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FOREWORD 

 

 

The Dubai World Expo has chosen a strong theme that 

resonates more than ever in the tormented world of 2021: 

"Connecting minds, building the future". 

 

In the search for a dialogue between the economic and 

political worlds, the “Raison d’être” and managerial 

innovation working group sought to converge the equally 

legitimate objectives of companies – firstly to achieve 

profit and seconding to protect the common interest of 

civil society. Today, employees of profit-seeking 

companies for the increasingly committed battalions of 

civil society, promoting the emergence of modern 

companies whose performance requirements must no 

longer be free from a positive social impact. 

 

David AUTISSIER 

Director of the ESSEC chair on Managerial Innovation 
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PURPOSE, A POWERFUL 

CULTURAL TRANSFORMATION 

LEVER  
 

Stéphane PALLEZ 

Chief Executive Officer of FDJ (Française des Jeux) 

 

For companies that have embarked on the design and publication of their “raison d'être”, it is increasingly clear that “raison 

d'être” and managerial innovation are closely linked, at the heart of the transformation mindset of a company. It sheds light 

on the link between culture and organization, past and future, strategic vision and operational change requirements.  

It also gives depth to the meaning of action and thus promotes the commitment of all employees. 

 

In May 2019, following the report by Nicole Notat and Jean-Dominique Senard "The company, an object of collective interest", 

France adopted the Pacte law. This law allows French companies in particular to define a "raison d'être", and to include it, if 

they wish, in their statutes or even, to transform themselves into a “mission company”. Many of them seized this opportunity 

to explain their purpose and communicate it widely, internally and externally, thus helping to develop the commitment of their 

employees, and more generally of their entire ecosystem. The benefit for companies is clear, since the “raison d'être” makes 

it possible for them to work on the meaning, the missions, and their place in society and their contribution to the public interest. 

This affirmation of the company's place in society resonates with modern-day expectations and generates new 

responsibilities. 

 

The objective of this booklet is to explore, using concrete examples, the real effects of these raisons d’être, that are most 

often included in the statutes of companies. These affirmations are, in the vast majority of cases, the result of a co-construction 

work with internal and external stakeholders. 

 

This development happened, by chance, at a particularly appropriate moment. The health crisis of covid-19 has indeed forced 

many companies and organizations to develop, sometimes even to generalize, teleworking. This change in operating methods 

rose and continues to raise many questions about the organization of work, the link to the company and, more generally, the 

meaning of collective action. More than ever, companies must fight the phenomenon of employee detachment, most often 

linked to a loss of meaning and therefore of bearings: loss of a collective sense of the organization's mission, its link with 

more global issues of public interest and sometimes loss of individual sense regarding the functions and tasks performed. 

 

 

 

 

 

PREAMBLE 
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These approaches have met great success, as can be seen 

from the examples presented in the body of this booklet. They 

made it possible to work on the meaning and missions of 

companies, in an inclusive and open spirit, beyond the financial 

and business issues that usually structure strategic plans. They 

have encouraged management teams and employees to agree 

on the most engaging and collective wording of the “raison 

d'être” in its environment.   

 

In addition, whether in the construction or in the deployment 

phase, these approaches have created links between 

employees, a certain proximity, in a project which becomes a 

collective effort as it progresses. To do this, many companies 

have chosen genuine managerial innovations, to ensure proper 

ownership of the “raison d'être” by all employees. From 

massive votes (or likes) at Orange (a telecommunications 

company), to collective intelligence platforms used by EDF 

(French multinational electric utility company), Total or FDJ (a 

French lottery company), each company has embarked on a 

real cultural transformation, aiming to unite the social body of 

employees with its deep purpose, to make it its common 

cement and its long-term horizon. 

 

This is undoubtedly the true value of these projects on the 

“raison d'être”: working on meaning, starting again from the 

foundations of the company that structure employee 

engagement, beyond short-term objectives. The “raison d'être” 

is a collective commitment. It is essential that the chosen 

phrasing has its roots in the history of the organization. It is just 

as essential that each employee feels respected in their 

uniqueness and involved in the missions exposed in the raison 

d’être. 

 

The time has now come for companies to adapt their 

management methods through innovative approaches, based 

on responsibility, solidarity, autonomy and trust. This must be 

done to translate these methods and values into their daily lives 

and thus continue to develop the company for the benefit of all 

stakeholders.
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CHANGING COMPANIES TO 

CHANGE THE WORLD 
 

 

David AUTISSIER 

Director of the ESSEC chair on Managerial Innovation 

Marc DELUZET 

Executive Officer of the International Social Observatory 

 

 

"Meaning and responsibility" could be the two words that 

characterize the business world today. While the 80s / 90s 

were years that glorified profit as the sole motivation, the 

2008 financial crisis and increasing environmental 

awareness brought the emergence of a new sociology of 

entrepreneurship and a new generation of innovators. 

New companies have been created based upon the idea 

of being socially responsible. Young entrepreneurs have 

expressed the wish to act and develop differently. Larger 

established companies have started to question their 

societal role for the sake of their image, their customers 

and their employees. More and more young people do not 

wish to join the large groups called "legacy", and whose 

hierarchical organizations have been rationalized with the 

sole objective of seeking profit. They are attracted to 

alternative entrepreneurial structures (such as start-ups) 

or organizations that display a social ambition. They want 

to save the world and not be spectators of the major 

transformations that concern them. Whether they are in 

creation or already set up, in the commercial or non-

commercial sector, small or large, companies and all 

organizations must question their “raison d'être”, 

their mission and more generally the meaning they 

put behind their ambition in order to make their 

activity attractive. 

 

 

This movement is not new. The cooperative structures 

after the Second World War and the self-management 

movements of the 1970s fought for shared governance 

and the satisfaction of clients who were also members of 

a given cooperative. Mutualist companies were founded 

with solidarity as a part of their “raison d’être”. Even if 

some have become very profitable market enterprises, 

there is still a societal foundation. Moreover, mutualist 

companies are among the most advanced in this notion of 

“raison d'être”. The Pacte law defines the “raison 

d’être” as the expression of the reason for which the 

company is incorporated. It defines the purpose of the 

business in society and what it brings to the greater 

good. Unlike the mission, the “raison d'être” is not 

necessarily societal. The “raison d'être” answers the 

RESEARCH 
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question of “why” and thus makes it possible to give 

meaning to the production activity over the long term for 

various stakeholders. Many companies are launching 

projects to define or redefine their purpose in order to 

create meaning and question their identity and their 

uniqueness. 

 

A new form of business is emerging with mission-

driven companies. They integrate a dual objective into 

their corporate purpose: economic and societal. They 

claim their desire to make gains - but not to the 

detriment of values - and to develop a societal 

objective. Larry Fink, director of Black Rock, stated 

the following: 

 

 

 

 

 

 

 

 

 

 

 

 

The question of “how” is more important than that of 

“what”. How do you transform companies into systems 

that are both economically efficient and socially 

responsible? Two main approaches emerge. 

 

The first approach is that of labelling and certification. 

An independent body assesses companies on the basis of 

a benchmark and grants them a rewarding label that is 

updated regularly. This is the case with the B-Corp label 

which started in the United States before expanding 

worldwide. Companies are invited to answer a 200-

question survey (B Impact Assessment) on 5 major 

themes (Governance, Employees, Community, 

Environment and Customers) to assess their practices. 

This assessment and the labelling process are paid for by 

companies. In September 2020, 3,400 companies had 

received the B-Corp label in 70 countries, including around 

a hundred in France. The B-Corp label is not a formality. 

The self-assessment questionnaire is available free of 

charge on the website but the average score for 80,000 

companies that have completed it is 55 while obtaining the 

label requires a score of 80. The labelling process is long 

and controlled entirely by the B-Lab. The cost for this 

assessment is between 50 and 50,000 euros depending 

on the turnover of the company in question. Other labels 

like Lucie26000 offer similar approaches. 

 

This booklet presents the second approach, that of 

the transformation of the corporate purpose in the 

statutes of the legal entity, within the framework of the 

Pacte law in France. It aims to modify the social and legal 

statutes of companies to integrate extra-financial, 

environmental, social or societal objectives. In the United 

States, there are “Purpose Companies” and “Public 

Benefit Companies”. In France, Social and Socially 

Responsible Enterprises have existed for a long time. But 

these statutes mainly concern companies with a societal 

mission in practice. With the Pacte law promulgated on 

May 22nd, 2019, France wanted to take things further 

by asking companies in the commercial sector to 

commit to social responsibility through the definition 

of a “raison d'être” (what the company gives to its 

various stakeholders) and a mission (what the 

company is committed to and what the company 

inscribes in its articles of association that are 

enforceable). 

 

The Pacte law in France provides a legal framework for 

companies with a mission in order to promote them. 

 

The Pacte law and the second European SRD 

(Shareholder Rights Directive) of June 10, 2019 give 

shareholders the power to impose, control and guide the 

social mission of a company. The French legislators 

reminds the shareholders of their societal responsibilities, 

by introducing the notion of “raison d'être” in the civil code 

and by allowing the “raison d'être” to be incorporated into 

the articles of association. According to Joseph Stiglitz, 

the company's financial doctrine focused on its sole 

responsibility to maximize the profits of its shareholders, 

first explored by Friedman, is called into question. 

According to him, the societal awareness that works to 

 
 

Profits and “raison d'être” are not opposed, they 
are inextricably linked…. We must consider a new 
generation of companies focused on the “raison 

d'être”. 

- Larry Fink,  

Director of Black Rock  
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build responsible companies is ending a cycle that began 

some forty years ago. 

 

 

Pioneer French companies, such as Maif (French 

Insurance company) and Camif (French ecommerce 

company), have built their development model based on a 

mission. Danone and Yves Rocher have also become 

companies with a mission. Emery Jacquillat, CEO of 

Camif chairs the Communauté des Entreprises à Mission 

(Community of Mission-centered Companies), the aim of 

which is to promote this special status and provide 

resources to businesses thatseek this title. This 

community offers a methodological guide entitled 

"Company with a mission from theory to practice" and a 

detailed methodology with many concrete examples. This 

guide was produced by Laurence Méhaignerie of Citizen 

Capital and Armelle Weissman of Deloitte consulting firm, 

it is available for download on the website of the 

Communauté des Entreprises à Mission. With numerous 

interviews and illustrations of practical cases, it presents 

the WHAT, the WHY and the HOW of this status. 

Instructive, it is a resource for all those who wish to start 

such a process and understand both the methods and the 

challenges of mission-oriented companies.  

 

The deployment of a mission is not new. In 1972, the 

Business Roundtable was created, which is an association 

of international, mostly American, companies working for 

ethical and fairer capitalism. In 2019, a group of 181 CEOs 

from large companies that are members of this association 

released a manifesto claiming that "maximizing 

shareholder value should no longer be the primary goal of 

a company. According to this manifesto, companies 

should instead invest in their people, deliver value to 

customers, deal ethically with suppliers and support the 

communities in their operating environments. " 

Article 61 of the Pacte law allows the creation of 

companies with a mission, through a framework for 

the transformation and development of businesses. 

The concept of a mission aims to give companies social 

and / or environmental objectives within the framework of 

their activity. The notion of mission is different from that of 

corporate social and environmental responsibility (CSR) 

deployed for years in organizations. The concept of 

mission goes beyond an obligation of means and is 

based on a commitment by stakeholders, and in 

particular shareholders, to put these new social and 

environmental objectives at the heart of the project, at 

the same level as their economic objectives. The 

mission is written into the company's articles of 

association and is monitored. Less restrictive than the 

status of a mission company, the paragraph added to 

Article 1835 of the French Civil Code gives companies the 

possibility to define a “raison d’être” and to incorporate it 

into their articles of association. The notion of “raison 

d'être” consists in defining one or more social and societal 

objectives in connection with the activity. This represents 

a revolution in the legislation. 

 

 

The definition of the mission is a real project within 

companies, aiming to define a mission of collective 

and general interest in connection with the activity. 

The formulation is key for its application. It shouldn't be too 

broad or too specific. It must correspond to the activity and 

must be easily implemented in daily acts. After its 

definition, the mission is incorporated into the company's 

articles of association by a vote of the general meeting of 

shareholders. The company must set up a monitoring 

committee with employee representation, called a mission 

committee. This committee monitors the processes and 

actions implemented to achieve the mission. 

 

In the end, the expression of a purpose, and even more so 

its inclusion in the company's articles of association or the 

adoption of the status of a mission company, is a break 

with previous CSR policies. The latter remained influenced 

by a logic of environmental and social risk management, 
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which combined the search for economic and financial 

performance with the reduction of negative social and 

environmental impacts. With the tools introduced by the 

Pacte law, the posture changes in nature; it is now a 

question of supporting the pursuit of the social goals of the 

company, actively seeking to have a positive impact on the 

planet, on people and on society as a whole through their 

various activities.  This change in perspective will lead to 

the development of tools to objectively measuring the 

obtained results.

 

 

 

 

 

 

 

 

 

 



#01 
 
 

Design : © Obea 

L
E

S
 
C

A
R

N
E

T
S

 
D

E
 
D

U
B

A
Ï
 

13 

 

THE “RAISON D’ETRE” AS  

A MATTER OF COURSE 
Groupama 

 

 

 

1. The “raison d’être” of Groupama  

 

 

 

Our “raison d’être” lies at the intersection of our history, 

our values, our organization’s culture…and our identity. It 

sets the foundation of who we are, constitutes our DNA. 

We did not have to find external sources of motivation to 

understand this process which is natural for a mutualist 

group like ours. 

 

As such, the recent movement which was formalized with 

the Pacte law (for the establishment of mission-oriented 

companies and the ability to inscribe the “raison d’être” in 

a company’s articles of association) is more a recognition 

of our model, than the beginning of a new cycle. 

 

This is why we started reflecting on our “raison d’être” and 

formalizing it, well before setting it on the agenda. This 

was indeed, between the end of 2017 and the beginning 

of 2018, as part of the work that the group had undertaken 

on its strategy and the vision of its long-term market that 

the question of its identity, its origins and finally of its 

“raison d'être” had been put forward as evidence. 

 

 

 

 

TESTIMONY 

« We are here to allow as many people 

as possible to build their lives with 

confidence.  It is for this reason that we 

are founded on humane, closely 

connected and mutually responsible 

aid communities. »  
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2. The process of sharing and adopting the 

“raison d’être” 

 

Our “raison d'être” at Groupama is lived, built and 

embodied both in the relationships with both our 

customers and our employees, and in the projects that 

we carry out, for and with them. This is how our raison 

d’être was itself designed and formalized: in collaboration 

with elected officials and employees, and through our 

customers. 

 

Regarding its dissemination within the company, 

Groupama has communicated its “raison d'être” to all of its 

elected officials, managers and employees. A video 

presentation was shared on internal media and discussed 

at numerous events, then made available to everyone to 

be shared externally, on social networks in particular. 

 

At the same time, the Vision process, initiated in 2018, has 

initiated a dynamic of co-construction of the Group's 

ambitions with its elected officials, directors and senior 

executives from its various companies. Shared among the 

teams, these ambitions were then broken down into 

flagship projects across five strategic pillars, one of which 

is dedicated to HR and managerial issues. 

 

It is this approach that today gives substance to our 

“raison d'être”, translating it into the major current 

transformation issues at work. Events bringing together 

members of all operational committees then enabled each 

participant to become familiar with the pillars building the 

Group's Vision for the years to come, and to then bring 

them to life through projects. These projects have been 

taken on and rolled out in many of the Group's companies, 

for adoption by the greatest number of managers and 

teams. 

 

Working groups also brought together employees for 

discussions, fed by the conclusions of our customer 

studies. In the same spirit, an HR-focused day brought 

together 250 HR managers from all the companies to 

project the year 2030 and to define, in line with the 

extension of our “raison d'être”, the “preferred” future that 

we must build for Groupama and its employees. […] 

 

It is in according with our “raison d’être” that we act 

with our employees. Our commitment and cooperative 

approach are aimed at creating “a community of mutual 

aid, close and responsible.” It is also in accordance with 

the DNA of our Group that we choose to act on our working 

environment. 

 

Putting trust at the heart of our “raison d'être” and its 

deployment in our daily actions must indeed find a way to 

materialize in management. Furthermore, trust is a lasting 

part of the Group's managerial culture because it is above 

all a driver, a driver at the service of human, collective and 

individual performance. 

 

In short, we consider that the receptiveness of the “raison 

d’être” by our employees depends on the proofs of 

confidence that we give them. The subject that lies before 

us is one of accelerating adoption by questioning our ways 

of acting and interacting, by mobilizing more collective 

energy, and by finally making our organization, and not 

just our projects, more agile.   

 
 
« It is this approach that today gives substance to our 
“raison d'être”, translating it into the major current 
transformation issues at work. » 

- Bénédicte CRETE-DAMBRICOURT 

RH Director 

 
 
“It is thanks to the attention paid to the proper sharing 
of the “raison d'être” among our employees that they 
are able to adopt it and put it into practice in their work. 
“ 

- Bénédicte CRETE-DAMBRICOURT 

HR Director 
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3. Examples of how the “raison d'être” is put 

into place within Groupama 

 

Once the phase of defining, sharing and sharing the 

“raison d'être” is over, we then enter the application phase 

of its application. This phase underlines our determination 

to bring our “raison d'être” to life, by embodying it in our 

employer promise, our training challenges, our employee 

experience and in the actions that each person takes on a 

daily basis, in the service of our members and clients. 

 

Our first accomplishment is to note that several action 

plans, entities, and departments within our group view the 

“raison d’être” as a compass. 

 

Thus, we give priority to group spirit, teamwork, project 

modes, and collective performance. The goal is to 

harmonize the existing and to quickly pool new 

experiments, tools and overall great successes. 

 

 

 

The choice was made to give priority to the commitment 

of employees, the players in our company’s progress. We 

can cite, for example, the “Mentoring au féminin” operation 

which, thanks to mentor-mentee pairs, has created a real 

dynamic in favour of female employees. This is in 

connection with the work undertaken on talent 

management and the feminization of senior management. 

 

The development of cooperation, with our community of 

Co-operators, responds to this same logic in the service of 

the well-being and performance of the teams. 

 

Similarly, the adaptation of managerial know-how is a 

priority, particularly when it comes to the real adoption of 

the “raison d'être”. This is why we have established a 

dedicated action plan, which includes qualitative 

meetings, or Executive Meetings, on various general 

topics; specialized training such as Manager 3.0 or 

Manager of Managers; finally specific programs (Program 

Project Experts) intended to identify key project 

management resources within the Group and to support 

them in their know-how and interpersonal skills.

  

 
 

Bénédicte CRETE-DAMBRICOURT 
HR Director 
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A LARGE CO-CONSTRUCTION OF 

THE RAISON D’ETRE 
Total 

 

 

1. Total’s “raison d’être”  

 

 

 

 

 

What will Total be tomorrow? To answer this 

question, the Executive Committee wanted all 

employees to be able to express themselves on the 

subject and set up an unprecedented consultation 

mechanism between fall 2015 and early 2016. More 

than 2,500 participants from various backgrounds 

contributed to this reflection during “One Ambition 

Workshops”. More than 5,000 contributions were 

collected during these workshops. This initial 

listening phase continued with the creation of a 

dedicated website, "One Total", which presents the 

most notable ideas so that all employees can 

discover, comment on and share them. 

 

Total's 20-year-old ambition - to become the 

responsible energy leader - stems from this 

collaborative work. This ambition clearly expresses 

the desire to be a stakeholder in society and to help 

find solutions to the world’s social, environmental and 

climatic challenges. Thus, the purpose of the Group 

has collectively been formalized as follows: "Provide 

more affordable, more accessible and cleaner 

energy to as many people as possible. " 

 

Supplying energy to society is an essential mission. 

Energy is at the heart of our lives, it is necessary for 

food, heat, travel, but also for our mobile phones, 

Testimony 

« Provide more affordable, more 

accessible and cleaner energy to 

as many people as possible. » 
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data storage, etc. There are 7 billion of us on the 

planet today and in 2040, 9 billion people will all need 

energy! Not to mention that nearly 1.3 billion people 

around the world still do not have access to electricity 

... 

 

It will therefore be necessary to meet the energy 

needs of an ever-growing global population while 

facing the challenges of climate change. More energy 

but less carbon to limit the rising of global 

temperatures to less than 2°C, in line with the Paris 

Agreement target. 

 

This is why today Total is a multi-energy company in 

full transformation, firmly committed to the energy 

transition and the development of low-carbon 

energies in order to provide the greatest number of 

people with more affordable, more accessible and 

cleaner energy. 

 

 

2. The process of sharing and adopting 

the “raison d’être” 

 

Total’s “raison d'être” was co-constructed with 

the large number of employees mobilized for the 

listening phase, as well as for the "One Total" 

website which has recorder more than 13,000 unique 

visitors, 11,000 likes and 970 comments. 

 

In 2016, this led to a reorganization of the Group to 

further integrate our Corporate Social Responsibility 

into our strategy and business operations. In order to 

better connect the Group to society, a Civil Society 

Engagement department was also created. Its role 

is to develop the voluntary commitments that Total 

makes in order to make a positive contribution to 

society, whether through its activities or through 

actions of solidarity.  

 

Today, Total's “raison d'être” is also reflected in its 

governance. The board of directors’ mission in 

matters of social and environmental responsibility 

has been enshrined in the company’s governance. 

 

Finally, we are also committed to a process of 

employee adoption to help them better 

understand the purpose of the raison d’être 

(creation of an e-learning module about climate for 

the general internal public and managers, the internal 

awareness program "We too are engaged'' or even 

'Sustainability at Total' web series) but also to 

become an actor (creation of the CO2 Fighters 

Squad to help teams reduce their emissions on all 

sites, business reflection workshops, etc.). 

 

 

3. Examples of how the “raison d’être” 

is put into place within Total  

 

Concretely, Total's “raison d'être” is illustrated 

through the following objectives and actions (among 

others): 

 

• Develop a new climate ambition to achieve 

carbon neutrality by 2050: 

- In 2020, the Group set itself the ambition of 

achieving carbon neutrality across all of its 

activities by 2050, together with society. In order 

to achieve this neutrality, Total has defined 

intermediate stages, described in its climate 

report. 

- Total is working to reduce its emissions, improve 

customer demand and develop carbon sinks. Its 

ambition is supported by an integrated strategy 

on gas, electricity and liquid fuels value chains, 

which aims to decarbonize the Group's energy 

mix. 

 

• Develop in solar and wind power: 

- Total has the objective of investing in a gross 

electricity generation capacity of renewable 

origin of 35 GW in 2025. 
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- Its subsidiary Total Quadran continues to 

actively contribute to the development of solar 

and wind energy in France (32 MW of solar / 

wind projects won during The Commission for 

Energy Regulation’s latest calls for tenders).  

- For example, in June 2020, Total signed an 

agreement with SSE Renewables to acquire a 

51% stake in the Seagreen 1 offshore wind farm 

project for a total of 70 million pounds at closing. 

 

• Develop a sustainable battery sector in 

Europe with Saft and PSA: this project was 

announced in January 2020 to meet energy 

transition the challenges of the and to offer clean 

and affordable mobility to citizens. 

 

• Transform the Grandpuits refinery into a 

zero-oil platform for biofuels and bioplastics 

thanks to an investment of more than 500 million 

euros. 

• Support the decarbonization of the maritime 

industry by joining the “Getting to Zero” 

Coalition and working with companies from the 

maritime transport, energy, infrastructure and 

financail sectors. 

 

• Commit to biodiversity by expanding its 

ambition in this area as part of the preparation of 

the United Nations global biodiversity plan. 

 

• Mobilize employees in the service of the 

general interest: since 2018, the Solidarity 

commitment program Action! allows Total 

employees to devote up to 3 days of their 

working time per year to missions of general 

interest. Each employee can thus commit their 

time to the education and integration of young 

people; road safety; climate, coasts and oceans; 

dialogue between cultures and heritage. By the 

end of 2020, the program had been rolled out 

across 63 countries and more than 9,300 actions 

had been carried out. 

 

 

 

 
 

Manoelle LEPOUTRE 
Director of Civil Society Engagement and 
General Delegate of the Total Foundation 

 



 
 

Design : © Obea 

MANAGERIAL INNOVATION AT THE 

SERVICE OF OUR INDUSTRIAL & 

HUMAN AMBITIONS 
 

Enedis 

Gérard MATENCIO 

Deputy Director of Executives, Talents and the Managerial Dynamics Department 

 

 

1. Enedis’s human and industrial project 

The ambition of Enedis is to become the preferred public service of the French in the service of the ecological 

transition. The project that supports this ambition was built by more than 200,000 contributions from 20,000 of our 

35,000 employees. We consider that sustainable performance of the company is not possible without a 

strong commitment from our employees; and that this commitment is impossible without managerial behavior 

capable of generating it. This is why all of our managerial transformations are focused on the best way to induce, 

promote and initiate the adoption of the managerial behaviors that we seek. This is clearly the primary motivation 

for each of the managerial transformation projects that we are undertaking. 

 

2. Managerial transformation at Enedis 

Historically, the first project to be launched was related to proximity management (MPRO). This project is about 

promoting, supporting and training the company’s 2700 local managers, the first line of management in operational 

teams. A key point of the system is the Pass MPRO training. Acclaimed by participants it goes, beyond the 

fundamentals of management, enabling managers to acquire the principles of healthy and empowering 

management techniques. Each year an update is provided on the progress of this project across the different units. 

The Pioneers project offers interested Units the opportunity to be accompanied by the Enedis Transformation 

team in order to support initiatives that instill greater trust and the right to make mistakes with operational teams. 

The peculiarity of this approach is the protection offered to the Pioneers to push their initiatives very far and, if 

necessary, to transgress certain prescriptions. This feeds a virtuous loop between the local and the national level 

which must regularly question the value that our policies create or not. This process, originally limited to around ten 

Units, has been opened to all Enedis entities. 

The fluidity project, which has become a skills mobility policy, also creates the conditions for empowering 

management. Since January 1st, 2019, Enedis has gone from a world where employees had to ask their employer 

for permission to leave management, or to apply for a higher level of remuneration or for a different field of activity 

... to a world where employee freedom is the only rule. This “flagship” measure of the skills mobility policy 

establishes trust as an intangible principle of the engine of progress. Trust in the teammate. Confidence in the 

TESTIMONY 
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manager as well, whose only tool for building loyalty or attracting employees is to take an interest in their team, to 

make it grow and gain skills, to help everyone find their way and their fulfillment to gain in commitment and in 

collective performance. Its reputation in this regard will either attract or drive away potential candidates, and retain 

or scare away team members already on the team. 

The Expertise project creates a major break in course management. It makes possible the ability to have within 

Enedis the expertise that has been deliberately constructed and oriented according to current and future needs! 

But above all, it gives the important signal that management is not the only path to a career in the company. There 

is another equally interesting and rewarding path: expertise. It is therefore useless for valuable people who have 

no appetite for management to "force" themselves in these roles in order to achieve a professional destiny that lives 

up to their ambitions. Another path is possible: that of expertise. Filtering into management only those who have 

the appetite and the inclination for management is an important corollary effect of this project! 

The remote work initiative established within Enedis through the collective agreement of December 12th, 2017, 

allows for an important new managerial step: to consider that a team can be managed very effectively even when 

some of its members are relocated to other sites. It is important that a real collective reflection is undertaken 

beforehand and that a team project is constituted to establish the rites and rhythms of the team, the methods of 

brief and debrief, etc ... Through these means we can observe commitment from a growing number of employees, 

decreased absenteeism and improved operating results. Management learns therefore to "let go" and adopts new 

methods of regulation that are more empowering and rewarding than simple presenteeism. 

With our health and safety policy, the "Just Culture": we seek to make mistakes a source of progress and not a 

source of sanction. This is the condition for further progress on this fundamental subject for Enedis. 

The last project is being tested with five pioneering operational Units. It consists of making the evaluation method 

of managers consistent with the objective sought. Indeed, if our initial equation is verified: the quality of the 

manager determines the commitment of the employees who ensure the sustainable performance of the company. 

We are able to effectively measure the performance produced by the teams ... knowing whether it is sustainable, 

that's another question. The problem is that we rate managers on this same performance without worrying too much 

about how that performance is achieved. One simply needs to open a manager's contract to realize that they are 

objectified on the health and safety of their team, the behaviour of his opex and capex, his industrial performance 

... this is quite normal. But there is absolutely nothing about the way this manager leads his team, develops skills, 

drives transformations and commits to innovate. When it appears, it is always anecdotal and does not weigh on 

their remuneration, their career or their professional background. The five pioneer Units are engaged in an 

unprecedented exercise of evaluating managers largely on their attitudes and behaviours rather than on the results 

obtained and to evaluate the remuneration, the career, the professional background of these managers. They thus 

bear witness to their conviction that managerial behaviour is the key factor in performance… long-lasting and 

sustainable performance. 

Insanity, Albert Einstein said, is always behaving the same way and expecting a different result.  
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FOR A RESPONSIBLE DIGITAL 

WORLD 
Orange 

Béatrice MANDINE  

Executive Director of Communication, Brand and Engagement 

 

1. Orange’s “raison d’être” 

 

 

 

2. The process of sharing and adopting the “raison d'être” 

 

Before the Pacte law, the Group had defined its “brand purpose” and its “Human Inside” philosophy. The 

promulgation of the law gave it the opportunity to go further. In May 2019, Orange Chairman and CEO Stéphane 

Richard proposed to include the “raison d'être” in the company’s articles of association. 

A participatory process began with 150,000 employees (via an application) and external stakeholders, through 40 

workshops. This approach made possible the collection of 2,300 contributions and 130,000 votes, and lead to a 

first draft at the end of 2019, revealed at the General Assembly in May 2020. 

 

Since its inclusion in its articles of association, Orange has created the Reason for Acting committee, composed 

partly of external members to guarantee the overall orientation and consistency with the strategic plan "Engage 20-

25 (digital inclusion and protection of the planet)”. In addition, all employees were consulted on their understanding 

of the “raison d'être” via the following reading grid: 

1. What are we doing very well?  

2. What must be accelerated? 

3. What must be stopped? 

 

3. Examples of how the “raison d’être” is put into place within Orange 

 

The commitments made in connection with the “raison d'être” have been entered on the orange.com website and 

are monitored through KPIs. The acculturation effort is also supported by internal communications and trainings 

(Comex and CA, MOOC and training of all employees, top 200 and top 1000).

TESTIMONY 

"Orange is a trusted actor who gives each and every one the keys to a responsible digital world" 
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POSITIVE IMPACT AT THE 

HEART OF THE COMPANY 
Camif 

 

 

Created in 1947 under the name of the Coopérative 

des Adhérents à la Mutuelle des Instituteurs de 

France, Camif has developed on a mail-order model. 

Undermined by the arrival of the internet, the 

company experienced difficulties in 2008. It was 

relaunched in 2009 by Emery Jacquillat, who 

believes in the strength of the brand and its values, 

and in its ability to reinvent itself based on a new 

model. He advocates a different, more local, 

responsible and sustainable consumption. Very 

quickly, he understood that to succeed in his bet, he 

must put a model of positive impact for the 

stakeholders at the heart of the company’s 

concerns. 

 

He challenged himself to regain the confidence of all 

stakeholders: customers, suppliers, former 

employees and local players, and manages to 

convince all the players in the region to support his 

project, which will have a positive impact for the 

employment in the agglomeration of Niort. 

 

Today Camif achieves a turnover of 50 million euros 

and works with a hundred French manufacturers who 

represent 73% of its activity. In Niort, it has helped to 

recreate more than 180 jobs. Its president, Emery 

Jacquillat, was also behind the creation of the 

association of the Community of enterprises with 

mission, which he chairs today. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

TESTIMONY 

 
 

« I believe in the place of the company as a 
lever for the transformation of society » 

-Emery JACQUILLAT 
Director of Camif and President of the Association of the 

Community of enterprises with a mission 
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1. Camif’s “raison d’être” 

 

 

 

The positive impact model put in place when the 

project was designed was decisive in its success. 

It has resulted in concrete commitments in favour of 

local and sustainable development, and it remains 

the main lever for creating value for the company. 

 

The project began in 2014, when Camif launched 

study in collaboration with two researchers from 

Mines ParisTech on the purpose of companies 

beyond profit. Camif thus becoma a "laboratory" for 

the Extended Social Objective Company (Société à 

Objet Social Etendu - SOSE). It decided to clarify its 

“raison d'être” before embarking on winning over new 

clients, to change its governance, set social and 

environmental objectives, and to assess its impact. 

 

Initially, a small working group called the             

Cellule’OSE (Extended Social Objective) worked on 

the definition of the mission. It favoured a 

collaborative approach and questioned several 

representatives of each stakeholder - customers, 

shareholders, regional players, employees and 

suppliers - on the question of why. Why does the 

company exist? What is the meaning of the 

company's project? What is its use for society? 

What is its contribution to the common good? 

Suppliers were asked about their expectations for the 

company: what would be fundamentally different if it 

did not exist? 

 

In 2015, Camif was one of the first French companies 

to be certified B Corp. It is now among the top 10 of 

the best B Corp worldwide. 

 

In 2017, the company incorporated its mission into its 

articles of association and formalized the existence 

of the Cellule’OSE as a Mission Committee, a new 

governance body independent of the Board of 

Directors. 

 

2. The process of sharing and adopting 

the “raison d'être” within Camif 

 

The first process of sharing the “raison d'être” was 

the collaborative method itself, through which all 

stakeholders were involved. 

 

Subsequently, the definition of commitments gave 

substance to the project: 

• Inform, raise awareness and provide the means 

for a more responsible consumption 

• Make the circular economy our standard 

• Boost employment in our regions and promote 

integration 

• Offer the best possible products for health 

• Transform the company and participate in the 

reinvention of our sectors 

 

This was followed by inclusion in the articles of 

association, which is a testimony to the 

commitment of managers and shareholders and 

allows for social and environmental objectives and 

the pursuit of profit to be brought to the same level. 

 

 

 

 

 

 

 

« Offer products and services for the 

home for the benefit of people and the 

planet. Mobilize our ecosystem 

(consumers, employees, suppliers, 

shareholders, regional players), 

collaborate and act to invent new models 

of consumption, production and 

organization. » 
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3. Examples of how the “raison d'être” is 

put into place within Camif 

 

La Camif has translated its commitments into 

concrete actions: 

• Its first commitment "Informing, raising 

awareness and providing the means for more 

responsible consumption" translates into 

transparency on the Camif.fr site: giving back the 

power to consumers to choose their product - 

Conso'localisation allows them to choose a 

product made close to home, promoting local 

employment and reducing the number of 

kilometers traveled 

• Its second commitment "Making the circular 

economy our standard" led the teams to revisit 

their offer and accelerate the transition to eco-

designed products - the Camif Édition project 

started in 2017 with demanding requirements on 

the local character, sustainable, good for people 

and the planet 

• In 2017, Camif was the first company to launch 

the Black Friday Boycott. The closure of the 

Camif.fr site on Black Friday is a powerful action 

to affirm its commitment to more responsible 

consumption. 

• In 2019, Camif organized a debate on ecological 

transition, open to all citizens, as part of the 

Grand Débat National.

   

 
 

Emery JACQUILLAT 
Chairman and CEO of the Camif Matelsom group, 
Chairman of the Association of the Community of 

enterprises with a mission 

 

 
 

« I found it very interesting to build the “raison 
d'être”, because fundamentally the company is 
nothing other than a collective project, and the 
best way to obtain the adhesion of the collective 
is that it makes sense to everyone. This 
exercise allowed us to understand what value 
was created by the company for each of the 
stakeholders». 

- Emery JACQUILLAT 
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ECOLOGY  

« BEYOND ORGANIC » 
Laboratoire Science et Nature 

 

 

 

Laboratoire Science & Nature manufactures cleaning 

and well-being products, "from flower to bottle". It is 

a family business created in 1972 with the desire 

to offer healthy and safe products for people and 

the environment. Initially, the company grew 

through its iconic brand Body Nature, sold door-to-

door. It has since integrated new brands and 

activities that promote meaningful consumption. 

 

In 2012, for its 50th anniversary, the company 

embarked on the "Beyond organic" approach, which 

aims to preserve nature, understand ecosystems and 

bring benefits to people and society. Through this 

approach, it anchors its values in its daily activities: 

responsibility, respect, work and a logic of innovation 

- product innovation and societal innovation. 

 

In 2018, the Laboratoire created the Science & 

Nature Foundation under the aegis of the 

Foundation de France, whose mission is to initiate 

and support projects defined around 3 areas of 

action: Research, Preservation and Sharing 

knowledge. Their first act was to support the 

digitization of the ethnobotany collections of the 

National Herbarium of the Muséum d’Histoire 

Naturelle. The company now has 260 employees at 

the head office, 1,600 home sales consultants and 51 

managers. 

 

 

 

 

 

 

TESTIMONY 



#01 
 
  
 

Design : © Obea 

L
E

S
 
C

A
R

N
E

T
S

 
D

E
 
D

U
B

A
Ï
 

26 

1. Laboratoire Science & Nature’s 

“raison d’être” 

 

Laboratoire Science & Nature is a pioneer in matters 

of “raison d'être”. It has always placed ecology at the 

heart of its DNA. Since its creation, the company has 

created and sold healthy, safe and biodegradable 

cleaning products, directly to the customers’, while 

sharing their approach on ecology. 

 

 The company's mission is as follows:  

 

 

 

The company was built around the four values it 

defends - Responsibility, Respect, Innovation, and 

Work. This mission reflects the main stake of the 

company: to develop business in a responsible 

manner by limiting the impact on the environment, by 

ensuring the well-being of the teams, and by 

involving the stakeholders. 

 

 

 

 

 

 

 

 

 

 

 

 

2. The process of sharing and adopting 

the “raison d'être” 

 

To share its “raison d'être”, the Laboratory relies on 

"institutional" elements:  

• A charter setting out the 12 commitments of 

the company is signed by employees upon their 

arrival.  

• The outline of the company's vision is 

distributed to employees and included in the 

Group's communications: CSR report, website, 

presentation, etc. 

• The internal newspaper provides employees 

with information directly related to the “raison 

d'être” and contributes to an internal culture of 

responsibility. 

 

On the other hand, the company deploys concrete 

actions that illustrate its commitments:  

• One-off actions - carrying out an assessment of 

our carbon footprint every three years; signing a 

responsible purchasing charter; setting up a 

carpooling platform; sorting waste by 

employees; and delivering mugs and ecological 

fabric bags to new employees. 

• Managerial actions in favour of employees – 

promoting kindness is the workplace, increasing 

proximity to the managers, and giving 

employees opportunities for development. 

 

 

 

« Preserving nature, understanding 

natural systems and bringing their 

benefits to people and society thanks to 

industrial know-how expressed through 

strong brands of cosmetics and cleaning 

products » 

 
 
« As the founding president of the company, I 

wanted to create products [...] that serve to 

respect life, whether in the water, the earth or 

the air » 

-Olivier GUILBAUD 
Co-director of Laboratoire Science et Nature 

 
 
« The implementation of our mission is 
experienced from within, which makes it all the 
more powerful and concrete » 

-Olivier GUILBAUD 
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• A strong lever for ecology - the Group has its 

own R&D laboratory. 

The company also offers a tour of its Estate. 

Through this tour, guided by a company employee, 

5,000 annual visitors can learn how the company 

fulfills its commitments. 

 

3. Examples of how the “raison d'être” is 

put into place within Laboratoire 

Science et Nature 

 

Through the “Beyond organic” approach, the 

Laboratoire implements its commitments in three 

areas: 

 

• The Products – developed based on natural, 

organic and even biodynamic ingredients. The 

ingredients used in the products are healthy for 

both humans and the environment. The majority 

of them are “Ecocert, Demeter” or “Organic 

Agriculture” certified and are cost-effective to 

use. 

• The Environment – the Laboratory area is 

home to 9 biotopes, in which 148 plants and 176 

animal species live. For its business activity, the 

company uses renewable energy sources to 

save natural resources. 

• Consciousness – through sharing your 

business vision. Each year, the Group offers 

local schools the opportunity to participate in the 

harvest and supports local associations in the 

field of sustainable development. 

 

 

 

   

 
 

Olivier GUILBAUD  
Co-Director of the  

Laboratoire Science et Nature 

  

 
 
« A word of advice for companies that would like to develop the concept of “raison d'être” in their 
organization: to anchor it genetically in all of the company's actions» 

-Olivier GUILBAUD 
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A HISTORIC CONTRIBUTION 

FOR THE COMMON GOOD 
FDJ (Française des jeux) 

 

 

 

1. FDJ’s “raison d’être” 

 

Since its creation in 1933, it has been in FDJ’s DNA 

to contribute to the general interest through strong 

and lasting actions (support for the “gueules 

cassées”, “war wounded”, sports financing, corporate 

foundation dedicated to the fight against exclusion, 

and the deployment of the heritage lottery). The 

promulgation of the Pacte law offered has offered the 

opportunity to formalize this “raison d'être”, thus 

revealing its historical model. The “raison d’être” is 

summed up by this quote: 

 

2. The process of sharing and adopting 

the “raison d'être” 

 

To develop its “raison d'être”, FDJ worked with 

different audiences: employees, managers, the 

board of directors and external stakeholders, in order 

to gather their opinions and suggestions. The choice 

of a co-construction approach, through collective 

intelligence workshops, proved to be well adapted for 

drafting the “raison d'être” and breaking it down into 

6 commitments: 

1. Develop an entertaining, honest and responsible 

game offer 

2. Support our customers from A to Z: from the point 

of sale to the completion of their online journey 

3. Limit problem gambling and prevent underage 

gambling 

4. Strengthen our actions on solidarity, society and 

the environment 

5. Promote the support of local commerce in all 

regions 

6. Promote our responsible gaming model 

internationally 

 

The process brought together more than 200 

employees of all hierarchical levels, all professions, 

and all sites, which makes it a particularly exemplary 

initiative. 

 

 

 

Testimony 

" The game is our profession, the 

contribution to society is our driving 

force, and responsibility is our 

requirement .” 

 

"We don't want a slogan “raison d'être”,  
off-ground, a nice statement on a nice  

glossy paper in an annual brochure.  
We want a reason to be fully embodied by our 

President, embodied by embodied by the 
group's management and board of directors, but 
also by its managers and employees, as well as 

all of the company's stakeholders" 

-Pierre Marie ARGOUARC’H 
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This translated into: 

• The co-construction with "ambassadors" 

representing all employees 

• The inscription in the preamble of the company's 

articles of association, to confirm its “raison 

d'être” and anchor it in the daily actions of the 

company 

• The setting up of a committee composed of 

representative personalities of the company’s 

major external stakeholders, which monitors the 

commitments 

• The design of a major communication campaign 

titled “And see France win”. This campaign is 

intended to raise awareness of its unique 

business model driven by its “raison d'être” and 

to reaffirm its role in society today and in the 

future. 

 

 

 

3. The “raison d’être” of FDJ must be 

infused into the operations of the 

company 

 

As of 2020, an implementation plan has been 

deployed internally to bring the “raison d'être” and the 

Group’s respective commitments to life - appointment 

and involvement of sponsors and referents, creation 

of roadmaps and implementation of indicators 

making it possible to be on a path of progress. Above 

all, something of which I am particularly proud about 

the HDR : each employee is required to participate in 

a specific collaborative debate session around the 

“raison d’être”, and how it contributes and impacts 

their daily actions. Animated by managers, this 

moment of sharing on the deeper meaning of FDJ's 

activity, ties together our common culture and 

guarantees that our “raison d'être” is taken into 

account, in all the components of the business.

  

 
 

Pierre-Marie ARGOUARC’H  
Director of Employee Experience and 

Transformation 
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PROMOTING A  

CARBON-NEUTRAL ECONOMY 
Engie 

 

 

 

1. ENGIE’s “raison d’être” 

 

 

 

 

 

 

 

 

 

During the General Meeting on May 14th 2020, 

ENGIE group decided to adopt the “raison d’être” of 

the group and its inclusion in the company's articles 

of association, through their article 2. 

It is expressed as follows: 

 

 

ENGIE's actions are compatible with its “raison 

d'être” and aligned with the objectives of the Paris 

Agreement - decarbonization of its own activities and 

their indirect impacts, and intervention with its 

suppliers and customers. Through its customer 

solutions, the company promotes "low-key" uses, 

compatible with a carbon neutral economy. 

 

 

 

 

TESTIMONY 

« ENGIE's “raison d'être” is to act to 

accelerate the transition to a carbon 

neutral economy, through more energy-

efficient and environmentally friendly 

solutions. This “raison d'être” unites the 

company, its employees, its customers 

and its shareholders and reconciles 

economic performance with a positive 

impact on people and the planet. ENGIE's 

action is assessed as a whole and over 

time. » 



#01 
 
 

 
 
 

Design : © Obea 

L
E

S
 
C

A
R

N
E

T
S

 
D

E
 
D

U
B

A
Ï
 

31 

2. The process of sharing and adopting 

the “raison d'être” 

 

ENGIE's “raison d'être” was co-constructed following 

a phase of consultations with its employees, 

customers, partners, shareholders and members of 

civil society. The priority today is to raise and 

consolidate the indicators corresponding to the 

objectives that ENGIE has set for itself for 2030, 

in line with the “raison d’être” included in the articles 

of association. 

 

A management tool is being developed to 

integrate all of the potential impacts on the planet and 

in coordination with people that the company 

identifiies as relevant with regard to its “raison d’être”. 

An impact is defined as any object (material or not) 

used and consumed by the company in its business 

model, independent of its activity and recognized as 

having to be maintained; this may include, for 

example, the health and educational resources of the 

territories in which it operates. 

 

The report for 2020 will present most of these 

indicators to the market and our stakeholders for the 

first time, and will form the basis on which the Group's 

progress towards ambition 2030 will be measured. 

 

A process for collecting indicators and 

consolidating at group level is now being 

implemented through action plans that concern 

all entities. This process will be audited each year 

by the statutory auditors with the objective that most 

of the indicators will be reasonably verified by 2025. 

The board of directors will have an annual forecast to 

monitor the achievement of the objectives. The 2020 

achievements and the 2021 estimates of the various 

KPIs will be reported to the Executive committee next 

February. This process of reporting and estimating 

the 2030 objectives should be integrated into the 

budget process from 2022 and onwards. 

 

3. Examples of how the “raison d'être” is 

put into place within ENGIE 

 

The “raison d'être” is expressed today in the concrete 

CSR objectives recalled at the General Meeting 

through the 2030 ambition:  

• Reduce greenhouse gas emissions from 

electricity production from 149 Mt in 2016 to 43 

Mt in 2030 (for 80 Mt in 2019) 

• Increase the proportion of women among the 

40,000 managers of the Group from around 23% 

in 2016 to 50% in 2030 (for 24% in 2019) 

• Increase the share of renewable energies in the 

electricity production capacity mix to 58% in 

2030, against 20% in 2016 (compared to 28% in 

2019) 

• Include 10% of young people on work-study 

contracts in the Group's European workforce in 

2021. 

 

 

 

 

 

 
 

Olivier HEROUT  
Deputy Director of Human Resources 
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THE “RAISON D’ÊTRE” AS A 

DRIVER FOR BUSINESS 

TRANSFORMATION 
Malakoff Humanis 

 

 

 

1.  Malakoff Humanis’s “raison d’être” 

 

Malakoff Humanis’s “raison d’être” defines the 

meaning of action that must inspire the Group, guide 

it and project it into the future. It takes a strong and 

engaging act because it defines the reason for its 

existence, as well as what it brings to the clients and 

stakeholders. This is the foundation on which its 

business plan is built. 

 

However, the “raison d'être” is not static. On the 

contrary, it must be a driver of business 

transformation. As such, it must be a source of 

inspiration for employees and a lever for their 

commitment. It is worded as follows: 

 

 

 

 

 

 

 

 

 

 

TESTIMONY 

“Constantly innovating in the service of 

people and always doing more to protect 

and support our customers, companies, 

employees and retirees” 
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2. The process of sharing and adopting 

the “raison d'être” 

 

The choice of method is essential to strengthen the 

adoption of the “raison d'être” by employees. During 

the drafting period, a consultation was organized 

which allowed employees to express how they 

defined the Group, its missions, its vision, and the 

meaning of their action. This approach garnered 

significant participation, with nearly 70% of 

employees sharing their thoughts. This approach 

was an essential lever for uniting and creating a 

sense of belonging. 

 

To promote ownership, it is obvious that a company 

like Malakoff Humanis places people at the heart of 

its missions. The “raison d’être” of the Group 

could only be embodied by the women and men 

of Malakoff Humanis. This conviction has guided 

the production of a film that gives a voice to 

employees who describe the “raison d’être” of the 

Group in their own words. Presented at managerial 

meetings, the film enabled everyone to better 

understand the “raison d'être”. 

 

 

 

 

 

 

3. Examples of how the “raison d'être” is 

put into place 

 

The “raison d'être” is the customer orientation that we 

want to give to our business. This translates into 

commitments, a posture, a way of being vis-à-vis our 

customers to allow them to have the best possible 

experience. Our “raison d'être” highlights our 

strengths to differentiate us: our advisory role, our 

services and our social support. Concretely, when we 

address our customers, our brand tone is 

characterized by the speaking technique S.M.I.L.E 

(Smiling Motivating Invested Limpid Empathic) in 

connection with our brand signature “We like to see 

you smile”. 

 

It is also reflected in the Group's commitments, which 

puts its performance at the service of social utility. 

More precisely, a social and societal dividend has 

been put into place to develop high value-added 

services (reduce absenteeism, improve health at 

work, support situations of vulnerability) and other 

projects aimed at making society more inclusive. 

 

The Group's new signature "We like to see you smile" 

sums up the meaning of our commitment: the 

smile of all - Group customers, HRDs and company 

managers, employees, individuals and retirees - is 

behind the purpose of all these actions. 

   

 
 

Anne RAMON  
Communications and Brand Director 
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FACILITATE BONDS OF 

SOLIDARITY AT A CITIZEN LEVEL 
 

Conseil Départemental des Hauts-de-Seine (92) 

 

Katayoune PANAHI 
Director General of Services for the Hauts-de-Seine Department 

 

The mission of a Departmental Council is to create the right conditions for the well-being of its fellow 

citizens and boost the attractiveness of its territory. The departments, since the evolution of the latest 

regulations, in particular the NOTRe Law, have seen their prerogatives refocused on social assistance intended for 

a large population. This can range from young children to seniors, including people with disabilities, working people 

and those who are unactive. Even if the departments act beyond the boundaries of its perimeter (management of 

themes related to infrastructure and the environment of colleges, support for municipal construction projects, 

protection of cultural and environmental heritage, etc.), they embody the broad scope of solidarity. Their role is not 

only to offer a range of services but also to coordinate action on the field. This role has been made particularly 

visible since the COVID-19 pandemic started to rage in France. The departments coordinate their social and health 

actions not only with other public actors, but also with non-profits and private actors. Through this, their “raison 

d'être” is to be of service to the territory. 

In the Hauts-de-Seine department, we see our mission as having to articulate this dimension, both internally and 

externally. The target efficiency level is to articulate the practices within our administration in line with those 

promoted in the field. This is why, as soon as I joined the Departmental Council, I initiated a managerial innovation 

program to strengthen the skills of managers in this field. The agents of our local authority are naturally driven by a 

strong feeling of belonging to the values of public service. They are found in our three values: solidarity, proximity, 

and innovation. Here again, the management of the health crisis of COVID-19, and its social and economic 

consequences on our very dense territory, have showed that these values were very much alive among our agents. 

In the case of our department, the “raison d'être” is fully in line with the regulatory policy which is to bring 

solidarity to life with as much proximity as possible to citizens. Our public action evolves over time by taking 

into account new needs - such as help for single-parent families, young dropouts, new migrants, autistic people - 

and by adapting our missions to the needs already identified. 

A department can express its “raison d'être” in unique ways, for example in how it faces the future, anticipates and 

analyzes needs, makes choices and sets priorities. Let us not forget that a Departmental Council is a democratic 

entity led by elected officials and in which the public service supports the implementation of policies promoted by 

elected officials. The “raison d'être” of a department therefore responds to a political mission. When Pascal 

Demurger, Managing Director of MAIF, writes that the “21st century will be political or will no longer be”, he is 

TÉMOIGNA 

TESTIMONY 

 

GE 
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thinking not only of companies, but also the commitment of local authorities like ours to fully and sustainably embody 

this societal responsibility. 

A mission or “raison d'être” can also express a singularity as long as it is accompanied by a vision. We have chosen 

to position our department as “the locomotive of Greater Paris”, because it seems to us that we have a unique role 

to play in regard to the Parisian metropolis. The Hauts-de-Seine, a part of greater Paris, is a territory of innovations. 

Over time, it has shown an unequaled capacity to attract internationally renowned companies, particularly in the 

field of services, prestigious universities and schools. It has also become a breeding ground for small and medium-

sized companies in the fields of media, digital, health and mobility. Our role is therefore to participate in this 

"movement of positive societal impact" by creating and maintaining the conditions for an innovative ecosystem on 

our territory. 

We can act on the attractiveness of Hauts-de-Seine by promoting an ambitious vision that can serve and inspire 

the other players in our region. The stakes involved are not only regarding companies, whose role is essential, but 

also regarding coordination of actions with all the relevant actors. Today, the social responsibility of a 

department like ours consists of leaving no one behind, by deploying inclusive action. This means 

embodying and promoting a mission on a daily basis that allows other public, private and non-profit actors, as well 

as actors from the social and solidarity economies to take part in this ecosystem and make it grow. In other words, 

our role is not to help companies develop their “raison d'être”, but rather to create the conditions so that solidarity-

based actions can develop and meet the needs of the public.
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THE AMBITION OF AN 

ECOLOGICAL AWAKENING 
EDF 

 

 

 

1. The EDF Group’s “raison d’être” 

 

 

 

Long before the Pacte law was voted in April 2019, 

EDF worked internally with its employees to build its 

“raison d'être”. Approved by 99.99% of shareholders 

at the General Meeting of May 7th, 2020, it is now 

included in the company's articles of association. 

More than just a legal development or an advertising 

slogan, the Group wants to assert its ambition for its 

customers and the planet in the eyes of the world. 

 

Above all, it constitutes a strong commitment by the 

Group, beyond its regulatory obligations, to respond 

with a social commitment to the ecological crisis. In 

this context, the “raison d'être” represents the 

opportunity for EDF to express its ambitions to its 

customers and stakeholders. 

 

 

2. The process of sharing and adopting 

EDF's “raison d'être” 

 

EDF has chosen to co-construct its “raison d'être” by 

having 4,000 employees from all of the Group's 

businesses getting involved in a major dialogue. This 

work was done in iterations with collective 

intelligence tools and methods. Discussions took 

place in the Executive Committee, then before the 

Board of Directors of EDF. It was then submitted to 

the vote of the General Meeting of Shareholders. 

Throughout the adoption process, continuous 

dialogue was a key point which then made the 

difference in the recognition and appropriation of the 

“raison d'être” by its165,000 employees. Thus, its 

“raison d'être” has brought together actors and 

employees, making it possible to affirm its assets, 

values and identity loud and clear. Above all, it gives 

meaning to the action and management of the 

company to continue the transformation it has 

initiated. 

 

 

3. From the reason of being… to the 

reason for doing! 

 

Since EDF has adopted its “raison d'être”, any 

investment, or any new project is created with 

this in mind. Following its adoption, the Group has 

initiated a review of its Corporate Social 

Responsibility commitments to ensure that the link is 

there. The proposal, which is more readable, more 

visible and better shared internally, will help to 

simplify the Group's extra-financial reporting to focus 

on the high priority topics for the company. 

Ultimately, the “raison d'être” has since been used to 

update the CAP 2030 action plan, of which 80% of 

TESTIMONY 

“Building a CO2-neutral energy future 

that reconciles preservation of the planet, 

well-being and development thanks to 

electricity and innovative solutions and 

services” 
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projects contribute to achieving carbon neutrality by 

2050, at the heart of the “raison d'être”. 

 

Other concrete proof of the Groups’s commitment: 

the deployment of La Fresque du Climat, an 

educational awareness-raising card game about 

climate issues. It will be rolled out to our 165,000 

employees in France and internationally by 2022 

because committing to the climate doesn't wait. It 

happens today. It’s compelling. And tomorrow, with 

customers, stakeholders, and schools, we want to 

demonstrate that EDF is a committed, mobilized 

company, and a player in energy transition. 

Ultimately, the implementation of the “raison d'être” 

will pass into the hands of the new multidisciplinary 

stakeholder council which brings civil society into the 

company to objectively challenge its actions and 

commitments! 

 

 

 

 

  

 
 

Carine de BOISSEZON  
Director of Sustainable Development 

 

 

« Ainsi notre raison d’être sera tout autant… 
notre raison de faire ! » 

- Carine de BOISSEZON 
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David AUTISSIER 

Director of the ESSEC Managerial Innovation Chair 

 

 

Marxist theory structures the, business world into two parts that are binary and antagonistical: capital and labour. 

Capital describes the means of production owned by the owners. Labour defines the labour power that employees 

offer in exchange for wages. The company and its operating methods would therefore have been built around these 

two concepts. The liberals integrate the notion of market and customer as an element of regulation that the nation 

states mediate according to the social dimension of the rulers. Capital, labour and the market are the building blocks 

of the functioning of companies and organizations in general. Broadly speaking, organizations define strategies to 

adapt to the market and organize themselves internally to produce a hierarchical operation in "command-control" 

mode. 

 

However this model, at the heart of the productive system, is called more and more into question. According to 

Gallups surveys, 80 to 90% of employees in Western economies do not feel committed to their companies, young 

people shun traditional companies, the salary model is no longer as profitable, etc. Companies are no longer seen 

as the actors of progress through economic growth. Their image is deteriorating in the public opinion. They are 

increasingly seen as polluters interested only in the financial gain and exploitation of workers in low-cost countries. 

I am not talking about a corporate crisis like some collapsologists do. These are signals that invite companies to 

reinvent themselves in order to be in line with societal expectations. 

 

These signals bring out the notion of corporate social responsibility. Organizations need to integrate new changes, 

with societal impacts. We have talked about organizing around capital, labor and the market. Organizations will also 

have to integrate their positive impact on society. "Men make their own history, even if they don't know what history 

they are making," Aron said. A collective is a group of people on the move motivated by the achievement of a 

collective goal. The question of the collective goal arises more and more. Regarding this, we speak of a certain 

meaning, “raison d'être” or even a mission. Collective entities cannot limit themselves to a financial objective but 

need to be actors in society and develop positive societal impacts. This leads organizations to define their “raison 

d'être” and their mission, which results in organizational, operational, governance and management methods. The 

need for meaning consists in positioning a productive act into a more global and more societal purpose. Danone's 

mission, for example, is “to bring health through food to as many people as possible”. 

 

We are seeing a new form of business emerging, called mission companies (Sociétés à mission - SAM). They 

integrate a dual objective into their corporate purpose: economic and societal. They claim their desire to make 

financial gains but not at the expense of values and the development of societal objectives. From then on, a third 

variable of regulation intervenes, which is society. Are we at the start of what one might call societism? A form of 

social regulation which aims for any organization to develop a positive impact on society with appropriate 

governance systems. The Pacte law in France provides a legal framework aimed at promoting companies with a 

social mission. The French legislator, by introducing the concept of “raison d'être” in the civil code and by allowing 

the integration of the “raison d'être” in the articles of association, places shareholders before their societal 

CONCLUSION 
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responsibilities. Another way to develop societism would be to give organizations with a social mission a specific 

tax and status, even if it means creating a fourth dedicated economic sector.
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