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Our economic issues
In order to maximize its potential for innovation and creativity, Vivendi must attract the best talent, 
produce original, quality content, win and keep its customers’ trust, and remain vigilant in its 
relations with suppliers.

Duty® and Blizzard Entertainment’s World of Warcraft® 
and online-gaming platforms like Blizzard Entertainment’s 
Battle.net™ platform, with its outstanding performance and 
appeal to gamers. The Canal+ Group is a benchmark player in 
cinema creation and programming. Universal Music Group 
has a remarkable capacity to discover talent and accompany 
their careers.

In order to bring out maximum value from its invest-
ments, Vivendi works to ensure the respect of intellectual 
property rights – a priority for the Group – while satisfying 
consumers eager to explore new media and cultural practices. 

To this end, the business units conduct awareness 
raising actions, strengthen technical solutions for fi ghting 
piracy, involve themselves in the regulatory fi eld, develop new 
economic models, and put together ambitious legal offerings 
for distributing musical, audiovisual, and cinematic works. 

Investing in creation and leveraging 
our content 

Vivendi leverages its assets, which hold leading posi-
tions on their respective markets, by maintaining a signifi cant 
level of investment in content (2.4 billion euros) and in its plat-
forms and networks (3.4 billion euros). This ensures that our 
business units have the necessary resources for encouraging 
innovation and organic growth.

To continue meeting the expectations of tens of millions 
of consumers looking for original content and attractive 
services, Vivendi needs to attract and gain the loyalty of the 
best creative talents (artists, directors, game developers, etc.) 
and develop innovative content distribution offerings (see 
Dave Stohl’s point of view p. 23). 

Activision Blizzard has had unprecedented worldwide 
success with games such as Activision Publishing’s Call of 

billion euros invested 
in content in 20102.4 

The best talent at the service of creation: (above, from left to right) michael Lang, CEo of Deutsche Grammophon, signs young 
pianist ingolf wunder, winner of the Chopin competition; the graphical universe created by Blizzard Entertainment for the 
game StarCraft II: Wings of Liberty®; Canal+ supports the documentary genre (Babies by Thomas Balmes).
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Operating in an environment weakened by piracy and 
forced to seek new growth areas, Universal Music Group is 
under the guidance of new management and has defi ned as 
its priorities growth in creative investments, development of 
new platforms and digital services, and a more global 
approach (see Rob Wells’ point of view p. 29). 

To hold onto its position as world leader in recorded 
music, UMG continues to rely on the relentless search for local 
talent which can then be promoted at the international level. 
In Korea, UMG has entered into a partnership with Play Cube 
Entertainment, the benchmark Korean music label, to help 
facilitate the discovery of new talents on the local scene, and 
has also invested in groups featuring young, new artists, such 
as 4Minute and Beast. Collaboration among artists from 
different countries is one of the pillars of UMG’s approach in 
the region. 

In 2010 UMG – a shareholder in Vevo, the music videos 
platform launched in December 2009 in the United States, 
which has nearly 60 million unique visitors on the North 
American continent – created OFF, the fi rst webTV to be totally 
integrated into a record company (see focus p. 60). 

Ensuring the protection of personal data
For Vivendi, the security of personal data is of strate-

gic importance. Any commercial relation is fi rst of all one of 
trust, and when payment for products and services is made 
via subscription, that relation becomes even more demand-
ing. Commercial activity also requires entrusting these data 
to third parties. That being the case, Vivendi’s business units 
must ensure that their commercial partners respect the 
same obligations and demands regarding data protection 
as they themselves do. 

Consequently, the Group has put in place a certain 
number of instruments for overseeing and securing the 

collection and management of customer data. The Data and 
Content Protection Charter, adopted in 2008, and the Guide 
to good practices regarding sensitive data, distributed to all 
the business units in 2009, strengthen the Group’s policy in 
this area.

 In 2010, the business units were called together at 
the initiative of Vivendi’s General Counsel to revise the doc-
uments that make up the Group’s guidelines in this area and 
strengthen the procedures in the light of the review of the 
Directive of October 24, 1995 on the protection of personal 
data. The Data and Content Protection Charter, the proce-
dures, controls, and systems will be reviewed to take into 
account European requirements regarding notifi cation to 
the competent authorities, mechanisms of control, the 
responsibility of hosting providers located outside the Euro-
pean Union, and the principle of the “right to be forgotten.”

Strengthening customer relations
The Group business units are carrying out a continuous 

refl ection on customer relations with a view to improving 
attentiveness to consumers and information feedback. The 
subscription business model enables a privileged dialogue 
with customers for guiding them in the use of products and 
services and anticipating the development of new function-
alities and new uses, in order to satisfy their expectations 
as fully as possible. 

For example, in April 2010 Canal+ created a Customer 
Quality Department and implemented an action plan. 
Efforts to identify weak points and set up cross-cutting 
projects to deal with chronic malfunctions have already 
shown signifi cant initial results, including a 49% decrease 
in complaints by mail. Canal+ Overseas has deployed 
Click+, an innovative tool for responding optimally to cus-
tomers’ expectations, in all the territories where it operates.

Finance and sustainable development go hand in hand 
Philippe Capron, member of the management Board and Chief Financial offi cer, Vivendi

a company’s fi nancial performance also 
relies on its sustainable development 
policy, which enables it to understand 
its extrafi nancial risks as well as create 
opportunities. 
Vivendi is particularly exposed to reputa-
tion risks. The infl uence of our activities 
on our customers in all the countries 
where the Group operates is very strong. 
our brands are more and more at risk – 
new media practices on the part of young 

audiences; leveraging of our content; 
management of personal data; relations 
with our suppliers; large investments 
to reduce the digital gap in a world that 
is hard pressed to keep up with the 
extremely rapid evolution of the infor-
mation and communication technologies. 
These issues are integrated into our 
risk map and taken into account by 
the international fi nancial community. 
our company can erase much value if it 
lacks vigilance, if it does not understand 
its risks, and if it is unable to manage 

them. and in fact it can gain value not 
only by covering those risks but also by 
arming itself with competitive advantages 
over its competitors. and so the fact 
that we have positioned culture and 
intercultural dialogue among our priori-
ties enables us to win market shares and 
gives us legitimacy in the eyes of civil 
society, the public authorities, and the 
younger generations who want to be 
involved in the information society and 
in the cultural life of their own countries 
and even beyond their borders.
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 In Brazil, Anatel (the National Telecommunications 
Agency) has established an index which measures the  
performance of customer services (response time to 
claims, reductions in the number of complaints, etc.)  
and conducts audits of telecommunications operators. 
The audit conducted at GVT showed conformity with  
the regulator’s requirements as regards the quality of  
customer service. 

 In 2010, the Maroc Telecom Group broadened its 
quality approach to include all of its subsidiaries (Mauritel, 
Gabon Telecom, Onatel, and Sotelma), which have been  
ISO 9001 certified (see Selma Benslimane’s point of view  
p. 39). The deployment of identical management tools  
has resulted in a homogeneous and consistent quality 
management system in all Maroc Telecom’s telecommuni-
cations networks.

SFR has partnered with DEaFi (French company specialized in enhancing employability of deaf and hearing-impaired persons)  
to provide access to its customer service for persons with hearing deficiencies. Deaf video counselors handle relations with deaf  
and hearing-impaired SFR customers by answering via a webcam in French sign language and via chat (see p. 80).

OFF is the first webTV totally 
integrated into a record 
company. Based on a new 
economic model based on 
advertiser sponsorship, this new 
platform gives artists a special 
space where they can express 
themselves (interviews, news 
stories, backstage talk, and 
off-the-beaten-path documents). 
It gives the public access to  
the remarkable diversity of the 
Universal Music catalogue, from 
the classical repertoire to pop, 
rap, and jazz, and lets them 
discover atypical talents,  
like the ones spotted  
by the No Format! label.

opposite: mika, Hélène Grimaud,  
Chocolate Genius.

Focus
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     Universal Music 
 France launches OFF TV 
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Activision Blizzard and Universal Music Group have 
Customer Services suited to the specifi cities of their prod-
ucts and to the diversity of their customers. For Blizzard 
Entertainment, local teams in any country of the world 
where the game World of Warcraft® is available include 
“game masters” from diverse nationalities.

Thanks to the dialogue put in place with customers 
and consumer associations, the business units have 
improved the transparency of information and rate struc-
tures for their products and services. SFR, for example, 
focused in 2010 on its ADSL offerings, working to harmonize 
the contractual and pricing documents distributed via its 
distribution network, providing customers with a single 
pricing brochure.

Ensuring that suppliers respect 
the Group’s commitments

Due to the nature of its business activities, Vivendi 
essentially makes use of referenced national and interna-
tional suppliers.

A joint effort was conducted by the Internal Audit and 
Sustainable Development Departments aimed at including 
in the audit process an evaluation of commitments to 
human rights within the supply chain. A review of the sourcing 
process, including provision of Tee-shirts and other mer-
chandising products, was conducted at Bravado UK, a 
subsidiary of Universal Music Group. 

In 2010, the Audit Department of Activision Blizzard 
inspected three facilities located in China to ensure that 
international standards regarding employee working condi-
tions (safety, health, wages) and product manufacture with 
regard to consumer safety are adhered to.

As part of the process of responsible purchasing, the 
Group business units are continuing the process of inte-
grating the new sustainable development clause founded 
on the principles of the United Nations Global Compact into 
their supplier contracts. Furthermore SFR’s Purchasing 
Department has launched a process of evaluation of its one 
hundred principal suppliers on environmental, social and 
ethical criteria. Improvement plans, followed by supplier 
audits where indicated, are put into practice in order to 

 Key fi gures of digital 
           revenues in 2010 

Focus

>  Digital sales accounted for 
32% of activision Blizzard’s 
sales, compared to 27% in 
2009, i.e. an increase of 22%. 
Blizzard Entertainment’s 
online game World of 
Warcraft® has approximately 
12 million subscribers.

>  Sales of recorded digital 
music are up by 14% and 
accounted for 29% of umG’s 
sales of recorded music.

>  SFR’s total mobile Data 
revenues increased by 16%. 
The fi xed broadband 
internet total customer 
base was up 10%, with 
approximately 4.9 million 
customers.

>  maroc Telecom Group’s 
total mobile Data revenues 
increased by 25%. The 3G 
broadband mobile internet 
customer base tripled 
in a year, from 174,000 
to 549,000 customers.

>  Total nGS (new Generation 
Services) revenues at GVT 
increased by over 60%. 
The broadband internet 
customer base practically 
doubled in a year, to 
1,095,000 subscribers.

>  Canal+ successfully fi nalized 
the switch of analog 
subscribers to digital, 
switching 197,000 
subscribers.

Constructive cooperation between Audit 
and Sustainable Development
Donald MacLeod, Vice President audit, Europe & asia, internal audit and Special Projects Department, Vivendi

For several years now, the internal 
audit Department and the Sustainable 
Development Department have worked 
hand in hand on developing, implement-
ing, and verifying initiatives within 
the Group. 

Gradually, year by year, this long-term 
partnership brings new subject areas 
into its scope. To give an example, in 2010, 
an initial risk map related to sustainable 
development topics was drawn up jointly. 
a sustainable development auditing 
module was included in some of our 
fi eld missions, where it was considered 

to be most relevant. we are continuing 
to strengthen this process in 2011, pay-
ing particular attention to the issue of 
protecting and empowering young people 
and to the implementation of the recom-
mendations made in the French Grenelle 
laws; these two areas have been included 
in our annual audit plan.

make progress in responsible management of purchasing 
(see Blandine de Montlivault’s point of view p. 35).

The Purchasing Department at Canal+ Group collects 
information about its suppliers’ sustainable development 
and certifi cation processes via an e-sourcing platform 
(Achats+) deployed in 2010. It is accessible to suppliers for 
calls to tender and consultations and enables Canal+ to 
evaluate their commitments in the area of sustainable 
development. In Brazil, in 2011, GVT’s involvement with its 
suppliers will take the form of the creation of a Suppliers 
Development division within the Purchasing Department, 
among whose tasks will be relaying GVT’s commitments 
regarding responsible procurement.
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