











Sustainability

report
2016




SIETE PAZII
A HﬁHEMHLﬂ,’

RICCARDO STAGLIANG
AL POSTOD TUD

1 s I . ot

F r]r-lrhl[ ||'F"1‘I'il1

REFHSHIﬂ ﬂET



Letter 6
to stakeholders

...........................................................................................................................

Our path 8
of sustainability
Our business model
A breakthrough 10 Creating value for stakeholders
year Value distributed to the community
#NoiDellaMondadori

...........................................................................................................................

Promoting sustainability
Our commitment Our st_akgholders and their involvement
blish Material issues
as publishers Commitment to the community
The pride and beauty of Italy, seen from close up

...........................................................................................................................

The responsibility of the editorial product

Freedom of expression

The importance S
f the audi 44 Customer satisfaction
of the audience Privacy protection

2050: the past that designs the future

...........................................................................................................................

Workforce

Industrial relations
The company Recruitment and development tools
as a collective 6 O Remuneration and incentive system
and individual Training
growth project Company welfare

Internal communications
D'Avenia explores Leopardi for the youth of today: Larte di essere fragili

...........................................................................................................................

Responsible management of paper products

The informed The raw material: the paper used to print editorial products

use of natural 84 Logistics and the end of life of editorial products
Combating climate change
resources Initiatives to reduce environmental impact

MyEquilibria: when fitness meets design

...........................................................................................................................

methodology 108

...........................................................................................................................

N Other figures
Additional 112 Governance and control model
information The internal control and risk management system
Consolidation scope
GRI Content Index 132
Independent 138
Auditors’ Report

Credits 142




Marina Berlusconi
Chairman
Mondadori Group

LETTER TO
STAKEHOLDERS

n 2013 the Mondadori Group was going

through the least positive period in its

recent history as a result of the recession
and the rapid digital transformation that had
overwhelmed and changed the publishing
sector. In order to deal with these dramatic
changes, as well as restoring our stable
economic and financial footing we also
pledged to lay the foundations for a
business model that would enable the
company to embark on a new phase in its
history with the focus on sustainable future
growth.

And 2016 was confirmation of the excellence
of the path we have undertaken. The results
you will see on these pages are the fruit of
the extraordinary work of a company made
up of committed professionals and people
brought together in the positive business
setting which is that of Mondadori.

Lots of sacrifices have been made to get
to where we are today. We have stopped
using the downturn in the sector as a handy
excuse. Embracing change and striving
for e ciency have become our modus
operandi, this thanks to the deep-rooted
expertise within the company but also the
new elements that have become part of the
Group during the year: our new colleagues
from Rizzoli Libri and Banzai Media.



Our partnership with Rizzoli Libri has seen
two great lynchpins of Italian publishing
join forces to enhance and promote their
respective identities and di erences: this
acquisition has enabled us to strengthen
our presence in all sectors of the book
market and to exploit new potential.

The arrival of the brands and know-how
of Banzai Media is a move that focuses on
the future of our magazines with the aim of
successfully integrating digital technology
with our tradition of excellence in the
creation of content.

Having overcome our economic problems
and redefined the scope of our activities,
Mondadori now envisages a future of
growth in all areas, strengthened by its
new-found dynamism and versatility.

We have therefore entered a new phase
of our over 100-year history, an era in
which the creation of economic value
will continue to go hand-in-hand with our
focus on all our stakeholders and their
requirements, in which the development
of new products and services will not
compromise the quality of the content but,
on the contrary, further enhance it; in this
new chapter of our history we want to make
sure that all of our stakeholders - in Italy,
France and all the other countries in which
we are present, now or in the future - feel
engaged, represented and enriched thanks
to the products we will be able to o er them
on a daily basis.

Ernesto Mauri
CEO
Mondadori Group




OUR PATH
OF SUSTAINABILITY

Thanks to the contract with Walt Disney
in 1935, Mondadori stipulates Italy’s first large
international agreement in the publishing industry,
which will last until 1988.

Launch of Grazia in 1938, the first large
distribution women’s weekly.

Arnoldo Mondadori establishes Luce!,
the first magazine with which he started his
publishing activity in Ostiglia (Mantua).

Launch of Club degli Editori, Italy’s
first mail-order book club.

The Epoca, Grazia, Confidenze and Topolino
magazines organise events, launch fundraising
activities and arrange for the sending
of transport to meet the primary and most
urgent needs of the people of Longarone -
children in particular - a ected by the collapse
of the Vajont Dam (1963).

The Italian book market undergoes a true
revolution with the launch of the Oscar series
in 1965, the first budget price paperbacks
sold also at newsstands.

Mondadori contributes to the aid operations
following the flooding of Florence (1966),
sending transport and aid to booksellers,

the historic libraries in the city and prestigious
institutions such as the Gabinetto Vieusseux.

2000

The Group drafts and publishes its first Code of Ethics (2002). In 2012 this document, completely redesigned
and reformulated, is expanded to all subsidiaries.

1960

Founding of Mediafriends in 2003, a non-profit organisation jointly owned by Mondadori, Mediaset and Medusa.
The association organises, holds and promotes events aimed at raising funds for charity and financing
various kinds of projects: social welfare and healthcare; teaching and training; the protection, promotion
and enhancement of culture, art and things of artistic and historic interest; the protection and promotion
of nature and the environment; international cooperation.

The Group participates in aid activities for the people a ected by the tsunami of December 2004.
In association with NGO Intersos and in accordance with the Italian Civil Defence, in Sri Lanka (area assigned
to Italian aid) Mondadori finances the building of the Vocational Training Centre for adolescents in the Muthur area,
in the north-east of the country.

Membership of Sodalitas (2005), Italy’s largest association within Confindustria, which seeks to promote
corporate social responsibility towards the environment, the community, the market and the working world.

In 2007, Mondadori celebrates its 100th anniversary.

1970

Inauguration of the new Mondadori headquarters
at Segrate (1975), designed by one of the most
renowned architects of the 20th century,
Oscar Niemeyer.

Founding of Fondazione Arnoldo e Alberto
Mondadori in 1977, recognised by Presidential
Decree in 1979. The Fondazione conserves,
promotes and enables the public to access
the personal and professional stories of the two
publishers and the publishing houses
they founded (Mondadori and il Saggiatore).
Since the mid-1990s, it has been a centre
of research and study on Italy’s publishing
culture, part of a network of similar organisations
in Europe and across the world.



1940

Mondadori publishes the Biblioteca
Moderna Mondadori (1948), the first series
of quality books at budget prices
designed to reach a large number
of readers, mainly young people.

The Group is floated on the Italian
Stock Exchange in Milan (1982).

The Arnoldo Mondadori Editore
Pension Fund, a private pension
fund, and the FISS, a supplementary
health care fund which partially covers
healthcare expenses and makes
pay-outs in the case of specific events,
are set up for employees of the Group
companies (1989).

[amore e

2010

With the establishment of the Sustainability Committee, in September 2010 Mondadori embarks upon
the path of CSR. The Committee, consisting of representatives from the main corporate functions, reports
directly to the CEO and is tasked with formulating proposals relating to strategic and sustainability policies.
In December, the Committee approves the 2011 Sustainability Plan.

Mondadori joins the CSR Manager Network (2011), the national association of professionals from all types
of organisations (businesses, business foundations, professional societies, public administration,
non-profit organisations) dedicated to the management of socio-environmental and sustainability problems
connected with company activities.

The Sustainability Committee approves the first Social Report, related to 2010 and created for internal use;
the Report is later approved by the Board of Directors. In December, the Sustainability Committee approves
the 2012 Sustainability Plan.

In 2012, the Board of Directors approves the new Code of Ethics and the 2011 Sustainability Report.

Since 2014 the Sustainability Report has been drafted in accordance with the GRI sustainability
reporting guidelines, version GRI-G4, level of adherence “In accordance - Core option”, aligning the production
and publication times with those of the consolidated financial statements.

u:.'...if ALLr: ﬁ’mﬂﬁif

The decade opens with the magazine Epoca,
with which Mondadori launches the American
model of illustrated journalism in Italy.

The opening of the first “Mondadori per Voi”
bookshop (1954) in Central Milan sees the company
begin to focus closer and more dynamic attention
on its customers. The founding philosophy
of the chain of stores that quickly develops
is encompassed by the name: no longer stern
bookshops that breed unease but places
for those that read, write and publish to meet
and interact.

This service model designed for the customer
and their needs inspires many other initiatives,
such as the competitions launched by the women’s
magazines, the trips organised by Grazia for
its readers, and the children’s events arranged
by the Mickey Mouse Club: trips, gift packs
for children in need, visits to Disneyland,
sports tournaments.

With the launch of Miti (1995),
Italy’s first series of budget paperbacks,
sold in all the key retail channels,
Mondadori implements a new
mass-market strategy designed
to expand the book market in Italy.

The acquisitions of Rizzoli Libri
and Banzai Media mark the culmination
of the strategy launched in 2013 of focusing
on the traditional core businesses:

books and magazines.
In December, the Mondadori Group enters
the FTSE STAR segment-of the
Italian Stock Exchange.
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The process launched in 2013 to bring all Group activities back into the black
by concentrating on the core businesses - books, complemented by retail, and
magazines - and freeing up resources to invest in these areas, has been completed,
and 2016 saw the achievement of new economic and financial targets, also thanks
to the targeted acquisitions of Rizzoli Libri and Banzai Media, which helped to bolster
book publishing activities - both trade and educational - and the brand portfolio
in print and online, respectively.

Although the general environment within the ref-
erence markets remains on the decline, in 2016
the Mondadori Group achieved total revenue of
euro 1,262.9 million (growth of 12.4% compared
to 2015) and a net profit of euro 22.5 million (euro
+16.1 million compared to the previous year). These
investments enabled it to maintain and strengthen
its leadership position within the trade books and
magazine markets in Italy, while also becoming the
top publisher in the education segment and being
confirmed as one of the top players in magazines
in France.

The international development of Group maga-
zines (31 international editions published in 26
countries, through licensing agreements or joint
ventures with other publishers, or published di-
rectly) has now been enhanced by an international
presence in the illustrated books segment, thanks
to Rizzoli International Publications.

SUSTAINABILITY REPORT 2016

The books business area finds its natural com-
plement in the retail segment, which manages
the most extensive network of bookshops in Italy
(roughly 600 stores in di erent formats depend-
ing on the size of the space and the management,
whether direct or under franchising agreements).

In preparation for the new non-financial reporting
obligations in force beginning next year, the Mon-
dadori Group’s 2016 Sustainability Report also in-
cludes the available data of the foreign subsidiary
Mondadori France, with the intent of providing all
stakeholders with the best overview possible of
our approach to corporate social responsibility, the
results achieved and our future goals.



RELEVANT EVENTS OCCURRING
IN THE PERIOD

e Acquisition of Rizzoli Libri: following the agree-
ment of 4 October 2015 between Arnoldo Mon-
dadori Editore and RCS Mediagroup for the acqui-
sition of 99.99% of the share capital of Rizzoli Libri
(previously named RCS Libri), the Italian Antitrust
Authority launched an investigation (22 January
2016) which was concluded on 23 March 2016.
The Antitrust Authority authorised the acquisition
in March 2016, setting certain requirements for
Arnoldo Mondadori Editore, such as the disposal
by Rizzoli Libri of the equity investment in Marsilio
Editori and the Bompiani business unit to other
completely independent operators active in the
publishing market. The acquisition of Rizzoli Libri
by Mondadori Libri, a wholly-owned subsidiary of
Arnoldo Mondadori Editore, was completed on 14
April 2016. In July 2016, Rizzoli Libri transferred
its equity investment in Marsilio Editori to GEM,
while in December 2016 it sold the Bompiani
business unit to Giunti Editore. Both disposals
were completed under the supervision of a trus-
tee as well as the Antitrust Authority.

Acquisition of Banzai Media: the acquisition of
Banzai Media Holding S.rl. was completed on
8 June 2016. This operation enables the Mon-
dadori Group to become the leading Italian dig-
ital publisher, to add over 16 million unique users
thanks to the Banzai portfolios, comprising the
websites PianetaDonna, Giallo Za erano, Stu-
denti.it and Mypersonaltrainer, and to conquer,
also based on the readership of 22 million read-
ers of its print brands, the number one spot in
the women, food and health & wellness verticals.
The IT expertise of Banzai Media, paired with the
brands and publishing experience of Mondadori,
guarantee an immediate shift towards digital evo-
lution. The area in question was consolidated on
1 June 2016.

e Admission of the Arnoldo Mondadori Editore
S.p.A. shares to the lItalian Stock Exchange
STAR segment. On 29 November 2016, the
Mondadori Group successfully completed its
process of admission to the STAR segment
(“Segmento Titoli ad Alti Requisiti” or high re-
quirement securities segment), after satisfying
all parameters, governance characteristics and
procedures pursuant to the Regulation of the
markets organised and managed by the Italian
Stock Exchange. Trading on the MTA market be-
gan on 7 December.

RELEVANT EVENTS AFTER CLOSURE

® New head of the Group’s Human Resources and
Organisation Department: on 9 January, Dan-
iele Sacco was appointed head of the Mondadori
Group’s Human Resources and Organisation De-
partment; he reports directly to the CEO.

® Merger of Banzai Media S.rl. into Arnoldo
Mondadori Editore S.p.A.: the merger plan ap-
proved by the Board of Directors on 29 Septem-
ber 2016 was completed on 15 January 2017,
with accounting and tax e ects as of 1 January
2017.

EDITORIAL INDEPENDENCE

The share capital of Mondadori at 31 December
2016, fully paid up and subscribed, totals euro
67,979,168.40, divided into 261,458,340 ordinary
shares with a par value of euro 0.26 each. The
company has been listed on the Milan Stock Ex-
change since 1982.

As the table of significant shareholdings shows (i.e.
those of over 3% of the share capital), the majority
shareholder is holding company Fininvest S.p.A.,
owned by the Berlusconi family.

A breakthrough year
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In 2016 the Group received - from Italian and
French public administration, from lItalian and for-
eign organisations and from private parties — euro
1,621,364 euro subdivided as follows: euro 312,931
from the owners of the Segrate site (Generali Im-
mobiliare Italia Sgr S.p.A.) for the modernisation
of the complex’s systems; euro 204,715 of funding
for training (euro 102,782 in Italy and euro 101,933
in France); euro 80,687 of funding for the publica-
tion of books or the hosting of exhibitions; euro
1,023,031 of tax credit according to the French
CICE (Crédit d'imp6t pour la compétitivité et I'em-
ploi) regulations.

SIGNIFICANT SHAREHOLDINGS*

Shareholder

Fininvest S.p.A.
Silchester International Investors LLP

The Group did not receive contributions from
groups or associations connected with public ad-
ministration, nor from other entities, associations,
NGOs, non-profit organisations or private parties.

Finally, Mondadori did not pay any type of contri-
butions to political parties or politicians during the
year.

Ordinary shares % Shareholding
owned on share capital
131,773,658 50.39%
30,033,556 11.49%

*At 31 December 2016. On 15 February 2017, Fininvest S.p.A. announced to Consob and the market that between 2 January and 15 February 2017, it had
acquired 7,582,292 ordinary shares, bringing its investment to 139,355,950 shares held, equal to 53.3% of the share capital

SUSTAINABILITY REPORT 2016
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OUR BUSINESS
MODEL

At the end of a year that we can only define as
extraordinary, in terms of performance as well as
changes within the company, in 2016 the book
was confirmed as the load-bearing pillar of the
Mondadori Group. The historical acquisition of
Rizzoli Libri made it possible to take advantage
of a wealth of shared competence with no prec-
edent: the Rizzoli, Bur and Fabbri Editori publish-
ing houses join Mondadori, Sperling & Kupfer, Gi-
ulio Einaudi editore, Frassinelli and Piemme. The
independence of the individual publishers was
not impaired in any manner, as the added value
contributed by each publisher consists precisely
of preserving its own typical and historically rec-
ognised features which make it distinctive in the
market. The trade segment thus reached a market
share of 29.3%, strengthening the leadership al-
ready achieved in previous years. In educational
publishing, the o ering of Mondadori Education

is now augmented by the content developed by
Rizzoli Education, with a total market share of 24%
as the top publisher in the sector. Mondadori Libri
has put into place a process e ciency research
policy focusing on transversal support functions
such as marketing or digital, without decreasing
the importance placed on content quality. The cur-
rent and potential synergies arising with the acqui-
sition of Rizzoli provide a unique opportunity for
professional and financial growth: consolidation
in the local Italian market constitutes a necessary
condition to expand to the international context,
which is already covered through the activities of
Rizzoli International Publications in the illustrated
books market. Overall, in 2016 the books area re-
corded revenues of euro 475.1 million.

The expansion of the retail network by identifying
local opportunities where the Mondadori brand is

Market shares 2016

Trade
books Educational

29,3%

Magazines lItaly
(circulation, value data)

31,7%

Retail

(book segment)

242 14%

Magazines France
(advertising, volume data)

10,9%

A breakthrough year
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not yet present is vital for the growth of retail ac-
tivities. In December 2016, the network was com-
prised of 577 stores (30 under direct management
- of which 10 megastores and 20 bookshops - and
547 under franchising agreements - of which 326
bookshops and 221 Mondadori Points), in addition
to the shop-in-shops (52), web channels and book
club activities. With the acquisition of Rizzoli Libri,
the historical Rizzoli bookshop at Galleria Vittorio
Emanuele in Milan, the New York bookshop and
the Libreriarizzoli.it e-commerce website are all
now part of the network. Mondadori Retail rev-
enues amounted to euro 199.6 million: books ac-
count for 77% of turnover, with a market share in
the segment of 14%.

In 2016, the format adopted in owned bookshops
was also extended to franchisees, in order to cre-
ate a more consistent experience for the public
and therefore lend a distinctive atmosphere to
the Mondadori Store: customers who enter to pur-
chase a book can also take advantage of a series
of other services, such as food services, technical
assistance for electronics or purchasing CDs and
toys. The multichannel approach for customers,
particularly with respect to the organisation of in-
store events, has made it possible to expand the
user base and increase loyalty-building capacity.
The exemplary integration of the physical and dig-
ital channels earned Mondadori Store the SMAU
“2016 Innovation Award”.

In magazines, the Italian print market, like the
French, continues on its downward spiral. None-
theless, thanks to a circulation market share of
31.7% and a total audience of roughly 38 million
contacts per month, the Magazines - Italy area has
been confirmed as the top Italian publisher in the
traditional and digital sectors, with revenues of
euro 310.8 million. Decisive factors included the
skills and audience contributed by Banzai Media,
a leader in web content creation, which was add-

SUSTAINABILITY REPORT 2016

ed to the publications already present in the Mon-
dadori portfolio with their own native web content.
Its first-place position was thus consolidated in the
women’s vertical segment, with the restyling of
Donna Moderna, after an extensive updating pro-
cess and increasing the e ciency of editorial per-
formance, in addition to the Pianetadonna.it web-
site. In the food sector, GialloZa erano represents
a real jewel: with its 5.8 million unique users every
month, it is the most authoritative and viewed web-
site in the country. Another brand acquired through
Banzai Media is Studenti.it, a website dedicated to
young people, which provides exhaustive and ac-
curate information to support students throughout
the learning process.

The French magazines, a branch of the company
entirely managed by Mondadori France, have a
historic preference for the print format with a high
and relatively stable propensity for subscriptions:
revenues from the circulation of the 30+ publi-
cations account for over 70% of its overall sales.
The sale of advertising space by the brands in the
portfolio, which accounts for a fifth of total reve-
nues, is organised in an across-the-board manner
to include both the print and digital versions of the
magazines and the smartphone apps, produced for
all publications. Completing the profile of French
activities is a series of services that ranges from
online marketplaces to the sale of cruise packages
and from subscription campaigns for third parties
to the o er of advertising space on the mobile and
web platforms, with constant attention focused on
the possibility of diversifying the business. Allin all,
the activities of Mondadori France generated reve-
nues of euro 321.6 million.



BUSINESS MODEL
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MANAGEMENT OF THE SUPPLY CHAIN

The Group Procurement Department, which forms
part of the centralised Finance, Procurementand IT
Department, supervises all procurement process-
es regarding any type of product or service (except
for consulting services, retail purchases and barter
transactions) for the parent company and the Ital-
ian subsidiaries. It governs the following four areas:
real estate, facilities and ICT, outsourcing and raw
materials, marketing and promotions.

Procurement is responsible for monitoring the
Group’s procurement process with direct and co-
ordinated action with respect to every one of the

A

SUSTAINABILITY REPORT 2016

companies, monitoring all steps as part of an ear-
ly involvement and procurement marketing ap-
proach: from market research on suppliers, prod-
ucts and services to the analysis of requirements;
from the launch of periodic and specific tenders
on di erent products and services to the negoti-
ation of the best conditions, and from price moni-
toring to quality improvement for all products and
services. The Group’s Procurement Department is
also responsible for ensuring the formal and ma-
terial correctness and completeness of orders and
contracts, also by relying on Legal and Corporate
A airs and the competent technical departments
in compliance with the organisation, management
and control model adopted by the Group.

Procurement applies the fundamental principles
previously identified for the correct and e ective
management of the Group’s expenditure and,
thanks also to the extension of the sustainability
project, it facilitates a more consistent approach
to the adoption of ethical behaviour in line with
the principles contained in the company’s Code
of Ethics.

As for suppliers, the trend is to move closer to
ethical standards of conduct, also by fostering
the obtaining of certifications and the pursuit of
sustainability policies, as well as respect for hu-
man rights, workplace safety and the prohibition
of child labour.

In 2015, Group Procurement began using spend
analysis and electronic sourcing tools to favour
the utmost transparency and traceability of the
purchasing process.

Within the aforementioned four areas covered
by the Procurement Department, the Mondadori
Group therefore tends to identify those suppli-
ers that increasingly align with the company’s
requirements, becoming an active party in the
understandably broad project of value creation in



order to jointly pursue economic, social and envi-
ronmental objectives.

As regards the press, Mondadori’'s biggest sup-
plier is Elcograf, the printing company that meets
the bulk of the Mondadori Group’s printing require-
ments.

Established by the merger of the printing opera-
tions of Pozzoni and Mondadori Printing, since
2012 it has been a subsidiary of the Pozzoni Group,
one of the largest players on the market.

Elcograf carries out its activities by applying dif-

ferent international standards, which can support

strategic planning on key issues (e.g. environment
and governance), while improving the manage-
ment of daily processes:

e quality: 1ISO 9001:2008 certification issued in
April 2013 and valid until March 2016;

» environment: ISO 14001:2004 certification issued
in April 2013 and valid until March 2016; PEFC ST
2002:2010 certification issued in February 2013
and valid until February 2018; FSC STD 50-001,
FSC STD 40-003, FSC STD 40-004 and FSC STD
40-005 certifications issued in February 2013
and valid until February 2018;

« health and safety: internal health and safety man-
agement system.

With a view to increased responsibility to its cus-
tomers, Mondadori handles not only the manu-
facture of its products through specially certified
suppliers, but also the management of finished
products.

According to an estimate in 2014, 80% of the val-
ue of the spin-o products (except for publishing
products, music and films) made by Mondadori
regard items coming from China: Mondadori
does not import them directly, but relies on one
or more intermediaries who are responsible for

factory checks and for all transport and customs
operations.

In order to protect Mondadori against activities
that are not in line with its principles, contracts/or-
ders specify compliance with:

¢ the Mondadori Code of Ethics;

e European regulations;

e minimum worker age: 14 years.

In addition, when required by regulations, suppli-
ers are asked to specify the following information
on their labels;

« origin of product components;

e product content, particularly as regards sub-
stances that can have significant environmental
or social impact;

« safe product use;

e product disposal and relevant environmental/
social impacts.

After the enforcement (in July 2011) of the new
EU toy safety directive (2009/48/EC), Mondadori
stipulated a contract with an independent audit-
ing firm in order to improve the implementation of
legal requirements and ensure that the products
defined as “toys” comply with the relevant safety
standards.

In 2016 no instances of non-compliance with
regulations and voluntary codes relating to the
labelling of the projects sold by Mondadori were
reported.

A breakthrough year
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b 4

CREATING VALUE
FOR STAKEHOLDERS

The value added generated and distributed by the

Mondadori Group was calculated based on the

consolidated income statement, with the following

instructions:

« the equity of foreign subsidiary companies was
excluded;

» maintenance of the dividend paid out by the par-
ent company to the shareholders.

In 2016, the economic value distributed by Mon-
dadori was euro 1,229 million, the economic value

generated was euro 1,275.8 million, and the eco-
nomic value retained was around euro 47 million.

ECONOMIC VALUE GENERATED

euro million

1,275.8
11928 1152.5

2014 2015 2016

SUSTAINABILITY REPORT 2016

The economic value generated, as shown in the ta-

ble below, is broken down as follows:

» operating costs totalled euro 947.8 million (+12%
vs. 2015), of which 96% related to trade payables
(euro 911.7 million, +11% vs. 2015);

» employee salaries and wages accounted for euro
236.5 million, up 6.6% against the previous year;

e payments to financial institutions totalled
euro 18.4 million, down 2% compared to 2015;
non-controlling shareholder remuneration was
euro 4 million;

e payments to public administration came to
roughly euro 20 million;

e gifts, membership fees and sponsorships
totalled euro 2.5 million, substantially in line with
the previous year.

DISTRIBUTION OF THE ECONOMIC VALUE

GENERATED
(€/M)
Operating costs 947.8
Employee salaries and wages 236.5
Payments to financial institutions and
22.3
shareholders
Payments to public administration 19.9
Gifts, membership fees and sponsorships 25
Economic value distributed by the Group 1,229.0



Between 2015 and 2016, the economic value
generated by the Group increased by 10.7% from
euro 1,152.5 million to euro 1,275.8 million, while

the economic value distributed rose from euro

1,110.3 million to euro 1,229.0 million (+10.6%).

Group consolidated®

Euro/000 2014 2015 2016
Economic value generated by the Group 1,192,817 1,152,478 1,275,798
Revenues 1,181,211 1,130,935 1,268,895
Other revenues 13,978 10,969 14,741
Financial revenues and interest accrued 1,229 2,366 829
Revenues/costs from disposal of tangible and intangible assets 12,941 21,271 3,218
Value adjustments of tangible and intangible assets (692) (3,080) (1,362)
Losses on receivables (15,174) (7,941) (8,962)
Currency di erences 126 383 (186)
Profit/loss from equity investments (802) (2,425) (1,375) 2
Economic value distributed by the Group 1,168,563 1,110,322 1,229,021
Trade payables 859,944 818,494 911,681
Costs for third party assets use 30,930 24,856 29,001
Employee salaries and wages 230,543 221,800 236,517
Payments to financial institutions 24,341 18,788 18,352
Payments to shareholders? 3,212 3,380 3,994
Payments to public administration 9,341 16,450 19,852
Other operating costs 7,660 4,008 7,120
Gifts, membership fees and sponsorships 2,592 2,546 2,504
Economic value retained by the Group 24,254 42,156 46,777
Depreciation of properties, plants and machinery 10,563 7,770 7,366
Amortisation of intangible assets 13,483 13,149 23,329
Fund provisions 19,559 18,222 17,667
Fund utilisation (31,796) (15,772) (25,264)
Deferred/pre-paid taxes 11,894 7475 2,382
Write-down of monradio asset due to asset disposal - 5,592 -
Reserves 551 5,720 21,297

!To provide a clear disclosure, several items were reclassified for previous years as well; in addition, in comparison with the consolidated financial
statements at 31 December 2016, a reclassification by nature of the revenues and costs of the investments in Marsilio and Bompiani has been done [G4-22]
2 With reference to non-controlling shareholders

A breakthrough year
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PENALTIES

The total amount of penalties paid in 2016 fell com-
pared with the previous year: as regards tax fines,
the biggest amount (euro 75,000 euro) concerned

MONETARY PENALTIES

euro/million

Type

Tax fines

Economic penalties
Total

In order to provide greater transparency to stake-
holders, Mondadori developed an archive relat-
ing to non-monetary penalties at the beginning of
2012. Examples of non-monetary penalties include
the publication of rulings.

NON-MONETARY PENALTIES

Number of cases

Non-monetary penalties Italy
Mondadori France: publications of rulings
Total

SUSTAINABILITY REPORT 2016

a voluntary settlement of VAT arrears; economic
penalties consisted of amicable settlements with
counterparties and rulings. In the 3-year period no
tax fines or economic penalties were registered
against Mondadori France.

2014 2015 2016
0.79 1.32 0.08
0.94 0.65 0.97
1.73 1.97 1.05

In 2016 there were 3 cases in Italy; the phenom-
enon is more relevant in France where the publi-
cation of rulings largely regards magazines about
celebrities.

2014 2015 2016
3 2 3

18 18 12

21 20 15
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VALUE DISTRIBUTED
TO THE COMMUNITY

Contributing to Italy’s cultural and social develop-
ment with its products and services is not enough:
the Group’s commitments in terms of social respon-
sibility also take the form of a series of initiatives in
support of the communities in which it operates,
which may be classified within two main areas:

e culture, education and training;

« social support and healthcare.

When selecting social assistance projects, Mon-
dadori follows a specific procedure set out in the
Code of Ethics which governs its methods of se-
lecting initiatives to promote and support, involves
the members of the Sustainability Committee as a

whole or individually, and involves collaboration
with Fondazione Sodalitas and other non-profit or-
ganisations, such as Mediafriends and the Italian
Institute for Donation.

The Group’s social innovation strategy calls for:

e initiatives promoting culture: for more than
30 years, Fondazione Arnoldo e Alberto Mon-
dadori has actively worked to preserve and pro-
mote the history of publishing in Italy. Since the
mid-1990s, it has become a centre of research
and study on Italy’s publishing culture, joining a
network of similar organisations in Europe and
worldwide;

Fresenta il progetto multimediale

#RICOMINCIAMO

QENI NEI LLBDCGHI DEL TERT

A neguire la proiezicne d

HABITAT: NOTE PERSONALI

Tl il Ermi s e Deande sul slsma

A breakthrough year
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e participation in fundraising campaigns through
Mediafriends: a non-profit organisation founded
in 2003 by Mondadori, Mediaset and Medusa,
which devises, designs, realises and promotes
events to finance targeted projects in a variety
of sectors (see paragraph on p. 42);
raising awareness of social issues: through its
magazines and other business activities (books,
digital, marketing services), Mondadori raises
public awareness of a range of social issues
such as work, violence against women, environ-
mental protection and so on;
direct donation to charities: every year, the
Group makes generous charitable donations
to various organisations and associations for
projects involving social assistance and health-
care, children, women and the di erently-abled
(see paragraph Commitment to the community
on p. 40);
» sponsorships: Focus magazine is the partner of
the Permanent Youth-Publishers Observatory
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with the FOCUScuola initiative: class journal-

ists, a competition that has reached its seventh

edition, dedicated to upper secondary school
students;

social marketing activities: Inthera, a Mon-

dadori Group company and relationship market-

ing leader in Italy, supports non-profit organisa-
tions in fundraising by preparing strategic plans

(identifying targets, measuring the campaign’s

impact) and their operational management

through various communication channels (e.g.

mailing, telemarketing);

- initiatives at the headquarters: Mondadori or-
ganises various charity and social initiatives at
its headquarters (fundraising for non-profit or-
ganisations, blood donor days, recycling and
delivery of meals to non-profit social welfare or-
ganisations);

-activities to promote sustainability: Through its
membership of associations such as Sodalitas,
CSR Network and ValoreD, Mondadori plays an
active role in the individual social utility projects
that they promote.

€/000 2014 2015 2016
Gifts 575.3 608.5 491.3
Membership fees 1,709.6 1,790.2 1,765.0
Sponsorships 307.7 147.9 248.3
Total 2,592.6 2,546.5 2,504.6

The amounts of gifts and membership fees for the three-year period
also contain the amounts of Mondadori France. In the 2015 amounts,
euro 99,600 was reclassified as sponsorships (from membership fees)
[G4-22]



#NOIDELLAMONDADORI

With the acquisitions of Rizzoli Libri and
Banzai Media, not only did new sources
of revenue and new products and ser-
vices enter the Mondadori Group, but
also and especially new professionals
and skills, new experiences and new
stories.

To engage those who have been with
us all along as well as our more recent
additions within a shared story about
us to present to the outside world, the
#NoiDellaMondadori project was creat-
ed: a narration not from the perspective
of turnover or borrowing, nor in terms of
market share or governance systems,
but rather which underscores the com-
ponent which defines us and tells our
story most of all: people.

The project, carried out through the
institutional Instagram profile, shows
the faces of those who contribute to
reaching company targets every sin-
gle day: employees and collaborators,
but also authors and guests of events
organised at the headquarters. These
shots, taken in multiple sessions over
the course of the year and continuing at
the start of 2017, were published every
week on social media starting in June.

< see pictures on p. 10

A visual story that was also enriched
with new brands. The entry of a tradi-
tional brand like Rizzoli within an envi-
ronment strongly characterised by the
Mondadori logo made it necessary to
pay particular attention in handling the
visual identity of Rizzoli Libri.

Considering the historical nature and
recognisability of the Rizzoli brand, the
changes regarded not its formal ele-
ments, but rather the colours and de-
scriptors of the main categories: Books
and Education.

The primary colour was changed from
dark blue to black, to come more into
line with the Mondadori brand. The two
major changes regarded the introduc-
tion of the line under the Rizzoli logo
and the Optima font for the descriptor.

The line is an extension of the tail pro-
truding from the R in Rizzoli and bal-
ances out the overall image. This line
makes it possible to insert words of
di ering lengths (Books, Education or
others) below it without creating an
imbalance in the image or unjustified
blank spaces.




Panorama d'ltalia, a travelling live experience through Italian wonders.

Read more on p. 43
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OFFERING QUALITY CONTENT TO AN EXTENSIVE RANGE OF DIFFERENT
AUDIENCES, PROVIDING SPACE FOR ORIGINAL VOICES REPRESENTING VARIOUS
REALITIES, WITH RESPECT FOR DIVERSITY AND THE NEEDS OF THE GENERAL

PUBLIC: THE ROLE AND DUTIES OF A RESPONSIBLE MEDIA COMPANY

28 ARE NOT VERY DIFFERENT FROM THOSE OF A TRADITIONAL PUBLISHER.

HOWEVER, THEY ALSO NEED TO TAKE INTO CONSIDERATION NEW
REQUIREMENTS SPRINGING FORTH FROM CHANGES IN CIVIL SOCIETY,
FROM NEW TECHNOLOGIES AND FROM THE BREAKING DOWN OF THE LINGUISTIC
AND REGIONAL BARRIERS WHICH USED TO BE SO MEANINGFUL.
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The immediacy of the web and social networks
requires an even sharper focus on topics such as
freedom of expression, responsible advertising
and information on the adequacy of particular con-
tent for more vulnerable users.

At the same time, it 0 ers countless opportunities
to showcase the skills and expertise of Mondadori,
including in pro bono projects, the main goal of
which is to “create a network” with other high-pro-
file, professional areas and open up free, yet high
quality, initiatives to the broad general public.

One example of these activities is #ioleggoperché:
the initiative of the AIE (ltalian Association of Pub-
lishers), in its second edition, meant to support
school and company libraries. Thanks to the sup-
port of “messengers” (1,500 volunteers who provid-
ed testimonials for the initiative, promoting it online
and also through the dedicated app) and the agree-

ment between the AIE and Confindustria, from 22 to
30 October 2016 readers in 1,417 Italian bookshops
were able to purchase a book to be donated to one
of the 2,378 schools participating in the project.
The total number of books purchased and donated
by the public was then doubled by the publishers
and equally divided amongst all of the participating
schools. The final count was 62,000 books donated,
12,450 of which were supplied by Mondadori Retail.

As a media company, Mondadori deals on a daily
basis with a special topic - creativity - and it feels
a responsibility to cultivate it, disseminate it and
reward it in a sustainable manner for the benefit of
all. In this sense, the integration of paper and dig-
ital, not just in terms of “media” but, more impor-
tantly, as regards tools and languages, is of crucial
importance in the development of the company’s
publishing activities.

PRONTI A TUTTO

DAL 2 ML 38 OTTCREE 20iE
[OMARE U LIBRD VALE DS990

PER DONARE UN LIERD
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Since 2012, Mondadori France has focused closely
on integrating the paper channel with the digital
channel. During this process, of key importance
was the creation of a single platform to simultane-
ously produce the print and web versions of each
publication, the latter also available for tablets and
smartphones (iOS and Android) thanks to specially
created mobile apps. There are currently 19 online
brands: with 3.8 million unique users and over 1200
news items and videos published every month,
Closer is the leading publication in the female peo-
ple segment in France; it is followed by Télé Star,
dedicated to TV events, with 3.1 million web and
mobile visitors a month; finally, in the automotive,
health & wellness and female upscale segments,
we have, respectively, Auto Plus (1.9 million UU),
Top Santé (2.5 million UU) and Grazia (1.9 million
UU). Digital content can be accessed on the lead-
ing platforms, from videos that can be viewed on
YouTube or DailyMotion to articles on Apple news,
Google Play and Google AMP. Forums, blogs and
comments posted by users relating to Mondadori
France’s online publications are monitored by a
third-party company that specialises in moderating
digital content: the operators verify, in real time and
24 hours a day, that external contributions adhere
to the principles of honesty and legitimacy (i.e. that
they do not promote violence and are not insulting
or libellous).

SUSTAINABILITY REPORT 2016

Mondadori participates in and supports associa-
tions and work groups to disseminate the culture
of sustainability.

Since 2005 Mondadori has been a member of Fon-
dazione Sodalitas, Italy’s largest association within
Confindustria (promoted by Assolombarda in 1995),
which leverages on the commitment of enterprises
and managers to build a more sustainable future.

Fondazione Sodalitas represents CSR Europe in
Italy, a network committed to implementing the
European Union’s Agenda on the issue of sustain-
ability.

Mondadori has also been a member of the CSR
Manager Network since 2011L: established in 2006
through an initiative launched by a group of univer-
sity researchers who recognised the increasing im-
portance of social-environmental issues, the net-
work groups together managers and professionals
from companies from all industries and of all sizes
who devote themselves, both full time and part
time, to CSR issues. The network organises work-
shops focused on sustainability issues, open to the
public or reserved for members, and also carries
out research on topics of interest to its members.

In 2016, Mondadori joined ValoreD, an association
of businesses that promote diversity, talent and fe-
male leadership for the growth of companies and
the country.

Through individual activities, the Group acts as a
direct promoter of initiatives and associations con-
nected with the themes of sustainability.

In 2016, it participated in the Confindustria emer-
gency management programme dedicated to the
areas of Italy struck by the earthquake, which in-
volved participating companies by sending prod-
ucts free of charge.



OUR STAKEHOLDERS
[G4-18] [G4-24] [G4-25]
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[G4-18] [G4-24] [G4-25] [G4-26] [G4-27]

With the goal of adjusting the content of the Sus-
tainability Report to the various informational re-
quirements of all types of company stakeholders,
again this year Mondadori updated its stakeholder
mapping, continuing along the path of defining and
implementing specific engagement activities.

Taking into consideration the Group’s areas of ac-
tivity in Italy as well as in France, the list of internal
and external company stakeholders was updated,
which includes those parties who:

provide input to / receive output from Mondadori

(external);

are part of Mondadori (internal).

Such mapping enabled Mondadori to identify more
than 40 stakeholders who, through targeted inter-
views and dedicated workshops with the internal
Sustainability Committee, were then classified
based on the following criteria:

dependence on Mondadori;

influence on Mondadori.

SUSTAINABILITY REPORT 2016

In this manner, Mondadori defined a map of its
stakeholders and their respective levels of priority.

Stakeholders were then grouped into uniform clus-
ters, which were then individually examined to es-
tablish their level of interest vis-a-vis the main sus-
tainability issues and, at the same time, to integrate
their expectations within the process of updating
the materiality analysis. [G4-18]
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The table on the previous page shows the main
stakeholder engagement activities adopted by
Mondadori in 2016. In some cases, they were institu-
tional activities (e.g. the meetings with the financial
community at corporate action events or the con-
sultations with union representatives) or initiatives
related to the various businesses or departments
(activities in the community and on the social media
to promote books or meetings with suppliers).

34

INNOWVATION AND COURAGE
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PASSION AND FUN

On the other hand, other projects were designed
for individual stakeholders, as in the case of two
initiatives organised by Mondadori Retail for em-
ployees in the owned stores. The first, Store days,
conceived of to reduce the distance between the
head o ce and store sta , envisaged the direct
involvement of retail store management, who
worked alongside employees in the store for the
day. Store days opened up new channels of com-

RESPECT AND CONSIDERATION OF EVERYONE

o SRR
FAIRNESS AND MERIT

\ MO
4 \RF.TAIL



munication between the head o ce and stores,
and created the opportunity to share areas for im-
provement in the day-to-day management of store
activities. This initiative, conducted over a 10-day
period, involved the 30 owned stores and 10 rep-
resentatives from the company management,
allowing for the development of a shared deci-
sion-making process and the identification of solu-
tions to meet employees’ actual needs. At the end
of each day, a brief presentation was given on the
company’s performance, followed by a Q&A and
a pleasant dinner. The second initiative was the

. a competition for direct network
stores. In 2016, the store employees were asked to
submit the actions of colleagues who epitomised
one of the eight values representing Mondadori
Retail each month (transparency and consistency,
quality and excellence, respect and consideration
of everyone, the importance of the customer, fair-
ness and merit, passion and fun, innovation and
courage, team spirit). The content of the actions
highlighted was then analysed, so as to identi-
fy the most significant behaviours and nominate
three employees per month for the Oscar. Once
the nominations were gathered, at the end of the
year an audience consisting of all employees vot-
ed for the 8 Oscar dei valori winners.

One example of structured and constant stake-
holder engagement actions is the series of func-
tions carried out by the Communication and Media
Relations Department, which manages, inter alia,
the company’s relations with the media as regards
corporate communications (information strictly re-
lated to Group corporate, financial and economic
aspects) and the promotion of the company’s im-
age to the business community, organisations and
institutions, and the media.

The activities of the Communication and Media
Relations Department covers the bulk of the in-

formation requirements of an ample spectrum of
stakeholders, providing transparent and timely in-
formation, in compliance with the currently appli-
cable regulations for listed companies and the in-
ternal procedure for public disclosure of privileged
information.

The communication channels used include press
agencies, dailies, radio, TV, web and social media;
the Group’s corporate website, also managed by
the Communication and Media Relations Depart-
ment, gathers the corporate press releases and
product news. A new version of the corporate web-
site, available in English and Italian, was put online
in July: designed to improve usability and facilitate
sharing content on social networks, with informa-
tion organised by areas - About us, Our brands,
Governance, Investors, Sustainability, Media, Ca-
reers - for improved accessibility by investors,
professionals, institutional entities and users in
general, including from tablets and smartphones.
Significant attention was dedicated to telling the
story of the Group’s path towards sustainability
and its commitment to the creation of social and
cultural value, with a transversal approach across
the di erent areas of the website.

continued
along the path of renewal started in 2014, charac-
terised by a proactive approach, based on trans-
parency and thoroughness of information, espe-
cially financial information: a disclosure no longer
focused only on the strengths of the company but
also, and above all, on critical issues and on the
actions planned to meet those challenges. In fact,
the Group’s positive results in the last two years,
its continuous activities to optimise operating pro-
cesses and the cost structure, streamlining initia-
tives and the simultaneous strategic re-focusing
of the business portfolio, along with the constant
attention dedicated to publishing quality, have

Our commitment as publishers
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contributed to improving the financial community’s
perception of the Group, especially in terms of re-
liability and trustworthiness. In the course of 2016,
communications activities and the development of
relations with shareholders, institutional investors
and financial analysts continued, with a number of
meetings organised in Milan and in the main Eu-
ropean markets. With its

(7 December
2016), the Mondadori Group made a further step
in its process of evolution, earning a place for itself
amongst the best Italian listed companies and fur-
ther developing relationships with the market and
domestic and foreign investors alike, including by
means of its corporate governance aligned with
the best international standards. [G4-26] [G4-27]

SUSTAINABILITY REPORT 2016

[G4-18] [G4-19]

Again this year, Mondadori updated its materiality
analysis in accordance with the sustainability re-
porting guidelines of the Global Reporting Initia-
tive (version GRI-G4).

The Group’s material sustainability topics were
identified on the basis of several preliminary
analyses (benchmarking and media analysis), the
contributions received from the directors of the
Mondadori business areas (Trade, Education, Mag-
azines, Retail and Mondadori France), the informa-
tional requirements of significant stakeholders and
the matters highlighted by the GRI-G4 guidelines
and the “G4 Sector Disclosures - Media” sector
supplement.

Then, in order to identify material issues for the
company and its stakeholders from amongst these
topics, a workshop was held with the Sustainabil-
ity Committee, during which its members put the
topics in order on the basis of their relevance for
Mondadori. The significance of each sustainability
topic for the company was decided upon consid-
ering the perception of Sustainability Committee
members as well as an assessment of:

the commitment and the policies adopted by

Mondadori regarding each issue;

the impact of each issue on the company’s cap-

ital.

To determine the significance of sustainability is-
sues for stakeholders, the results of the preliminary
analyses conducted were taken into consideration,
ie.
media analysis activity which made it possible to
analyse the media relevance and the attention
of public opinion to each sustainability issue.
The analysis was carried out with reference to
the Group’s di erent business areas, the latest
events in which it has been involved and the sec-
tors in its supply chain (paper mills, printers, etc.),



s0 as to evaluate the impact of each issue, even
outside the scope of the company;

« benchmarking with companies, not only Italian,
working in the media segment, which made it
possible to understand which sustainability top-
ics they focus on and therefore are most signifi-
cant at sector level.

In accordance with the GRI-G4 Guidelines, when
prioritising the sustainability issues due consider-
ation was given to the relevance of the impact of
each one both within and outside the reporting
scope, i.e. along the Mondadori value creation
chain.

On the basis of the aforementioned analyses, Mon-
dadori’s priority sustainability areas were therefore
identified by matching the relevance for the com-
pany with that for the stakeholders. The results are
outlined below.

Of particular note are the following results:

» the most important issues in terms of their ma-
teriality for Mondadori and its stakeholders are:
the search for editorial product quality, focus on
the core businesses, digital evolution, human
capital management, the promotion of culture
and reading and editorial independence;

Our commitment as publishers
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the majority of the issues related to Mondadori’s
specific business were judged to be material

in line with the process of expanding the fran-
chising network set forth by the company and
the growing attention dedicated to accessibility
to editorial products, the decision was made to
include the

amongst the material topics for Mondadori
as well, as it is significant for the company as well
as its stakeholders;
as regards environmental impacts, the aspects
that are most significant for Mondadori and its
stakeholders are those linked to the

SUSTAINABILITY REPORT 2016

Mondadori is subject to Italian Legislative Decree
254/2016 (“Implementation of Directive 2014/95/
EU of the European Parliament and of the Council
of 22 October 2014 amending Directive 2013/34/
EU as regards disclosure of non-financial and di-
versity information by certain large undertakings
and groups”). For sustainability disclosures pub-
lished beginning in 2017, this decree requires the
inclusion of non-financial information that can facil-
itate comprehension of the company’s activities, its
performance, results and impacts, and lists a set of
disclosures which, based on the formulation of the
law, appear to be compulsory. While waiting for a
prevailing interpretation of the law to materialise,
and with a view to progressively coming into line
with it, Mondadori decided to continue providing
those disclosures, although some of them are not
considered material based on the updated materi-
ality analysis. These topics are highlighted in red in
the materiality matrix. [G4-18] [G4-19]



RELEVANCE FOR STAKEHOLDERS

MATERIALITY MATRIX
[G4-18] [G4-19]

Freedom

of expression

Market abuse

Privacy and data
protection

Widespread expansion
of the sales network .

Accessibility
of output

Climate change

Responsible

advertising Media literacy

Responsible management
of the supply chain

Corporate

Diversity governance

Health and
safety

Energy
consumption

N

Waste

Water resources

Use of raw materials
(other than paper)

Promotion
of sustainability

Biodiversity

RELEVANCE FOR MONDADORI

Search for editorial
product quality

Human capital
management

Focus on the
core businesses

‘ Digital evolution

. Promotion of culture
Editorial and reading

independence ‘

Life cycle of

Expertise
paper products T (]
. capitalisation
Customer

relationships

Intellectual
property

Relations with
the community

Disclosures required under Italian Leg. Decree 254/2016




40

D 4

COMMITMENT
TO THE COMMUNITY

To define its contributions to the community, since
2012 Mondadori has followed the formulation of the
London Benchmarking Group in order to clarify the
forms of support provided and their impact.

The London Benchmarking Group (LBG) is a net-
work of companies that has developed a model to
reclassify contributions to the community accord-
ing to four standards:

« types of contribution

« types of initiative

« areas of intervention

» geographical areas of intervention.

The model’s objective is to measure all contribu-
tions made by businesses to the community: not
just gifts but also output that is not expressed fi-
nancially, such as contributions in kind or volunteer
work done by employees.

The model is expressed through a matrix that
summarises and quantifies the results of an activity
in relation to the community, detailing the di erent
inputs and analysing outputs and their relative
impact.

In 2016, the resources allocated by the Group to
communities were estimated at over euro 700,000.

In terms of contribution type, calculated solely on
the total amount of gifts, charitable cash donations
make up 89% while contributions in kind account
for the remaining 11% (the impact of the “manage-
ment of initiatives” category has not yet been es-
timated, and there were no employee volunteer
initiatives conducted in 2016).

SUSTAINABILITY REPORT 2016



The company’s action areas in 2016 are shown in
the table below:

%

%
M Contributions inkind ~ 11%
Cash donations 89%
) L o B Young people and sports 4%
Regarding type of initiative, 39% comprise invest- Culture, education and training 71%
ments in local communities while only 1% are busi- Social support and healthcare 18%
Other 7% 41

ness initiatives. Donations account for 60% of the
total amount.

Gifts

2016

%

90:- 10+

B Investments in local communities 39%
Donations 60%
Commercial initiatives with social impact 1%

As regards geographical distribution, 90% of the
above sums are associated with activities in Ita-
ly while the charitable donations of Mondadori
France represent 10% of the total.

Our commitment as publishers
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MEDIAFRIENDS

Established in 2003 by Mediaset, Mondadori and
Medusa, non-profit association Mediafriends seeks
to raise funds for charity projects and to increase
the visibility of social promotion initiatives.

In its ten-plus years of activity, Mediafriends has
promoted and supported a wide range of charity
events, raising and distributing funds that have
enabled more than 150 associations to implement
274 socially beneficial projects in Italy and the
world.

From the very first project undertaken (La Fabbrica
del Sorriso in 2003), Mondadori has actively con-
tributed to the creation of products — with the pro-
ceeds from product sales contributing to the funds
raised to support various projects — and the com-
munication and promotion, through its own media,
of the association’s activities.

INITIATIVES IN SUPPORT
OF THE COMMUNITY

The activities carried out in 2016 with the aim of
supporting single associations and projects for the
benefit of the community involved both the Group
and the individual businesses and companies.

Once again last year the Group contributed by
making a donation, during the end of year festivi-
ties, to projects in line with its social responsibility
commitment; more specifically, in 2016 its dona-
tion went to the of the Fatebene-
fratelli Hospital of Milan and, more precisely, the

The Children’s Clinic, founded in May 2015, com-
plements medical care with a series of socio-rec-
reational treatments: these include the first facility
in Italy for the rehabilitation of the young victims
or perpetrators of the growing phenomenon of
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cyberbullying. Every year the team of child psy-
chologists, psychiatrists and neuropsychiatrists
handles over 700 cases of bullying, online and
not, as well as 300 cases connected with vamp-
ing (messages, photos, comments made during
the night) and catfishing (creation of fake IDs to
conceal one’s identity).

In October 2015, an agreement was signed be-
tween Fatebenefratelli Hospital and MIUR to cre-
ate, within the Children’s Clinic, a Centre for the
prevention and combating of cyberbullying and
illegal online phenomena. The structure is named
after Carolina Picchio, a 14-year-old from Novara
who committed suicide in 2013 and is now the em-
blem of the fight against online bullying.

Particularly worth mentioning is the support that
Mondadori France guarantees the

association each year. Stemming from an
idea by actor Coluche in 1985, Restos du Coeur
provides assistance, beginning with the free dis-
tribution of meals, to disadvantaged sections of
society, from the homeless to families a ected by
the economic crisis. In over 30 years of activity,
Restos du Coeur has expanded its scope of ac-
tion: the distribution of meals remains its prima-
ry function (over 132 million meals provided), and
gradually this has been joined by initiatives for
reintegration in the world of employment, legal
advice, healthcare, housing, education and recre-
ational assistance.



Scientific meetings and forums on the
world of employment, journeys to redis-
cover art and cooking shows, illustrious
guests and emerging businesses: these
are just some of the pieces of the ma-
jor mosaic that is Panorama d'ltalia,
the travelling live experience, now in its
third year, which underlines some of the
unique features of Italy.

The first event in Genoa (30 March-2
April) was followed by those in Macera-
ta, Perugia, Padua, Ravenna, the Amalfi
Coast, Cagliari, Milan and Mantua, before
concluding in Trapani (23-26 November).
The various Panorama channels reached
six million contacts and there were 216
events, all free, involving the participation
of 130,000 spectators and 448 speakers,
including writers and entrepreneurs, min-
isters and Michelin-starred chefs.

Of particular note was the Milan stage
which, exceptionally, lasted 7 days: dur-
ing this week of ferment in the capital of
Lombardy, the Mondadori Group’s Seg-
rate site hosted the A scuola di futuro
event, welcoming the secondary schools
participating in the Il bello di Milano com-
petition which received their awards from
Education Minister Stefania Giannini. Dur-
ing the ceremony, in which 100 books
were awarded to each school, four “clas-
sics” to each pupil and the winners were
awarded an internship with the Pano-
rama newsroom, the Minister empha-

see pictures on p. 26

sised the importance of spreading the
“school-work alternation” model among
the young, hoping to involve 1.5 million
youngsters within the next two years.
Again, aimed at greasing the cogs of the
world of business, in every city on the
tour the 90 secondi per spiccare il volo
initiative rewarded the best start-up with
the concession of tools and resources for
the development of their business plan.
In partnership with HRCommunity Acad-
emy ltalia, Panorama dedicated every
Friday morning of each stage to career
guidance workshops for 1,200 young stu-
dents, organising meetings with the HR
directors of the leading Italian companies;
these also included Mondadori, protago-
nist of a meeting in the Megastore in Pi-
azza Duomo. Numerous other meetings
between young entrepreneurs, venture
capitalists and innovation experts were
hosted by the universities.

New for this edition was the partnership
with Focus, the most-read magazine in
Italy, which presented two events at each
stage: the themes of the meetings were
climate change and space exploration
and, as well the authoritative contributions
of astronauts and members of the Italian
Air Force, they were supplemented
with a virtual experience that involved
wearing visors that were distributed free
of charge to participants.

Not just culture and entertainment but also
a chance to focus the attention on charita-
ble activities. For the duration of the Pano-
rama d’ltalia tour, Lega del Filo d'Oro and
Cruciani worked together, with the partic-
ipation of the public, to raise funds for the
National Centre of Osimo, dedicated to
caring for the dea lind and their families.
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THE IMPORTANCE
OF THE AUDIENCE

The responsibility
of the editorial
product

Privacy
protection

Freedom
of expression

2050: the past that
designs the future

Customer
satisfaction




NOWADAYS, THE DESIRES AND EXPECTATIONS OF THE CUSTOMER PLAY
A DECISIVE ROLE IN EVERY SECTOR: THE PARTICIPATORY DIMENSION
OF CONSUMPTION AND THE INSTANT INTERACTION WITH THE END USER HAVE
REVOLUTIONISED THE WAY WE CREATE AND DISTRIBUTE PRODUCTS.

AND IN THE PUBLISHING SECTOR THE USER CAN CONTRIBUTE AT VARIOUS
LEVELS TO ENRICHING AND IMPROVING THE PRODUCT WITH THEIR
OWN CONTENT OR THROUGH THE EXCHANGE OF IDEAS AND OBSERVATIONS
WITHIN THE COMMUNITY AND DIRECTLY WITH THE AUTHOR OF A TEXT,
ARTICLE OR POST.

46

IT IS ESSENTIAL TO LISTEN AND TAKE HEED, FOR BETTER OR WORSE,
OF SUGGESTIONS, CRITICISM AND REQUESTS THAT COME FROM
THE MOST DIVERSE OF AUDIENCES THAT COME INTO CONTACT

WITH MONDADORI.

AS SUCH, RESPECT FOR THE LAWS, RULES AND CODES OF CONDUCT
THAT REGULATE THE DAILY ACTIVITIES OF THE COMPANY ARE NOT ENOUGH:
CLOSE AND CONSTANT ATTENTION MUST ALSO BE PAID TO THE QUALITY
OF PRODUCTS AND SERVICES AND THE ABILITY TO RENEW THEM ON THE BASIS
OF THE INDICATIONS THAT COME FROM USERS.

SUSTAINABILITY REPORT 2016
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THE RESPONSIBILITY
OF THE EDITORIAL
PRODUCT

Mondadori is fully aware that it has a great respon-
sibility towards its readers and customers. For this
reason, the company is committed to providing
accurate, meticulous and truthful information in
its editorial products, including books, magazines,
websites and digital products, while respecting the
attitudes and sensitivity of the general public.

The results of this approach are public and easily
observed: one needs only to go to any bookshop
in order to appreciate, for instance, the broad spec-
trum of religious, political, scientific and social ori-
entations represented in the range of books pub-
lished by Mondadori.

The values that inspire Mondadori, reflected in its
Code of Ethics, underpin its publishing activities
and translate into a general obligation of diligence,
honesty and loyalty.

Our responsibility to create and distribute content
to our public can also be seen in our media litera-
cy activities, initiatives designed to get users more
closely acquainted with communication media.

"g:*-:, T | N T —
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Held twice in 2016, the Diventa giornalista com-
petition run by Focus Junior magazine is designed
to introduce children and adolescents to the world
of journalism in a fun and innovative yet accurate
and exhaustive way. The project o ers teachers a
simple free handbook that guides pupils through
the creation of their own school newspaper, with
the help of digital instruments. Using the journalist
kit, the children have the chance to explore their
interests and critical skills when writing, support-
ed, at all stages, by the guidelines provided. Once
they have finished, all the little reporters then need
to do is send the digital format to the magazine’s
email address.

Over 700 schools took part in the first edition: the
winners were given the opportunity to spend an
entire day in the Focus Junior editorial o ce and
find out at close-hand about the meticulous work
that goes into producing a magazine.

The theme of nature was chosen for the edition
that was launched in November 2016 and will finish
in April 2017. This time Focus will visit the three win-
ning classes to award them a reporter’s diploma to-
gether with a free annual subscription.

The importance of the audience
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FREEDOM
OF EXPRESSION

As Italy’s leading publisher, Mondadori is committed
to covering the widest possible spectrum of con-
tent, guaranteeing the freedom of expression of all
its authors and protecting the intellectual property
of the works and services it produces and distrib-
utes. The very nature of the publisher suggests that
it supports the individuality inside each publishing
house and this can only be put into action by giv-
ing writers the utmost freedom and independence.
The variety of content produced, together with its
quality, represents the cornerstone of the Group’s
editorial policy: it is our duty to o er the public a
multi-dimensional perspective that allows each
reader to form their own subjective opinion.

In a year marked by cultural and political conflict,
by terrorist attacks and the return to prominence
of nationalism, environmental disasters and mi-
gration, numerous publications deal with the topic
of globalization: a model which, according to Ital-
ico Santoro (Verso il disordine globale?) and San-
dro Bernardini (Crisi o declino?), both published by

ROBERT PERDIN]

IN QUEN GIORM]
D1 TEMPESTA

Fombie, alieni
& Fitant
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Mondadori Universita, will not last long; not even
the most impervious places, like Greenland, are
safe from the power of modernity (Robert Peroni
and Francesco Casolo, In quei giorni di tempesta,
Sperling & Kupfer). Nobel-prize winning economist
Joseph Stiglitz highlights the inequalities caused by
uncontrolled American liberalism motivated by pe-
cuniary gain and lacking in ethics, and proposes var-
ious possible solutions (The great divide, Einaudi).
Meanwhile, dystopia and reality are blended togeth-
er in Zombie, alieni e mutanti (by Gaia Giuliani, pub-
lished Mondadori Universita) to analyse the fears of
the contemporary West against a sci-fi background.

Fears that fuel ethnic intolerance, such as the big-
otry that 23-year-old Muslim woman Chaimaa Fatihi
confronted face to face to in order to integrate in Ita-
ly (Non ci avrete mai, Rizzoli), or the intolerance root-
ed in the clichés of Italian parents who see diversi-
ty as an obstacle to the education of their children
(Benedetta Tobagi, La scuola salvata dai bambini,
Rizzoli). Many pages are dedicated to migration (Pi-




etro Bartolo and Lidia Tilotta, Lacrime di sale, Strade
Blu —Mondadori; Maxima and Francesca Ghirardelli,
Solo la luna ci ha visti passare, Mondadori; Valerio
Calzolaio and Telmo Pievani, Liberta di migrare, Ein-
audi), some of which also aimed at children (Erminia
Dell'Oro, Il mare davanti, Piemme), and the corrup-
tion that pervades the mechanisms of the Italian
context (Mario Giordano, Profugopoli, Mondadori).

Meanwhile, the inalienable rights of women are the
subject matter of | Am Nojoom, Age 10 and Divorced
by Nojoud Ali (Piemme), spokesperson for the abuse
still perpetrated in Yemen, and Il giudice delle donne
(by Maria Rosa Cutrufelli, published by Frassinelli),
which traces the origins of female su rage. Elif Sha-
fak (Three daughters of Eve, Rizzoli) and Nina Palm-
ieri (Liberasempre, Mondadori) highlight the social
and cultural contradictions of the female condition
in Turkey. Aldo Cazzullo goes as far as to predict that
women will overtake men this century and praises
their strength, evoking figures of the past and pres-
ent (Le donne erediteranno la terra, Mondadori).
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Presented to mark International Children’s Rights
Day, a UNICEF fundraising vehicle during Bookcity
Milano 2016, Quel che finisce bene (by Roberto Piu-
mini, Il Battello a Vapore - Piemme) tells the torment-
ed, but ultimately happy stories of nine children in
order to reiterate the rights of the younger gener-
ation. Close attention is focused on the adolescent
problems of bullying (Giovanni Floris, Quella notte
sono io, Rizzoli) and drugs (Carolina Bocca, So a
forte il vento nel cuore di mio figlio, Mondadori Elec-
ta). Meanwhile, Giacomo Mazzariol talks about his
growth path alongside his disabled brother Giovan-
ni, his “superhero” (Mio fratello rincorre i dinosauri,
Einaudi), and Nicole Orlando, with Alessia Cruciani,
tells her story as an athlete a ected with Down’s
syndrome (Vietato dire non ce la faccio, Piemme).

Various authors explore the sociological dynam-
ics of modern society; Riccardo Stagliano worries
about the impending replacement of people by
machines to the detriment of the middle classes
(Al posto tuo, Einaudi); the diversity of sexual orien-
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tation, which Fabio Canino imagines prospering in
the economically declassified Greece (Rainbow re-
public, Mondadori), contrasts with the obtuseness
of people (Mattia Cesari, Omofollia, Rizzoli) and the
hypocrisy of the Church (Krzysztof Charamsa, La
prima pietra, Rizzoli).

There is also lots about Italy, with its light and
shade, in the new publications of 2016: from the
celebration of its natural heritage in the photos of |
luoghi del cuore. L'ltalia scelta dagli italiani (edited
by Federica Ammiraglio, Rizzoli) to the roots of cor-
ruption in the Italian political system (Ra aele Can-
tone and Gianluca Di Feo, Il male italiano. Liberar-
si della corruzione per cambiare il Paese, Rizzoli,
and Nicola Gratteri and Antonio Nicaso, Padrini e
padroni, Mondadori), critiques on Italian products
of excellence in the food sector (Giulia Innocen-
zi, Tritacarne, Rizzoli), and the shadow economy
of toxic waste managed by the Camorra (Daniela
De Crescenzo, Cosi vi ho avvelenato, Sperling &
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Kupfer). Surgeon Pietro Bagnoli describes his ex-
perience as a victim trapped in the insurance-le-
gal system of “defensive medicine” (Reato di cura,
Sperling & Kupfer) and Roberto Burioni warns us
about the importance of vaccines for avoiding the
outbreak of epidemics in the future (Il vaccino non
€ un’opinione, Mondadori).

Finally, Pope Francis, interviewed by Andrea Torn-
ielli in Il nome di Dio € misericordia (Piemme), in-
vites us to understand others in Chi sono io per
giudicare? (Piemme). As proof of the ongoing re-
lationship between Mondadori and Pope Francis,
the editorial project Chiedete. Le mie risposte alle
vostre domande (Ask. My answers to your ques-
tions) was launched in collaboration with eFanswer
and Scholas Occurrentes, putting the pontifex
maximus in touch with millions of people from all
over the world: more than just a straightforward
book, this is an “international social event”, as
Bergoglio himself described it.
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MAKING PRODUCTS
AND SERVICES
ACCESSIBLE

Incessant technological development, with specific
reference to the media sector, is making methods of
communication obsolete increasingly quickly and,
at the same time, creating new interaction opportu-
nities with the public. For this reason, it is essential
that the content produced by the Mondadori Group
is available on the most popular channels without
the switch from one platform to another impacting
on the clarity or accessibility of the product.

Paper or e-books, magazines that can be flicked
through physically or digitally, websites and web
applications complete the multi-channel o er.

One particularly structured example of this system
of content creation is the field of school books, not
only due to education legislation and the evolution
of technology but, for the Group, also because of
the arrival of Rizzoli Education and its numerous
publishing brands. In 2016 the Mondadori and Riz-
zoli educational areas focused particular attention
on the creation of editorial products for students
that met demands for inclusivity. The majority of
intellectual and economic resources went towards
developing texts that could also be used by stu-
dents with Special Educational Needs (SEN) and
Specific Learning Di culties (SpLDs), covering
around 70% of school curricula. The advancement
of digital technology makes it possible to produce
highly legible documents and supplement texts
with a package of support systems such as ac-
cessible back translations, interactive conceptual
maps, and additional audio and video content to
help the assimilation of knowledge.

A significant contribution has been made by Riz-
zoli Education and the volumes it has produced in
partnership with Centro Studi Erickson, publisher
and training centre that focuses on educational
methods for recovery and support, as well as social
problems in adolescents. This collaboration also

produced the initiative #dossierBES, designed to
provide teachers with all the tools they need for in-
clusive teaching in 9 online sessions on Facebook
and Twitter.

The two educational areas worked together to de-
velop HUB Scuola, the digital platform that from
September 2017 will include the products and tools
of the publishers in the same environment and, for
all intents and purposes, will be the most impor-
tant Italian digital educational platform in terms of
market coverage, packed with innovative content
and services in order to expand and personalise
learning processes.

In terms of accessibility, the new editorial platform
employs an editorial strategy centred on the offer of
increasingly collaborative and inclusive content
for teaching and learning. In fact, with this environ-
ment teachers and students will be given the tools
to plan inclusive lessons accessible to everyone,
personalising and sharing materials, monitoring the
results, creating digital content and gathering multi-
media content used to supplement their texts, taken
from the internet or produced personally in class.

Worthy of special mention is the project developed
by the Rizzoli Education educational workshops
(insieme.rizzolieducation.it): Project inclusion, Be-
yond the confines, Skills goal, School and busi-
ness, Thinking multimedia and Learning by doing
are the six themes that permeate the value and ed-
itorial content produced by Rizzoli Education, sum-
marising, in the simplest and most e ective way,
the range of content, activities, resources and tools
that the publisher makes available via its work.

Each workshop has its own distinctive logo, char-
acterising Rizzoli Education’s output with regard to
that educational workshop; from the covers of the
books to files, from promotions to events. This inte-
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grated communications strategy promotes the key
aspects and underlying values of all of the publish-
er's products and initiatives, making them immedi-
ately identifiable.

More specifically, each workshop represents one
of the most important issues in the schoolbook
publishing world and analyses it in depth, explain-
ing why the topic is so important to the publisher
and showing everything that it does - in the books
and elsewhere - to help teachers meet the goal
during the year.

This project was communicated using an e ective

storytelling strategy on social platforms that high-
lighted the key content of the various workshops.

SUSTAINABILITY REPORT 2016
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RELATIONS
WITH USERS

The Mondadori Group interacts constantly with
its end customers through all of its communica-
tion channels: books, magazines, stores and book
clubs, the internet (corporate website, product
sites, service and e-commerce websites, social
networks), and relationship marketing activities
(Inthera).

In particular, interaction through the social net-
works continues to develop quite significantly in
terms of numbers of contacts and the infinite possi-
bilities of creating events, often wide-reaching and
collaborative in nature.

With the Banzai brands joining the Group portfolio,
there are also new activities that involve a different
company-user relationship due to the prevalence
of UGC (user generated content): this is the case
with 020, a web marketplace of content that allows
authors, i.e. users, to write articles on subjects of
interest to them and, depending on certain criteria,
mainly qualitative in nature, to generate profits.

In 2016 the Mondadori Group was present on the
main social platforms in order to communicate its
editorial spirit, events and the content created for
its users more e ectively and to a wider audience.
The number of followers on the corporate Twitter
account reached 10,317 (+13.5% compared 2015),
those on LinkedIn 45,301 (+23.3%), while the num-
ber of fans on Facebook rose to 4,125 (+72.2%).
New for this year was the creation of an Instagram
account which registered 1,110 followers in six
months: as part of the #Noi della Mondadori (see
p. 25) initiative, every week the faces of those that
work for Mondadori, dedicating their expertise to
the company on a daily basis, were published.

Mondadori Education has always focused close-
ly on its relationship with teachers, key figures in
the process of creating text books and indicators



of the level of quality of the content provided by
publishers.

In 2016, with its focus on consolidating its rela-
tionships and collaboration, Mondadori Education
concentrated on listening to teachers and gather-
ing their opinions and feedback, mainly via two en-
gagement tools: focus groups and online surveys.
Focus groups were organised during the year pri-
marily with the aim of collecting tips and ideas by
which to improve the process of creating both pa-
per-based and digital editorial products.

Through an anonymous online survey (made up of
both open and closed questions), Mondadori Ed-
ucation then collected the feedback of teachers
on the updating of the editorial content compared
with the previous year and the e ectiveness of the
new methodologies.

The tools for dialoguing with teachers are supple-
mented with thorough consultation work with the

network of promoters who, working in direct con-
tact with the teachers, receive immediate feed-
back on the quality of the editorial content and
provide Mondadori Education with an up-to-date
snapshot of the evolution of the school publica-
tions market.

As regards relations with users, Mondadori Ed-
ucation provides a customer care service via an
external call centre, an instrument that the pub-
lisher uses to respond to specific requirements
that have been flagged up, where possible also
recognising potential areas of improvement for
the future.

Rizzoli Education’s interaction with teachers takes
place via a diversified network of channels: the
website, digital communications (newsletters),
social networks (Facebook and Twitter) and
webinars.

Designing the future
by building the present.

The importance of the audience
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The website www.rizzolieducation.it was updated
constantly in 2016 in parallel with the flow of
activities proposed by the publisher: presentations
of new editorial and digital products, events,
webinars and competitions. The website is both a
communications tool and the portal for accessing all
of the publisher’s services, from event registration
forms to the digital platform, from the ordering of
free materials and files to direct contact with the
network of agents.

Rizzoli Education interacts constantly with its pub-
lic through an email marketing system that every
week or so informs teachers about the most inter-
esting news in a targeted way.

In terms of communication and accessibility, the
online training and updating seminars constitute
a service that enables the publisher to maintain a
lively two-way relationship with teachers. In fact,
the connected public can listen to the video les-
sons and voice their doubts at any time, an aspect
that combines the convenience of remote access
with active participation in a “real” meeting.

Of the successful communications projects
launched in 2016, the one on social networks, with
particular reference to the publisher’s Facebook
page (www.facebook.com/rizzolieducation), is
worthy of special mention.

Stemming from the desire to create a strong, ac-
tive and interactive community around the Rizzoli
brand, the project consists of the creation of an ed-
itorial plan made up of weekly columns which alter-
nate useful practical information for teachers with
fun content, as per the logic of the ‘social media’,
and promotional material.

The goal is to develop a new channel of commu-
nication, more accessible and more popular with
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teachers and students, which allows the publisher
to concentrate on the quality of its contacts (profil-
ing of users and immediate feedback on satisfac-
tion levels) and promote personalised marketing
campaigns.

In terms of figures, the number of fans of the page
grew from a little over 4,000 (September 2016)
to 16,000 in March 2017, with a huge average in-
crease in coverage per post, while every item of
content published has a level of involvement and
interaction among the members of the community
and the publishers that continues to grow.

The publisher’s Twitter account follows the same
editorial plan during the year with the exception of
days dedicated to events and meetings when it is
used to share particularly significant photos and
quotes.
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CUSTOMER
SATISFACTION

The satisfaction of Mondadori customers is moni-
tored via various initiatives, the most significant of
which in the retail area. Since December 2014 on-
line customer satisfaction has been measured us-
ing the NPS (Net Promoter Score) concept, which
also aims to identify areas of the purchasing expe-
rience that can be improved. The certificate of the
Netcomm consortium is published on the website
bearing the average general score and the aver-
age scores in 6 categories (conformity, customer
service, delivery times, discounts and promotions,
simplicity, payment methods) as well as buyer re-
views.

In 2016 Mondadori Retail once again participated
in the “Insegna dell’Anno” competition, winning
the bookshops category for 2016-2017. The award
is based on the evaluations of consumers as re-
gards 9 key aspects in the purchasing process: the
quality/price ratio; price levels; o ers and promo-
tions; service; the training and courtesy of sta ; the
range; the atmosphere; innovation. An internation-
al prize that has been in Italy for nine years, the
award incentivises Mondadori Retail to develop
spaces that are increasingly stimulating and rich in
new features for its customers.

Finally, as in 2015, the network of Mondadori book-
shops was the winner in the Positive Buying Ex-
perience category at the second Positive Business
Awards, created and organised by Scuola di Palo
Alto — Italy’s most prominent non-academic busi-
ness school. This represented acknowledgment of
its ability to o er its customers an “emotive” and
positive purchasing experience, demonstrating
how the attentive management of its clientele and
the purchasing experience contribute to the com-
pany’s competitive advantage.

In addition, again with the aim of extending the
benefits it 0 ers its customers, after participating

in the multi-partner Payback loyalty scheme in
2015, in 2016 Mondadori converted the Mondadori
Cards into Payback Mondadori cards. These en-
able customers to accumulate points at all Mon-
dadori stores in Italy, on the Mondadoristore.
it website and at the other leading brands in the
main mass consumption and services sectors that
are partners in the Payback scheme, o ering them
the possibility of accessing discounts and rewards
more quickly. Holders of Payback Mondadori cards
can accumulate two Payback points for each euro
they spend when buying books and one Payback
point for every euro spent on all other music, cine-
ma, technology, toy and stationery products in the
Mondadori channels.

The importance of the audience
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DIALOGUE WITH CUSTOMERS

Mondadori’s focus on meeting customer require-
ments translates into a constant commitment to
guaranteeing the clarity and accessibility of infor-
mation regarding the company and its products.
Corporate website www.mondadori.com makes an
important contribution in this regard: completely
redeveloped in terms of its layout and functions in
2016, the new corporate site provides key informa-
tion and in-depth content for the greatest possible
number of stakeholders, o ering a complete over-
view of all of the Mondadori companies.

One particular example of our dialogue with our
customers can be seen in the subscription service
of the French magazines. Given the French mar-

ket’s typical preference for the subscription for-
mula, Mondadori France focuses close attention

Subcription renewal
rate

68

+33% &

fans, followers
and subscribers
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on maintaining a lasting and proactive relationship
with its readers. It is su cient to consider that in
2016, as in 2015, the subscription renewal rate was
68%: in short, 2 out of every 3 readers choose to re-
ceive their Mondadori France magazines at home
for another year; this figure is even more relevant
when we take into account the increase in prices of
the magazines in recent years, a factor that doesn’t
seem to influence this trend.

The Marketing Department ensures that readers
are suitably followed, providing a customer ser-
vice which in the period in question managed over
1.5 million calls and written requests: the quarterly
surveys carried out on a sample basis, specifical-
ly referring to the 488,000 calls processed, reveal
that 97% of customers declare themselves to be
satisfied or quite satisfied with the services they
receive. Vice versa, the readers provide the edito-
rial teams with precious input during the frequent
consultations regarding their preferences and ex-
pectations, particularly ahead of major editorial
changes.

Through the various social media we reach out to
3.4 million fans, followers and subscribers (+33%
vs. 2015), enabling us to further improve our inter-
action with the public, who can access the informa-
tion they desire also by visiting the websites mon-
dadori.fr, kiosquemag.com, mondadoripub.fr or the
various e-commerce platforms.

Since 2013 Mondadori France has decided to di-
versify its activities by o ering its readers privi-
leged cruise packages with itineraries that go from
the Seine to Patagonia, Norway to the Mekong,
enriched with exclusive meetings with stars from
the world of television or science. Although a minor
activity, this service perfectly sums up its desire to
establish a more deep-rooted relationship with its
customer base.
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PRIVACY
PROTECTION

Privacy protection and the protection of personal
data represent a relevant issue for any organisation.
In the performance of its activities, Mondadori
has equipped itself with a series of tools, both at
Group level and in terms of its individual compa-
nies, with specific procedures depending on the
nature of the business, aimed at applying the law
(Italian Leg. Decree no. 196/03, the ‘privacy law’),
the recommendations provided by the competent
Communications Authority for the protection of
personal data, and the new provisions of European
Regulation no. 679 of 2016.

PRIVACY AT GROUP LEVEL

At Group level, privacy protection is ensured by
a procedure for all those who wish to access the
Mondadori websites through registration.

At the end of 2010 a Customer Relationship Man-
agement (CRM) department was established with
the objective of developing an integrated contact
management system with customers, a single
structure in which the data pertaining to the cus-
tomers of all business units are grouped together
and IT processes are developed to reconcile cus-
tomers belonging to di erent Group companies.
The building of the Mondadori customer database
was completed in October 2012.

This makes it possible to identify a Mondadori
customer with the subscription owner of a Group
magazine, an e-commerce buyer, a customer
registered on the loyalty programme adopted by
Mondadori as a partner of the Payback circuit, a
customer registered on the Group’s e-learning
platforms or with an online community, and to col-
lect a multitude of information from such data for
use in targeted communication campaigns or spe-
cial initiatives, while concurrently ensuring com-
pliance with the indications provided by individ-

ual customers upon registration (or subsequent
changes).

Following the significant changes made to the
Group cookie policy and privacy notice in 2015,
also in light of the recent extraordinary operations
involving the Group (the acquisitions of Rizzoli and
Banzai Media), in 2016 these documents were fur-
ther implemented in order to consolidate the CRM
system adopted in compliance with applicable reg-
ulations.

Following the entry into force of European Regu-
lation no. 679 of 2016, which will become the only
binding regulation on privacy for all member states
from May 2018, the Mondadori Group, including
Mondadori France S.A., is planning and gradual-
ly implementing all of the procedures required by
the new regulation with the goal of achieving total
compliance with the document by the aforemen-
tioned deadline.

T
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PRIVACY AT MONDOLIBRI

For Mondolibri, a Mondadori Retail company that
sells editorial products through the book club for-
mula, the management of the member database
is a key function. For this reason, it monitors and
keeps constant track of the total number of claims
associated with privacy violations. Mondolibri has
developed a rigorous system of contact manage-
ment, which is regularly checked and updated. The
system is developed and maintained in compliance
with applicable legal provisions.

Claim origin 2014 2015 2016
Control bodies 0 0 0
External bodies (other) 7 0 0
Total 7 (o) (0]

No cases of customer data loss were registered in
the period of reference.

PRIVACY AT INTHERA S.P.A.
(FORMERLY CEMIT INTERACTIVE
MEDIA S.P.A.)

The Group company specialising in strategy, plan-
ning and the development of marketing solutions
beginning with the management of data and con-
tent, Inthera carries out its business activities
working with proprietary and third-party databas-
es (customers and suppliers), which is why it is oc-
casionally subject to inspections by the Commu-
nications Authority for the protection of personal
data via the specific branch of the Finance Police,
as is standard practice for other companies. In-
thera manages the protection of personal data in
compliance with applicable laws and, in particular,
the provisions of the Privacy Law, thus fulfilling all
legal obligations. To this end, Inthera issues inter-

SUSTAINABILITY REPORT 2016

ested parties with a suitable privacy notice which
indicates all elements required by law and, in par-
ticular, the contact persons to which each interest-
ed party can refer to request the modification or
cancellation of their personal data. Such requests
may be made in di erent ways (email, telephone,
and letter).

On the basis of the requests of interested parties
as regards the cancellation of their personal data
from the databases, Inthera removes the person-
al data of the requesting party from its databases,
thus preventing any subsequent use.

The Inthera website includes a link to the Public
Register of Claims, a service specifically designed
to protect citizens; all those who no longer wish to
receive phone calls for commercial purposes or
participate in market surveys may register. At the
same time, the Register is a tool to make the mar-
ket more competitive, dynamic and transparent
among telephone marketing operators.

In line with the changes adopted at Group level
as regards the protection of personal data, and
considering their relevance for the execution of
Inthera’s specific activities, the company provides
the Group general management with its ongoing
support in order to consolidate its compliance with
privacy laws and in particular the new European
Regulation no. 679 of 2016.



2050: THE PAST
THAT DESIGNS
THE FUTURE

“Art is both indicative of an era and a her-
ald of change”; this is how Jacques Attali
described the exhibition, held at the Palaz-
zo Reale in Milan in the spring, which saw
46 international artists create 50 works
inspired by the French economist’s essay
A brief history of the future. Curated by
Pierre-Yves Desaive and Jennifer Beau-
loye, the show was the result of the col-
laboration between publishers Electa, the
Municipality of Milano and Musées Royaux
des Beaux-Arts de Belgique of Brussels.

At 2050 the public, led through the 5
waves described in Attali’'s book, were
able to see di erent depictions of the fu-
ture, some more appealing than others,
in the form of paintings, sculptures and
installations: the starting point is 1980’s
Los Angeles, where the invention of the
microprocessor is the inspiration behind
the works of Chris Burden, Edward Bur-
tynsky et al., leading right through to the
Computer Art of Charles Csuri and Masao
Kohmura. The period of American dom-
inance is followed by its fall, announced
by the images depicting the tragedy of
9/11 (Wolfgang Staehle, Hiroshi Sugimo-
to), which shakes up the global geopoliti-
cal scenario, as represented in the works
of Mark Napier, Alighiero Boetti, Mona
Hatoum.

Now, the fate of the planetisin the hands of
12 nations, economically more advanced
but unable to get to grips with the most
critical issues: overconsumption (John

<  see pictureson p. 44

Isaacs), overpopulation (Michael Wolf,
Yang Yongliang), the over-exploitation
of natural resources and pollution (Olga
Kisseleva, Wilhelm Mundt). We therefore
move on to the phase of the hyperempire
(Andy Warhol, Mark Lombard) in which
the sovereign power of states gives way
to market forces and everything, from
time (Gustavo Romano, Roman Opalka) to
bionics (Stelarc, Hans Op de Beeck), be-
comes a commodity to trade.

When the tension generated from these
imbalances become unsustainable, we
are submerged by the wave that Atta-
li describes as hyperconflict: Al Farrow,
Gregory Green and other artists depict
a world dominated by war and dictator-
ships where individual freedom will be
just a memory. However, if humanity sur-
vives, the advent of hyperdemocracy is
a possibility, a “positive society” shaped
by altruism that is depicted in the works
of Mark Titchner and Gongalo Mabunda,
and in the Little Sun project.

Another Electa exhibition, carried out with
various associations, endorsed by UNES-
CO and curated by Francesco Rutelli and
Paolo Matthiae, is Rising from destruction.
Ebla, Nimrud, Palmyra, an exceptional 1.1
scale reconstruction of three symbolic
monuments of antiquity: the Bull of Nim-
rud, the ceiling of the Temple of Belin Pal-
myra and the State archive room of the
Palace of Ebla. Located in the evocative
setting of the Coliseum, the goal of the
reproduction was to raise public aware-
ness of the iconoclastic barbarity taking
place in the Middle East, promoting the
safeguarding of culture, expression of
the identity of people and humanity itself.




From the book to a theatre tour: explaining Leopardi to teens.

Read more on p. 83



THE COMPANY

AS A COLLECTIVE
AND INDIVIDUAL
GROWTH PROJECT

Workforce Industrial Recruitment
relations and development
tools

Remuneration Training Company
and incentive welfare

system

Internal D’Avenia explores
communications Leopardi for the youth
of today: L'arte di essere
fragili




THE TRANSFORMATIONS IN THE SECTORS IN WHICH THE MONDADORI GROUP
OPERATES, TOGETHER WITH THE CHANGES WITHIN THE COMPANY,
IN BOTH ORGANISATIONAL AND ECONOMIC TERMS, SEE US FOCUS
62 CLOSE ATTENTION ON OUR HUMAN RESOURCES WITH THE AIM OF DEVELOPING
THE SKILLS AND EXPERTISE OF BOTH INDIVIDUALS AND THE GROUP,
ALSO THROUGH ONGOING TRAINING THAT TAKES ACCOUNT
OF THE NEW REQUIREMENTS OF THE BUSINESSES.
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WORKFORCE

At 31 December 2016, the Italian consolidated com-
panies had 2,411 employees, 9.6% up compared
with the previous year due to the acquisitions of
Rizzoli Libri and Banzai Media. The table also in-
cludes the 3-year data relating to the consolidated
foreign companies (Mondadori France and, from
2016, Rizzoli International Publications, the compa-
ny headquartered in New York that became part
of the scope of consolidation in April 2016; for the
statistical data on employees at this company see
the table on p. 69; the data relating to Mondadori
France are presented separately from those of the
Italian scope for each year in question).

HEADCOUNT
2014 — 2016
2,411
2,183 2,200
908 851 850
3,001 3,051 3,261

Italy International Italy International Italy International

2014 2015 2016

N.B. The total headcounts for 2014 and 2015 do not include employees of
companies that left the scope of consolidation during the 3-year period.
[G4-22]

The 2016 headcount for Italy in this table does not include 17 units
belonging to subsidiary AdKaora, associated from a labour cost per-
spective with the Mediamond joint venture; conversely, from an admin-
istrative and sta management perspective, the total Italian headcount,
2,428, used in the subsequent tables (statistical, training and other
data, pp. 116-119), does include them.

In addition to the employee headcount, we also
provide the following figures: for the Italian scope,
the average number of temporary workers during
the year, divided according to business area; for
Mondadori France, the average number of free-
lance workers (or pigistes, the majority of whom
journalists):

63

ITALY 2015 2016 FRANCE 2015 2016
Temps Pigistes
Headquarters 18 15

Books 44 47

Magazines 61 46

Retail 75 84

Total 198 192 Total 367 378

The company as a collective and individual growth project



HIRINGS AND TERMINATIONS ITALY

2014 2015 2016
Gender Age Number % Number % Number %
HIRINGS
Men <30 anni 7 9% 4 2% 8 11%
30-50 17 23% 51 24% 15 20%
> 50 anni 3 4% 13 6% 1 1%
Total men 27 36% 68 32% 24 32%
Women <30 anni 18 24% 22 10% 14 18%
30-50 30 40% 110 51% 37 49%
> 50 anni 0 0% 14 7% 1 1%
Total women 48 64% 146 68% 52 68%
TOTAL 75 100% 214 100% 76 100%
64 TERMINATIONS

Men <30 anni 8 2% 2 1% 3 1%
30-50 80 21% 55 28% 64 25%
> 50 anni 74 19% 36 18% 19 7%
Total men 162 42% 93 47% 86 33%
Women <30 anni 18 5% 12 6% 14 5%
30-50 110 29% 65 33% 117 45%
> 50 anni 95 25% 27 14% 44 17%
Total women 223 58% 104 53% 175 67%
TOTAL 385 100% 197 100% 261 100%

R RIE 17.64% 8.95% 10.75%

(LEAVING EMPLOYEES)
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HIRINGS AND TERMINATIONS FRANCE

2014 2015 2016

Gender Age Number % Number % Number %
HIRINGS
Men <30 anni 3 15% 4 18% 4 15%
30-50 7 35% 3 14% 3 11%
> 50 anni 0 0% 3 14% 0 0%
Total men 10 50% 10 45% 7 26%
Women <30 anni 3 15% 1 5% 6 22%
30-50 6 30% 1 50% 13 48%
> 50 anni 1 5% 0 0% 1 4%
Total women 10 50% 12 55% 20 74%
TOTAL 20 100% 22 100% 27 100%
TERMINATIONS 65

Men <30 anni 1 2% 1 1% 3 4%
30-50 12 18% 13 19% 8 12%
> 50 anni 9 14% 5 7% 7 10%
Total men 22 34% 19 28% 18 27%
Women <30 anni 4 6% 3 4% 1 1%
30-50 24 36% 27 39% 30 45%
> 50 anni 16 24% 20 29% 18 27%
Total women 44 66% 50 72% 49 73%
TOTAL 66 100% 69 100% 67 100%

R IR ATIE 7.27% 8.11% 8.35%

(LEAVING EMPLOYEES)

The company as a collective and individual growth project
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The following tables show
the percentage breakdown

of the workforce according ITALY
to gender, age, area of 2016
activity and qualification. Women 60%
Men 40%
WORKFORCE ACCORDING TO AGE
2016
ITALY Less than 30 years 2%
from 30 to 50 years 68%
over 50 years 30%
FRANCE Less than 30 years 7%
from 30 to 50 years 65%
over 50 years 28%
WORKFORCE ACCORDING TO BUSINESS - ITALY
% of total
Headquarters 15%
Books 31%
Magazines 25%
Retail 20%
Digital 9%

WORKFORCE ACCORDING TO BUSINESS - FRANCE

% of total
Headquarters 25%
Magazines 57%
Digital 5%
Advertising 13%

SUSTAINABILITY REPORT 2016

of which women

64%
61%
58%
66%
62%
63%

2016

of which women

51%
64%
67%
58%
48%

2016

of which women

59%
62%
50%
75%

FRANCE
2016

Women 62%
Men 38%

of which men

36%
39%
42%
34%
38%
37%

of which men

49%
36%
33%
42%
52%

of which men

41%
38%
50%
25%



WORKFORCE ACCORDING TO LEVEL - ITALY

2016
% of total of which women of which men

Executives 4% 25% 75%
Middle managers 13% 53% A7%
O ce workers 66% 64% 36%
Journalists 13% 70% 30%
Workers 4% 28% 2%
Total 60% 40%

WORKFORCE ACCORDING TO LEVEL - FRANCE
2016
67
% of total of which women of which men

Middle managers 38% 64% 36%
O ce workers 12% 76% 24%
Journalists 50% 58% 42%
Total 62% 38%

All employees in Italy are covered by three types of
collective labour agreements: graphics publishing,
journalist and sales contracts.

2016 - ITALY % of total of which women of which men
Graphics publishing* 64% 61% 39%
Journalists 12% 70% 30%
Sales 24% 52% 48%

!Including Industry executives

The company as a collective and individual growth project
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Mondadori France employees are also protected
by national contracts: the two types of contracts
(middle managers and o ce workers) o ered by
magazine press publishers, the journalists’ con-

2016 - FRANCE

Employés des Editeurs de presse Magazine
Cadres des Editeurs de presse Magazine
Nationale Syntec

Journalistes

98.5% of employee contracts in Italy are perma-
nent. The percentage of fixed-term contracts is
slightly higher in France, 4.1%: CDD (Contract Du-

ITALY Permanent!
Temporary
Total
Permanent
Temporary
Total

FRANCE

!Including apprenticeships

tract and the Nationale Syntec, the national col-
lective contract for engineering firms, engineering
and business consultancy practices and compa-
nies (applied to NaturaBuy employees).

% of total of which women of which men

12% 78% 22%
37% 65% 35%
1% 20% 80%
50% 58% 42%

ration Determinée) are temporary 18-month con-
tracts that can be extended up to a maximum of
36 months.

2016

% of total of which women of which men

98.5% 60% 40%
1.5% 75% 25%

2,428

95.9% 62% 38%
4.1% 79% 21%
802

More common in Italy, part-time contracts are in any case more prevalent among women both in Italy and

France.

ITALY Full-time
Part-time

FRANCE Full-time
Part-time

SUSTAINABILITY REPORT 2016

2016

% of total of which women of which men

88% 57% 43%
12% 84% 16%

94% 61% 39%
6% 83% 17%



Almost 5% of Italian employees and almost 4% of type), the majority of whom women (96% in Italy,
French employees enjoyed parental leave (a right 86% in France).
granted to all employees, regardless of contract

2016
Men Women Total
ITALY Employees with a right to parental leave! 970 1,458 2,428
Employees who have enjoyed parental leave 4 106 110
Employees gone back to work after parental leave 3 99 102
% of employees returning to work and retention after parental leave 75% 93% 93%
FRANCE  Employees with right to parental leave 302 500 802
Employees who have enjoyed parental leave 4 25 29
Employees gone back to work after parental leave 4 24 28
% of employees returning to work and retention after parental leave 100% 96% 97%
! The headcounts at 31 December 2016 are reported to ensure consistency with the other tables in the chapter; it should be underlined that, as regards the 69

employees that took parental leave, the total number includes those not covered by the end-of-year headcounts because of terminations/resignations

EMPLOYEES AT RIZZOLI INTERNATIONAL PUBLICATIONS (2016)

Women Men Total
<30 years 6 (0} 6
30-50 years 13 11 24
>50 years 8 10 18
Total 27 21 48
All employees have permanent contracts, 6 of 94% are o ce workers, executives represent 6%
whom part-time contracts (5 women and 1 man); of the workforce.

The company as a collective and individual growth project
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