),


- �dated screenshots of your searches, etc.


To prevent and deal with corruption-related risk
In compliance with Article 17(II)(4) of the Sapin II Law and the recommendations of the French Anticorruption Agency (AFA):







Gathering, finding and analysing further information


Have the third party complete 
all the information in the 
evaluation questionnaire and 
then date and sign it.


Check that the information 
provided by the third party in 
the questionnaire is consistent 
with the results of your 
research


Complete the warning signs grid In the "Evaluation of third party" 
folder save:


- the Kbis extract


- the pre-analysis grid


- the evaluation questionnaire


- �evidence of your search
(screenshots, hypertext links,
etc.)


- the warning signs grid


If the relationship approved, monitoring 
actions adapted to the identified risk(s) 
will be set up.


Evaluation  
questionnaire


Warning signs grid


The business relationship can be 
initiated (or continue)


 Remain alert for any changes 
in the situation


Have one or more warning signs been identified? YESNO


1 42 53


Enhanced evaluation by the legal 
affairs department
Send your folder to this address : 
legalcompliance@mediawan.eu


3


2


At the same time, find out who 
the company officers/executives 
and shareholders are (e.g. by 
consulting their institutional 
website) and look for more 
information on the third party’s 
background (search with key 
words: "name of third party", 
"director", "shareholder", combined 
with "corruption", "conviction", etc.)


To prevent and deal with corruption-related risk
In compliance with Article 17(II)(4) of the Sapin II Law and the recommendations of the French Anticorruption Agency (AFA):



mailto:legalcompliance%40mediawan.eu?subject=
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Red flags Checklist 



 



Red flags relating to geographical location 



The transaction involves a country with a Transparency International score of 50 or lower 
(if several countries are involved, use the lowest TI score) 



The third party’s bank account is located in a different country from the service or 
purchase of goods 



The contractual relationship requires visas, licences, permits or any other form of 
governmental or administrative authorisation 



Red flags relating to the planned contracting partner



Operates in a sector with a high risk of corruption and/or corruption has been alleged 
against the contracting partner 



Has been convicted of fraud, bribery or corruption or influence peddling or reached any 
type of settlement or agreement with the courts for such an offence 



Was recommended or imposed by a public official 



Has direct or indirect ties to a public official 



Refuses to provide or delays providing the information or documents requested 



Provides information that is inconsistent or false (address or bank details do not match, 
identification of positions held etc.) 



Refuses to give any undertaking not to use bribes or refuses to include an anti-corruption 
clause in the contract 



Does not have a Code of Conduct and/or compliance policy adapted to its size and 
structure (more than 500 employees and a turnover exceeding €100 million, for all 
companies combined in its group) 



Has an attitude that is not transparent or cooperative or could need clarifying (refusal to 
provide documents or information, references to having contacts in “high places” or refusal 
to agree to certain contractual terms etc.) 



Is in an unexplained rush to sign the contract 



Generates a conflict of interest (for example direct or indirect family, friendship or 
personal ties with a Group employee, personal advantage gained by a Group employee) 



NO YES 



Please tick the appropriate box for each of the following questions. 



The “?” box should only be used if no information is known or if the question does not 
apply in the case in point. 



?



Downloadable document





https://www.transparency.org/en/cpi/2023








Other (any questions or doubts must be reported by employees) 



Red flags relating to transactions



The third party asks for the payment of an amount that does not match the amount owed 
under the contractual terms and conditions 



The third party asks for or offers invitations or gifts at the start of the relationship 



The third party proposes a price that is significantly lower or higher than the market price 
for a comparable service 



The third party asks for a sum of money or any other advantage to secure the deal 



The payment terms are unusual 



(cross-border payments, payments in cash, payments made on the basis of an invoice that 
is not itemised) or the contracting partner requests unusual or unclear financial 
arrangements (waivers, commission fees or counterparties etc.) 



Foreign currencies are to be used as part of the planned relationship 



The third party uses unnecessary intermediaries or subcontractors 



The third party is assisted by an agent or anyone else to secure the contract 
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Preliminary-analysis Checklist 



1 Does the relationship involve a public official, meaning a public company (for 
example, France TV), an administrative authority (for example, a ministry, town 
council or local authority) or a civil servant? 



Examples (non-exhaustive list)	: 



- A public official has a close relationship with or personal or close ties with the company
I wish to contract with, which could influence the decision-making process



- A public official has imposed or strongly recommends the relationship



- A public official needs to issue an administrative authorisation



2 Is the planned contract located in a country with a reputation for high levels of 
corruption, for example, countries with a Transparency International score below 50? 



(Consult the Transparency International list) 



3 Are you aware of any other clear corruption risk factors? 



Examples (non-exhaustive list)	: 



- Past conviction of an executive officer for corruption or suspected corrupt practices



- Use of unnecessary intermediaries or subcontractors



- Foreign currency, payment to an account located in a different country from the contracting
partner, unusual payments, unjustified commission fees



- High incidence of requests for services, gifts or invitations or, conversely, offers of invitations
and gifts in connection with the relationship



NO YES 



If the answer to any of the above questions is “Yes”, the third-party 
screening process must be implemented. 



COMMENTS : 



Downloadable document
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Email : Name : 



First name : Date : 
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Third-Party Screening Questionnaire 
Screening questionnaire for your company 



Name of its legal representative 



Company name and, where applicable, 
trading name 



Legal form of the structure 



Website 



Date of creation 



Turnover 



Share capital 



Business sector 



Locations across the globe 



Identity of the main shareholders (and their 
capital links), corporate officers and ultimate 
beneficial owners 



Have any allegations, adverse information, 
prosecutions or convictions been issued against 
your company or its executive officers, its main 
shareholders or its ultimate beneficial owners for 
breaches of probity (or the concealment or 
laundering of such offences)? 



Has your company implemented a governance 
policy requiring a Code of Conduct, a 
whistleblowing procedure, regular training and 
awareness-raising campaigns to prevent bribery 
and corruption and influence peddling? 



Are any of the executive officers, shareholders or 
ultimate beneficial owners of your company public 
officials? 



Are any of the executive officers, shareholders or 
ultimate beneficial owners of your company 
politically exposed? 



How did your company come into contact with the 
Group? 



Name : Position : 



First name : Date : 



Downloadable document



Signature : 
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Search for beneficial owners 
Consulting Infogreffe	:



Example : Majorelle PR & Event 



I click on the “Beneficial owners” tab and download the extract for the 
general public 





https://www.infogreffe.fr/
















Research on third parties – Pre-analysis 



1 Search on a governmental data base as gov.uk :



Example : Arthur London 



This research makes it possible to obtain the name of the company’s 
legal representative 





https://www.gov.uk/








2 Google Search combining the company or executive’s name with specific 
keywords, such as: “Corruption” / “Influence peddling” / “bribery” / etc.



Example : « Thales » and « corruption » 



The search yields articles mentioning a conviction for acts of bribery and corruption. 



Example : « Andy Kelleher » ( Arthur London agency) and « condamnation » 



Does not give any result. 
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