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The goals of our compliance policy are to protect Crédit Agricole Group  
with respect to regulations, to place ethics and loyalty at the heart  
of the relationship with our customers, to provide them with services  
and organisations with the best standards. These issues are presented  
in the “Smart Compliance” programme.

WE ARE ADOPTING 
“SMART COMPLIANCE”

Our Compliance business lines have been 
meeting the need for increased protection for 
15 years: combating money laundering and 
terrorist financing, complying with interna-
tional sanctions, protecting customers and 
their personal data, preventing fraud and cor-
ruption, promoting ethical values within the 
Group. 

The main challenge is to accompany the 
Group’s business lines on a daily basis for the 
Compliance culture to be “natively” integrated 
into behaviours and processes, so that it can 
create value.

The Compliance business line is 
cross-functional to all entities 

 
95% of employees 
trained in Compliance  
requirements 

 
Creation of the Compliance 
Valley Community, composed of 
Group employees, to stimulate 
innovation

SMART COMPLIANCE

ROADMAP FOR THE NEXT THREE YEARS 
IN CONNECTION WITH THE MTP OF CRÉDIT AGRICOLE GROUP

REGULATIONS

Protect 
the Group 

and anticipate 
future regulations

Priority 
on OFAC*

* Compliance with US 
obligations.

IMAGE

Accompanying 
the Group, 

subsidiaries 
and Regional 

Banks in 
risk reduction 

and brand  
protection 

QUALITY/
PERFORMANCE

Increasing 
efficiency in 

business networks 
as well as  

in back and  
middle offices

LOYALTY

Making 
Compliance a 
differentiator 

and a know-your-
customer 

factor

4 
PILLARS 

INNOVATION, 
TECHNOLOGY 

AND DATA

Through regular dialogue and at all levels with stakeholders,  
Crédit Agricole listens to their expectations  
to provide value-creating responses.

OUR EXCHANGES 
WITH STAKEHOLDERS 

 PUBLIC AUTHORITIES  
 & REGULATORS 

Government, international 
and national bodies, regions

•  Relations with supervisory and regulatory 
banking and financial authorities

•  Participation in the industry consultations

 CIVIL SOCIETY  
 & THE GENERAL PUBLIC 

NGOs, media, etc.

•  Regular dialogue with NGOs,  
notably on climate strategy

•  Completion of a bi-annual CSR barometer
•  Participation in trade shows
•  Press and Media Relations

 PARTNERS  

Suppliers, 
partner companies

•  Signing of commercial, technical 
and distribution partnerships

• Creation of joint ventures 
•  Responsible purchasing policy 
•  Co-construction with our suppliers
•  Local purchasing

 EMPLOYEES 

Employee  
representative bodies

•  Measuring employee engagement (ERI – 
Engagement and Recommendation Index)

•  Social dialogue at local, national and 
international levels (Consultation 
Committee, Group Committee, European 
Works Council)

 SHAREHOLDERS 
 & INVESTORS 

Investors, analysts, individual 
shareholders, rating agencies, etc.

•  Investor and analyst meetings 
(roadshows and conferences, 
Governance and ESG roadshows) 

•  Exchanges with rating agencies
•  Dialogue with individual shareholders 

(Shareholder Club, Liaison Committee, 
shareholder meetings, monthly 
newsletters)

•  Annual General Meeting

 CUSTOMERS 

Farmers, individuals, 
SMEs and small businesses, 
entrepreneurs, corporates,  

associations, local authorities, etc.

•  Strengthening processes to listen 
to customers, monitoring customer 
satisfaction through the Net Promoter 
Score (NPS)

•  Consideration of expectations 
(barometers, marketing studies,  
co-construction workshops)

•  Development of an innovation ecosystem 
(Villages by CA, Data Lab, La Fabrique 
by CA, partnership with CEA and 
Breega Capital, innovation management 
companies)

Group Profile

ORGANISATION, 
GOVERNANCE AND 
COMMUNICATION

PEOPLE AND 
TRAINING




