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PPR embodies a distinctive state of mind driven by an 
all-encompassing entrepreneurial spirit.
The Group prides itself on its prestigious brands and 
its ability to adjust its business model to enhance growth 
and profitability, whilst remaining sensitive to sustainable 
development concerns.
PPR has chosen to place global brands at the heart of 
its development strategy by specialising in apparel 
and accessories in the areas of Luxury Goods and Sport 
& Lifestyle.
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2010 saw remarkable operating and financial performances 

for the Group as a whole and for each of our businesses, most 

notably in the second half. This performance is the result 

of our sales and marketing action plans, as well as the hard 

work and dedication of our teams. I would like to take this 

opportunity to express my wholehearted gratitude to our 

employees and to pay tribute again to their commitment.

François-Henri Pinault, 
how would you portray PPR’s 
performance in 2010?

2010 was an excellent year for PPR, 
characterised by robust revenue 
growth and the strengthening of our 
financial structure.

—INTERVIEW WITH FRANÇOIS-HENRI PINAULT
CHAIRMAN AND CHIEF EXECUTIVE OFFICER OF PPR



value creation. We are taking the time we need to identify the brands most suited 
to our business profile and to sell our assets under the best possible conditions,  
as demonstrated by our recent sale of Conforama. 
This transaction, which was carried out with care and at a price exceeding 
expectations, opens up new opportunities for the company. In the future, Redcats 
and Fnac will also be sold, creating additional value which is an abiding priority 
for the Group.

The acquisition of Puma in 2007 represented the main turning point in our 
strategy to refocus PPR’s business profile. The Group’s development will be 
further boosted through other acquisitions, chiefly around Puma within our 
Sport & Lifestyle business group. We also plan to seize opportunities which 
present themselves in the Luxury Goods sector as well.

DOESN’T THE GROUP DEPEND ON ACQUISITIONS FOR GROWTH
— ? —

As you are aware, PPR has not needed to rely on making acquisitions in order to 
achieve sustained and consistent growth in revenue and profitability. Our 2010 
results are the best example of this and PPR, in its current structure, demonstrates 
considerable potential for organic growth. In October, we unveiled Puma’s 
strategic plan which sets out the next stage in the brand’s organic development. 
We are equally convinced of the great capacity for expansion displayed by our 
Luxury brands, both large and small, which are as yet far from reaching their 
full potential. Our priority has always been to draw on our prospects for internal 
growth. Acquisitions are, above all, drivers for accelerating such growth.

WHICH TYPE OF BRANDS WILL YOU TARGET
— ? —

We will direct our attention to brands with a solid identity, as illustrated by 
those we currently own. The brands we will identify must meet certain criteria, 

Each of our brands and companies reported improved activity levels compared 
with 2009, driving growth in Group revenue to nearly 8% year-on-year and 
to 4% on a comparable basis. This robust sales growth was accompanied by a 
spectacular surge in Group operating margin, which topped 10% for the first time 
over a full year. Adjusted for the impact of non-recurring items, attributable net 
income from continuing operations leapt 56%.
In keeping with our policy, and despite inventory rebuilding across the business 
in response to rising demand in 2010, free cash flow from operations again 
reached an extremely high level, representing nearly €1.1 billion. This high level 
of cash flow generation once again enabled us to significantly reduce our net debt 
which came in at €3.8 billion at December 31, 2010.

THE SALE OF CONFORAMA MARKED THE COMPLETION  
OF ANOTHER STAGE IN YOUR STRATEGY.  
COULD YOU TELL US MORE ABOUT THIS

— ? —

This sale was negotiated on excellent financial terms and is perfectly in line 
with PPR’s transformation into a truly global-scale player with a balanced and 
distinctive business profile specialised in apparel and accessories in the areas 
of Luxury Goods and Sport & Lifestyle. These activities, which present high 
margins and healthy organic growth potential, will keep PPR’s profitability on 
an upward trend.

Our strategy also reflects our conviction that strong, well-managed brands create 
powerful barriers to entry and harbour robust development potential. Their 
aspirational image transcends products and local markets, making them ideally 
suited for rapid international expansion. This is why I have chosen to place our 
brands at the heart of PPR’s development strategy.

HOW QUICKLY DO YOU EXPECT TO ROLL OUT 
THE GROUP’S TRANSFORMATION 

— ? —

We are implementing this strategy at a pace deemed optimal for both the  
Group and our shareholders. PPR’s reorganisation is not subject to a set  
timetable and will be performed in compliance with strict criteria which promote 

“The sale of Conforama is perfectly in line 
with PPR’s transformation.”



I would like to give Robert Polet the warmest thanks for his commitment. His 
many qualities and achievements have earned him the respect of all in the world 
of Luxury. By granting each of the Luxury brands the autonomy required to 
succeed, assigning them talented CEO and Creative Director duos and capturing 
synergies between them, Robert achieved outstanding results. He succeeded in 
transforming our business group into one of the world’s highest-performing and 
most admired leaders in the Luxury Goods sector.

WHAT IS YOUR OUTLOOK  
FOR 2011

— ? —

The Group is on track and well placed to benefit fully from the continued 
worldwide recovery in 2011. Thanks to our solid fundamentals, proven ability 
to adapt, and the Group’s strategic transformation, we are in a position to achieve 
steady and sustainable performance enhancement. I am confident that we will 
maintain robust revenue growth and enhance our financial performance in 2011.

Each of our Subsidiaries show excellent potential for organic growth. Fnac and 
Redcats are determined to win market share and to outperform their respective 
segments. Puma started the year with an ambitious action plan, aiming to 
become the world’s most desirable and responsible Sportslifestyle company. In 
Luxury Goods, each of our brands boasts exceptional value-creating potential. 
Their primary focus is on expansion, while safeguarding their identity.

the most important of which are prospects for growth and impact on the Group’s 
bottom line. In building the Sport & Lifestyle business group around Puma, we 
will focus on brands that offer opportunities to leverage synergies, in particular 
in sourcing and logistics.

WILL THE ROLLOUT OF THIS STRATEGY 
RESHAPE PPR’S STRUCTURE

— ? —

The aim of this strategy is to consolidate our organisational structure and give our 
brands every opportunity to capitalise on the Group’s assets by co-defining their 
long-term outlook and granting them, on a daily basis, the necessary workforce 
and financial resources to put their plans into action.

We will bolster the support services and functional departments made available 
to our Luxury Goods and Sport & Lifestyle brands in line with the model 
recently created by the E-business Development Department, whose role it 
is to coordinate e-business projects and ensure that inter-brand synergies are 
developed systematically.

Our business is now centred on two pillars: on the one hand, the Sport & Lifestyle 
activities, which we announced in October 2010 and which seeks to expand its 
distinctive brand base headed by Puma, and, on the other hand, the Luxury 
activities, which encompasses all our Luxury brands and which, in consultation 
with Robert Polet, Chairman of the Luxury business group since 2004, I have 
decided to reorganise. Under the new structure, each Luxury brand retains its 
autonomy under the responsibility of its respective CEO and Creative Director. 
I will personally head up the Luxury activities with the assistance of Alexis 
Babeau, who has been appointed Deputy CEO. Teams from the PPR group 
and the Luxury business will work together to optimise the contribution to the 
Luxury brands’ development.

“PPR has not needed to rely on acquisitions 
to achieve sustained growth in revenue 

and profitability.”

“I am confident that we will maintain 
robust revenue growth in 2011.”



€14.6
billion in revenue 
generated in more 

than 120 countries

More than

60,
employees

In 2010, Fnac opened 
its 8th store in Italy, its 9th store in 

Belgium, its 17th store in Portugal,  
its 20th store in Spain and 

its 10th store in Brazil.

In 2010, Redcats 
generated online 

revenue of over €1.8 billion.
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Fnac

Revenue generated

 In France 

43%
 Abroad

57%

Revenue generated
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 Abroad

33%

In emerging markets,
Puma posted 7.2% growth  

in revenue in 2010.

Puma

Revenue generated in

 mature markets

65%
 emerging markets

35%

In emerging markets,
the Luxury business group

posted 20.3% growth in
revenue in 2010.

LUXURY business group
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1 ◆ François-Henri Pinault 
CEO and Chairman of the Board 
of Directors, PPR

2 ◆ Jean-François Palus 
Deputy CEO and Chief Financial 
Officer, PPR

3 ◆ Alexis Babeau 
Deputy CEO, Luxury, PPR 

04 ◆ Alexandre Bompard 
Chairman and CEO, Fnac 
5 ◆ Jean-Michel Noir 
Chairman and CEO, Redcats

6 ◆ Jochen Zeitz 
CEO and Chairman of  
the Management Board, Puma,  
and Chief Sustainability  
Officer, PPR 

7 ◆ Louise Beveridge 
Senior Vice-President  
Communications, PPR

8 ◆ Laurent Claquin 
Senior Vice-President  
Corporate Social  
Responsibility, PPR 

9 ◆ Philippe Decressac 
Senior Vice-President Human  
Resources, PPR

10 ◆ Fabien Sfez 
Senior Vice-President  
E-business, PPR

PPR Executive Committee  
at April 30, 2011

—



The Board of Directors is PPR’s main governing body that collectively 
represents all shareholders. The Board is responsible for setting the Group’s 
business strategy and overseeing its implementation. PPR bases its policy 
on the December 2008 AFEP-MEDEF Corporate Governance Code of 
Listed Corporations (AFEP-MEDEF Code) as the Board considers that the 
recommendations of this code correspond to PPR’s corporate governance 
approach.

Directors are appointed by shareholders at General Shareholders’ Meetings 
for terms of four years. PPR’s Board of Directors currently has 14 members 
of French, American, Italian and Indian nationality. Eight are independent 
Directors as defined by the AFEP-MEDEF Code.

François-Henri Pinault is Chairman of the Board of Directors and CEO of 
PPR. Patricia Barbizet is Vice-Chairman of the Board. The other Directors are 
Jean-François Palus, Deputy Chief Executive Officer of PPR, Pierre Bellon, 
Laurence Boone, Allan Chapin, Yseulys Costes, Luca Cordero di Montezemolo, 
Jean-Pierre Denis, Philippe Lagayette, Aditya Mittal, Baudouin Prot, Caroline 
Puel and Jean-Philippe Thierry. François Pinault is the Honorary Chairman of 
the Board of Directors.

The terms of office of Pierre Bellon and Allan Chapin will expire at the end 
of the Ordinary and Extraordinary Shareholders’ Meeting of May 19, 2011. 
The Board of Directors will comprise 12 directors from that date, comprising 
4 women and 8 men of various nationalities. 6 members will be independent 
within the meaning of the AFEP-MEDEF Code.

The Board of Directors meets at least five times a year and whenever 
circumstances require, at short notice if necessary. In 2010, the Board met on 
eight occasions, with an average attendance rate of 88.6%.

The Board has set up four specialist corporate governance committees: the 
Audit Committee, the Remuneration Committee, the Appointments 
Committee, and the Strategy and Development Committee.

The Executive Committee meets on a monthly basis. It comprises the Chairman 
and CEO, the Deputy Chief Executive Officer, the chairmen of the Group’s 
Subsidiaries and PPR’s main operational directors. The Executive Committee 

is an operational guidance body tasked with analysing and steering the Group’s 
activities, facilitating exchanges and knowledge sharing between the Group’s 
senior executives, and coordinating and monitoring cross-functional projects.

Monthly meetings are also held with PPR’s Executive Management and the 
Group Subsidiaries’ senior executives and corporate secretaries to review 
activity levels and budgets. Each of the Subsidiaries draws up a medium-term 
plan covering strategic, operating and financial objectives. Their strategic 
planning covers the long-term development of the businesses, the growth 
outlook in key markets and the positioning of competitors.

The Group’s Charter was updated in 2010 and lays down the principles 
governing how to correctly implement the decentralisation of senior executives' 
powers and responsibilities within the Group. It defines the principles that 
govern relations between PPR and the Subsidiaries, and, for each function, 
the policy areas delegated to the Subsidiaries, those about which PPR must 
be notified within an appropriate time frame, and those for which prior 
authorisation by PPR is recommended.

The Code of Business Practices, an updated version of which was provided to 
all Group employees in the first half of 2009, sets out the Group’s principles and 
values. The Code summarises the Group’s commitments and the main rules of 
conduct which apply in its dealings with colleagues and employees, customers 
and consumers, shareholders and financial markets, business partners and 
competitors, as well as in relation to the environment and society at large. It also 
presents the Group’s ambitions in the sphere of Corporate Social Responsibility.

The Insider Good Practices Committee comprises the Deputy Chief Executive 
Officer and Group Legal Director. It oversees compliance with the rules on 
insider information, notably closed periods, lists of temporary and permanent 
insiders, and awareness-raising among people likely to come into possession of 
inside information. The members of the Executive Committee are required to 
consult the Insider Good Practices Committee before trading in any financial 
instruments issued by the PPR group.

PPR’s Ethics Committee for Corporate Social Responsibility reports to the 
Executive Committee. It is composed of Group managers, who contribute their 
experience in areas such as human resources, sustainable development and 
legal issues, and of an expert in business ethics from outside the Group. The 
Committee acts as an advisory, monitoring and feedback body that guarantees 
compliance with the Group’s principles and values and ensures that the Code 
of Business Practices is duly distributed and applied.



The PPR share

¶
—¶

—

The Luxury Goods and Automotive sectors provided the bulk of positive 
momentum, thanks mainly to their exposure to fast-growing emerging countries.

Against this challenging background, PPR’s share price ended the year up 41%, 
strongly outperforming the reference index. The vigorous growth in PPR’s share 
price reflects investors’ appreciation of:
 �the Group’s high exposure to emerging countries, particularly China;
 �management’s sound strategy of gradually refocusing operations on the Luxury  
Goods and Sport & Lifestyle sectors;
 �the Group’s capacity to sustain profitable growth.

Breakdown of share capital as of December 31, 2010 (in %)

 Artémis Group: 40.7%
 French institutional investors: 10.9%
 International institutional investors: 39.9%
 Individual shareholders: 8.1%
 Employee shareholders: 0.3%
 Treasury stock: 0.1%

PERFORMANCE OF THE PPR SHARE COMPARED WITH  
THE CAC 40 INDEX SINCE JANUARY 1, 2010

STOCK MARKET DATA

Market capitalisation at December 31, 2010 (in e million) 15,093

Highest share price in 2010 (in euros) 128.3
Lowest share price in 2010 (in euros) 81.0
PROVISIONAL CALENDAR: July 29, 2011 - 2011 Half-Year Results

From a stock market viewpoint, 2010 was marked by extreme volatility resulting 
from crisis-induced turbulence in the eurozone and fears of a fresh economic 
slowdown in the United States. The year saw pronounced disparities between the 
performances of stock markets, geographic areas and business sectors.
With the notable exception of Germany, where the DAX was up 16% at end-2010, 
eurozone markets generally ended the year in negative territory. The Euro Stoxx 
followed suit, losing 6%. 
In contrast, the Dow Jones and the Nasdaq performed satisfactorily, rising 11% 
and 17% respectively, but the Nikkei was down 1%. 
In France, the CAC 40 ended the year down 3%, penalised by the extremely 
low trading volumes resulting from negative investor sentiment and the flight 
to sectors seen as relative safe havens amid high uncertainty. This explains the 
marked performance discrepancies across the CAC 40’s constituent sectors.

As of December 31, 2010, individual shareholders held 8.1% of the Group’s 
share capital (versus 9% at end-2009).
Institutional investors owned 51%, with 10.9% held by French companies and 
39.9% held by non-French institutional investors. Among the international 
institutional investors, UK shareholders held 15.8% of the capital and US 
shareholders held 14.3%. Continental European investors (excluding France) 
held 7.4% of the capital, with Germany representing 1.9%, Norway 1.6% and 
Switzerland 1.1%.
The main changes in shareholdings compared with 2009 are the 2.6-point de-
crease in the percentage held by French institutional investors and the 3.4-point 
increase in the percentage held by international institutional investors, led by 
shareholders based in the United Kingdom (+3.7 percentage points) and the 
United States (+2.6 percentage points).
Source: Identifiable Bearer Security (Titre au Porteur Identifiable) as of December 31, 2010.

Source : Euronext.
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Revenue from online sales came in at €2.3 billion, representing a 

14% rise on a comparable basis. E-commerce accounted for more 

than 15% of total Group revenue. PPR’s sustained management efforts 

helped lift annual recurring operating income to €1.5 billion, nearly 

24% above the figure for 2009, and the Group ended the year with a 

record-high operating margin of 10.5%.

In addition to these robust operating performances, in 2010 the 

Group posted highly satisfactory financial results. Net income from 

continuing operations (excluding non-recurring items) attributable 

to owners of the parent surged 56% to €932 million. On this basis, 

earnings per share amounted to €7.36. Free cash flow from operations 

again reached an extremely high level, representing nearly €1.1 billion.

2010 also saw a reduction in the Group’s borrowings and an 

improvement in its credit ratios. The Group’s net debt totalled 

€3.8 billion as of December 31, 2010, representing a decrease of 13% 

compared with the previous year-end.

Definitions of financial terms are provided in section 4 of the 2010 
Reference Document, which may be consulted at ppr.com

BREAKDOWN OF 2010 REVENUE 
BY segment (%) 

 Luxury business group

 Puma

 Fnac

 Redcats

In 2010, PPR posted outstanding 
operating and financial performances
in each of its businesses.
Thanks to an unrelenting sales push, 
revenue came in at €14.6 billion, 
equating to a year-on-year growth of 
nearly 8% on a reported basis and 4% 
on a comparable basis. The proportion 
of revenue generated outside France 
continued to grow, accounting for 
nearly 67% of the Group total. 
PPR continued its expansion 
in emerging countries with the markets 
reporting growth of over 15% on 
a comparable basis.
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recurring operating
income

in e million

2009 2010

BREAKDOWN �OF 2010 recurring  
operating income BY segment (in %)

(Excluding holding companies and others)

 Luxury business
 Puma

+23.5 %

13,584
14,605

2009 2010

+7.5 %

DIVIDEND PER SHARE 
in euros

INTERNET revenue
in e million

* �EEMEA: Eastern Europe, Middle East and Africa

Breakdown of 2010  
revenue by region (in %)

revenue 
in e million

 Fnac
 Redcats

2.72
3.00

3.45
3.30 3.30

3.50

2005 2006 2007 2008 2009 2010*

* �Subject to the approval of the General 
Shareholders’ Meeting on May 19, 2011

1,531

1,240

1,947

2,262

2009 2010

+16.2 %

59

16

11
4 4

6

 Western Europe
 North America
 Japan

 EEMEA*
 South America
 Asia-Pacifica

(in € million) 2010 2009 Change

Revenue
o/w generated outside of France (as a % of revenue) 

14,605 13,584 +7.5%
66.6% 63.6% +3.0 pts

Gross profit 7,429 6 684 +11.2%

Recurring operating income 1,531 1,240 +23.5%
Recurring operating margin (as a % of revenue) 10.5% 9.1% +1.4 pt
Net income attributable to owners of the parent 965 951 +1.4%

Free cash flow from operations* 1,081 1,192 -9.3%

* �Net cash flow from operating activities – net acquisitions of property, 
plant and equipment and intangible assets

Share data (in €) 2010 2009  Change 

Earnings per share attributable to owners of the parent
Dividend per share

7.62 7.52 +1.3% 
3.50** 3.30 +6.1%

** Subject to the approval of the General Shareholders’ Meeting on May 19, 2011

Excluding non-current items, the change in net income from continuing operations attributable 
to owners of the parent was as follows:

2010 2009 Change 
Net income from continuing operations attributable  
to owners of the parent 932 598 +55.8%

Net income per share from continuing operations attributable 
to owners of the parent (in €) 7.36 4.73 +55.6%



For more than ten years now, PPR has 
conducted an ambitious CSR policy in  
a spirit of continuous improvement.
Thanks to this policy, sustainable  
development, a source of value creation,  
is being steadily embedded in the brands’ 
business models. 
In 2010, this commitment was exemplified  
by the publication of quantified CSR objectives 
for all Subsidiaries, the successful launch  
of the Innovation and Sustainable  
Development Awards and the integration  
of CSR criteria in performance evaluations  
for PPR group leaders (about 140 persons).

—400 
MILLION PEOPLE WORLDWIDE HAVE 
VIEWED THE FILM HOME SINCE 
ITS RELEASE IN JUNE 2009

—
449,000
TONNES OF TRANSPORT
AND ENERGY  
CONSUMPTION-RELATED  
CO2 EMISSIONS

—
7,000
WOMEN and girls 
IN 24 COUNTRIES  
RECEIVED SUPPORT FROM  
THE PPR FOUNDATION  
FOR WOMEN’S DIGNITY  
AND RIGHTS

—
770,000
HOURS OF TRAINING 
PROVIDED TO MORE  
THAN 50,000 employees

—
2,892
SOCIAL AUDITS CARRIED 
OUT AMONG GROUP  
SUPPLIERS

—
65.1%
OF PAPER PURCHASED 
DIRECTLY IS FROM  
SUSTAINABLY-MANAGED 
FORESTS

MORE THAN



The Luxury brands stepped up their sustainable development initiatives in 
2010, drawing on the spirit of innovation and creativity that is the very essence 
of their activities. All of Gucci’s activities and Bottega Veneta’s main activities 
are now SA 8000-certified. With regard to environmental protection, all of 
Gucci’s and Bottega Veneta’s paper bags and packaging are now 100% certi-
fied by the Forest Stewardship Council. This program will be extended to all 
Luxury brands over the course of 2011/2012. The Stella McCartney brand, for 
its part, is continuing to promote organic materials and, for the third straight 
year, Yves Saint Laurent has successfully presented its New Vintage collection 
using offcuts from past collections.
Among the many community initiatives are Gucci’s partnership with 
Tsinhua University in Beijing which enables students from underprivileged 
backgrounds to attend conferences and take part in other activities to learn 
about the luxury sector.

— Luxury business —

In 2010, all of the PPR group’s brands pressed ahead with their initiatives in 
support of sustainable development. The diversity of these projects testifies 
to the vitality of PPR’s commitment to putting CSR policy at the heart of the 
Group’s business models. Here are a few examples of this commitment in action:

In 2010, Fnac once again demonstrated its deep commitment to sustainable 
development. The company published and circulated the Fnac Supplier Charter 
which calls on all of its suppliers to implement sustainable development policies 
that are innovative and pro-active in terms of social, environmental, quality 
and societal issues. Fnac also announced that it will be investing more than 
€1 million in the modernisation of store lighting and air conditioning systems 
with a view to reducing the company’s energy footprint by 20% over five years. 
In parallel, Fnac continued to support its professional experience validation 
programme in order to win professional recognition for its employees and its 
businesses. In addition, in the summer of 2010, Fnac provided its two million 
members with a practical guide to responsible usages as a supplement to its 
magazine Contact.

— FNAC —

2010 witnessed Puma’s integration of sustainable development in all of the 
company’s activities in line with its mission to become “the world’s most desir-
able and sustainable Sportslifestyle company”. A prime example was the launch 
of the Clever Little Bag, an innovative packaging concept which replaces the 
conventional shoe box and enables Puma to achieve a 65% reduction in paper 
consumption and a 60% reduction in water, energy and fuel consumption 
per year at the manufacturing level. The brand also moved forward with its 
joint Puma-GRI (Global Reporting Initiative) programme which encourages 
suppliers to publish their own sustainable development reports and thereby 
measure the environmental footprint of their operations in order to highlight 
areas for improvement. Lastly Puma’s partnership with the United Nations 
Environment Programme (UNEP) provided an opportunity to support a vari-
ety of projects to protect biodiversity and preserve natural habitats.

— PUMA —
In 2010 Redcats launched a host of projects to reduce its carbon footprint,  
including an initiative to increase La Redoute’s use of inland waterways trans-
port, eco-driving training courses for parcel delivery personnel, performance of 
Bilan CarboneTM carbon assessments, and carpooling programmes in northern 
France. In addition, Redcats maintained its commitment to disabled persons 
and as a “disability-friendly” company received the 2010 Coup de Coeur du 
Palmarès employer award for northern France. Among its many initiatives to 
encourage environmentally-responsible textiles were the use of organic ma-
terials in brand products and the rollout of the programme to eliminate the 
use of phtalates which was decided at the end of 2009. Lastly, in 2010 Redcats 
renewed its support of the Ethical Fashion Show with La Redoute’s award of a 
prize to a young, committed artist, Jux.

— REDCATS —

All 2010 initiatives are presented in the CSR section  
of the 2010 Reference Document at ppr.com



The Foundation’s actions are organised 
around four main themes 

Supporting anti-violence and developmental initiatives
In 2010, the Foundation forged or renewed 19 partnerships with local and 
international NGOs. Since 2009, these projects have provided support for 7,000 
women and girls in 24 countries.

Coaching social entrepreneurs
This year, the Foundation awarded grants to three social entrepreneur projects 
supporting women and their communities: Sakina M’Sa in Paris, Coopa-Rocca in 
Rio de Janeiro and Pesinet in Bamako. In addition to receiving financial assistance, 
each award-winner is entitled to coaching by a PPR group employee.

Awareness-raising and prevention campaigns
Thanks to the Foundation’s partnerships, nearly 35,000 people worldwide have 
received information on violence perpetuated against women. In 2010, the PPR 
Foundation also supported the fight against genital mutilation led by Waris Dirie, 
a member of its Board of Directors, and galvanised the Group and its brands to 
promote the film Desert Flower.

Brand support and advice
The PPR Foundation encourages the Group’s brands to take part in Foundation 
projects in favour of women. For example, in September 2010, working in 
association with Care International, 23 employees cycled from Paris to London to 
collect donations in favour of Bangladeshi women.—30,500

Group employees have received 
information on the issue  
of domestic violence in France

—37
partnerships  
in 27 countries

www.pprfoundation.org
For more information, the Foundation’s progress report is available on its website:

Worldwide, at least one in three women 
is a victim of violence during her lifetime. 
In response to this situation, the PPR 
Corporate Foundation for Women’s Dignity 
and Rights is committed to fighting violence 
against women and empowering women 
to fully contribute to the development of their 
families and their communities. 
Through the Foundation, which was created 
in 2009, the Group actively supports 
this major cause which is fully in line with 
its values and its operations. 

—7,000
women and girls  
receiving support
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