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As French or international private companies, we are well aware
that we are important agents for change for the future of the
world. At Webhelp, we have decided to make the commitment to
really engage with society for a number of reasons: our presence
in 40 countries, our capacity to recruit tens of thousands of people
a year, and our belief that the expectations of future generations
for the world of tomorrow are no longer the same. This awareness
is nothing new - it’s an integral part of Webhelp’s DNA. Coming
back to the unique circumstances that the world is facing at the
moment, we felt that social engagement should be the theme of
our bimonthly magazine. In this edition, you will find out about
how, for lots of businesses and stakeholders, engagement, in all of
its different representations and actions, is a powerful source of
meaning, creativity, economic efficiency... and vitality!
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A WORD

WOKE
WOKE

In American slang, being woke means being alert to or
aware of social injustice in the broadest sense of the
phrase. So woke marketing doesn’t try to shy away
from subjects that might enrage people – racism,
sexism, the patriarchy etc. – quite the opposite in fact!
Just like Gillette and its campaign entitled “We believe:
the best men can be”, which calls out everyday sexism,
violence against women, and other aspects of toxic
masculinity. But beware of “woke bashing”, or counter
criticism! For example, internet users rebuked Gillette
for the higher price of razors aimed at women. First
and foremost, being woke means being aware of
inequality in a company or society, before tackling it
head on.
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A NUMBER

88
%
88 %

of 18-24-year-olds

think that brands should engage with a cause. 81% of
people between the age of 25 and 34 feel the same
(YouGov, 2019). This is a view that really matters, as in
2025, this generation will represent three quarters of
the working population. Of course, this isn’t a
homogeneous group, but it holds the future (of brands)
in its hands: Nielsen even refers to it as the disrupting
generation. Engagement is a good way of attracting
their attention: internationally, 42% of them have
embarked on or deepened a relationship with a
company whose products and services have a positive
impact on the environment or society
(source: Nielsen, 2019).
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THREE OPINIONS
Ratings.

ARE BUSINESSES

THE NEW LEADERS
OF SOCIAL
ENGAGEMENT?
Engagement, a noble, generous idea... but how is it relevant in the era of Covid-19?
According to the Collège des directeurs du développement durable, “businesses
with a well-established CSR strategy and higher environmental and social ratings
adapted better to the crisis” (1). This could be explained by the fact that these
businesses are more resilient. How about you? Where do you stand when it comes
to engagement? Do you see it as a risk or as a beneficial path to transformation?
In this article, we will encourage you to think about this, with the help of three
opinions... which are engaged.

I

nternalise profits and let society manage the
negative externalities: this equation,
implemented by 20th century businesses, has
fallen out of favour. In contrast, today,
engagement has become a powerful channel
for attracting customers, as well as talented
new employees and investors. So much so that
CSR commitments seem inadequate, or rather,
they are just one step on the road towards
becoming a a mission-driven companyn”, with
a raison d’être, capable of combining a vision with
tangible actions. That’s what the Green Deal, in the
European Union, are all about. Because engagement
really is a European phenomenon, as confirmed by the
GreenFlex ADEME 2019 responsible consumption
barometer. According to this study, France stands out
by “by raising the question of a different approach to
consumption”, and is emerging “as an inspiring
laboratory for this essential transformation”. To help
you get going in the right direction, here are a few
suggestions, best practices and things to watch out for.
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Coalition.

It’s often easier to engage
when you join forces with other competent,
complementary stakeholders. For example, Ikea,
Geodis, Deutsche Post, Unilever and Michelin, among
others, have joined forces to form the European Clean
Trucking Alliance. With companies specialising in
logistics and consumer goods – as well as NGOs – they
have set themselves a shared target: the
decarbonisation of road freight in Europe. In addition,
forty or so stakeholders – including big names like
Danone and Carrefour – are part of a coalition set up
to make Nutri-Score mandatory in the EU. Other
coalitions are also flourishing, like act4nature and
OP2B. Working alongside NGOs seems to be a good
move, especially in France where NGOs are regarded
as ethical but not particularly competent, while
businesses are seen as competent but not particularly
ethical (2). NGOs and businesses: strange bedfellows?
More of a marriage of convenience.

We already had Yuka, Open Food
Facts, Open Beauty Facts and many more, to help us
assess a product’s quality or ingredients. But the second
wave of ratings apps is on its way – like Clear Fashion,
EthicAdvisor, Moralscore, ScanUp – to help consumers
choose ethical, responsible brands. Other platforms, like
Beautylitic, are available to brands and retailers, helping
them to understand the composition of the cosmetics
that they are distributing. In the United States, the Mind
The Store campaign helps identify which brands use the
fewest toxic products. Wherever you look, transparency is
getting its act together.

Surveillance.

Emeritus Professor at
Harvard Business School, Shoshana Zuboff feels that we
entered the age of surveillance capital(1) at the
beginning of the century. The main criticism is that this
surveillance aims to create ways of changing our
behaviour. According to Gartner, by 2025, more than
half of the world’s population will be targeted by a
commercial or government Internet of Behaviour (IoB)
programme. Is this a by-product of capitalism or a form
of achievement? In any case, calls for resistance are
becoming more organised, and we are witnessing a
militant revival of technological questions(2). On a
European level, regulatory defences are being set up,
including in particular with the EDPB, the Digital
Services Act and the aNewGovernance project. The new
challenge for brands, in the era of Ethical AI(3), is to put
the customer right at the heart... of a system offering
impeccable protection.

Sanctions.

When it comes to GDPR, the
sanctions are coming thick and fast. The British
authority, the ICO, working with the CNIL in France,
has just imposed two record fines: one of 22 million
Euros for British Airways, and the other of around 20
million Euros for Marriott. As for the German data
protection authority, it imposed a fine of almost 10
million Euros on a telecom operator and another of
35.5 million Euros on H&M. And 101 complaints have
been submitted against European companies that are
still transmitting data about every visitor to Google
and Facebook (noyb.eu). GDPR can cause pain. Good
to know, just before the explosion of the IoT thanks to
5G.

Remote working.

“The overall
results for remote working are encouraging from an
environmental point of view, and popular among
workers because of its individual advantages (quality of
life, savings in terms of time and money etc.)”, according
to Ademe, in its second report entitled “Étude sur la
caractérisation des effets rebond induits par le
télétravail” (study on the characterisation of the
rebound effects triggered by remote working). The study
points out that the rebound effects – extra travel,
relocation, use of video-conferencing, energy
consumption at home – may reduce the environmental
benefits of remote working by an average of 31%... But
the environmental results remain positive. In addition,
remote working is speeding up the process of
transforming companies by forcing them to move
towards a management approach based on trust,
agility and mastering digital tools(4). Let’s keep up the
good work and share our best practices – or strokes(5) –
when it comes to remote working!

Hero Trap.

Don’t try to be a hero, and
don’t fall into the traps of brand purpose: these are the
recommendations made by Thomas Kolster, marketing
activist and author of the book The Hero Trap(6).
Instead of trying to save humanity, where the goal
focuses on the company’s “why”, you will be better off
concentrating your efforts on “who”, in other words,
helping consumers to be the driving forces for their lives
and for positive change – so offer them empowerment.
In other words, brands need to work on this question:
“Who can we help people to become?” Thomas Kolster
believes that only businesses that help us make things
happen, above and beyond the act of purchasing, will
survive. And what greater motivation is there at the end
of the day?

(1) https://www.cddd.fr/
crise-sanitaire-covid19-point-de-bascule-generalisation-rse/.
(2) Edelman Trust Barometer 2020.
(3) L’âge du capitalisme de surveillance, Éditions Zulma (2020).
(4) InternetActu (17 juillet 2020).
(5) https://hbr.org/2020/10/a-practical-guide-to-building-ethical-ai
(6) « Pourquoi travaille-t-on plus et mieux en télétravail ? », The
Conversation (25 octobre 2020).
(7) https://www.chefdentreprise.com/Thematique/
rh-management-1026/motivation-2065/Breves/Motivationperformance-vos-equipes-teletravail-decouvrez-strokes-353643.htm.
(8) The Hero Trap – How to win in a post-purpose market by putting
people in charge (Routledge, 2020).
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ARE BUSINESSES THE NE W LE ADERS OF SOCIAL ENGAGEMENT ?

Customer Service Manager,
Oppo France

Sandrine
Asseraf
Group Managing Director
Webhelp
Webhelp’s ambition is to align its
business models with its
commitments to engagement – and
not the other way round. These
commitments are based on four
pillars – people, planet, progress,
think human – which aren’t just
mere ESG commitments (1) but also
the foundations on which our
strategy will grow. In the short term,
we are going to prioritise
recruitment that has a real impact,
as we are doing, for example, with
The Very Group in South Africa. In
fact, we are already playing this role
of an impactful recruiter, in all the
countries in which we are based,
creating new prospects for jobs and
training that really add value. So we
are going to step up our efforts in
this vital aspect of change, that of
impact sourcing, rolling it out
according to each country. With
plenty of humility, because we are
aware that this is an ambitious
process, and it will be a long one.
A great adventure!

Étienne
Jeby

Oppo is an innovative young brand
that is growing fast. It offers
consumers the latest technology
with a premium design. In line with
its vision of sustainable
entrepreneurship, the company has
committed its whole value chain to
an approach to CSR that is already
being hailed by its commercial
partners. Basing our customer
services on French soil, with a local
partner, was an obvious way of
making our social and
environmental engagement a
reality; at the same time, we can
forge close links with our French
users, and so offer them the best
possible service. Webhelp was a
natural choice, following our trip to
the Tourcoing site. Our two
companies share the same values,
which are translated into a shared
desire to create value on the French
market.

(1) Environnement Social Gouvernance.
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ARE BUSINESSES THE NE W LE ADERS OF SOCIAL ENGAGEMENT ?

Head of HR Project, EDF

Fabien
Didier

(1) EDF has just come first in the Corporate
Social Responsibility rankings, with a score of
99/100 in the “Social” category (Statista – Le
Point) and third in the 2020 rankings for the
companies most highly thought of by the
French (Ifop – JDD).
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I am running the EDF Impulsion
project, launched in January 2020. Our
team is made up of around twenty
senior executives looking for internal
job opportunities. Consisting of
experienced managers and experts,
this group is using its skills for the
benefit of the EDF Group, avoiding the
need for expensive external resources.
This pilot scheme fits in with the EDF
Group’s CSR policy, which is designed
to incorporate best practices when it
comes to human development(1). We
will help to guarantee sustainable
employability for our employees, by
offering customised support and
meaningful roles. The value of our
group is based on the principles of
gender balance and diversity. The
positive results we have achieved
mean that we can aim for a team with
tens of members in 2021. We hope that
this experience will be rolled out
beyond senior management and
experts, who are our current priority.

Arthur
Thoux
Internal and Regulatory
Communications Director, Veolia
At Veolia, we strongly believe that
businesses need to be useful in
order to be prosperous, and not the
other way round. So rather than
producing a “cosmetic” raison
d’être, we wanted to create one
that would be a practical
navigational tool: plural
performance. Created for and with
our stakeholders, it is designed to
make sure, that economic, social
and environmental issues are
treated with the same level of
requirements in every project and
every decision. It is a guiding
principle that we are incorporating
right in the heart of the company’s
processes, and which we are rolling
out far and wide to engage all of
the Group’s employees. It is a bold
ambition, but our determination is
up to the challenge. Because for us,
it’s also about being a benchmark
for ecological transformation.
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SOME INFO

Twitter, Facebook…
Engaged social
networks?
Things are heating up on social media! Not just
because of the health crisis, which has increased its
use. The last few months have been characterised by
growing criticism of platforms that do not filter out
fake news and other hateful messages properly. Are
we on the brink of a new chapter, one that brands
have been eagerly anticipating?

I

t’s a real page-turner: there have been
increasing numbers of clashes between the
former President of the United States,
@realDonaldTrump, and Twitter, on which he
has a total of 85 million followers.
Some of the highlights:
27 May_Twitter added a warning encouraging users
to check the facts of the statements made in a
message from @realDonaldTrump about the mail-in
votes in California;
28 May_the American President – a real enthusiast
when it comes to fake news and his victim status –
signed an executive order threatening the regulatory
freedom of social media platforms;
5 August_Twitter (and Facebook!) deleted a video in
which he claims that “children are immune to Covid”;
20 August_Twitter forces @realDonaldTrump to
withdraw a retweet – of a conspiracy theory about the
“real” Covid-19 mortality rates – failing which he would
no longer be able to post.
9 of january_Twitter decided to suspend
permanently the @realDonaldTrump account due to
the risk of further incitement of violence.
Of course, these actions were interpreted by Trump and
his supporters as political censorship, right in the middle
of an election period. But what might be a reasonable
interpretation of this move by Twitter to block a
presidential message? Twitter could be criticised for just
expressing an opinion, as similar messages have been
posted on Twitter (and Facebook!) accounts, in the
United States and in France, with thousands of
comments and shares, without being blocked or
reported as being misleading. Double standards: yes to
conveying an image, no to limiting business.
As for Facebook, which, unlike Twitter, does allow
political advertising, it has had to contend with the
#StopHateForProfit movement since 17 June, a

campaign condemning the lack of regulation when it
comes to hateful, and in particular racist, content. This
call for a boycott is supported by Adidas, Coca-Cola,
Pfizer, Unilever, Starbucks and Patagonia… as well as
influential personalities including @KimKardashian (188
million followers on Instagram!) and @LeonardoDiCaprio.
In a message to his employees, @MarkZuckerberg
announced: “We’re not gonna change our policies or
approach on anything because of a threat to a small
percent of our revenue.” Rather than giving an ethical or
empathetic response, he thus chose to demonstrate his
position as a manager. As for freedom of expression,
endlessly bandied around by Facebook’s founder,
doesn’t it help to generate some real savings when it
comes to moderation?
But the fact remains that this refusal to regulate poses
problems for brands that communicate via Twitter or
@MarkZuckerberg’s platforms – Facebook, Instagram
and WhatsApp. There is a risk that they might put an
advertisement or content for the brand next to hate
speech or a message that is in direct conflict with the
company’s values. Will social media platforms be able to
refuse their intrinsic responsibility - that of the media indefinitely? Brands are ready for “brand safe”: a
dramatic new chapter has begun…

Brands can rely on
nothing more than
moderation.
“Social media platforms claim to be committed to fighting misinformation and hatred
online. But every day, the limitations of this statement of intent are lamented. Brands
need to go further than the moderation that they are currently carrying out
themselves, in line with their activities, their values and their engagement.”
Chloé de Montserrat,
Senior Director at Webhelp
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A DEMO
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What is it?

The winning formula?

Second-hand, recycled, refurbished
products: for years, millions have been sold
on eBay, leboncoin, Rakuten… This success
now includes sites specialising in
refurbished mobile phones, like Back Market
and Smaaart. According to a YouGov/eBay
survey, more than 50% of French people
think that online sales of second-hand
items are a way of combating overconsumption. It is now a well-established
trend.

There are 1,000 different ways to offer
customers second-hand, recycled or
refurbished products (there’s no shame in it,
even Apple is doing it). In the same way that
food distributors have set aside a space for
organic products, lots of companies will be
able to distribute second-hand items. To
begin with, the easiest approach is to work
with specialist, reliable partners, like the
Carrefour Occasion outlets, opened with
Cash Converters. Lots of B2C marketplaces
have also incorporated second-hand
options (Fnac Darty, Cdiscount, Rue du
commerce etc.). And these products are
also being purchased B2B, offering
advantages in terms of cost and image.

How can this be used to boost
performance?

Why does it work?
A second-hand product that’s just as
appealing as a new one? It’s not just about
your budget, it’s often about wanting to
take a stand. Purchasing an item like this
says to people “I refuse to buy into an
economy based on planned obsolescence,
hype and over-exploitation of natural
resources”. Back Market has really
understood this: in its communication
material, the brand adds a touch of humour,
to tone things down and make this kind of
purchase more appealing.

In-store or online, with a second-hand
product, there is always an initial obstacle
that needs to be overcome: the “negative
physical contagion” effect, based on the
emotion of disgust (Bezançon, Guiot, Le
Nagard). Reassurance also needs to be
given about the genuine condition of an
item. To sum up, a lot of attention has to be
paid to the presentation! A complementary
approach relies on showcasing products
with reassuring indices, including in
particular relating to repairability – a
concept highlighted by Fnac on the basis of
its laboratory tests. It’s worth remembering
that the French Circular Economy law
stipulates that, as of 1 January 2021, a
repairability index must be displayed on
certain electrical and electronic items.
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A B-CASE
Impact sourcing, or “socially responsible outsourcing”,
involves outsourcing projects which promote social
and economic inclusion. The $20bn global market’s
annual growth rate of 25% is much higher than that of
traditional outsourcing (Isahit, 2020). Webhelp
initiated impact sourcing in South Africa with its UK
client The Very Group (formerly Shop Direct), in
partnership with Harambee, an NGO.

Webhelp
and
Harambee’s
inclusive
recruitment
approach:
highlights
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South Africa is currently
experiencing an unemployment crisis
amongst its youth population with
one of the highest unemployment
rates for young people in the world.
Almost 40% of 15 to 34-year-olds are
not in education, in employment or in
a training programme. Harambee, a
South African organisation, was
created in 2011 to tackle the issue. The
successful NGO helps businesses
employ first-time job seekers and filled
more than 125,000 positions in 2019!
Harambee’s initiatives have been
internationally recognised many
times: the organisation won the Skoll
Award for Social Entrepreneurship
and was a 2019 Conscious Companies
Award finalist.

Partnership
Harambee’s model is based on
a mobile app which collects
employers’ needs, identifies
potential candidates and
organises in-person scale-up
training programmes. By following
the suggested training
programme, candidates acquire
skills and prove that they are ready
for employment.

... improving
performance with
The Very Group
Partnership results
Shop Direct recorded excellent
results during the retail peak in
October 2019 thanks to the
Webhelp and Harambee
partnership. In 2020, Shop Direct
changed its name to The Very
Group. Now, the joint aim is to
sustain the majority of the
temporary jobs created by placing
them in permanent roles providing
excellent customer service to
Webhelp South Africa’s customers.
Webhelp and The Very Group have
initiated a fund to help the others
find employment. This partnership
proves that impact sourcing is
compatible with business
performance.

The + More recently The Very

Group campaign overcame
numerous logistical and
organisational challenges brought
about by the 2020 health crisis
where its customer satisfaction
NPS score actually increased by
30%..

The ++ The First Contact

Resolution Rate for a seven-day
period also increased by 73%
during this period and has
remained at more than 70% ever
since.

“We support impact sourcing, via
organisations like Harambee, to
provide career development
opportunities for people who
otherwise have limited formal
employment prospects.”
Cathy Kalamaras,
Managing Executive,
People at Webhelp South Africa

In 2016, Webhelp South Africa,
Harambee and Shop Direct
launched a pilot multi-brand online
platform offering credit solutions
to customers in Great Britain and
Ireland. In 2019, given the
partnership’s positive outcome, the
Shop Direct campaign was
launched to meet a specific need
for temporary work and some 500
young South Africans entered the
job market, often for the first time.
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A HASHTAG

#Hashtivism
#hashtivism
#MeeToo, #BlackLivesMatter… Hashtivism is a way of
engaging publicly by creating or sharing hashtags. Citizens,
consumers and brands use them, with varying degrees of
success. Here are three top tips for getting the most out of
them.
1. Learn the lessons of hashtivism, from the past up until the
present day. My research focuses in particular on #MeToo,
#BlackLivesMatter and the “Arab Spring”, mainly in France,
Algeria, Lebanon and the United States. I would first like to
highlight the fact that hashtivism is older and more
established than you might think: it began and started to
grow in the 2000s. Analysing how it has developed tells us
about how consumers behave and their relationship with
brands – which are challenged to pay more attention to their
message and their positioning. We have seen it recently with
boycotts of L’Oréal and Netflix, and the controversy around
Uncle Ben’s, for example. Generally, there is a demand for
accountability, a need to take thorough action, not just
communicate superficially. Brands are starting to realise
something: they can have a political, or even historical role.
That of a citizen-consumer who wants to come across as
engaged – the brand needs to respect and even demonstrate
its values as well as how it is building its identity – and who
expects to influence the strategy. Ultimately, the brand is
perceived as a cultural platform and an ideological vehicle, of
which it is more or less aware.
2. Make sure you don’t lack authenticity: that can be an
expensive mistake for brands to make. Big businesses like
Facebook, Google and Starbucks are often questioned about
issues around including women and minorities – but despite
spending a lot on communications, they are struggling to
18

OneShot no 6 – winter 2020 2021 – Social engagement

# RSE

sur Twitter

When it comes to the use of the
hashtag #RSE (French for CSR) on
Twitter, it’s Sandrine Fouillé(1) who
received the highest level of
engagement during the first half of
2020, followed by Fabrice Bonnifet(2)
and Sylvain Reymond(3). The
businesses with the highest level of
engagement with this hashtag are
the Groupe La Poste, GRDF and
Orange.

convince people. Thanks to the use of hashtags like
#racistsstarbucks or #googlewalkout, they are criticised for
perpetuating stereotypes as they attempt to combat them. In
reality, lots of brands don’t do enough thorough work, including
in particular when it comes to recruitment, development and
equal opportunities. Too many still have a top-down
organisation: they are not adapting their diversity policies
enough, working together with their teams and according to
different countries and cultures. So they are regularly pilloried
on social media for lacking authenticity.

3. Find opportunities for authentic discourse. The general
consensus about these questions around societal tensions
triggered by hashtags, is that business are just reacting and
not being proactive enough. They now need to rely on skills at
the intersection of social sciences and politics, so they can
revisit their strategic invariables. Depending on their history,
they will thus be able to find opportunities for authentic
communication around their engagement – where this
engagement is consistent with actual, perceptual results. It’s
better to do little but do it well, systematically assessing the
risks: the goal is not to try to suppress the negative buzz, but
to control it, and to make sure a positive conversation makes it
go away.

« You are
now a
brand
activist,
whether
you like it
or not »
“In a highly polarised world, staying
neutral is no longer enough. In
addition, the important issues will be
chosen by the customer, your
employees and the general public. All
around the world, young people –
your future customers – are using
social media and marching on the
streets to fight against all forms of
injustice. Your brand image needs to
contribute to the resolution, and not
the aggravation, of the big issues. You
are now a brand activist, whether you
like it or not.”
Christian Sarkar and Philip Kotler,
ActivistBrands.com

@Nacima Ourahmoune,

Professor of Marketing, Strategic branding and Sociology
of consumption, Kedge Business School

(1) CSR Director France, Capgemini.
(2) Sustainable Development & Quality-Safety-Environment
Director of the Bouygues Group.
(3) Managing Director of ProBonoLab.
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AN
ACTION

IT

At the heart of
Webhelp’s
environmental
engagement

1.

3.

Of Webhelp’s 62,000 employees, more than
30,000 are now working from home. During
the first lockdown, the peak was as high as
40,000. While the impact may be hard to
measure, it is clear that a significant number
of commutes were avoided. Remote
working, with its beneficial effects, is now
part of the day-to-day lives of our teams,
and it is likely that this way of operating will
continue, at least in part.

Webhelp has more than 55,000 PCs, plus
almost 100,000 screens. To switch off
their consumption during non-office hours,
an automatic shutdown solution has been
introduced in France. Annual electricity
consumption will be reduced by nearly one
gigawatt hour. The solution is currently
being rolled out internationally. It also
works with PCs set up in employees’
homes.

Commuting:
giving way to
remote working

The + Remote working has only been
made possible thanks to extensive
reorganisation – the connection with
employees has been preserved and even
intensified.

Automatic shutdown of
PCs: significant energy
savings

The + A realistic estimate of the

ultimate reduction in the group’s annual
electricity consumption is close to
between 5 and 6 GWh, so around 3,500
tonnes of CO2.

“Our policy for reducing GHGs is
first and foremost a local one”

In order to model our impact on GHGs, we have
identified four of our centres that are representative
of the situation in their respective country (climate
zone, infrastructure, means of transport, building
insulation etc.). For example, the situation in South
Africa, which mainly produces electricity from coal, is
very different from that in France. Then we assigned
each of our international centres to one of these four
families, depending on its characteristics, which
meant that we have been able to launch a policy for
reducing GHGs that is truly local. In terms of the
group as a whole, we are identifying solutions and
suppliers who will help us reduce GHGs locally (green
electricity, car sharing etc.).
Dominique Chatelin,
GreenHelp Project Lead

As has been true in many large
companies, the health crisis has done a
tremendous job of speeding up change
for Webhelp. Things that seemed
difficult, or even unrealistic, have
turned out to be feasible. This is thanks
to the exceptional efforts of our teams,
who have managed to reinvent the way
they work together and serve our
customers. The positive externalities of
the health crisis include significant
improvements in terms of
environmental performance, including
in particular with the reduction in
GHGs. We have put together a
summary of the actions taken within
the context of our IT equipment and
activities, and an analysis of our
GreenHelp approach to optimising our
call centres locally.
Contributeurs: Dominique Chatelin,
Yan Noblot
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2.

Business travel:
a dramatic reduction
As many observers have commented, the
health crisis has sped up the rise of video
calling tools. That is particularly true of
Teams, whose performance and quality
have clearly improved in recent months.
The enhanced convenience and efficiency
have helped put the importance of
business travel into perspective. It may still
be essential in some cases, but it is no
longer the go-to solution.

The + There has been a considerable
reduction in the carbon footprint of
Webhelp and its customers, and it will
probably continue to fall in the medium
and long term.

4.

PCs, screens and data
centres: low-energy
equipment
For several years, Webhelp has been focusing
on renewing its IT equipment, prioritising the
introduction of low-energy devices. The
environmental measures taken by our
suppliers are scrutinised, and our IT
equipment is then donated to carefully
chosen charities. In the same spirit of reducing
energy expenditures associated with
computers, Webhelp has made the strategic
decision to adopt data centres run by the best
available providers on the market, which have
been optimised for their technical and
environmental performance.

The + We benefit from the repercussions
of the technological developments adopted
by our suppliers, who are constantly
optimising energy consumption at their data
centres.

“A GreenHelp ambassador in
every centre”
Around the world, each of our centres now has a
GreenHelp ambassador, responsible for leading this
initiative locally. These ambassadors have been
given training, and use a dedicated tool to calculate
their centre’s local emissions. They recommend and
help implement a policy to reduce these emissions,
and the next step is off-setting. The Webhelp group
is committed to the goal of COP21, which involves
cutting emissions by 4.5% every year: I can see that
this figure is relatively easy to achieve in the first few
years... but after that it will start to become a
challenge!
Yan Noblot,
CTO Group Webhelp
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A MEETING

A CONVERSATION

Fashion: how can
we go from
ready-to-wear to
ready-to-last?
WITH MANON ROYER, Director of Communications and

Jour E 2021
6 April 2021
WHAT?

Impact at Les Canaux. Les Canaux is an association set up in 2017 on
the initiative of the City of Paris. Run by Elisa Yavchitz, the
organisation offers support to socially-responsible and innovative
businesses, including in particular businesses in the social economy
(the “économie sociale et solidaire” in French, or ESS). This support
encompasses all the different levels of the entrepreneurial
ecosystem, from the initial idea to fund-raising, and now covers the
whole of France and all sectors. Faced with the pressing need to
reinvent themselves, the fashion, luxury and ready-to-wear
industries are covered by the scope of this organisation…

“E” as in “economy” and “energy”: Bpifrance is organising “Jour E”, an
event dedicated to the concept of “transition écologique et énergétique”
(ecological and energy transition, abbreviated to TEE in French) in
businesses. Working with Ademe, the day will be dedicated to the
presentation of practical solutions. Venue: The Parc Floral de Paris.

WHY?

The event, on 6 April, will begin with a plenary session. There will then be
an opportunity for networking and to discuss transition solutions. There
will also be three workshops offering support and inspiration when it
comes to implementing TEE solutions. The programme includes
responsible purchasing, energy performance, the circular economy,
sustainable procurement and ecodesign, decarbonisation, waste
management etc.

FOR WHOM?

Small and large businesses are all faced with the need to implement their
ecological and energy transition quickly. Whether directly or indirectly, this
affects purchasing managers, CSR managers, communication managers,
customer relations managers, finance managers etc., in all areas of the
business.
https://www.myeventnetwork.com/agenda/jour-e-2021
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sometimes results in innovations in terms of more agile materials,
manufacturing or production methods. Today, for those in the fashion industry,
the easiest step to take is often related to purchasing.
What about the high prices of socially-engaged luxury and ready-to-wear
products?
M. R.: The prices are definitely higher... but for lots of consumers, the new deal is
this: I buy a beautiful piece of quality clothing, I pay more for it, but I will wear it
for longer. A brand like 1083 – whose model is to produce items “under 1,083km
from where you live” – responds to this new demand expressed by consumers
with recycled, returnable, recyclable jeans for example. Similarly, Atelier Unes is
adopting an eco-responsible approach for clothes and tights. Quality and
sustainability are one solution to the issue of fast fashion.

What does your work involve, and how does it affect the fashion and luxury
sectors?
Manon Royer : Our team has around twenty members, and we support any
economic stakeholders who put the social and environmental impact at the very
heart of what they do, including start-ups, entrepreneurs and engaged
designers. To take fashion as an example, some of the goodies for Paris 2024 are
currently being manufactured by ESS companies that we have helped. More
generally, our support is done in partnership with that of communities, financial
backers, prestigious universities and big businesses. In the fashion world, we work
with lots of engaged designers, and organise events like the Festival de la mode
éthique et solidaire (Ethical and solidarity fashion festival).
What is driving designers and big fashion and luxury companies towards
“sustainable fashion”?
M. R.: The luxury sector has a pioneering role: it launches trends, and is now well
aware of its responsibilities, particularly when it comes to climate change and
working conditions. In light of the regular interaction we have with engaged
designers, it seems to me that the main concern is fast fashion. It poses the
problem of the sustainability and planned obsolescence of products – which is of
the very essence of fashion’s economic model. That’s why solutions like reusing
materials or upcycling are being looked into. This is what designers like Marine
Serre are doing, or Anaïs DW via her brand, Les Récupérables, or the 17h10 label
for example. These initiatives, among many others, prove that it is possible to
reconcile aesthetics, quality, sustainability and reasonable prices.
Can upcycling respond to the demanding requirements of manufacturing, like
those in the ready-to-wear sector?
M. R.: Designers often set themselves fairly ambitious goals right from the start.
So Les Récupérables relies on procurement partners on a national scale –
procurement is a key issue for the circular economy. That’s why our support often
involves introducing engaged designers, communities and big businesses to one
another. This approach, based on co-innovation or open innovation, is very
productive, and it helps everyone involved grow and move forward faster. And it
24
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How does this socially-engaged approach to fashion take its social
responsibilities into account?
M. R.: Lots of stakeholders feel that social engagement means that supply
chains have to be relocated. In France for example, an organic hemp and linen
fabric supply chain is being developed, thanks in particular to the work of
Linpossible. There are other initiatives, like the one led by the designer Isabelle
Quéhé, who has organised around a hundred events, in France and abroad, to
raise awareness about ethical fashion. She focuses in particular on revitalising
the economic fabric of Roubaix, relying on unique know-how.
Do you see yourself as “engaged” on a professional level?
M. R.: I really do believe that an economy based on socially-responsible and
innovative businesses is the economy of the future. I used to work in PR, and I
was employed by an NGO in the Philippines. Discovering social entrepreneurship
was a very positive experience, and it introduced me to the makesense social
incubator and community before I joined Les Canaux. I believe that the changes
that our societies expect need to be embraced by all the stakeholders: from
engaged members of the public to big groups. That’s how I see my personal and
professional engagement. So I’m lucky enough to be doing a job that puts me in
touch with lots of dynamic, meaningful people and initiatives. Without being
naive, I want to be optimistic!

“ESS in fashion: the easiest
step to take is related to
purchasing.”
Manon Royer
Director of Communication and Impact at Les Canaux
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A STORY

A PERSPECTIVE

The future role of
businesses: coming
back to Earth?
—

Les fleurs du mal
Let’s change the way we look at waste that can still
produce flowers. Or rather, let’s change the way it
smells, as État Libre d’Orange and its founder,
Étienne de Swardt, suggest: “Our rubbish still has
lots of life in it that can be re-distilled.” Once you’ve
opened the attractive bottle of perfume, “Les fleurs
du déchet – I’m trash” (Les Fleurs du Déchet means
The Flowers of Waste, and is a play on Charles
Baudelaire’s Les Fleurs du Mal, or The Flowers of
Evil), will you be able to distinguish between the
essence of apple, gariguette strawberry, Atlas cedar
and Sandalore… all produced from the recycled
residues of the distillation process?
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What does the perfect brand look like, in the not-so-distant future?
There’s nothing sexist about it, there will be no gender discrimination. An
open business that is eager to learn, which has set itself the goal of being
useful to society, it will have employees of all ages, ethnic and socio-cultural
backgrounds, and its goal will be to bring them together thanks to a
management approach centred on a happy workplace. The suppliers will
be chosen for their own ethical and ecological engagement, and they will
be helped to uphold these values. Gradually but quickly, the business’s
operations will be subject to carbon offsetting, its ecological impact minimised, and biodiversity will be expanded on its sites. The customer (really)
will be at the heart of the whole organisation, but they will be seen for
what they are – a citizen – and not just as a consumer… Are we close to
this future that we dream of or wish for? Are we feeling discouraged or
inspired? Perhaps to begin with, we can open our minds to these ideas.
They are based on a simple observation: human beings and businesses
only have one and the same planet to share.

Webhelp
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