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EDITORIAL

HOME OFFICE WAS ONE OF A NUMBER OF BUZZWORDS TO 
HIT THE HEADLINES IN 2020. WHAT DOES THE  
PRACTICE OF DECENTRALISED WORK MEAN TO YOU?

Serge Allegrezza (SA): If everyone was to work from home, I 
think that the business internal cohesion and culture would be at 
risk. I believe in a mix between office-and home-based working 
more than in the pure home-working that has been forced upon 
us. We will probably look into a hybrid model when the crisis 
ends, by which point we will at least have gained experience and 
learnt lessons.

THE CONCEPT OF DIGITALISATION HAS ALSO BEEN IN THE 
NEWS. HOW CAN POST EXPLORE THE WORLD OF DATA?

SA: POST is taking a socially responsible approach to this matter. 
It is entirely possible to use big data in the common interest to 
manage the country better, for example by optimising mobility 
or the pandemic response. POST has already launched a series 
of projects to this end, and recruited a number of data scientists. 
Indeed, it is hard to explore the world of data – the growth of 
statistics in the digital era – without cutting-edge skills.  
POST has acquired the necessary resources.

ONE OF THE CHALLENGES FOR POST IS TO SUSTAIN A HIGH 
ENOUGH LEVEL OF PROFITABILITY TO KEEP INVESTING. 
HOW WILL POST ACHIEVE THIS?

SA: Given our unique status, we invest with a view to adding val-
ue, without targeting the excessive returns sought by our rivals. 
POST is constantly looking to balance its public utility, universal 
service and profitability goals. I could, for example, mention 
current accounts, which must be retained even if the business 
model is suffering, so that people excluded from other financial 
institutions can have a bank account and access to financial 
services.

DOES THE PANDEMIC SHED NEW LIGHT ON RISK  
MANAGEMENT FOR THE AUTHORITIES?

SA: Other events could threaten our economy and how the 
country works. I’m thinking of examples such as a blackout or 
telecom network crash, or even the water supply being cut off. 
2020 forced us to consider weaknesses and the need to plan for 
future crises. The investments made in recent years in POST’s 
telecom network turned out to be essential during this crisis. We 
will have to consider our future investments in light of new risks, 
and the need for resilience.

‘WE NEED TO START 
PLANNING FOR FUTURE 

CRISES RIGHT AWAY’

POST’s Board of Directors is keen to learn lessons from 
an unprecedented crisis that has highlighted the need for 
efficient public infrastructure and for companies to plan for 
new types of risk, says its chairman, Serge Allegrezza.
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WHAT ABOUT CLIMATE CHANGE?
SA: This is a longer-term change, unlike the sudden disasters that 
I was discussing, but obviously we must work together to study 
this in more detail. POST prides itself on its corporate social 
responsibility (CSR), so we have a lot to do.

WHAT COULD CSR MEAN IN PRACTICE OVER THE  
COMING YEARS?

SA: It could, for example, involve the mass electrification of the 
vehicle fleet. Another possibility is the reuse of the communica-
tions equipment that we sell, the production of which uses lots 
of energy and raw materials. We should find ways to repair, col-
lect and recycle this equipment. Thirdly, POST must take action 
to prevent addiction to screen time, especially among children.
HOW IS THE NATIONAL ECONOMY LIKELY TO FARE IN 2021?
We are waiting to see what happens, as we know that the  
recovery will depend on a slower spread of the virus, and on 
the speed of public vaccination. Let’s be optimistic and hope 
that many people will be vaccinated in the third quarter of 2021. 
From that point on, there will probably be a boom as consumer 
spending and investment catch up.

HOW SHOULD THIS INVESTMENT BE CHANNELLED?

SA: The crisis will bring society and togetherness back to the 
forefront, hence the need to invest in public infrastructure and 
healthcare. This investment will be substantial, but how costly 
would it be not to equip ourselves with the infrastructure that 
will see us through future crises? As a public enterprise taking a 
long-term view, and managing critical infrastructure, POST will 
obviously have an important role to play in the aftermath of  
the crisis.

LASTLY, WHAT MESSAGE DO YOU HAVE FOR THE  
POST STAFF WHO WORKED SO HARD IN 2020?

SA: I hope that we can all get back to ‘normal’ life quickly, so that  
we can meet up without masks, have lunch together, and  
shake hands.

Serge Allegrezza, Chairman of the 

Board of Directors
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HOW DO THE MINISTER AND THE GOVERNMENT PLAY A 
ROLE IN POST’S GOVERNANCE? 

POST Luxembourg is an independent company established 
under public law, governed by the law of 10 August 1992, as 
amended. This legal framework is explicit in setting out the 
division of tasks as well as the responsibilities of the relevant 
minister, the board of directors and the managing director. 
The board of directors determines the company’s strategy – 
including how it manages stakes in other companies – based 
on the managing director’s proposals. Given that POST 
serves the public interest, the law states that I, as minister, 
must supervise its work closely. I should say that my duty 
goes hand in hand with a strong interest in POST’s develop-
ment and its various ongoing and future projects.

WHAT DOES THE STATE EXPECT AS SOLE SHAREHOLDER?
As Minister of the Economy and the secretary of state respon-
sible, I above all see POST as a strategic partner to the govern-
ment. Most of the business of POST, as a state-owned enter-
prise, must serve the public interest. Crucially, this sets POST 
apart from other – particularly private – companies. POST is 
also one of the biggest investors in the country’s infrastruc-
ture, targeting long-term results. The return on these invest-
ments cannot be judged solely on POST’s balance sheet, but 
also on the performance of Luxembourg’s economy. However, 
since the deregulation of the telecom and mail industry, POST 
has had to do battle on an extremely competitive, shifting 
market, while maintaining a unique value proposition based 

on POST’s three business lines and its constant focus on being 
a public utility and providing a universal service.

HAS POST’S LONG-TERM INVESTMENT POLICY PROVED 
ASTUTE DURING THE CRISIS? 

The health crisis has indeed shown that, at several levels, the 
national economy undeniably benefits from POST’s continuous 
investment. One example of this is the increased capacity of 
telecom networks, which is essential for homeworking across 
the country. In this sense, POST has demonstrated its social 
and societal responsibility.

WHAT IS YOUR VIEW OF THE POST GROUP’S SUBSIDIARIES? 

The POST Group pursues a very targeted equity acquisition 
policy, encouraging the diversification of its offering in 
general, while seeking complementarity among activities in 
different key sectors. The i-Hub subsidiary is a good example 
of POST’s ability to innovate by leveraging synergies with-
in the Group. The very emergence of the i-Hub start-up in 
2017 sprang from a desire to offer a service combining the 
various roles of trusted financial services providers, especially 
regarding Know Your Customer (KYC). POST’s investment in 
i-Hub, as in LuxTrust, fits in perfectly with this initiative.

When Franz Fayot joined the government on 4 February 
2020, he also took over the supervision of POST Luxembourg. 
In this interview, the Minister of the Economy discusses his 
vision for the company and the role it should play in develo-
ping the country’s economy.

‘I SEE POST AS A  
STRATEGIC PARTNER TO 

THE GOVERNMENT’

INTEGRATED REPORT
2020

INTERVIEW WITH  
FRANZ FAYOT



5555

WHAT ROLE COULD POST PLAY IN THE FUTURE ECONOMY? 
HOW CAN POST CONTRIBUTE TO THE COUNTRY’S  
SUSTAINABLE DEVELOPMENT?

For a country such as Luxembourg, which is experiencing 
strong demographic growth, infrastructure investment is 
essential. As Minister of the Economy responsible for business 
development, I think our national infrastructure is a major 
factor in making Luxembourg an international hub for the data 
economy. POST’s ongoing investments are therefore decisive, 
as is the group’s cutting-edge expertise in key areas such as 
cybersecurity and data intelligence. Elsewhere, POST’s spe-
cialisation in value-added logistics is an asset for promoting the 
country abroad within this specific niche.

AS THE MINISTER WHO OVERSEES POST, WHAT DID  
YOU MAKE OF POST EMPLOYEES’ WORK IN 2020, DURING 
THE CRISIS? 

I am very proud of both the agility and the resilience that 
POST has shown since the start of the COVID-19 pandemic. 
POST’s excellent handling of this crisis was made possi-
ble by the extraordinary efforts of all staff, at all levels. The 
three business lines – postal services, telecom services and 
financial services – were recognised as being essential to 
safeguarding the vital interests of the public, the economy 
and the country. We shouldn’t forget that, during the various 
lockdowns, seeing POST delivery workers was a highlight for 
many people living alone, and may have been their only hu-

man contact all day. Neither do I want to forget the mobilisa-
tion of POST workers in distributing masks – and the list goes 
on. POST showed itself to be one of the pillars of our coun-
try’s resistance against the pandemic. And I am aware that, 
behind the company, there are committed men and women. 
This is why I would like to thank each and every employee 
for the commitment and solidarity shown during this difficult 
period, and to wish them luck for the future. I hope to be able 
to thank them in person soon.

‘I am very proud of 
both the agility and the 
resilience that POST has 
shown since the start of 
the COVID-19 pandemic,’ 
says Franz Fayot, the 
minister responsible for 
POST Luxembourg.

INTEGRATED REPORT
2020
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‘THE CRISIS SHOWED  
US THAT WE CAN 
IMPLEMENT PLANS  
MORE QUICKLY AND  
EFFECTIVELY IF WE ACT  
A LITTLE MORE  
BOLDLY AND BRAVELY.’
CLAUDE STRASSER,  
Managing Director of POST Luxembourg

INTEGRATED REPORT
2020
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A BENEFICIAL  
TRANSFORMATION AND 
STRATEGY 

2020 revealed just how valuable our efforts to 
modernise POST over recent years could be in 
times of crisis. The ‘Mir sinn d’POST’ corporate 
strategy has been guiding this change since 
2018. While 2020 showed POST’s strengths, 
it also confirmed the appropriateness of this 
strategy’s three pillars: Customer experience, 
Commited employees and Profitability.

INTEGRATED REPORT
2020
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POST LUXEMBOURG
GROUP

CREATING ADDED 
VALUE THROUGH 

SYNERGIES

POST Luxembourg Group differs from the major international 
operators in that it invests in promising niche markets and forges 
partnerships that complement its core business lines of Courrier & 
Logistique, Telecom & ICT and Finance.

The main services provided within the Group are ICT solutions, 
express transport, internet access services, secure online data 
storage, and the distribution and archiving of confidential  
information. The diversity of these activities and the exploitation  
of synergies across subsidiaries allow POST to offer high- 
performance products and services with substantial added value.

4,697 committed employees (average headcount in 2020)
As Luxembourg’s biggest employer, POST can be proud to rely 
on nearly 4,700 committed and enthusiastic employees  
of 50 different nationalities. All endeavour to put the  
customer at the centre of everything they do.

Foundations that have stood the test of time
Built on firm foundations, POST has the experience and re-
sources it needs to overcome difficulties and crises. This  
stability stems from many years of development and investment, 
which proved invaluable in the recent health crisis.

Innovating since 1842
POST has built its reputation on the quality of its services. Since 
its foundation in 1842, POST has developed know-how that is 
unique in Luxembourg. The Group has managed to evolve, adapt 
to major trends, and create innovative services based on  
cutting-edge technologies.

Synergies to benefit customers
By tapping into synergies across the Group, POST is able to 
respond more quickly to new market needs while creating value 
to meet its customers’ requirements.
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The POST Luxembourg Group is active 
in three areas:

  Telecom & ICT
   Mail & Logistics
  Finance

1 Including a 30% stake in 
Infomail held by Editus.

Group representation  
at 31/12/20

INTEGRATED REPORT
2020
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AIL & LOGISTICS
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AS THE TITLE OF THIS REPORT SUGGESTS, 2020 WAS 
A YEAR IN WHICH POST SHOWED ITS STRENGTHS AND 
STRATEGY. WHAT ARE THESE STRENGTHS?

Claude Strasser (CS): The crisis showed our ability to play 
our public utility and universal service role in critical times: 
night-time delivery of newspapers, daily postal rounds, de-
livery of 47% more parcels, a sales network that kept running 
throughout the crisis, resilient technology networks, home 
support from our telecom teams, and much more. POST’s 
collective success in 2020 did not come about by chance: it 
reflects the maturity and robustness of our organisation.
We also surprised a lot of people by proving high agility in 
adding one-off tasks and projects to an already very busy 
schedule, in order to manage the consequences of the crisis. 
One example of this is the call centre that we set up for the 
Grand-Ducal Fire and Rescue Corps (CGDIS) at the govern-
ment’s request. The offices and technology available to us 
meant the call centre was operational within 48 hours. The 
same strengths were brought to bear to distribute masks 
across Luxembourg City. Hundreds of employees spent a 
weekend taking turns at our Findel logistics centre to ensure 
that 610,000 masks reached their destination in record time.

HOW WAS POST ABLE TO DEMONSTRATE SUCH AGILITY?

CS: Again, it would not have been possible without our 
efforts to transform the structure of the business over the 

recent years. And it would have been utterly impossible to 
demonstrate such agility without the motivation and engage-
ment of our staff. The crisis brought some pleasant surprises 
at a human level; everyone did their duty with unwavering 
commitment. Our workforce was understanding and showed 
dedication all year long.

HOW CAN POST MAINTAIN THIS ROBUSTNESS OVER THE 
LONG TERM?

CS: This robustness is built on firm foundations. I see it as a giv-
en, but we must not take our eye off the ball. The goal is to go 
even further. Last year we showed what we can accomplish in 
a short space of time: this exceptional response must become 
the norm. We need to make the spontaneity that emerged dur-
ing this crisis an asset for POST’s future development.

IS IT POSSIBLE TO NURTURE SPONTANEITY WITHOUT A 
CRISIS?

CS: It’s a management challenge that depends on individual 
responsibility. Let’s take the example of the approach adopted 
by our Crisis Response Unit: when lockdown was announced, 
we asked every manager to personally organise their team 
members’ presence in the office, taking into account the 
real-life situation and team requirements, while following the 
rules and meeting clear objectives. This method saved us pre-
cious time, allowing us to adapt in a matter of hours.

POST Luxembourg kept its operations running in 2020 while 
taking on new roles linked to the COVID-19 crisis. It over-
came this challenge without any real stumbles, reflecting 
the maturity and robustness of the organisation, and the 
unwavering commitment of its staff. Let’s take stock of an 
extraordinary year with Claude Strasser, Managing Director 
of POST Luxembourg.

‘POST’S COLLECTIVE 
SUCCESS IN 2020 

DID NOT COME ABOUT
BY CHANCE’

INTEGRATED REPORT
2020

INTERVIEW WITH 
CLAUDE STRASSER
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WHEN DID YOU REALISE THAT COVID-19 MIGHT HAVE A 
LASTING IMPACT?

CS: Until the first staff member was tested positive in early 
March, we were just being watchful, like many people. Over 
time, we started to pick up on the – legitimate – apprehen-
sion of our teams, starting with our mail delivery workers and 
sales teams who were out on duty, at a time when the gen-
eral line was ‘Bleif Doheem’. That was when I felt the need to 
go and meet our staff to reassure them. As senior managers, 
we made sure we were present to offer reassurance and en-
courage our teams to rally together and keep providing the 
services that the government had classed as essential by that 
point. Reaching out to our teams helped ease their concerns, 
and offered an important opportunity for dialogue early on in 
the crisis. The crisis also highlighted the importance of cer-
tain industries – including POST’s – for society as a whole.

HOW DO YOU KEEP A COOL HEAD IN SUCH A SITUATION?

CS: I don’t really have an explanation, but going into the 
office every day and constantly interacting with members of 
the senior management team who were also on the premises 
made me feel in full control of the company. This made a 
calm approach to crisis management much easier, which is 
what we think we achieved.

2020 WAS DOUBLY EXCEPTIONAL IN THAT POST’S THREE 
BUSINESS LINES SUCCEEDED IN HITTING THEIR ANNUAL 
TARGETS WHILE MANAGING THE CRISIS EACH DAY. HOW 
DO YOU EXPLAIN THESE ACHIEVEMENTS?

CS: I can’t remember a year in which POST made so much 
progress at every level, on some extremely ambitious pro-
jects. Were we able to achieve these things because of the 
crisis or despite it? Maybe we were all less worried about 
incidental matters and worked with more focus. The cri-
sis showed us that we can implement plans more quickly 
and effectively if we act a little more boldly and bravely. We 
should use this collective energy to move us closer to our 
goals.

THE ‘MIR SINN D’POST’ STRATEGY RUNS UNTIL 2022. 
WHAT WILL THE NEXT STEPS BE?

CS: By 2022, we want to have made digital channels as 
efficient as the other channels that we use. After building 
the IT framework that will allow us to achieve this aim, we’ve 
entered the operational phase of this strategic programme.

CLAUDE STRASSER,
Managing Director of POST Luxembourg

‘WE NEED TO MAKE THE SPON-
TANEITY THAT EMERGED DURING 
THIS CRISIS AN ASSET FOR POST’S 
FUTURE DEVELOPMENT.’

11

continued on next page 
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WILL DIGITAL STILL BE A COMMON THREAD UNDER THE 
NEW STRATEGY AFTER 2022?

CS: First and foremost, in 2022, we will be able to capitalise 
on the transformation of our traditional business lines. I’m 
thinking of our postal service, of course, which now includes 
logistics. The latter has brought in extra revenue over the 
past five years, but will need turning into a sustainable, pro-
fitable business. Yet that wasn’t our primary goal. We were 
actually looking for something to offset the decline in mail 
volumes. After 2022, we will have to prioritise segments with 
higher added value. As a public institution, our involvement 
in logistics has to make sense. We are not aiming to trans-
port every parcel from the e-commerce giants to Findel so 
that we can then deliver them across Europe. Our strategy 
will see us become more relevant, more granular, in how we 
conduct our business.

WHAT ABOUT TELECOM & ICT?

CS: This pattern also applies to the Telecom business line, 
which now has a significant ICT division following several 
years of takeovers. Home soil will remain our priority,  
keeping in mind that we will have to continue setting ourselves 
apart from foreign operators who also have their sights set 
on Luxembourg. The international market will only be of 
interest to us if we can provide a service from Luxembourg. 
In this regard, the "CyberForce" activities in the cybersecurity 
sector and "Data Intelligence" team’s work in the data  
exploitation services of our customers are part of the  
"Mir sinn d'POST" strategy. These are the activities of the 
future and growth drivers for the Group as a whole.

IS CSR TAKEN INTO ACCOUNT AS PART OF BUSINESS 
DEVELOPMENT AT POST?

CS: This aspect will be even more significant in the next 
stage of our development. We will give more consideration 
to how we can improve our approach to finance and  
sustainability, whereas we had previously looked mainly at 
what we were capable of doing.

‘Our entrepreneurial spirit and significant 

contribution to Luxembourg’s economic 

ecosystem should give us a more vibrant, 

modern image,’ says Claude Strasser,  

Managing Director of POST Luxembourg.

INTEGRATED REPORT
2020
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HOW SHOULD POST PURSUE ITS GOAL OF BEING A COMPANY THAT CREATES  
VALUE OVER THE LONG TERM?

CS: In certain areas, such as employee wellbeing and working conditions, we have already 
made good progress. In others, we will have to change our habits. I’m thinking in particular 
about the carbon footprint of our postal delivery service through the CO2 emissions of our 
internal combustion vehicles. As far as customers are concerned, we probably need to be 
even more inclusive. POST Finance will continue to focus its efforts on those members of 
society who would have no access to financial services without one of our current accounts. 
Meanwhile, telecom products and services could be rethought to reach target audiences 
such as elderly people, who sometimes feel excluded from the digital world and technological 
advances.

HOW DOES POST WANT TO BE SEEN FROM THE OUTSIDE?

CS: For nearly 180 years, POST has embraced its heritage along with its public utility and 
universal service role. However, some people still have a perception of the company that is 
overly tied to its history. Our entrepreneurial spirit and significant contribution to Luxem-
bourg’s economic ecosystem should undoubtedly give us a more vibrant, modern image.

WHAT IMPACT COULD THE CRISIS HAVE ON THE NATIONAL ECONOMY?

CS: I’m still very cautious, but I keep being surprised by how the situation is unfolding. Quite 
clearly, the economy has not collapsed. Even public debt – which is not as it was in the good 
old days – does not seem to be reaching the catastrophic levels feared at the beginning of 
the crisis. But the bill that society will have to pay in the medium term could be hefty.

DOES LUXEMBOURG NEED TO CARVE OUT A NICHE FOR ITSELF IN A NEW SECTOR TO 
CONTINUE ITS ECONOMIC DIVERSIFICATION?

CS: The healthcare sector was already one of our top-priority verticals before the crisis. 
Given the needs that have been expressed since it broke out, and Luxembourg’s determina-
tion to continue diversifying its economy in value-added industries, public and private actors 
really ought to look into developing medical expertise.

13INTEGRATED REPORT
2020
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‘WE ARE NOW A STRONGER,  
MORE UNITED TEAM THAN WE 
WERE A YEAR AGO.’

CLIFF KONSBRUCK,  
Director of POST Telecom

‘WE HOPE TO SWITCH OVER TO A 
FULLY ELECTRIC VEHICLE FLEET IN 
THE COMING YEARS.’

HJOERDIS STAHL, 
Director of POST Courrier

RESILIENCE AS A  
STATE OF MIND 

POST Luxembourg’s business lines drew on a 
wealth of expertise to carry on with their usual 
business and meet new requirements directly 
linked to the crisis. This dual feat has led to  
external recognition and the surpassing  
of several internal targets. When resilience 
becomes a state of mind, it amplifies the 
strengths of the company and all its staff.

14 INTEGRATED REPORT
2020
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‘WE INVEST THE MONEY THAT WE 
MAKE IN THE INFRASTRUCTURE 
AND TECHNOLOGY NEEDED FOR 
THE COUNTRY’S DEVELOPMENT.’

GASTON BOHNENBERGER, 
Director of POST Technologies

‘POST FINANCE PLAYS A KEY  
ROLE IN FINANCIAL INCLUSION.’

GABRIEL DE LA BOURDONNAYE,  
Director of POST Finance

15INTEGRATED REPORT
2020
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03
SEVERAL PLANS  
ON A SINGLE  
SMARTPHONE 
POST offers the eSIM 
card so that its cus-
tomers can manage 
different plans on the 
same smartphone.

05
SWITCHOVER TO ALL-IP

The commercial launch of the ALL-IP 
project represents the final stage of the 
migration from traditional landline and 
connectivity networks to IP (Internet  
Protocol) technology, to improve how  
we meet our customers’ current needs.

04
A NEW  
PLAYGROUND 
FOR GAMERS

POST launches the first eSports 
league in Luxembourg and  
the Greater Region: the  
POST eSports League. 

01
CUSTOMER EXPERIENCE

Introduction of online renewal 
confirmation for SCOUBIDO 
mobile customers at  
www.scoubido.lu.

02
POST HELPS  
EU INSTITUTIONS 
 
The contract to connect up the sites 
of the various European institutions in 
Luxembourg is extended to 20281.

Several POST Technologies and POST Telecom 
departments were involved in creating this contract. 
 
1 In collaboration with Proximus. 

Winners of the POST eSports League,  
since renamed POST Esports Masters

INTEGRATED REPORT
2020

TELECOM & TECHNOLOGIES 
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MAY

JUN
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11
RISING TO 
CYBERSECURITY 
CHALLENGES

Organisation of a second 
cybersecurity workshop 
for the press.

07 
EXPLAINING 5G

POST organises a 
press-only workshop.  
The interactive session 
provided 10 journalists  
with an opportunity to 
find out about the future 
of the 5G mobile network 
in general, and POST’s 
viewpoint in particular.

06 
THE NETWORK OF THE 
FUTURE, RIGHT NOW

Serge Allegrezza, Chairman 
of the Board of Directors, 
and Claude Strasser,  
Managing Director of POST 
Luxembourg, welcome the 
Minister of the Economy, 
Franz Fayot, to Dudelange 
for a visit to a fibreoptic 
network extension site.

10
PROVIDING A BETTER  
WIRELESS EXPERIENCE  
AT HOME

Arrival of WIFI POWER,  
in partnership with Plume.  
A powerful and secure  
home WiFi solution.

Pierre Zimmer, Deputy  
Managing Director, and  
Mohammed Ourdane, head of  
the Cyberforce department.

Franz Fayot, Minister of the Economy, and Claude Strasser, 
Managing Director of POST Luxembourg

08
THIRD IOT EVENT

The theme of the third IoT event, 
which took place virtually on 
15 September, was: Space 
Management – Reinventing 
the workspace.

INTEGRATED REPORT
2020

09
5G BECOMES  
REALITY

POST is the first operator 
to launch 5G in Luxem-
bourg, in the capital and 
other pilot locations.

JUL

AUG

SEPT

OCT

NOV

DEC
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2020 WAS NOT JUST ABOUT THE CRISIS, AS POST TELECOM 
CONTINUED TO LAUNCH NEW PRODUCTS AND SERVICES. 
ARE YOU HAPPY WITH HOW THINGS WENT?

Cliff Konsbruck (CK): We managed to hit or even surpass our 
targets despite the crisis. I realise that our results are excellent at 
a business level. We launched new services such as WIFI POWER, 
which is part of our ‘networks of the future’ strategy, bringing a 
secure, smart WiFi solution to market. This type of solution benefits 
not only the customer but also our company, as it saves us time 
and resources by reducing callouts to fix our customers’ WiFi prob-
lems. We also launched the next-generation SIM card – eSIM – 
which is electronic, and built into the smartphone itself. After 
obtaining our 5G bandwidth licence, we introduced a new mobile 
plan to go with it: 5G POWER. Our 5G pilot projects keep moving 
forward. Another highlight was the merger of Join with POST  
Telecom, through which we managed to migrate 85% of Join’s 
existing customers to POST.

WHAT WERE THE MAIN TECHNICAL CHALLENGES POSED  
BY THE CRISIS?

CK: We first had to respond to high demand from retail customers 
who realised that their internet connection was not fast enough for 
both homeworking and home-schooling. Regarding ICT and the 
needs of our business customers, it meant processing requests – 
in record time, often from one day to the next – to switch whole 
companies over to homeworking. We provided them with the 
hardware, connections and other solutions to organise company 

life in a decentralised and above all secure way. I should add  
that we also went through the same experience at POST itself,  
swapping all staff whose role allowed for it over to homeworking.

HOW DID YOU ORGANISE THE TEAMS’ WORK TO MEET  
THIS DEMAND?

CK: Very early in March, we took the decision to split the teams 
across several sites. For example, half of our Contact Center 
team based at Cloche d’Or – 110 people – moved into our Roost 
building within a day, without any impact for our customers. When 
lockdown was announced a week later, we had already tested a 
form of remote working. The situation was complicated, as we had 
to answer urgent requests from our customers and simultaneously 
keep everything running internally. In the first weeks of lockdown, 
our teams worked seven days a week to handle requests and  
enable our customers to remain operational.

Despite the crisis placing its teams under constant  
pressure, POST Telecom has reaffirmed its intention to  
support its customers through the digitalisation process.  
This particularly eventful year has also shone a spotlight  
on the talents of the internal team. Let’s review  
the achievements and lessons learned in 2020 with 
Cliff Konsbruck, Director of POST Telecom.

‘POST TELECOM IS  
MUCH MORE THAN  

AN OPERATOR’

INTEGRATED REPORT
2020
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CLIFF KONSBRUCK,
Director of POST Telecom

‘WE MUSTN’T FORGET THE  
SEGMENT OF THE POPULATION 
THAT IS LESS FAMILIAR WITH 
 MOBILE TECHNOLOGIES.’

19

DID HOMEWORKING RESULT IN NEW TYPES OF  
INTERACTION WITHIN TEAMS?

CK: Ongoing discussions and more horizontal communications 
smoothed the decision-making process. Over time, the dynamics 
that emerged allowed us to identify employees in three types of 
role: leader providing impetus, manager catalysing the collective 
energy, and coach putting this energy into action. Some employ-
ees in non-managerial positions fulfilled one of these three roles 
in practice. As we take stock of 2020, we often talk about POST’s 
strength as a company, but that merely reflects the combined 
resilience of its staff. One of the keys to future success will be to 
maintain this collective strength, taking into account the talent 
that has emerged and guiding people in their career. This crisis has 
moved us forward, and I believe that we are now a stronger, more 
united team than we were a year ago.

THE ICT ASPECT OF THE BUSINESS LINE HAS DEVELOPED 
CONSIDERABLY IN RECENT YEARS. WHAT ARE THE  
NEXT STEPS?

CK: Starting from a successful line in integration, we need to 
develop managed services and consultancy. Our aim is to allow 
our customers’ IT departments to let go of the convenience and 
infrastructure aspects so as to concentrate on their specific soft-
ware environment. Each company is now asking itself questions 
about the digitalisation of its business and its digital transformation. 
This is where POST as a group has a role to play. Firstly, we can 
support our customers in their reflection and decision-making 

processes by having our specialists share their opinion and skills 
in response to the specific needs of each customer. Secondly, we 
can assist with the application of digitalisation strategies, whether 
as part of Cloud switchover, digital workplace, cybersecurity or 
data intelligence projects. Providing critical ICT services requires a 
relationship of trust with the customer. More and more customers 
are outsourcing management of their whole IT infrastructure to 
POST. Given the responsibility that falls upon us, I think that this is 
a clear vote of confidence.

LOOKING BEYOND POST’S POSITIONING AS AN  
OPERATOR, TO WHAT EXTENT CAN POST MEET THE  
NEEDS OF ITS B2B CUSTOMERS?

CK: The term ‘operator’ is no longer in line with our profile.  
POST Telecom is much more than an operator. We have the  
human and technological resources needed to digitalise our  
customers’ businesses. Helping our customers to specify their 
needs is an important stage of this process.

That’s why we’re working more closely with our customers’ ICT 
and IoT managers to provide support. One example that comes  
to mind is the healthcare sector, which is one of our top- 
priority verticals. This strategic choice has given us a deeper 
understanding of the sector and its language, and allowed us to 
work with our customers to determine how we can add value. We 
have moved away from the role of infrastructure and technology 
provider to become a consultant on issues that sometimes go  
well beyond mere technological considerations. 

continued on next page 



20

We have to consider logistics, for example, or imagine the office of 
the future. This advisory approach opens up a whole array of pos-
sibilities. Of course, the change management aspect must not be 
neglected, and is something that POST covers when it implements 
its solutions. It’s important to highlight the role of our partners. We 
have surrounded ourselves with the best on the market to deliver 
end-to-end solutions, with a single point of contact for  
the customer.

WHAT ABOUT B2C CUSTOMERS?

CK: Mobile technologies have become more intuitive but we 
mustn’t forget the segment of the population – including the  
elderly – that is less familiar with these technologies. We have 
some work to do in this area, in line with our public service  
role and our desire to create long-term value.

WHAT STANCE CAN POST TAKE IN RELATION TO THE  
5G DEBATE?

CK: We have to take part in the debate as it relates to environ-
mental and health issues by educating people, but only within the 
scope of our operational domain. We share our expertise and we 
don’t hesitate to call on experts from other fields to offer more 
input. Indeed, we have surrounded ourselves with researchers and 
representatives from the academic world, so that we can benefit 
from their qualified, enlightened view. While we may not be able 
to opine on the possible harmfulness of the next generation of 
mobile technology, we can explain that 2G, 3G, 4G and 5G are very 
similar technologies and that rejecting 5G would mean casting 
doubt over existing mobile services.

ARE ENVIRONMENTAL FACTORS TAKEN INTO 
ACCOUNT WHEN NEW PRODUCTS ARE LAUNCHED?

CK: Since 2018, we have been incorporating ‘CSR by design’ into 
our product development. We ask ourselves the right questions 
every time. We are working to introduce recycling for used devices 
such as smartphones and routers in 2021. We operate in the highly 
competitive telecommunications and ICT industry, in a very small 
market: Luxembourg. I hope that, in future, environmental factors 
will allow operators to stand out for adding long-term value, rather 
than essentially competing on price. Customers are increasingly 
mindful of these considerations.

HOW CAN THE POST GROUP KEEP SUPPORTING THE  
‘DIGITAL LËTZEBUERG’ MOVEMENT?

CK: As a Group, we have a role to play at three levels. On the sub-
ject of digitalisation, first of all you need powerful infrastructure at 
the ready. Then comes the role of advisor and service provider for 
businesses and institutions, which never go digital on their own. By 
the same logic, we are working with external partners to develop 

‘As a company and Group, we are 

stronger now than we were before 

the crisis,’ says Cliff Konsbruck, 

Director of POST Telecom.

projects that will help digitalise the country. Lastly, we are having to 
market our own solutions to accelerate digitalisation, in particular 
using artificial intelligence and IoT. I can’t see another Group on the 
market that has such strength in these three areas.
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2,957

28,000
million active M2M  
SIM cards

> 50%
mobile market share

MyPost app installed nearly 
28,000 times in 2020

new internet customers1

mobile options added  
via the MyPost app

26,922
additional mobile lines

63%
landline internet market share

Key figures for POST Telecom and POST Technologies in 2020

480

Contribution from POST  
Telecom and Technologies  
to Group revenue

(in millions of euro) 

38%
TV market share

1 Optical fiber

21,876 

WHAT IMPACT(S) WILL THE CURRENT CRISIS LEAVE BEHIND?
CK: As a company and Group, we are stronger now than we were before the crisis. We’ve learned a lot 
from each other, and become closer to colleagues even if conversations were often over considerable 
distances via screens! From my own viewpoint and that of all our teams, I think I can admit that it has 
been a slog. We’re all looking forward to getting back to normal. However, I hope that this crisis will 
show us that the journey we have travelled is part of what got us to where we are today.
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HOW DID YOU ADAPT YOUR ORGANISATION WHEN THE 
CRISIS BROKE OUT?

Gaston Bohnenberger (GB): For the past five years, we have 
been decentralising the management of our teams in response 
to transport issues that we are experiencing in Luxembourg. 
Our fitters and repair workers start their rounds from home, 
cutting out the distance to and from Cloche d’Or. They receive 
their roadmap on a tablet, and are effectively autonomous. 
This experience was an undeniable asset when the crisis broke 
out. The decentralisation of our technical reserves in the 
centre and north of the country also helped. Obviously, we 
have adjusted our procedures to maintain social distancing and 
ensure compliance with hygiene rules at our different sites.

WHAT IMPACT HAS THE OVERALL INCREASE IN TELECOM 
USAGE HAD ON NETWORKS?

GB: When the Prime Minister and Health Minister made their 
first announcements, we could see that everyone was online, 
to the extent that we were sometimes close to being over-
loaded. The challenge was quite simply to make sure that lan-
dline and mobile networks held up. We strengthened them by 
adding links and activating additional software licences where 
necessary. We could also use some of our new network, 
which was still under development, to switch over some of 
the extra traffic.

HAS HOMEWORKING HAD A PARTICULAR IMPACT  
ON TRAFFIC?

GB: Landline voice traffic, which has actually been declining 
for years, increased significantly at the start of the crisis as 
calls were redirected from cross-border workers’ desks to their 
mobile phones. As regards roaming, we’ve lost income from 
foreign visitors no longer being able to come to Luxembourg, 
but on the other hand our customers have stopped travelling, 
which also reduces the roaming costs that we pay to inter-
national operators. We haven’t suffered too much in terms of 
usage. In contrast, companies have put their major infrastruc-
ture projects on hold.

WHAT HAVE THE CONSEQUENCES OF THIS BEEN?

GB: Large companies that, for example, wanted to change 
their telecom network have postponed any such projects. 
SMEs have stayed more active. We took advantage of this 
temporary lull to make progress on internal projects. I should 
add that the business connection teams have helped out their 
home connection colleagues, illustrating their team spirit and 
our company’s agility.

Behind the scenes of a crisis seen through its impact on 
health, POST Technologies was busy ensuring that the  
country’s institutions, businesses and residents remained 
connected. When communication and information become 
essential, strong infrastructure and expert teams are vital. 
Let’s review a challenging year with Gaston Bohnenberger, 
Director of POST Technologies.

‘WE HAVE ALWAYS 
BEEN A FUTURISTIC

BUSINESS’

INTEGRATED REPORT
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GASTON BOHNENBERGER,
Director of POST Technologies

‘WE ARE INFORMATION  
HIGHWAY ENGINEERS.’
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HOW DOES NETWORK CAPACITY CHANGE DURING AND 
OUTSIDE OF CRISES?

GB: We are still building our new networks and planning for 
the next seven to nine years, assuming average traffic growth 
of 30% per annum. The new network that we are building is 
therefore impressive, bearing in mind that we could double it. 
It is made up of different nodes, which intercommunicate con-
stantly. This lets us redirect flows to a given path depending 
on usage, to avoid the traffic jams that develop on highways 
during rush hour. We are information highway engineers, to a 
certain extent.

THE LUXEMBOURG REGULATORY INSTITUTE (ILR) ORGAN-
ISED ITS FIRST BANDWIDTH AUCTION, SELLING THE FRE-
QUENCIES NEEDED FOR THE INTRODUCTION OF 5G. WHAT 
WERE YOUR TAKEAWAYS FROM THIS EXPERIENCE?

GB: The sale went ahead right in the midst of the crisis, which 
meant dispatching our bid teams to various sites. We were not 
used to this process, which required lengthy preparations with 
the help of a consultant. We emerged very happy, though, as 
we managed to obtain all the bandwidth we needed.

WHAT ARE THE NEXT STAGES OF THE 5G NETWORK  
ROLLOUT?

GB: Our aim is to reach 90% of the population by 2023. By the 
end of 2020, we had set up ten sites to offer coverage across 

Luxembourg City. We established a ‘Golden Cluster’ in the 
Diekirch-Ettelbruck region to ensure interoperability between 
the different technologies, and gather initial feedback. The 
next cluster of this kind will be in Luxembourg City. Bear in 
mind that Luxembourg standards are more restrictive than  
European standards. For example, the Environment Adminis-
tration asks us to limit power to 3 volts per metre, compared 
with a European maximum of 61 volts per metre. This auto-
matically means that we have to use more equipment  
and masts, pushing up costs.

DOES THE PUBLIC OPERATOR STATUS IMPART GREATER 
RESPONSIBILITY AS REGARDS INVESTMENT?

GB: Public status certainly gives us greater leeway to invest 
in accordance with our long-term approach, but it is also a 
big responsibility. We invest the money that we make in the 
infrastructure and technology needed for the country’s devel-
opment. Going back to 1842, we have always been a futuristic 
business.

This also applies at Group level with, for example, the emer-
gence of EBRC over the past 20 years to support the growth 
of industries such as banking, in which players have to store 
sensitive data in highly secure environments.

500
antennae sites managed by 
POST throughout the country.

continued on next page 
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HOW CAN WE ENSURE THAT NETWORKS ARE  
SUSTAINABLE?

GB: 5G requires less energy, but as this comes on top of exist-
ing usage, overall consumption is no lower. Electricity  
consumption could be reduced through a smart combination  
of technologies, including the implementation of the all-
IP programme for making landline calls over the fibreoptic 
network. This would lead to us closing down copper-based 
telephone exchanges.

5G AND ALL-IP ARE PART OF THE ‘NETWORK OF  
TOMORROW’ THAT POST IS NOW BUILDING. WHAT ARE  
THE OTHER ASPECTS OF THIS?

GB: The network of tomorrow has four components: 5G, the 
switch to all-IP, fibreoptic rollout, and WiFi with WIFI POWER. 
We are offering this technology in partnership with Plume 
for data and voice-over-IP calls. We worked on the basis that 
WiFi technology makes more sense for indoor settings – at 
home or in the office – rather than increasing the power of 
4G or 5G so that it could penetrate buildings. I should add 
that the insulation of new builds, which are increasingly im-
pervious to waves, supports this approach. With our futuristic, 
interconnected network, we offer customers robust, secure, 
flexible connectivity. Current lifestyles can mean having 
to stay online during a meeting or conversation while also 
changing location – from home to office, for example. 

In our view, guaranteeing an unbroken connection is about 
pragmatism as much as necessity.

POST TECHNOLOGIES ILLUSTRATES HOW HUMANS AND 
TECHNOLOGY GO HAND IN HAND. WITH STAFF MORE  
CENTRAL TO THE BUSINESS THAN EVER, HOW DO YOU  
ENSURE THAT YOUR TEAM HAVE THE RIGHT SKILLSET?

GB: When I started at POST in 1988, I was the ninth engineer at 
what was then still the P&T Administration. We now have 200 
engineers! Over the last 30 years, there has been an increase 
in the number of positions and the qualifications held by those 
filling them, reflecting the technological change that has 
occurred over this period. The technological boom and the 
need for new profiles merely stiffen competition among em-
ployers to recruit the most talented candidates, but I see that 
successful applicants to POST are proud to wear our colours. 
The company is seen as being modern and offering excellent 
career prospects. Perception has changed for the better over 
the past decade.

INTEGRATED REPORT
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Bohnenberger, Director of  
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06 
RECOGNITION

His Royal Highness the Grand Duke, and the 
Minister of the Economy Franz Fayot visit 
the national sorting office in Bettembourg, 
which has been particularly busy since the 
start of the crisis.

01
NEW POST 
COURRIER OUTLET

Residents of the Cloche d’Or, 
Gasperich, Howald and  
Kockelscheuer districts can 
now use a POST Courrier  
outlet at the Weierbaach  
distribution centre.

02
125,000 PARCELS

That’s the number of parcels 
handled each week at the start 
of lockdown, showing a surge in 
online orders. To meet a level 
 of demand usually seen at  
Christmas time, Michel Greco S.A. 
staff, POST delivery workers  
and numerous volunteer staff  
were mobilised. 

05
STANDING TOGETHER 
TO BEAT THE VIRUS

More than 200 POST  
employees, including a large 
number of volunteers, took turns 
at our Findel logistics centre over 
a four-day period to prepare the 
delivery of 610,000 masks, which 
Luxembourg City provided to  
its residents.

03
POST BUSY AT THE HEART 
OF THE CRISIS

At the government’s request, POST 
opened a logistics centre within three 
days as part of the corona.letzshop.lu 
initiative. Aims: to store, prepare and 
deliver food orders to elderly and 
vulnerable individuals, all with the help 
of Michel Greco S.A.

INTEGRATED REPORT
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TIMELINE

04
TRIBUTE TO 
HEALTH WORKERS

On their own initiative, 
around 30 delivery 
workers visited the 
Centre Hospitalier de 
Luxembourg at midday 
on 1 April to pay tribute 
to health workers.
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09
117 STATIONS IN THE PACKUP
NETWORK AT END-2020

The 111th PackUp station opened in 
Belair with 142 boxes.

07
KEY PARTNERSHIP 
WITH HOPITAUX 
ROBERT SCHUMAN

POST Courrier’s logistics 
department takes control 
of the Hôpitaux Robert 
Schuman’s central stock-
pile of non-critical items 
and medical supplies.

11
100,000 PARCELS PROCESSED IN 24 HOURS

A first charter flight from China, for an exclusive 
delivery to POST Courrier, lands in Findel. On-
board are more than 100,000 parcels that will 
be ready for delivery in 24 hours thanks to the 
work of logistics teams.

08
GREEN POSTAL DAY

POST takes part in the  
second event highlighting 
the postal industry’s efforts 
to reduce its carbon foot-
print. This is a firm commit-
ment from the company, 
which has several energy- 
efficient buildings.

10
POST, PARTNERING FATHER 
CHRISTMAS SINCE 1842

1,500 children’s letters are received and 
processed by POST teams to help out  
Santa Claus.
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POST MAIL &  
LOGISTICS

CONSUMERS MOVED ONLINE EN MASSE FOR THEIR 
SHOPPING DURING THE COVID-19 CRISIS, RESULTING IN 
A SIGNIFICANT INCREASE IN PARCELS TO BE HANDLED BY 
POST COURRIER & LOGISTIQUE. HOW DID YOU MANAGE 
THESE FLOWS WITHOUT A HITCH?

Hjoerdis Stahl (HS): The reorganisation of the sorting center in 
recent years, combined with the fortunate purchase of a sorting 
machine, gave us a degree of leeway that proved crucial last year: 
our ‘high season’ started as early as March. As consumer habits 
changed, with a high propensity to shop online, we handled  
6.1 million parcels at our Bettembourg sorting center. This is over 
two million more than in 2019! This machine still affords us some 
room for manoeuvre, but already we need to be thinking about the 
next stages of our development. We must take the time in 2021  
to plan for another 50 % rise in 2022.

DO YOU THINK THAT THIS EXPONENTIAL GROWTH IN 
E-COMMERCE WILL LAST?

HS: I’m of the view that this tendency to shop online will become a 
habit. This raises questions about the future of bricks-and-mortar 
shops, especially for local retailers who will have to combine store 
and online sales alongside logistics management.

WHAT ROLE CAN POST PLAY IN SUPPORTING  
TRADITIONAL LOCAL SHOPS AGAINST THE GLOBAL 
E-COMMERCE AND LOGISTICS MARKET?

HS: We were already heavily involved in 2020, delivering orders 
placed with retailers and supplying the most vulnerable individuals, 
all on behalf of corona.letzshop.lu: the government’s online plat-
form for ordering essential goods. In the future, we could continue 
down this road by offering value-added logistics services to local 
SMEs. I’m convinced that the concept of the local shop will stay, 
but it will move online with the help of a service provider. A retailer 
will not necessarily need a physical outlet but will want somewhere 
for storage, as well as an order preparation and delivery service. 
POST has the resources needed to take on this kind of operation 
for retailers who could then concentrate on their core business 
and development. I would add that, as a company aiming to create 
long-term value, we must be pioneers of modern logistics with no 
carbon footprint. This starts with rethinking urban deliveries.

WHAT ABOUT ‘LAST MILE’ DELIVERY, WHICH IS OFTEN THE 
TRICKIEST TO MANAGE BOTH LOGISTICALLY AND FINAN-
CIALLY?

HS: Experience with the Paxsters that delivery workers so brilliantly 
use to distribute mail in urban areas had led us to consider adapting 
them for parcel delivery – again in towns and cities. We could also 
provide this type of service to other operators and thus help to un-
block and decarbonise urban centres in which numerous vans are 

POST Courrier & Logistique teams were on the front line 
in 2020 to uphold POST’s public service role in the midst 
of the pandemic. The transformation of the business line’s 
structure, and the commitment of our staff, proved essential 
in managing the exponential growth of logistics under the 
e-commerce effect. Let’s look back at an exceptional year 
with Hjoerdis Stahl, Director of POST Courrier.

‘OFFERING VALUE- 
ADDED LOGISTICS 

SERVICES’
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HJOERDIS STAHL,  
Director of POST Courrier

‘DELIVERY WORKERS HAVE ALWAYS 
HAD A PERSONAL RELATIONSHIP 
WITH THEIR CUSTOMERS,  
ESPECIALLY IN RURAL AREAS.’

29

still driven around. Sooner or later, the authorities will close town 
centres to vehicles with internal combustion engines.

AMAZON HAS BECOME AN ESSENTIAL CUSTOMER FOR 
POST. CAN WE DO WITHOUT ITS BUSINESS?

HS: Amazon is a heavyweight that has brought us a vital flow of 
goods to be handled, offsetting the chronic drop in mail volumes 
over recent years. We can’t do without Amazon at the moment, 
but we know that they are increasingly moving towards handling 
all of their logistics in various countries. After working together for 
several years, we have managed to organise ourselves in a way that 
allows us to meet their requirements while protecting our ability to 
serve other customers.

HOW DO YOU SEE THE COLLABORATION WITH AMAZON 
DEVELOPING?

HS: Based on what I’ve just said, POST has three key points in its 
favour: our network of delivery workers who know their custom-
ers, our network of post offices at which customers can pick up 
a parcel if they were out when it was delivered, and our network 
of 117 PackUp stations at which customers can choose to have 
their parcels dropped off. It would be hard for Amazon to develop 
such a high degree of coverage in Luxembourg. These qualities 
will ensure we remain a key partner for Amazon. It will be up to us 
to find other opportunities in value-added logistics, on which the 
margins are more attractive than for handling a large volume of 
online shopping parcels.

WILL THE PACKUP NETWORK GROW EVEN MORE IN THE 
FUTURE?

HS: We need to develop it in line with public behaviour and 
demand. Online shopping has spread across the country to the 
extent that we are having to consider installing stations in places 
that were not necessarily on our radar. We are receiving more and 
more requests for these from different local authorities, showing 
the interest there is in the convenient, modern solutions developed 
by POST.

WHAT NEW TASKS COULD DELIVERY WORKERS TAKE ON 
IN THE FUTURE?

HS: Delivery workers have always had a personal relationship with 
their customers, especially in rural areas. Homeworking will prob-
ably deepen this relationship, and improve it in towns and cities. 
Our delivery workers have always provided such services as selling 
stamps and conducting basic financial transactions, and we must 
not lose this asset. We also noted in 2020 that delivery workers 
were coping better with parcels. We’ll have to take this into account 
when planning mixed letter/parcel rounds over the coming years, 
while rethinking the role of our subsidiary, Michel Greco S.A.

continued on next page 
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HOW CAN CO2 EMISSIONS BE LIMITED FROM MAIL  
DISTRIBUTION?

HS: We have a huge fleet of vehicles, most of which still have 
internal combustion engines. We are currently running a project 
to introduce more electric vehicles, bearing in mind that the latest 
batteries are better equipped to deal with inclement weather and 
our range requirements than their predecessors. We hope to 
switch to a fully electric vehicle fleet over a period of several years.

LET’S GO BACK TO THE BEGINNING OF THE CRISIS IN 
MARCH 2020. AT WHAT POINT DID YOU REALISE EVERY-
THING WAS GOING TO BE DIFFERENT FOR A WHILE?

HS: A key moment from my point of view was the initiative taken  
by our Managing Director, Claude Strasser, at the beginning of 
March to set up a crisis response unit. Everyone on the Executive  
Committee understood that something was going to happen and 
that we would need to be ready.

HOW IMPORTANT WAS COMMUNICATION AT THESE  
CRUCIAL TIMES?

HS: Communication can be the difference between success and 
failure if it is not tailored to the message, target and moment. 
The morning after the government’s lockdown announcement 
(16 March 2020), we visited teams at our distribution centres with 
Claude Strasser and Angelo Piras to deliver the same message: we 
didn’t know what the following days would bring, but their role was 
of paramount importance for the country. We promised them that 
we would do everything possible to keep them safe. This frontline 
meeting was a key moment for internal cohesion.

WHAT INVESTMENTS HAVE BEEN MADE IN RECENT YEARS, 
AND WHICH PROVED VALUABLE DURING THE CRISIS?

HS: Apart from our organisation’s modernisation, I would go back 
to communications. We established a more direct mode of com-
munication, aimed more at our staff. Before the crisis, we used to 
organise local roadshows twice a year to explain company strategy, 
and above all have an informal chat. We had to change our habits 
because of COVID-19, but we kept the philosophy of communi-
cating directly. We’re all in the same boat. When I arrived in 2013, 
someone had told me: if you’re POST, you stay POST. This adage 
held true during the crisis.

‘As a company aiming to create  

long-term value, we must be pioneers 

of modern logistics with no carbon 

footprint,’ says Hjoerdis Stahl,  

Director of POST Courrier.
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WILL WE DO BUSINESS DIFFERENTLY AFTER THE CRISIS?

HS: The new generation will gradually take the lead in the post-crisis reality and provide appropriate 
responses to a world that has changed and requires new skills. Each generation must come to terms 
with handing over the baton when the course of history changes.

31

million Logistics  
parcels (from Asia) 
(13 million in 2019)

14

Key figures for POST Courrier in 2020

95,9% 99,9% 

PackUp stations
(103 in 2019)

117

million Logistics parcels 
(from Asia) (4 million in 2019)

6,1

million letters 
(126 million in 2019)

116

National D+1 parcel  
deliveries on time 
(96.2% in 2019)

National D+3 deliveries  
on time 
(99.4% in 2019)

99,1%

National D+2 deliveries  
on time
(98% in 2019)

Opening hours per week of 
POST offices and outlets 
(6,446 en 2019)

6,458

Contribution from POST 
Courrier and Michel Greco S.A. 
to Group revenue

191 (in millions 
of euro) 

ILR target: 85% of shipments ILR target: 99% of shipments POST target : 98% of shipments
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POST FINANCE

WHAT WAS THE BIGGEST CHALLENGE FOR POST FINANCE 
IN 2020?

Gabriel de La Bourdonnaye (GB): The launch of our new eBanking 
solution, eboo, in February was doubtless the most important  
project. It is the Group’s most used app. I should add that the app 
was developed internally, proving that POST has the talent and 
skills needed to complete this kind of project.

HOW WILL EBOO CHANGE IN THE FUTURE?

GB: The app has already allowed POST’s web banking service to 
play in the big league. Over the coming months, we should  
continue to streamline the customer experience and add new  
features that build on eboo’s sound technological base.

IS THE REGULATORY ENVIRONMENT CONDUCIVE TO A 
SIMPLE APPROACH TO THE CUSTOMER EXPERIENCE?

GB: The regulatory environment certainly doesn’t help the cus-
tomer experience given the – admittedly necessary – anti mon-
ey-laundering and Know Your Customer (KYC) rules that must be 
followed before any new customer can be accepted. Nevertheless, 
we decided to put our trust in the innovative mindset that has 
always enabled POST to develop new technological solutions that 
strike the perfect balance between meeting regulatory obligations 
and serving our customers. These solutions will allow us to create 
value for both POST and its customers.

DOES THE CREATION OF THE I-HUB START-UP WITHIN  
THE GROUP FOLLOW THIS REASONING?

GB: i-Hub fully reflects the entrepreneurial spirit of POST, which 
created a start-up specialising in storing and updating customers’ 
data and ID documents – in other words, the documentation  
required under KYC regulations. This service not only offers a  
benefit to the customer, who has a single point of entry for input-
ting and updating data, but also provides a solution to the whole 
of the marketplace. BGL BNP Paribas latched onto this trend when 
it signed up to the i-Hub service and invested in its shares. If the 
movement spreads to other financial professionals, we could even-
tually have a solution for the whole industry. Indeed, shared access 
to customer data gives a competitive edge at a time when regula-
tion requires these documents to be up to date. At a POST Finance 
level, in 2020, we transferred the data provided by our customers 
when opening their current account. Our customers can now use 
the i-Hub service and update their documents online.

POST Finance unveiled eboo in 2020. The new eBanking 
solution reached its target audience during the COVID-19 
crisis, when usage of digital tools increased significantly. 
The ambition for the coming years is to combine innovation 
with financial inclusion, explains Gabriel de La Bourdon-
naye, Director of POST Finance.

‘POST FINANCE HAS 
BEEN PROMOTING 

FINANCIAL INCLUSION 
SINCE 1911.’
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GABRIEL DE LA BOURDONNAYE,
Director of POST Finance

‘HOWEVER, WE ARE NOT LOOKING 
TO OFFER THE WHOLE RANGE OF 
GENERAL BANKING SERVICES.’

POST FINANCE PREPARED A REVIEW OF ITS STRATEGY IN 
2020. THIS WAS APPROVED AT THE BEGINNING OF 2021 
AND WILL RUN UNTIL 2025. WHAT IS THE GENERAL  
PHILOSOPHY BEHIND IT?

GB: Efforts focused on POST Finance’s profitability and sales policy 
when designing new packages. We will also have to find solutions 
for providing a better return on our customers’ deposits at a time 
of low or even negative interest rates. However, we are not looking 
to offer the whole range of general banking services. Our priorities 
remain payment solutions and financial inclusion, deferring to our 
partner, Raiffeisen1, for the most complex banking products.

HOW WILL FINANCIAL INCLUSION INFLUENCE POST  
FINANCE’S FUTURE ACTIONS?

GB: POST Finance has been promoting financial inclusion since the 
publication of the law of 3 April 1911 establishing a postal cheques 
and transfers (CCP) service. Thanks to POST Finance, vulnerable 
customers have always had access to affordable financial services 
that are not available in other financial institutions. This universal 
service and public utility mindset will continue, and will guide us 
in future developments. We want to stay close to our customers 
across a range of channels, including face-to-face support for the 
most vulnerable, and those who have trouble with online tools. 
Although we have scaled back counter service, we want to keep a 
presence in at least 15 to 20 point of sales.

THE CRISIS EXPERIENCED IN 2020 REVEALED POST’S 
STRENGTHS. WHAT ARE POST FINANCE’S STRENGTHS?

GB: The crisis first of all revealed the Group’s ability to count on its 
staff. Good organisation and committed staff enabled our compa-
ny to face the crisis with resilience and determination. This goes for 
POST Finance as well as the Legal department, which is also under 
my charge.

1 POST owns a 7.7% stake in the cooperative bank.
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‘We decided to put our trust in our 

innovative mindset when it comes 

to developing new technological 

solutions that strike the perfect 

 balance between meeting  

regulatory obligations and serving 

our customers,’ says Gabriel de  

La Bourdonnaye, Director of  

POST Finance.

Online transactions on the rise 
The consumption of online services was also observed at 
POST Finance in 2020. The corollary of this was a fall in 
counter operations, as the key figures below show:

29.1% 
Multiline usage (26.8% in 2019)

46.9% 
eboo usage (46.7% in 2019)

23.2% 
Percentage of customers who receive a printed 
daily statement (32.4% in 2019)

24 (in millions of euro)
Contribution from POST Finance 
to Group revenu 

17 million
Card transactions (17,298,326 in 2019)

616,808 
Paper transactions (711,668 in 2019)

12,114,960 
Electronic transactions (11,967,865 in 2019)

24.8% 
Percentage of customers now paperless (21.9% in 2019)

543,528
Counter transactions (831,766 in 2019)

96,232 
eBanking customers  (89,614 in 2019)
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JAN

FEB SEPT

01  
CLOSER COOPERATION
WITH I-HUB

POST Finance contacts its first  
customers to update their documents 
and data. These customers have 
received their login details and can 
access the web portal to update  
their KYC profile.

04
EBOO ADDS LUXTRUST 
MOBILE’S APP2APP
MODE

Once configured in 
eboo, the App2App 
mode allows an auto-
matic exchange be-
tween LuxTrust Mobile 
and the POST eBanking 
app. No more need for a 
physical Token.

JUL OCT

03
APPOINTMENT OF
GABRIEL DE LA  
BOURDONNAYE

Appointment of Gabriel 
de La Bourdonnaye 
as Director of POST 
Finance.

02
LAUNCH OF THE EBOO
EBANKING APP
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JAN

FEB

MAR

APR

MAY

JUN

01  
SALE OF
ELTRONA

A shareholder since 
1998, POST sells its 
34% stake in Eltrona to 
Telenet.

03

In March, ELGON AND 
AINOS STAFF MOVED into 
an energy-efficient building 
in Windhof.

02 
20 YEARS AND
RENOWNED EXPERTISE

2020 marked the 20th anniversary of 
Victor Buck Services. The specialist 
in collecting and managing data and 
information for its customers now em-
ploys more than 220 people and has a 
branch in Singapore. Its expertise has 
been recognised by the panel of CFI.co 
(Capital Finance International), which 
in 2020 awarded it the prize for best 
business process outsourcing service 
in Luxembourg.

05 
EN-VIRTUEL

InTech launched the virtual 
communications platform, 
en-virtuel, for partner 
schools and universities. 
This online alternative to 
student fairs brought to-
gether 6,000 students, 60 
schools and 7 universities, 
and led to 22,000 inter-
views for 4,300 jobs.

04 
MERGER

Merger of the telephone operator JOIN 
with POST Telecom S.A. 85% of JOIN  
customers switched over to a POST  
mobile package.

06 
I-HUB HAS
ONGOING APPEAL

Subscription to the KYC 
Partner service by BGL 
BNP Paribas.

INTEGRATED REPORT
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JUL

AUG

SEPT

OCT

NOV

DEC

07 
EDITUS.INSIGHT

Big names such as  
Luxembourg for Tourism, 
Auchan, the Ministry of 
Transport and CFL are now 
using Editus’s geo-mar-
keting research solution: 
Editus.insight.

08
EBRC AND GAIA-X

EBRC officially became a 
Day One Member of the 
GAIA-X initiative. A strategic 
European project, GAIA-X 
aims to restore governance 
and European sovereignty 
over data infrastructures.

11
POST MAJORITY
OWNER OF LUXTRUST

POST’s directly held 
participating interest in 
LuxTrust S.A. increases to 
50%. POST was already 
the indirect owner of 
3.5% of the shares in 
the company, which 
protects the digital iden-
tity and electronic data 
security of its certificate 
holders.

09 
CHANGE AT THE 
HEAD OF AINOS

Kenza Bouzouraa replaces 
Dominique Peiffer as CEO of 
the digital solutions company 
Ainos.

10 
BGL BNP PARIBAS
AT I-HUB

BGL BNP Paribas acquires 
a 20% stake in i-Hub, the 
POST Luxembourg Group 
start-up launched four 
years ago. i-Hub spe-
cialises in the strategic, 
ongoing management of  
Know Your Customer  
(KYC) files.
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WHAT WERE THE MAIN TRENDS TO AFFECT THE POST 
GROUP IN 2020?

Pierre Zimmer (PZ): 2020 saw a sharp increase in the use of 
digital, electronic and remote resources. These trends were 
already taking root in companies before the crisis, but the pan-
demic accelerated the spread of these practices and technolo-
gies in the private realm. They are now part of our daily life.

HOW HAS THE GROUP RESPONDED TO THESE CHANGES?

PZ: POST stands at the intersection of the real world and 
digital world. For example, we provide digital marketing 
through Editus and handle the distribution of online orders 
through our mail and logistics business. We have had to 
build or reinforce these bridges between the two worlds. 
I’m thinking in particular about the introduction of vid-
eoconferencing systems at companies, linked in to their 
existing IT system. In homes where the internet is slow or 
the WiFi unreliable, we stepped in to provide appropriate 
homeworking and home-schooling solutions.

DID POST HAVE THE TECHNOLOGY BASE REQUIRED TO 
TACKLE THE CRISIS AND AN IMMEDIATE SHIFT IN HABITS?

PZ: In recent years, we have completely rebuilt POST’s tech-
nology base to make it more agile, so that it can be adapted 

more easily to external conditions. As a result of this trans-
formation and investment, we were able to answer the call 
last year.

COMPANIES OFTEN REFER TO THE CONCEPT OF AGILITY 
WHEN LOOKING BACK AT 2020 AND TAKING STOCK OF AN 
EXCEPTIONAL YEAR. HOW CAN THE POST GROUP REMAIN 
AGILE OVER TIME?

PZ: The mistake lies in even asking ourselves the question. In 
today’s world, and in our line of business, being agile is always 
a necessity. We have to nurture agility, which goes hand-in-
hand with a degree of autonomy for our teams. Staff closely 
identify with their projects and can motivate themselves when 
they have this autonomy within an agile working environment.

The acceleration of digital behaviour brought about by 
the COVID-19 crisis has strengthened POST’s position and 
role in the Luxembourg ecosystem. The experience of 2020 
should be used as a basis for building new bridges between 
the real world and its digital counterpart, says Pierre Zimmer, 
Deputy Managing Director and Chief Strategy Officer.

‘POST STANDS AT THE  
INTERSECTION OF  

THE REAL WORLD AND  
DIGITAL WORLD’

INTEGRATED REPORT
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HOW CAN THE POST GROUP'S DNA BE DEFINED AT  
THE MOMENT?

PZ: POST is and will be increasingly present in the digital 
world, while fulfilling its role as a builder of bridges with the 
real world. This can be seen in our Telecom & ICT business line 
as well as in our Courrier & Logistique business line. For exam-
ple, we will be launching ‘hybrid’ recorded delivery, which can 
be created online and delivered either physically or digitally. As 
for the Finance business line, we could carve out a niche for 
ourselves in an increasingly virtual world in relation to crypto-
currencies, for example. Certain people would like to use them 
to buy a physical asset such as a car or a house. POST could 
adopt a position bridging the gap between this stated need 
and the role of fintech players. This is already the case with 
i-Hub, LuxTrust and Victor Buck Services in the fund world.

IN PRACTICE, THE ‘ADVISORY’ COMPONENT IS ALSO 
ACCOUNTING FOR A GROWING SHARE OF THE GROUP’S 
SERVICES...

PZ: We often ask ourselves this question. We have already add-
ed an extra layer to the activities of POST Telecom, which ar-
ranges several tailored workshops for its major customers each 
year. These are a chance to discuss changes in the techniques 
applied to their business. These workshops can bring in new 
work. Some are run with partner consultancy firms when the 

projects include a significant business transformation angle. 
These consultancy firms may in turn draw on our stand-out 
services to offer solutions to their own customers.

HOW FAR CAN GROUP INTEGRATION, BETWEEN PARENT 
COMPANY AND SUBSIDIARIES, GO?

PZ: POST is a highly diverse Group. We have to let each busi-
ness line or group of experts flourish in its specific context, 
and therefore accept a degree of autonomy. Working patterns 
and habits differ between logistics and IT development, for 
example. This set-up also means we can take risks, try new 
things, and foster an entrepreneurial spirit. Nevertheless, great 
attention is paid to complementarity within the Group to en-
courage synergies.

PIERRE ZIMMER, 
Deputy Managing Director and Chief Strategy Officer

‘THE MARKET SHOWS
US WHERE WE MUST BE.’

continued on next page 
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IN CONCRETE TERMS, HOW CAN POST OFFER NEW 
SERVICES ON THE BASIS OF THIS COMPLEMENTARITY?

PZ: We have to start with the customer’s needs, without falling 
into the trap of thinking up services or solutions using only 
existing technology. The customer and market show us where 
we must be.

AS IN THE FIELD OF CYBERSECURITY...

PZ: As the boundary between the worlds of telecom and IT be-
come blurred, our customers are expressing a need for security 
solutions that encompass both connectivity and data. As com-
panies open up to the outside world, they look for a compre-
hensive approach to cybersecurity and cybersecurity solutions. 
We are called-upon in this niche. The POST Group must not fall 
into the trap of casting its net too widely, but offer targeted end-
to-end solutions, cybersecurity included.

WHAT FACTORS COULD MOVE THE COUNTRY ON TO THE 
NEXT STAGES OF ITS (ONGOING) TRANSFORMATION INTO 
‘DIGITAL LËTZEBUERG’?

PZ: With a touch of humour, I would answer: ‘urgent need’. 
Potential resistance to change, which some used to cite as 
a curb on innovation, has weakened or even disappeared 
completely during the crisis. We have to take advantage of this 
momentum to keep transforming processes or tools wherever 
necessary. And we feel that, in this respect, the crisis is having 

INTEGRATED REPORT
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positive effects as we are seeing stakeholders come together 
around the – virtual – table to consider and push forward 
technology solutions at a national level.

WHAT LASTING IMPACT WILL THIS CRISIS HAVE ON OUR 
DAILY LIVES?

PZ: If we set aside the negative aspects such as its impact on 
interpersonal relationships and the economy, I am convinced 
that some changes will be permanent, such as the desire to 
work flexibly and from home, the option to choose home  
delivery, and buying locally whenever possible.

DOES BEING DESIGNATED A ‘KEY SERVICES BUSINESS’ BY 
THE GOVERNMENT AFFECT HOW POST AND ITS STAFF  
APPROACH THEIR WORK?

PZ: All POST staff have a sense of professional responsibility. 
Everyone is aware of POST’s importance in and to the  
Luxembourg ecosystem. This mindset is clear when we have to 
respond to events outside the company: everyone steps up to 
the plate. I remember our team’s response to the Müllerthal flood-
ing in 2018, and when a storm hit the south of the country in 
2019. From technicians out in the field to staff living nearby, 
everyone did what they could. This constitutes a real strength, 
allowing us to look ahead to the next stages of the Group’s  
development with peace of mind. Being designated a key  
service provider possibly makes this mindset, which was  
present well before the crisis, even more tangible.



‘POST does not sell or use 

its customers’ data directly, 

but provides solutions and 

expertise so that customers 

can benefit from this data,’ 

says Pierre Zimmer, Deputy 

Managing Director and 

Chief Strategy Officer.
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By incorporating corporate social responsibility (CSR) into 
its core strategy, POST is seeking to create long-term value 
for wider society. ‘People and the planet now have a seat in 
the boardroom,’ says Isabelle Faber, Head of Communica-
tions, PR & CSR, and designer of the POST Luxembourg CSR 
strategy approved by POST’s Board of Directors in December 
2020. ‘This is because financial performance and social and 
environmental performance are two sides of the same coin.’

Growth can be considered sustainable when its benefits are 
not limited to a small part of the population. Sustainable 
growth is not measured in euro alone, but also in terms of 
its impact and its response to human needs. ‘Doing business 
without paying much attention to the resources that we use, 
to the social impact that we have, or to the emissions that we 
produce, has become unimaginable,’ Isabelle continues.

CSR is fully embedded in corporate strategy, as its challenges 
are above all about supporting innovation, managing risk 
and maintaining confidence to guarantee POST’s long-term 
viability.

‘We will have to carefully consider our social and environ-
mental impacts at every level, so as to gradually shift the 
focus of our business models away from profitability goals 
and towards addressing the social and environmental  
issues facing our society,’ adds Isabelle.

One of the priorities of POST’s CSR strategy will be to build 
CSR into the decision-making framework of the company 
and each of its business lines. Directors and managers will 
have to take responsibility for introducing measures to  
ensure that creating sustainable value becomes a top priority, 
and that the change of mindset is permanent.

The companies of tomorrow will be those in which growth 
is defined not just by financial indicators. What role could 
POST’s Board of Directors play in this paradigm shift? To 
find out, three directors – Sandra Denis, Marie-Josée Ries 
and Günter Mirkes – agreed to an informal interview with 
Isabelle Faber, Head of Communications, PR & CSR at POST 
Luxembourg.

ISABELLE FABER,
Head of Communications, PR & CSR

‘PEOPLE AND THE  
PLANET NOW HAVE A SEAT  

IN THE BOARDROOM.’

‘BUSINESSES CAN  
NO LONGER GLOSS  
OVER SUSTAINABLE  

DEVELOPMENT ISSUES’
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Isabelle Faber: DO YOU THINK THAT THE BOARDS OF  
DIRECTORS OF LUXEMBOURG COMPANIES PLACE  
SUSTAINABLE DEVELOPMENT AND CLIMATE ISSUES  
SUFFICIENTLY HIGH ON THEIR AGENDAS?

Marie-Josée Ries (MJR): Whether they like it or not, busi-
nesses can no longer gloss over sustainable development 
issues. Some need their arms twisting by regulations; others 
act out of conviction. Few businesses and institutions can 
turn a deaf ear when their customers and society at large 
expect strong gestures and concrete action. Ignoring them 
could mean putting their business’s future at risk.

Sandra Denis (SD): There is growing awareness in the busi-
ness world. Proof of this can be found in the success of train-
ing offered to directors, especially by the ILA. In this specific 
example, financial institutions are well represented, as is the 
industry. However, I’m convinced that while the interest in CSR 
may be real, putting it into practice is a different matter. And 
I don’t think that it is high on Boards’ lists of priorities just yet, 
even if there are hardly any companies that don’t vaunt their 
CSR work.

Günter Mirkes (GM): It’s true that training attendance figures 
show a certain level of interest. However, given the financial 
difficulties that many companies are experiencing as a result 
of the crisis, it’s understandable that directors’ priorities may 
have lain elsewhere for the past year or so. Some people still 
see CSR as ‘nice to have’ and let financial interests take prec-

edence over protecting nature and the environment. Let’s 
hope that this interlude ends very soon.

IF : HOW MUCH RESPONSIBILITY DO COMPANIES HAVE 
FOR MEETING THE MAJOR CHALLENGES OF SUSTAINABLE 
DEVELOPMENT?

GM: Big businesses – especially long-standing compa-
nies that serve the local population – must set an exam-
ple because they’re not under the same pressure to meet 
shareholders’ financial demands as a private or listed firm. 
That makes it incumbent upon us to consider the long term, 
rather than an immediate return on investment.

SD: Companies must be part of the solution, but they cannot 
do it alone. It’s up to each of us, individually and as a society, 
as well as our elected politicians. That said, companies can 
and must set an example to create a virtuous circle, bringing 
their staff and other stakeholders on board.

Left to right: Isabelle Faber (Director of  
Communication, PR & CSR at POST  
Luxembourg), Günter Mirkes, Sandra Denis 
and Marie-Josée Ries (members of the Board 
of Directors of POST Luxembourg)

continued on next page 
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MJR: Each individual can do his or her bit by eating organic 
products or by taking public transport, for example. However, 
seismic change can only come from large companies. How can 
you expect people to use less water if industry is wasting it?

IF: DO YOU THINK THAT POST IS WELL EQUIPPED TO  
CREATE SUSTAINABLE VALUE?

MJR: I think that POST Luxembourg is on the right track, consoli-
dating an approach that began 12 years ago. However, there are two 
points to keep a close eye on: the importance of transparent gov-
ernance and the adoption of a systematic approach to promote CSR 
across all areas. If pragmatic, appropriate priorities are to be set, then 
I also take the view that outside observers and stakeholders must be 
brought in to offer constructive criticism, which every management 
team needs, especially when it comes to matters of public interest.

SD: The mere fact that POST has a unit working exclusively on 
the pursuit of CSR at the company shows that we are past the 
wishful thinking stage. By equipping itself to act, and as a public 
enterprise, POST must set an example while exerting a degree of 
pressure on its stakeholders to match its determination to run an 
environmentally and socially responsible business. All the more 
so, this rings true with regards to its employee relationships.

GM: POST Luxembourg is perfectly equipped at every level, 
across all of its business lines and beyond. Examples of this 
include delivery workers getting around in electric Paxsters, 
and POST Finance guaranteeing financial inclusion for all 
despite low profitability. And now there is a clear, detailed 
strategy approved by all of the decision-making bodies in 
place. Yes, we can say that POST is on the right track.

IF: WHAT ROLE DO YOU THINK THAT YOU SHOULD/
COULD PLAY IN THE ONGOING TRANSFORMATION?

SD: As directors, it is up to us to set out our requirements as 
regards the content of the materials presented to us. From 
now on, we will have access to non-financial key performance 
indicators, or KPIs, which we will factor into our final decisions 
without prejudice, even if it means shaking up our habits. In so 
doing, I think that directors are supporting the ongoing para-
digm shift in the most tangible way possible. It’s also a strong 
signal, and an encouragement, for those at POST who are 
committed to a more sustainable future.

The three directors have taken the 

ILA’s ‘21st Century Board Leadership 

Model’ course, which makes climate, 

health, technology and governance 

issues central to economic emergency 

planning.
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MJR : Members of the Board of Directors have a real role to play in the decision-making 
process, in stark contrast to the ‘nice to have’ approach. It’s up to us to scrutinise non- 
financial KPIs with the same thoroughness and responsibility as with financial indicators. 
This brings me back to the question of the resources at POST’s disposal for effectively  
measuring expected returns and outcomes, in order to draw relevant conclusions.
 
GM : I’m with Marie-Josée and Sandra, in that I think that as directors we now have to look  
at every project – without exception – from a new angle, apply a CSR filter, and ask ourselves 
whether a given decision fits in with our desire to target sustainability.

IF: DO YOU HAVE ANY CLOSING REMARKS ON MATTERS CLOSE TO YOUR HEART?

GM: A little earlier I outlined the areas in which POST Luxembourg excels, and for which I 
congratulate it. The list is already long but not exhaustive. Who knows? Maybe in the near  
future we’ll see the company add even more strings to its bow in the form of new technolo-
gies such as artificial intelligence or blockchain.

MJR: I think it’s essential to trust the science and to find ourselves, then follow, a common 
denominator. We can no longer ignore the evidence of scientific research and observation 
on climate change. There’s no alternative. We must adopt a perspective that allows us to face 
facts and ensure that consideration of non-financial KPIs becomes instinctive for everyone, 
without exception.

SD: The COVID-19 pandemic has shown a great many people and companies that the lifestyle 
to which we are accustomed is fragile. Climate change is a fact, and in my mind presents a risk 
that is at least equal to, if not greater than, that of the current health crisis. This is why we need 
to act quickly, and I regret that, globally, we have not been able to learn longer-term lessons 
from this crisis to refocus our priorities a bit more. What was once considered idealism regard-
ing CSR has since become realism. With the resources already in place and the determination of 
staff and managers alike, I tend to believe that POST Luxembourg has understood this.

INTEGRATED REPORT
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POST’s CSR work is part of a constant drive for improvement, 
tailored to the new challenges facing society and the  
expectations of the company’s stakeholders. Action on  
CSR was taken in several areas in 2020.

1 RESPECT: stands for Returns – Employability – Safety – Products (safe, useful, accessible and environmentally friendly) – Ethics – Comprehension (shared) – Terrain

Approved by the Board of Directors in December 2020, POST’s 
CSR strategy aims to factor sustainable development into operations 
in POST’s various business lines, and make it an integral part of our 
daily lives. The goal for 2030 is to complete the CSR transition  
towards creating long-term value that can be shared with our 
stakeholders, and to be in a position to measure it. The strategy  
includes an annual roadmap which, for 2021, has 50 specific 
targets arising from the RESPECT1 (Returns, Employability, Safety, 
Product, Ethics, Comprehension, Terrain) approach.

An evaluation of social and environmental performance allows 
POST to meet increasingly specific reporting requirements and to 
measure its progress. Given that there are multiple non-financial 
reporting standards, POST has decided to gradually align its own 
reporting with the universal, material ESG metrics established by 
the World Economic Forum, while incorporating aspects of our in-
ternal RESPECT approach, industry metrics specific to each of our 
business lines2, and the expectations of our stakeholders.

In terms of reporting, POST has successfully completed the INDR 
ESR relabelling process for the third time, based on ISO 26000 
(establishing guidelines on corporate social responsibility).

1.
CSR STRATEGY

2.
UNIVERSAL 
REPORTING

CREATING SHARED 
LONG-TERM VALUE
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POST operates in a diverse ecosystem and interacts with stakehold-
ers on a regular basis. The stakeholder map was updated in 2020 
following discussions with the Sustainable Development Committee 
and several company directors. The stakeholders considered most 
important, as they have a direct influence on the company’s perfor-
mance and value creation, are employees, customers, suppliers 
and shareholders. The media is also seen as having a major impact 
on POST’s work through its role as a news source and influencer.

CSR governance has been enhanced through a more detailed 
definition of the CSR management process, and of the role of 
each actor involved in promoting CSR internally. The composition 
of the Sustainable Development Committee has also changed, 
with six new business line and support service representatives 
appointed in November 2020.

The committee will represent the diversity of POST’s business 
lines and services, and ideally CSR will be expanded throughout 
the organisation, with staff being made aware of sustainable 
development issues. The committee now has 14 members, each 
representing a business line (Finance, Courrier or Telecom) or one 
of the following intragroup services: procurement, buildings & 
facility management, garage, IT, HR and security. Each member 
has chosen a colleague to partner with on CSR matters, who will 
stand in for them at monthly meetings if necessary. Our work, 
and the many multidimensional discussions that take place within 
the committee, have served as a basis for both the content of the 
CSR strategy and the roadmap.

Governance is overseen by the Communications, PR & CSR 
department, with the support of the Finance department for 
non-financial reporting.

2 Europe 2030: a shared ambition for digital leadership (ETNO White paper), Vers un service postal européen durable, 2019-2024 (PostEurop White paper), GRI / SASB standards

3.
STRONGER  

GOVERNANCE

4.
MAPPING OF 

STAKEHOLDERS
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‘ISSUING AN INTEGRATED RE
PORT FOR THE FOURTH CON-
SECUTIVE YEAR ILLUSTRATES 
OUR DESIRE TO COLLECT  
AND COMPARE FINANCIAL  
INDICATORS WITH NON-
FINANCIAL INDICATORS.’
LUCA TAGLIABUE, 
Chief Financial Officer of POST Luxembourg
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INCLUSIVE PERFORMANCE 

Profitability may represent one of the three 
pillars of its business strategy, alongside  
Customer experience and Commited employees, 
but maximising profit is not an end in itself for 
POST. Operating in a competitive, deregulated 
environment, POST must at the same time 
meet its public utility and universal service 
obligations. Together, these factors interpret 
the company’s performance not only through 
financial indicators but increasingly through 
non-financial considerations. As the publication 
of this Integrated Report illustrates.
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KEY FINANCIAL 
FIGURES

158

172

183

153

156

Tangible and intangible investment (€M)

2016

2017

2018

2019

2020

182

171

127

118

138

Group revenue (€M)

2016

2017

2018

2019

2020

728

770

827

864

862

2016

2017

2018

2019

2020

EBITA and net profit for the year (€M)

23

38

33

38

36
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