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Information technologies
The world of communication is being reinvented
both in its trading ond non-troding ospects

Marketing and data
Anolyse ond understond in order
to creote mechanisms for progress

Innovation and freedom
Innovote in oreos where we con bring
greoter freedom to individuals

Personal development
Optimise business models so os to improve
our relotions with each individuol

Emancipation credit
Position ourselves on the credit morket
os o promoter of responsibility ond emoncipation
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Moving towords

In recent yeors, LoSer hos strengthened

its cohesion ond the originality of its positioning
by cultivating two distinctive competences,

the first being onticipation of and excellence

in information technologies and the second
being the development of new morketing
techniques bosed on processing very lorge
omounts of doto.

This opproach hos led to two strong beliefs.
The first is thot everything obout relotions
between people ond businesses con be
the object of mojor innovations os long os
we resist the temptation to store, trock ond
identify everything. Progress meons putting

credit

humon freedom ot the heart of innovotion.
The second belief is thot the most highly
sought-ofter value in our individualist moss
societies is personal development. LoSer
hos long been emphosising this volue os
on in-company principle for its participative

manogement ond for its human resource policy.

But LoSer now also wonts to position itself
os o promoter of personal development
for its customers ond those of its portners.

With these principles in mind, in 2007

we committed ourselves to profoundly rethinking
one of our main octivities, i.e. consumer credit.
We were encouroged by the enthusiostic
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response shown by our stoff and poartners
towords the technologicol, movrketing, creative
ond human identity of our positioning. This wos
summed up by the new company logo
presented in June followed by the occelerotion
of our commerciol success.

But it wos the outbreok of the subprime crisis

in the United Stotes thot convinced us of

the urgency of the current situation. Nothing

in the world of credit will ever be the some
ogoain. A loon should be a lever to help releose
people from constraints rother than imprisoning
them. This demonds o new opprooch to
consumer credit bosed on three concepts:

* better accessibility to the legol ond orgonised
credit morket. In Fronce olmost 40% of the
population doesnt hove occess to it, which
encouroges underground lending systems

ond methods from onother oge. Consumer
microcredit is o response to be developed

for the poorest sections of the population but
we need to find morket solutions for other
cotegories of borrowers;

¢ offering os mony people os possible o
reol choice between different types of loons
to suit their needs. Todoy people storting out
in life ore often forced to toke out revolving
loons which con be 10 points more expensive
thot the amortisoble personal loon thot they
need but do not hove access to becouse

of rote competition thot makes it impossible
to cover their presumed risk. In Fronce,

this is the situation for 25% of borrowers.

This olso needs to chonge;
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* the lender’s legal responsibility to prevent
borrowers from getting into situations of
excessive debt by reinforcing the objective
information availoble about borrowers. The aim
is not to deny the borrowers’ own responsibility
in terms of their finonces ond consumption but
to develop informed and responsible behaviour
within the profession.

Foced with the Americon credit crisis, we @
believe in the volue of certoin ospects of

the Europeon model. But to turn it into o vioble
response we need to progress in this direction
of emancipation credit. Hence, in 2008,

we decided to creote o Foundation bringing
together respected personalities to develop
ond experiment with this ideo: the LoSer
Solidoxity Initiotives Foundation. At the some
time we hove decided to lounch o new
orgonisational structure from July 2008

to creote even stronger links between our
Europeon credit ond marketing services.

Despite the weokened ond tense morket
climote, this yeor LoSer intends to further
occelerate growth notobly by extending

our octivity to new countries. Our development
is now guided by the five levers presented

in this report: informoation technologies, marketing
ond dato, innovation ond freedom, personol
development and emancipotion credit.
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for odoptability

Few people predicted the events of July 2007
ond their subsequent impacts on the globoal
economy.

Even if this event hos not really offected us
directly ond our activity in 2007 hos shown our
resistonce given our positive growth ond results,
the situation hos nonetheless encouroged us to
occelerote our octions which form the essentiol
building blocks of our development: innovation,
strengthening our specific ond differentioting
positioning ond competitiveness. To enoble us to
continue to move forward in these three oreos
we are odopting o new and more Europeon

orgonisational structure within our Group in
response to the following three imperatives:

* to innovate more often ond more effectively
thonks to an orgonisational structure thot
increoses ond improves diologue between @
our different deportments (Morketing, Soles,
Products) to shore ideos and opprooches

in these domains more effectively;

* to moke our partnership offer stronger

ond more consistent by grouping oll the
elements of this offer under the some orea ond
put this ot o Europeon level. Our offer ronges
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from poyment ond credit cards to remote
customer monogement, os well os the marketing
doto and loyoalty offer which speorheods our
movrketing service positioning;

* to improve our competitiveness: in 2007

we possed the 50O% operating coefficient

in terms of our credit offer and our objective

is now to achieve o rote below 45% while
moking the most of the synergies linked

to o deportmental structure with o European
dimension ond to keep our Business Units

ot o human scole while ollowing them their own
outonomy in terms of results ond development.
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Our oim, os we have been doing for the post
40 yeors, is to ossociote development ond
profitobility. The economic context ohead
requires thot we adopt, ond we have decided
to do so to maintain the necessary bolonce
so thot our product offer continues to align
itself with the customer needs and with the
expectations of our partners, who generally

entrust us with the key elements of their octivity.
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— has changed
dramatically in
business and non
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business circles.
b ' ' How is society chonging?
Whot types of relotions ore
being forged between bronds ond
their customers? The emergence of
o new modernity, chorocterised by
TECHMOLOGIES o .. 1. the odvonced use of new technologies,
mokes up the core of strotegic development
ot LoaSer, which hos token its rightful ploce
os the Europeon leader in intermediotion ond
customer relation services. LoSer constontly strives
to leod its portners towards on innovative and global
opprooch to customer relotions. To ochieve this, LoSer is
developing ever more innovative mavrketing ond technological
solutions bosed on customer sotisfoction. Moking payments
ond sending bonk details by mobile phone, loon repayment ond
loon opplications by SMS, co-bronded cords, gift cords, loyalty cords,
point of sole management, and point of sole promotions are all solutions
thot use the potentiol offered by the new technologies to sotisfy people’s
needs ond to creote whole new morketing and business service possibilities.
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Today'’s

age
requires a new approoch

omer re 10NS.

In this digitol oge, no business can ignore the issue of new technologies.
The time hos come to rethink the bosics of morketing. LoSer hos devised
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o groundbreoking opprooch to customer relations colled Customer Continuity

Connection where, os the nome implies, the connection with the customer
is continuous. The proliferation of electronic medio, obove all Internet
ond mobile phones, ond the development of new woys of using them
hove led to o rodicol change in relotions between people ond occess
to information. These doys communication is interoctive and olmost
instantoneous, which opens up exciting new perspectives in morketing
strategy. The Customer Continuity Connection concept is bosed on two
premises: firstly the technological innovations thot ollow us to establish

o continuous connection with the customer, in time and spoce, ond
secondly the shift in the bolonce of power when communicating with

customers since they con now choose to ogree or refuse to communicote.

These developments force businesses to creote on intelligent relationship
by really getting to know their customers ond using dota to send them

personalised ond torgeted messoges to optimise the customer experience.
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New technologies are

revolutionising communication in
business and non business circles.
The Internet ond obove oll mobile phones,

with o penetrotion rote of over 10O0% in some
countries, hove become on essentiol port

of our everydoy lives ot home, in the workploce
ond on the move. By helping to simplify access
to ond sharing of informotion, they hove
definitively chonged relations between people
ond between businesses. Their interoctivity

ond immediocy moke them the ultimote meons
of communicotion, which should quickly be
integroted into odvertising and morketing
strotegies, ond especially in the retail sector,
given the excellent perspectives thot they offer
in terms of movrketing, developing new services
ond personalising customer relotions. Mobile
phones have become the ultimote morketing
tool ond the key to communicating with
customers. They con double os o bank,
poyment or loyolty cord, o money-off voucher,
on entry bodge for o cor pork or building, a
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3.2 billion
mobile phones in
use around the world

In France, the mobile phone
ownership rate is 87.6% and

THFORMATION TECHHOLOGIES TNFORMATION TECHMOLOGIES Tnroery, thIS figure peaks at 122%

in the Greater Paris region, i.e.
more than one mobile phone
per person.

tronsport ticket or even o ticket booking office.
The mobile, this little nomodic object thot

we con no longer do without, hos become

the ideol medium, the symbol of o new culturol
phenomenon of being oble to stoy connected,
informed and in contact wherever we ore

ond whenever we wont. It hos become the
centre of o huge network of everydoy services.
It hos put the power in the polm of our hands.
Contoctless technology, especiolly NFC

(Neor Field Communication) technology, which
wos up until now used mainly for poyment
ond tronsport cords, is now being extended

to mobile phones.

LoSer, whose copacity for innovation hos been
its strength from the very beginning, wos the
pioneer in this domain back in 2008 with the
first French experiment successfully led in Coen
with Fronce Telecom, Philips, Samsung ond VINC
Pork. In 2007, Oronge, in portnership with
LoSer, Veolio Tronsport and the Urban
Community of Bordeaux, onnounced the lounch
of the first contactless multiservice mobile offer
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MATCHINGTHE

PROMISES of new
technologies with

WHAT PEOPLE WANT.

in Europe. All the partners involved in this project
worked together on o common platform, o type
of hub, to provide o service packoge. Cofinogo-
Oronge customers con use the public transport
network thonks to their NFC mobile phone,

os well os stoying informed ond poying for

their purchoses in the Goleries Lofoyette chain,
Cosino stores ond oround fifty other shops

in the town. To poy all they hove to do is

hold their phone up to a sconner next to

the till ond enter their pin number.

A first in Europe courtesy of LaSer:

the online credit opplication
Demoateriolisotion is o technological innovation
thot is very much port of LoSer’s strotegic
direction. In proctical terms it meons developing
multichonnel distribution methods better suited
to customers’ needs. The aim is to improve
the operotional efficiency of tronsactions by
optimising costs and lead times. So, in 2007,
LoSer designed ond lounched o completely
demoteriolised, 100% online credit opplicotion
service, occessible for customers and visitors to
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the Group's websites. Banque Cosino is the first
of LaSer Cofinoga’s portners to benefit from this
service, with the offer called EasyKontra for
opplications for Cdiscount poyment cards. No
more Visits to your bronch, no more sending
documents through the post (ID, ond proof of
oddress to obtain the controctuol documents
thot then needed to be completed ond
returned), ond no need to initiol each poge

of the controct since this is o “zero poper”
transoction. The Cdiscount poyment cord is now
just o click owoy vio the Internet. All exchange
is digital: the future customer uses their computer
to scan and send the documents needed to
obtain their personol poyment or credit cord.
The customer receives notificotion of occeptonce
via the Internet, in the form of an electronic
certificote volid for two yeors, provided

thot their opplicotion hos been occepted ofter
anolysis. All thot remains is for the customer

to sign the various controcts electronically.

This controctuol method offers mony
odvontoges for future users: it saves time

by providing on olmost immediote onswer,
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is eosy to access, simplifies the tronsaction,
ond offers coherence between the opplication
for the service ond the environment in which

it is mode. The entire exchange tokes ploce

in o completely secure context, from both

o technicol ond legal stondpoint. As port of
the some demoteriolisotion opprooch, LoSer hos
developed the e-statement for LaSer Cofinoga
ond Médiatis to reploce the troditional poper
stotement. This innovation is o response to

o preference expressed by e- customers.

It is o quicker, more flexible ond cost effective
woy of monaging o customer’s account.

An e-moail is sent out to the Internet customers
eoch month so that they con consult their
monthly stotement on their computer.

Supporting retailers

in their e-commerce strategy
Although their numbers hove shot up,
parodoxically retail websites tend to offer
very limited poyment focilities. Yet the sums
involved ore constontly rising os people’s
confidence in the process grows and they

5 IMFORMATION IMFORMATION

The advantages and potential of contactless
technology is not only limited to mobile
phones. Customer cards are also exceptional
business tools and have a brilliant future
aohead of them. Cards are at the centre
of LaSer’s strategy and more than ever
they are a real concentration of
technology and new functions, ready
to extend their range of uses and
associated services.

buy more online. For some types of purchose,
such os holidoys ond high-tech goods, the
transactions represent lorge sums of money.
Things need to keep moving forword so to
improve their tronsformation rotes, retailers hove
to offer their customers o ronge of payment
methods in real time directly on their websites.
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renewal of MARKETING
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BUSINESS services.

An online payment offer colled “Je peux! avec
Cofinoga” (*I canl with Cofinoga™) hos been
developed for online retailers who, by integrating
it into their soles process, con introduce the
notion of poyment choice to their customers.
This Internet solution extends the payment
expertise of the Cofinogo cord to the Web.

For the online retailer it represents on instont
poyment solution without the risk of outstonding
poyments ond the chance to offer its
e-customers o choice of poyment methods
with immediote delivery once on order is
placed. Whot's more o joint morketing progrom
for oll Cofinoga cardholders con be set up.

For the e-customer, this solution ollows them

to poy for their purchose outright, in three
instolments or on credit, once their online
opplication hos been accepted, ond to benefit
from all the cordholder odvantoges on more
thon 30 retail websites (including
cdiscount.com, telemorket.fr, voyoges-sncf.com
and rueducommerce.com, etc.) ond in stores
belonging to the Cofinoga network which
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includes 80 store choins including the big
nomes such os Goleries Lofoyette, BHY,
Monoprix, and others.

The Echangeur: a centre to stimulate
exchomge and encourage progress
Creoted by LoSer in 1997, the Echongeur wos
ten yeors old in 2007. In the post decade,
people’s private and professional lives have
been profoundly chonged by the Internet and
information and communicotion technologies
ond customers hove become the initiotors:
they look for useful information, compore
offers, choose services, personalise products,
ond so on. During this period, the Echongeur
hos occompanied over 10,000 businesses
to boost their innovation strategies thonks

to on originol method: increasing the visibility
of innovations ond their procticol uses to
encouroge new ideos ond build strotegies

for the future. In the spoce of ten yeors this
collective think-tank spreod over 1,600 sq. m
hos developed o real expertise in monitoring
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To mark its 10th anniversary, the Echangeur has invited its partners to look ahead

to 2017. Welcome to a world where the future is already present! Technologies have
already radically transformed the world of production, office life and B2C exchanges.
Today they have profoundly changed everyone’s day-to-day lives.

Concentration, relaxation, anxiety, awareness... Transmitting your mood to the screen
is the idea behind the brainwave receptor headset developed by the Californian
company Neurosky. This headset, designed to bring an extra dimension to the world
of computer games, allow gamers to literally personify themselves in their on screen
avatar. In other words if you’re cool your virtual double will be too! Neurosky, which
intends to commercialise these headsets, is already thinking about what other
physical objects we might like to affect by our moods...

Fiction or reality? Interactive 100% multi-tactile surfaces already exist that allow

one or more several users to interact simultaneously with their fingers or their feet.
The interactive table developed by the French company Intuilab can project digital
content such as photos, videos, texts or even sounds. Thanks to its touch screen,
this interactive table is a fun way to share documents and exchange information.

The users only have to touch the surface of the table to consult and organise
the data integrated into its memory.

The latest generation 3D printer allows us to reproduce virtual designs as real objects.
Developed by Bibus France, the 3D printer has revolutionised the world of prototyping
by making it quicker and easier to create complex geometrical objects that would

be impossible to produce using traditional methods. Currently used for prototypes and
models, this technology could, in time, become more widely available, a development
that would revolutionise the entire chain of production and distribution of objects.
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technological progress ond future prospects
ond works permonently with around o hundred
technological portners. The Echongeur hosts
130 demonstrotions devoted to new woys of
using technology in customer relations, the new
Web 2.0 opplications (sociol networks,
colloborative plotforms, personalisotion, etc.),
innovative service concepts ochieved by
combining technologies (contoctless poyment,
immersive environments, etc.), innovative
technological techniques (RFID-identification by
rodio frequency, 3D screens, mobiles, biometry)
ond the different uses for these technologies
(in-store RFID, geomoarketing, mobile morketing).
The centre is o powerful stimulotor of exchonge
ond ollows everyone to share ideos ond look
oheod to construct coherent strotegies. Thanks
to the vorious events that it orgonises (bespoke
seminars or events like LoSer’s Customer
Experience Forum focusing on customer relations
or the meetings of the e2 Club to tolk obout
new morketing territories) the Echangeur
welcomed 13,000 visitors in 2007. The
Echangeur hos also led to the creation of the
Echangeur Network. Covering six French regions
— the Nord-Pos-de-Colais, Lower Normandy,
Upper Normondy, Morseille-Provence, Greoter
Poris ond Aquitaine — the Echongeur Network

©)
©)

& @)

EHDLDGIES IHFORMATION TECHHOLOGIES IMFORMATION TECHMOLD [0H TECHMD

FEATION TECHMOL

OLOGIES TMFORMATION TEC

S

IHFORMATIO

| IMFORMATION

ollows componies to adopt to the mojor @
chonges brought obout by technology,
chonges thot componies find even harder

to ossimilote since they do not only offect

the closed sphere of production, nor to the
odministrative logic of monogement, but rother
the wide open and interoctive domain of
exchonge. To penetrote even deeper into

the economic fobric and especially to reach
out to small and medium-sized businesses,

the local Echangeurs put their centres and their
expertise ot the disposol of regional ployers
ond ot the service of business performance
ond the efficiency of local outhorities.
Continuing in this direction, the Echangeur

hos opened o seventh plotform in ossociotion
with the CCIP colled the “Echongeur PME”.

The oim of this new centre is to help small
ond medium-sized businesses to get to grips
with new information and communication
technologies. The Echangeur is also working
olongside the FING (New Generation Internet
Foundation) in the fromework of the

“Villes 2.0" progrom. Initioted by the FNIG,

this progrom allows the traditionol ployers

in o town (companies, institutions, sociol
players) ond digital ployers to jointly onticipote
ond prepore the woy for transformations.
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Analysing and understanding b
in order to design the
mechanisms of progress.
How do we create o special relotionship with
o customer? What dota should we focus on to ensure
thot our exchonges will be positive ond losting? Before /
we con creote the volue of o brond nome, on in-depth
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Transforming

of
the customer into action.
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Todoy dota segmentotion hos reoched moturity. There are o huge ronge
of methodological tools allowing o traditional anolysis, bosed on
socio-demogrophic dota provided by the customers ond on first level
behavioural doto. To help businesses moke the most of the information
gothered concerning their customers, LoSer is innovating by concentrating
on exploring new doto fields. Todoy we ore olready using three opprooches,
attitudinal dota (relative to declared behaviours), geomarketing (customer
chorocteristics depending on where they live) ond in-depth analysis of
shopping boskets by cross referencing the customers’ in store octivity ond
the woys thot they use cords, credit or ossocioted services. This originol
method offers new perspectives for cross selling strotegies, offinity strotegies
ond promotional offers for our partners’ customers.

LaSer is strengthening its customer
knowledge expertise

In 2007 LoSer ocquired Sone, o British
consumer behaviour onolysis specialist. Up
omongst the Europeon leoders in customer
morketing services and recognised throughout
Europe os a specialist in the field, this UK-bosed
compony offers retail and consumer companies
consulting services, dato onolysis, technologicol
solutions and operationol marketing. Its expertise
focuses on volue creation for o norrow
segmentation of customer portfolios, not only to
increose their loyolty but also to stimulote their
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octivity oand moke the most of their custom

for o retailer’s suppliers. Sone is o pioneer

in this field ond hos creoted its own models for
implementing commerciol strategies. With Sone,
LoSer hos token o step further in terms of
differentioting its positioning. It hos become

the only compony in Europe to be present
throughout the volue chain, from consultoncy in
morketing strotegy to operationol monagement
of loyolty schemes. This ocquisition, which is
strotegically significont for LoSer, allows it to
occelerate the development of its customer
loyolty octivities in Europe and thus immediotely

FIARKETIMG AMHD DATA MARKETIMG AMD DATA MARKETIMG AMND DATA MARKETIMG AMD DATA MARKETIMG AMD DATA MARKETIMG AMD DATA MARKETIMG AMD DATA MARRETIMG AMD DATA MARKETIMG AMD DATA MARKETIMG AMD DATH MAR

benefit from this link with o UK morket
reputed for its odvonced practices in
this domain.

When customer knowledge reinforces
loyalty to a brand

Open since the 1t of Morch 2007 for individuol
customers of Orange, ond since the 4% of
October 2007 for professionals, the online
loyolty scheme colled Davantoge Internet
("More Internet™) wos developed by LoSer
Loyalty to sotisfy its portner's mojor objectives.
The oim of the exercise is to improve customer
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Understanding changes
in SOCIAL BEHAVIOUR
to put customer

relations at the

CENTRE OF STRATEGIES.

loyalty by offering torgeted reword schemes to
increose ottochment to o brond or retail chain.
From defining the requirements to designing the
scheme, os well os hosting and management,
LoSer accomponied Oronge ot every stoge

of this scheme. Dovontoge Internet is open

to Orange’s Internet subscribers ond offers

o points-earning system ossocioted with o
cotologue of bonuses ond odvontoges. This
catologue is on excellent doto segmentotion
tool and is the bosis of torgeted, personalised
ond 100% online morketing compoigns. LoSer’s
opprooch of setting up o teom entirely devoted
to manoging this scheme further strengthened
its portnership with Oronge. In less thon a yeox,
Dovontoge Internet hos ottrocted over 6 million
online clients and is now France’s lorgest private
loyolty scheme in the telecommunicotions sector.

LaSer observes, analyses, understands
To be able to odopt to a constontly changing
environment, componies must keep up with the
profound sociol chonges that ore toking ploce
in todoy’s world. For retail ond service
componies, the changes in the relotionship
between people and orgonisotions meon thot
they must put customer relations ot the centre
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of their strotegies. That is why LoSer observes
ond onolyses chonges in sociol behaviourol
potterns, puts them into perspective and designs
innovative business responses. To ochieve this

it hos estoblished o whole series of analyses
ond monitoring mechanisms.

Watching and listening

LoSer hos equipped itself with numerous tools
ond monitoring ond prediction processes.

It closely monitors technologicol developments
ond the competition ond performs marketing
anolyses for itself ond its portners. This
surveillonce gives rise to surveys, studies and
publications obout developments ond proboble
future trends. This monitoring process consists of:

* newsletters:

— The CEIL LaSer is devoted to monitoring
ond anolysing new consumetion
phenomeno,

— Décryptage focuses on emerging
phenomena ond mojor trends in retail
ond technologies,

— Vista Hebdo concentrates on morketing
ond technological innovation in the retail
ond services sector;

FIFREETIMG AMD DATA MARKETIMG AMD DATAH MARKETIMG AMD DATA MARKETIMG AMD DATA MARKETIMG AMD

LaSer now publishes a yearly book presenting
an annual selection of the key findings published
in the monthly newsletters. The idea is to offer
readers a clear picture of the year’s developments
by analysing consumption and communication

phenomena, and putting them into perspective,

thereby emphasising the interactions between
innovations, business and society. The 2007 edition was
analysed by Dominique Wolton, sociologist and director
of research at the CNRS (the French national centre
for scientific research). The 2008 edition will be analysed

by the sociologist Francois de Singly.

* professional publicotions:

— Be Connected, directed ot LaSer’s existing
ond potentiol clients, is o B2B business
informotion magozine. This bilinguol
mogozine highlights LoSer’s expertise
ond innovations, both in the French market
ond in all of the other Europeon countries
in which LoSer is present,

— Audience is oimed ot our legol portners
ond seeks to enrich debate within the legal
world about how to odopt to changes
in society,

— Access Panel LaSer is an onnual survey
conducted in colloboration with Toylor
Nelson Sofres on 16,000 households to
observe consumer behaviour in terms of
cords ond credit. It leods to the realisation
of personalised studies for partners;

* onolysis tools:

— LaSerScopie is o new type of anolysis grid
thot revolutionises the traditional opprooch
bosed on socio-professional cotegories. This
new evoluotion tool cross references octuol
weolth (income and possessions) with
perceived social status (subjective
oppreciotion of sociol position ond income).
The LoSerscopie tool hos identified seven
distinct cotegories within the French
population. The first issue in November 2007
focused on purchosing power;

* journols:

— Les Cahiers LaSer oims to help structure
the debote obout the challenges orising
from interactions between technology,
business and society.
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Innovating to increase
personal freedom.
With the dividing line between
public ond private becoming
blurred ond business and non business
spheres becoming increosingly interlinked,
it is essentiol to preserve personal freedom.
Innovation hos o crucial role to ploy in this
challenge, not by tracking the customers but on
the controry by giving them obsolute control over their
choices ond acts. We are entering on oge of freedom
movrketing which meons proposing solutions thot match
the promises offered by new technologies with peoples IMMOWATION AMD FREEDGH
needs. LaSer’s incomparable strength is its obility
to find o common ground between the desire
of businesses to know their customers
ond people’s desire to be free.
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Creating value through

INNOVATION.
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Prepoid offers are really toking off in Europe. They ore in demond both
from businesses ond customers. As for customer cords, with the huge
voriety now availoble (cobronded cords, retail cords, bank cords, loyalty
cords, gift cords, offinity cords ond contoctless cords), they are on
unequoalled creator of links between chains ond their customers ond one
of the most importont woys of increosing customer volue and loyoalty.
Customer cords hove become o real mork of differentiotion, o symbol

of a special relationship and an indispensoble morketing support.

The prepaid formula: gifts “when (tourism, leisure, gostronomy, foshion, well-being,
| want, where | want and as | want” sport, etc.) but it con olso become o tailor-made
After the success of gift cords, LoSer hos support for promotionol operations by toking
lounched o new prepoid offer of gift pocks the form, for example, of a foshion gift pock
colled IdéesKDO on the themes of leisure, offering moke-over services.

tourism ond well-being. For the consumer, the prepaid gift formula

For retailers and service providers, these offinity- perfectly sotisfies o new demond: a gift thot
building products present the twofold odvontoge  con be used when and where they wont ond in
of estoblishing o new type of relotionship with the woy thot suits them best.

the customer and encouroging consumption.

Their qualitotive content ond the fact thot The gift card: ranked third in the

they sport the chain's grophic identity moke French population’s gift wish-list

them an extremely populor morketing and LoSer wos the first compony to develop the gift
soles innovation. cord in the French morket, ot the end of 2004
Another mojor odvontoge of the prepaid offer for the Goleries Lofoyette chain. Since then,

for retailers is thot the gift pock only tokes on its  LoSer hos launched gift cords for Cosino, Noture
volue ot the time of poyment, which avoids the & Découvertes, Score Gome, Celio ond

need to enhonce stock value. The prepaid offer Monoprix. The gift card is designed to fully

con be odopted to diverse types of content integrote the notion of freedom since the volue
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does not hove to be used in a single
tronsoction, it con be used to moke purchoses
on several different occosions. Whether it works
in just one chain or throughout o network of
different store chains, customers oppreciote the
originolity ond convenience of these cords. And,
because they offer more freedom thon gift
vouchers, prepoid gift cards also guorantee
ultro secure poyment. Best of all, the prepoid
cord hos on immediote effect on the customer’s
averoge shopping bosket. Therefore it hos on
extremely important role in marketing strotegy
os well os being on excellent support for
themed or seosonol operations such os
Volentine's Doy, Mother’s Day, birthdoys ond so
on. Collector cords are even more populor ond
remoin on inexhoustible source of inspiration for
ever more innovative offers.
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At the end of 2007, Marionnaud,
the European leader in the selective
distribution of perfumes and cosmetics
chose LaSer to design and launch its gift
card. The result was a concentration
of all the best practices in the market with
open-ended value that can be used at
the cardholder’s leisure and at all the
chain’s stores and beauty institutes, as well
as a great look with an original 3D design
and personalisable card wallet. In view
of its success the Marionnaud and LaSer
partnership didn’t stop there and a Mother’s
Day collector gift card was launched
in April 2008.
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A first in France: for Christmas 2007
LaSer launched a personalisable gift
card for Galeries Lafayette, available
in just a few minutes. For a more
personal touch the customer can
choose the image that will be printed
onto the gift card, be it a photo of
a loved one, a favourite animal or
even o landscape that conjures up
happy memories. This innovation adds
w1 to an already long list of qualities
(convenience, modernity, simplicity and
flexibility of use) and turns this little
piece of plastic into something

of
new technologies
with

special and unique.

The adventure of the cobranded card
October 1, 2007 morked the end of the bon
on cobronding in Fronce and the opportunity
for retailers to creote differentioting customer
morketing strotegies. By combining the
revolutionory ond personalised odvantoges of
o chain's own store cord ond the universality of
o Mostercord or Viso bonk cord, the cobronded
cord creotes on even stronger relotionship with
the customers by giving them occess to o whole
new world of differentioting ond offinity-building
services. As o pioneer in the cord movket

ond strengthened by its Europeon experience

in cobronding solutions, LoSer immediotely
lounched the first cobronded cord associating
Coleries Lofoyette ond Mostercord. This
morketing ond payment tool meons thot LaSer
con offer its partners o new customer portfolio
monogement tool and help them to develop
promotionol octions in line with their positioning
ond their customers’ preferences. LoSer is
currently studying projects for numerous retailers.

In Europe, LaSer has helped many

of its partners launch their cobranded

cords

* As port of o controct signed ot the end of
2006 with Real, the Polish leader in moss
distribution, LaSer Polska lounched the
Mostercord Real cord ot the beginning of
2007. As o support in the chain’s loyolty
scheme ond offering o wide choice of
poyment options ot the checkout, the
Mostercord Real cord offers the lowest annual
fee ond interest rates on the morket.

Agoin in Polond, the Chicco (bobycore) and
HiMountain (altitude sports) chains now offer
their cardholders an odded bonus. Thanks to
LaSer Polska these two store cords ore now
occepted throughout the Mostercord network
ond olso allow the cardholders to withdrow
money from cosh machines. The only thing
thot hos not chonged is that the cords stil
sport the chain logo ond con still be used in
the Chicco or HiMountoin stores os well os in
the Golio network (the Polish equivalent of the
Cofinogo. network in Fronce). Most importontly,

every time the cords are used the imoge
of the choin oppears which increoses its
notoriety.

In recent yeors the UK-bosed budget airline
Flybe hos become the country’s largest
regional airine. Given the speed ot which its
business is toking off, the group hos lounched
O compaign to increase customer loyalty. It
immediotely looked towards LaSer UK, whose
reputation is firmly estoblished bosed on its
creotive morketing opproach ond experience
in cobronding projects. At the beginning of
2008, the new Mostercord scheme colled
“Spend ond Fly” wos lounched. This further
strengthens Flybe's groundbreoking record by
making it the only budget oirline to propose a
loyolty scheme for its regulor flyers.

* In October 2007, LaSer UK signed o new
ond very promising partnership with OK!
magozine to lounch its first cobranded cord.
OK! mogozine, which is one of Britain's best
selling celebrity mogozines, wos studying
different woys of improving its customer offer

ond of creoting o product copoble of
increosing customer loyolty. At the end of
2007 o cobronded credit cord wos launched
offering reoders of OKI mogozine the chonce
to ottend VIP celebrity ond foshion events.

But the marketing of consumer freedom is olso
obout combining new technologies ond the
Internet. Innovations in this domoin should help
to really put people bock in control of their own
consumption by allowing them to compare,
choose, reword or reject retoilers ond to have
o choice between different finoncing options.

Giving online shoppers control over
their consumption

In 2007 LoSer Cofinoga ond PayPRol become
partners in online poyment to increose the
security ond simplicity of the process. With the
aim of giving online shoppers more control when
paying for their purchoses, this partnership gives
them the choice of paying for their purchoses

in o single payment or in instolments, without
having to provide finonciol references. For online
retailers, this agreement gives them occess to o
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REEDOM

GIVING
customers

FREEDOM
of CHOICE.

wider oudience of shoppers via the possibility
of stoggered poyments. What's more,

LoSer Cofinoga strengthens its presence on
the web: customers with o Cofinogo poyment
card con shop not only on the shopping
websites referenced by LoSer Cofinogo but
olso on all those that occept payments via
PoyPoal in France such os eBoy, Pixmonio,
Meetic, etc. More thon ever LaSer Cofinogo

is the forerunner in an age of online shopping
with this new service that offers 5 million
cordholders the possibility of poying online,

in totol security, oand the choice between
poying the full omount and spreading

the poyment over o number of instalments.
This mojor step forward is in keeping with the
Group’s e-commerce strategy ond gives
online shoppers more control over their budget
while guaronteeing the security of their
finonciol details.
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Press subscription with total freedom
LoSer Loyalty hos been offering offinity-building
solutions for mony yeors including o concept

of press subscription with no fixed durotion for
customers of LoSer’s portner bronds. As port of
the Group's digital drive in response to the
demond expressed by Internet user customers,
LoSer hos lounched o website devoted to this
subscription offer. The website www.obonnement-
libre.com is open to everyone ond ollows
customers to directly subscribe to the offer of
their choice from more than 240 press titles
proposed ot o cheoper price thon their generol
retail price.

When stores become a centre of
personal services

At the heort of the LoSer offer, LoSer Symog
ossists companies with all their in-store customer
relotions octions. The aim of the LaSer Symog is

1 IMHOUA

Present in 12 European countries, Opodo-Yacances

is the

leader in its sector and it chose LaSer Cofinoga

to integrate its e-financing solutions. Opodo, created

in 2001 by the major European airlines (Air France,
Lufthansa, British Airways, KLM, Iberia, Alitalia,
Austrian Airline, Finnair, etc.) is today majority
owned by Amadeus, the world leader in
computerised distribution and travel booking
systems. Opodo-Yivacances is the second most

to encouroge retailers to convert their points
of sale into ploces thot promote and optimise
customer relotions especially using new
technologies: poying vio. mobile phone,
intelligent terminals, interoctive disploys, etc.
Retoil componies, olreody tronsformed by
Internet, are looking for solutions in terms of
technologies ond equipment copoble of
profoundly ond durably changing the customer
experience in their points of sole. So, from the
welcome thot customers receive on entering

o store through to the moment thot they poy
for their purchose, the aim of the new
technologies is to occompony the customers
throughout their visit ond creote o new form

of interoction. For example troditional information
or POS odvertising supports, especiolly poper
disploys, are being reploced by electronic
information. Communicotive lobels, intelligent
shopping trolleys, and interoctive terminols are

visited French travel website and is responsible
for 18% of the European market for online flight
bookings. With this partnership LaSer Cofinoga
now offers customers the chance to subscribe
for a payment card and credit offers
on the websites www.opodo.fr and
www.vivacances.fr. The online application
process for a Cofinoga card takes just o few
minutes and guarantees customers that their
order will be validated immediately.
The improved payment services offered
to their customers has enabled Opodo-
Vivacances to launch new recruitment
drives and increase customer loyalty.

29

P AMD FREEDOM IMMOUATION AMD FREEDOM THMOUVATION AMD FREEDOM IMMOUATION AMD FREEDOM IMHOUATION AMD FREEDOM IMHOURTION AMD FREEDCH IMMOUATION AHD FREEDOM IMMOUATION AMHD FREEDOM IMMOUATION AND FREEDOM IMMOUATION AMD FREEDOM THMOUATION AMD FREEDOM ITMMOUATION AMD FREEDOM



IHMOATION AMD FR

WP THMOGATION AMD FREEDOM IMMOUATION AMD FREEDOM IMMOUATION AMD FREEDOM ITMMOVATION AMD FREEDOM IMMOUVATION AMD FREEDOM IMMOUATION AMD FREEDOM IMHOUATION AMD FREEDOM IMMOUATION AMD FREEDOM IMMOUATION AMD FREEDOM IMMOURTION AMD FREEDOM

WATIOMN AMD FREEDGM IMMOUATION AMD FREEDOM IMMOUATION AMD FREEDOM IMHOUATION AMD FREEDOM THMOUATION AND FREEDOM IMMOURTION AMD FREEDOM IMMOVATION AMD FREEDOM IMMOUR

The $’Miles® 2007 satisfaction survey conducted by the
iR s R et R s iy vaan i iaiasa. - Nielsen Institute for the Economic Interest Group shows
that its users have really got to grips with how the
scheme works and have adopted it into their
consumption habits. Almost 100% of cardholders
know how the S’Miles® system works — earning
points with their card in their original retail outlet
but also in other retail outlets, and obtaining
gifts, etc. And 83% of the respondents
emphasised the value of the scheme. The
importance of the role of S’Miles® increased
in 2007: for example, 58% of Galeries

REEDOM IMMHOUATION AMDF

just o few of the many new techniques thot
allow us to inform customers obout offers and
odvontoges concerning the products thot interest
them before they get to the checkout.

S’Miles® Multipartner loyalty
programme or how to give people
what they want

The SMiles® Allionce is o revolutionory grouping
of loyolty schemes within on economic interest
group that includes Goleries Lofoyette, Cosino,
SNCF ond Coisse d'Eporgne. It currently reoches
out to o community of 18 million customers
earning SMiles® in 13,000 points of sale.
Creoted in 2002 by LoSer, SMiles® movrked the
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beginning of a new generation of loyalty
schemes bosed on o dynomic ond revolutionory
relationship with the customers who ore ot

the centre of o huge exchonge community.

The success of SMiles® comes from the simplicity
of the concept for the partner ond the customer
bosed on a central informotion system, o
plotform integrating o virttuol dotobose

of anonymous personal information. LoSer
manoges this system ond operotes the
technologically innovative technical orchitecture,
which is copoble of monoging the complexity

of the networks, ond offers the possibility

of interoction between different information
systems. SMiles® offers its partners o

differentiotion tool thot gives them occess to
over 60% of households. Within the economic
interest group, the portners retain their morketing
independence. Therefore SMiles® strengthens
the choins’ own identity while encouroging

the customers to shop where they like. The
development and success of SMiles® is the result
of a loyolty policy bosed on finding the right
balonce between personalisotion, mode possible
by the knowledge of buying potterns, the
freedom of choice ond respect for the privote
life of the customers.

Lafayette and BHY cardholders said that
the main reason for using their cards was
to earn S’Miles®. In general, S’Miles® still
plays a large role in developing
customer activity, 44% of customers
questioned prefer shopping at their
store because it distributes S’Miles®.
Finally, the diversified gift offer
(own brand gifts, plane or train
tickets, holidays, subscriptions,
etc.) continues to appear as one
of the catalysts of the scheme.
95% of the cardholders
questioned applauded the

diversity of the offer and
715% like its accessibility.
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Optimising business models to
raise the level of B2C relations.
When odopting o progressive
ond modern opprooch, it is not enough
for companies to look for new business
models; they must olso leorn to toke a
stond in terms of the real “meaning” of their
offer. While the current competitive climate
imposes rigour ond operational efficiency, it also
fovours companies that know how to give themselves
o unique and incomporoble dimension, in other words
those thot monoge to ossociote their economic opprooch
with o humon challenge. LoSer is o compony
that believes in this principle ond strives
to provide o “Return for Society” by
moking o tangible contribution
Pz © o better society.
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Being a

SOCIALLY
AWARE company.

The importance of being

a socially responsible company

For LoSer, its sociol commitment must hove real
meoning, both within the compony through
socially responsible proctices ond in society

os o whole by ploying o role in the economic
and sociol fobric, especially through allionces
and portnerships.

LaSer Contact obtains the Social
Responsibility label

In April 2006, the French Associotion of
Customer Relotions Centres (AFRC) oworded
LoSer Contoct the Sociol Responsibility lobel.
Ernst & Young were colled in to perform on
oudit ond o report wos then submitted to the
lobelling commission. Creoted ot the end of
2004 by the professional ossociations of the
AFRC ond SP2C, supported in their approoch
by the French Ministry for Employment, Sociol
Cohesion ond Housing, this lobel recognises
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operotors in the customer relotions sector thot
respect o code of good social conduct. It gives
the profession o reference system for producing
quoality services in o socially responsible
environment.

LaSer Contact receives the approval of
the Departmental Directorate for Labour,
Employment and Yocational Training
(DDTEFP) to become part of the
collective company agreement in favour
of employing persons with disabilities.
This ogreement sets down the volues, aims and
resources thot LoSer Contoct wishes to chonnel
into on ombitious 3-yeor policy on the issue of
employing persons with disobilities. It hos been
signed by all the company’s trade union
delegotions and is o lynchpin of its sociol
opprooch.

LaSer and the Local Programme for Inclusion
and Employment (PLIE). LoSer is o financiol

ond operational partner of PLIE Espoce
Technowest, bosed in Bordeoux Mérignoc, which
is on importont policy tool in the professionol
reinsertion of people who have been out of
work for long periods or other disodvontoged
groups. Through portnerships with the corporote
world, the PLIE helps people who hove been out
of the job morket for long periods (long-term
job-seekers, people on benefits) to reintegrote
the workploce. Alongside the PLIE Espoce
Technowest, LoSer hos mode the commitment to
do everything it con to support this action plon
ond help these people to find jobs.

Supporting the French network of
social aid associations

LoSer wos one of the first finonciol componies to
estoblish losting links with sociol ployers such os
Fronce Active, the Secours cotholique, Cresus,
the ADIE, etc. Together LoSer and its portners
ore determined to onolyse the phenomenon of

debt problems, to oct to improve prevention of
such situations and to come up with new
proctices to combot exclusion by helping frogile
sections of the population, by training volunteers
(sociol workers, finonciol mediotors, etc.) ond
providing funding for the associotions.

LaSer helps customers in difficult situations.
Becouse LaSer Cofinogo is awore of both the
financiol ond sociol dimension of consumer credit,
it hos set up mechoanisms ond lounched octions
thot enoble it to assume its role os o financially
responsible organisation. It wos with this oim

in mind that it created its Customer Assistonce
Deportment over ten yeors ogo. This service,
which wos the first of its kind, allows it to identify
the problems encountered by certain borrowers
ond to help them by offering solutions adopted
to their situotion
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Launching

initiatives.

LaSer and France Active. The portnership
between LoSer ond France Active begon in
the yeor 2000 ond is bosed on o finonciol
contribution to the copitol of the Fronce Active
Investment Society (SIFA). Fronce Active
orgonises and leods o network of territoriol
funds to develop ond support professionol
insertion by economic oction. Since 2003,
LoSer is also o founding member and octive
participont in the functioning of the Aquitaine
Active territoriol fund (see poge 42).

LaSer and the Gers Banking Mediation Centre:
an alliance of the social and financial worlds.
Since 2002 LoSer is on the Steering Committee
of the Gers Bonking Mediation Centre. In this
copacity the Group ossists the General Council
teoms in charge of helping to resolve locol
people’s debt problems.

LaSer and UNADEY. LoSer Cofinogo hos been
o portner of the Union for the Blind ond
Visually Impoired and the Mérignoc Guide Dog
School for over o decade ond works to
encouroge the professional insertion of visually
impoired. As on extension of this partnership,
LoSer Cofinoga employs blind customer advisors
in its Bordeaux Mérignac customer relotions

site where the working environment hos been
odopted to their disobility.

LaSer and the Bordeaux Opera.

As well os being a finonciol portner of the
Bordeoux Opera since 2002, LoSer olso octively
supports its initiotive to improve the welcome
for blind ond visually impaired opera fans.

Commitment to societal debate

The idea behind the Modernity On/Off initiotive
is to encourage debote on whot the
emergence of a new modernity octually
means. The Modernity Action Forum is o new
development of the Modernity On/Off initiative,
lounched in 2002 by the Chairmon and Chief
Executive of LoSer Philippe Lemoine, to think
obout woys of renewing the ideo of modernity.
The Forum brings together componies copoble
of taking their troditional expertise in finonce,
morketing, or technology o step further by
integrating o societal and cultural dimension via
economic ond social commitments. The
Modernity Action Forum is responsible for think-
tonks and practicol initiotives, publicotions and
public debotes to imogine the products ond
services of tomorrow, creote shared innovation
opportunities, ond encouroge reflection and

boost chonge. Here are some of the initiotives
in ploce:

* on initiotive to manoge public debotes held
ot the Rond-Point Theotre. To fuel these
debotes, preporatory discussions ore
organised ot the Echangeur and topics
published in the Cohiers Loser, etc;

on initiotive to structure the opprooch by
creating three working groups on the themes
of Technology, Economy ond Society;

on initiotive to stimulate ond instigote
corporate innovation.
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Approaching
credit from the angle
of responsibility,
progress and emancipation.
Credit is one of the foundations of the LoSer Group.
Without credit it is often difficult to envisoge future
projects. Credit is on integral port of the complex chain
of personol development and building customer relations
ond therefore it should be considered os on importont
foctor in this relotionship ond not just os another product.
In the foce of the US subprime crisis, LoSer wonts to rethink
its opprooach to credit by seeking new sources of inspiration,
especially in terms of social micro-credit, o domain in which the
Group is olreody the third lorgest operotor in Fronce. This notion
could be used os o bosis for o wider pattern and one thot
respects o cleor set of principles: to provide o diverse ond
structured ronge of products ond to offer people those best
odopted to their requirements; to focus on listening, foce-to-foce
contoct, and the humon relotionship when a person is in difficulties;
to think of the future ond to conduct ourselves in o morally and
legally responsible monner. The nome that we have given to this new
opprooch is “emoncipotion credit”.
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to the development of

MICRO-CREDIT.

LaSer is involved in the production of a film about the life of the Nobel Peace

Prize laureate Muhammad Yunus, and has just signed a contract with the Yunus
Movie Project, the company in charge of making the film. At the moment, LaSer
is helping to choose the screenplay writer and in the writing of the screenplay,
before going on to participate in the choice of the studio and the team in
charge of the film. What’s more, it will be the sole official partner representing
the bank-credit world in this important production. In the framework of this
partnership, Philippe Lemoine and Michel Philippin met with Muhammad Yunus
in March 2007 at the Echangeur in the company of leading figures from

LoSer is one of the French financiol companies that ploy on octive role

in developing both sociol ond professional micro-credit in Fronce.

This solution gives people who are excluded from the troditional economic
ond finonciol system occess to credit by believing in them and in their
project to help in their reintegration into society. LoSer wos the first financiol
estoblishment from outside of the bonking world to obtain support from

the Sociol Cohesion Funds (FCS).

Social micro-credit

LaSer and Cresus: for o constructive
partnership. LoSer ond Cresus (o non-
governmental debt counselling orgonisotion)
hove been portners since 2004 ond share o
common aim: to work together to improve the
prevention of debt problems ond define new
good proctices.

LoSer Cofinoga, olongside Cresus ond vio the
FCS, helps the poorest sections of the populotion
to benefit from micro-credit of 2,000 euros
moximum to be repaoid over o 12 to 24 month
period. This experiment hos proved thot it is
possible to creote strong ond losting links
between sociol and finonciol ployers. The

FCS, ofter o call for tender lounched in
February 2007, chose Cresus for the project
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of creating networks to ossist beneficiaries of
sociol micro-credit on the theme of “constructing
credit ogreements by lioising with banks and
borrowers”. To help it in this project, Cresus
decided to call in the expertise of the Financiol
ond Budgetory Support ossociotion creoted

by LoSer.

LaSer supports young apprentices. With the
Finonciol ond Budgetory Support associotion
ond the FCS, LaSer offers young students in
opprenticeships or vocational training the
chonce to obtoin o personal loan in order to,
for exomple, poy the deposit required to rent
their first oportment, or buy o cor or professional
equipment. A financiol odvisor is on hond to
help the opprentices throughout the duration

business and associative circles. While micro-credit is not a miracle solution
that will single-handedly eradicate world poverty, it does help people to
escape from the vicious circle and avoid charity by giving them the
opportunity to start their own small businesses. In 2005 LaSer also
sponsored the book Portraits de Microentrepreneurs, prefaced by

Muhommad Yunus and containing testimonials of people all around the
world who have taken control of their own destiny by seizing the
opportunity to finance their projects thanks to micro-credit.

of their opprenticeship controct to enoble them
to learn their trode in the best possible moteriol
conditions. In Aquitaine, this opprentice loon
offer hos ottrocted the attention of the locol
Chomber of Commerce ond Industry, which hos
decided to moke it availoble vio the opprentice
training centres (CFA) under its responsibility.

LaSer and the Secours catholique association,
together against financial exclusion. LoSer
Cofinogo ond the Secours catholique hove been
working together since 2005 to give people

in finonciol difficulty, who hove turned to the
ossociation for help, occess to o “personal
projects loon”. LoSer Cofinoga is the first financiol
estoblishment to have porticipoted olongside the
Secours catholique in this type of initiative giving

people in situotions of sociol exclusion
the chonce to get bock on their feet thanks
to micro-credit solutions.

LaSer supports local social centres. With the
oim of giving new hope to people in difficulty,
LoSer is forming portnerships with French locol
sociol centres (CCAS). Since April 2007 in
Evreux in Normondy, LoSer Cofinoga hos been
working closely olongside the CCAS to set up
o sociol micro-credit system for the most
disodvontoged sections of the local population
ond those who are excluded from the troditionol
bank system. In Dunkirk, the portnership
ogreement signed in October 2007 concerns
the gronting of sociol micro-credit loons for the
town's public service ogents under reinsertion or
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Putting the empi\asis

on

ond

opprentice contracts ond people in finonciol
difficulty such os the unemployed, those

on benefits or students from low-income
boackgrounds.

LaSer signs the Multipartite Social Contract
sponsored by the European Council with

10 families. In mid-December 2007, LoSer
signed this contract which is port of the
Europeon platform to encouroge citizens' ethicol
ond collective initiotives in the bottde agoinst
exclusion ond poverty. For one yeor, 10 fomilies
with debt problems ogreed to porticipote in on
experimentol initiotive thot will introduce them to
vorious forms of oid, support and ossistonce to
hopefully reduce their feeling of sociol exclusion
ond help to strengthen their links with society.
LoSer’s contribution will be in the sphere of
funding the meons of ossistonce ond moy
extend, depending on the situotion, to the offer
of micro-credit or micro-insurance.

Professional micro-credit

LaSer and the ADIE: working together to set
up a national fund for loans made with no
guarantee of repayment and a network of
debt counselling initiatives. LoSer hos stepped

A CREDIT EMAMC
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up its portnership begun in 2006 with the ADIE
(Associotion for the Right to Economic Initiotive)
by contributing to o national fund for loons
mode with no guorantee of repoyment. Such
loons give entrepreneurs occess to the money
they need to stort up their projects, in oddition
to the solidarity loons offered by the ADIE.
LoSer hos also developed other debt counselling
services:
* o national phone line ot no cost to the coller;
* mobilisotion of the SMiles® Economic Interest
Group to help the business stort-ups;
* in-compony mobilisotion of the Group’s
employees to shore their expertise free of
chorge.

LaSer and Aquitaine Active: for the
professional insertion of people in situations
of exclusion. LoSer Cofinoga strengthened its
partnership in the 2007-2008 tox yeor vio o
finonciol contribution in the form of o range of
loons made with no guorontee of repoyment.
LoSer Cofinogo, member of Aquitaine Active’s
Boord of Directors and Commitment Boord, olso
proposes its legol expertise. LoSer is one of the
founding members of Aquitaine Active, one of
the 38 Territoriol Funds moking up the France

T EMAMCIPATION CREDIT EMAM
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LaSer has become a key player in the brokerage
market in Poland with the acquisition of the
Dom Finansowy QS network. Covering the entire
country with more than 1,000 agents, DFQS,

based in Gdansk, has increased its
production by 80% since 2006 thanks to
a multi-banking and multi-product strategy.
DFQS has significantly boosted its
portfolio by offering products developed

Active ossociotion creoted in 2003. Aquitaine
Active hos financiolly bocked over 9O projects
since its creation, which hos helped to creote

or preserve more thon 1,000 jobs.

Brokeroge, a new order

in customer relations

While the brokeroge octivity hos a strong
economic role and brings growth to the Group,
it hos olso introduced o new dimension into the
relationship between the individuol and the
orgonisotion. The customer initiotes the
relotionship ond then it is up to the broker to
integrote it into his multichonnel working method.
Above all it meons putting the human
relotionship first to find the best odopted
solution.

Brokeroge is o customer credit manogement tool
thot relies on o relotionship of trust. Since the
sums of money in question are often substontiol,
the customers expect their cose to be hondled
in o woy thot goes further thon the simple
stondordised commercial service. Therefore the
brokers had to profoundly review their methods
ond place more importonce on the humon side
of the procedure. Today this means proposing
o personalised service. In Fronce, Assurtis, o

s1rn by other banks operating in Poland.

compony formed in 2005 from the allioance
between the April Group and Médiatis,

now hos 60 fronchised outlets ond 31 branches
thanks to its strong concept: proposing insuronce
ond credit products in the some outlet plus
guidonce for the customer on how best to
monoge their budget. As well os this combined
insurance-credit offer, the success of Assurtis is
bosed on the expertise of its fronchised outlets,
stoffed by professionals who hove been troined
to satisfy oll their customers’ insuronce
requirements, guarontee their ossets ond
propose the best credit solutions. An Assurtis
consultont is o reol “household budget cooch”
who helps customers to optimise the
moanogement of their budget by proposing, for
exomple, debt consolidation ond repurchosing
solutions. Customers come to Assurtis consultonts
either to toke out o new loan or for budget
moanogement solutions.

CREDIT




LaSer Nordic

EKSPRESBANK (formerly Hondelsfinans), LoSer’s
100% subsidiory in Denmark, is the leader

in the Danish market of amortizoble credit ot
the point of sale. The year 2007 sow the
signing of series of partnership ogreements
with mojor names such os El-Giganten, Dansk
Supermarket, Post Donmoark, IDEmgbler, and
T.Honsen. Ekspresbonk hos also lounched

a new bank card with Viso colled OneCord
and clossic personal loan products hove been
lounched with Post Donmork and Bilko.

LaSer UK

hos grown stronger thanks to its tokeover of
the British company Sone, recognised os one

of the Europeon leaders in customer marketing
services and specialist in consulting, data
analysis and technological solutions. Sone

hos signed contracts with the Body Shop

in the UK and North Americo, with Woolworth

in South Africa and with the Americon insurance
firm USA Humano. As well os developing its
traditional sectors (fashion, clothing, football,
furnishings), LaSer UK hos manoged to penetrate
new moarkets such os the airline sector with

the signing of a partnership with Flybe,

Europe’s leading regional airline, for the launch
of a cobranded bank card.

LaSer Belqique

turned 2007 into a year of consolidating

its partnership with Mokro-Metro for the
morketing of o payment cord ond the extension
of its product ronge. As well os relying on

its reference partners, ElIdi and Médiomarkt
Saturn, it hos developed new partnerships with
prestigious groups such as Dell and Apple.

The diversification of its products and recruitment
channels hos also hod a positive impact with
growing demond for its debt consolidation offer
and personal loans.
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LoSer is the EUROPEAN LEADER
in INTERMEDIATION ond CUSTOMER
RELATIONS services

LaSer Espana

is one of the leading players in the direct credit
market in Spain. In a highly competitive market
context, becouse of the entry of troditional banks
into its market segment, LaSer Espofia has
monoged to strengthen the reputation of its
Médiotis brond os the speciolist in consumer credit.

LaSer Portugal

strengthened its partnership with the country’s
leading retailer Sonoe in 2007 by setting up
a loyalty card with Modelo-Continente and

a payment cord. These two lounches have
pushed the Portuguese company into the
leading position in the customer loyalty market
with over 2 million customers.

LaSer Nederland

become o 100% holding of LoSer eorly in 2007.
The rest of thot year wos extremely busy for LaSer
Nederlond with partnerships being formed with
Volkswogen (bonk ond loyalty cards), Specsovers,
Batavus, Redcoon and Gammao. The portnership
with lkea hos been extended to include the
manogement of the Ikeo loyalty card called

the “Fomily Coard”, o scheme that hos ottrocted
over 1 million members in just seven months.
Another high point of the year wos the successful
lounch of its direct credit octivity on the Internet
under the nome Directo.

LaSer Polska

hos been assisting Selgros, the second largest
wholesaler for professionals in Poland, with
the lounch of o cobranded cord completed by
on offer of renewoble credit products. LoSer
Polska’s excellent performance is also down

to Dom Finansowy @S (DFQS), o network of
brokers specialising in consumer credit,
purchosed by LaSer in the second half of 2006;
o move which tronsformed the Group into

a mojor ployer in the brokeroge market. LaSer
Polska also lounched o new private network
colled Multiko.

May 2008

Norway (Oslo)
EkspresBonk

United Kingdom
(Solihull, Belfost, Dublin)
Creotion Finonciol Services
Creation Consumer Finance,
Sone

Denmark (Toostrup)
EkspresBonk

The Netherloands
(Hertogenbosch)
LoSer Nederlond

Belgium (Brussels)
LoSer Belgique
(excluding Credit octivities)

Poland Worsow)
Sygma Bonk Polska,
Dom Finonsowy @S (DFQAS)

France (Bordeoux, Brest,
Poxis, Poitiers, Tours, Roonne,
Sophio-Antipolis) LoSer, LoSer
Cofinogo, LoSer Loyalty (LoSer
Contoct ond LoSer Symog)

Romanio (Buchorest)
Banco Sygmo Romadinia
Spain (Madrid)

Bonco Sygma. Hisponio
Portugal (Porto)

LoSer Portugal
(excluding credit octivities)

In 2008, LoSer is continuing its internotional development with the creation of two new business
entities in Romanio and Norwoy. This acceleration in growth is the result of an ogreement mode by
LoSer ond BNP Paribos Personal Finance to reorgonise their octivities in Portugol, Poland ond Belgium.
These operations hove produced major ployers in all three morkets. Sygmo Bank (LaSer’s subsidiary in
Polond) hos token over Cetelem Pologne to become LaSer Polsko, moking it the fourth lorgest market
ployer in Polond, while Cetelem Portugal ond Cetelem Belgique have respectively ocquired Credifin
(LoSer's subsidiory in Portugol) ond Fidexis (LoSer’s subsidiory in Belgium). LoSer is still present in both

these countries through its Morketing Services octivities.
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Goleries Lofoyette Group

50%

BNP PARIBAS Personal Finonce

50%

Workforce on 31 December

* The comparoble corresponds to the restotement of the effects of scope linked to acquisitions in 2007 (LSN, Fidexis, DFQS, Sone)

ond disposals of the ltolion subsidiories ond of SDDC in 2006.

Gross outstanding credit manoged

(in millions of euros) Variotion
2007 2006  O7/06
Gross outstonding credit manoged ot 31 December 12,710 11,222 +13,3%

2007 2006

9,053 7,474
Turnover (in milions of euros)

Voriotion

2007 2006 0O7/06
Cords and Credit in Fronce 1,154.4 1,012.5 14.0%
Comparable* 1,141.3 1,007.8 13.3%
Internotionol Cords ond Credit 569.4  425.1 33.9%
Comparable* 551.0 4639 18.8%
Morketing Services 184.0 1411 30.4%
Comparable* 1780  141.1 26.1%
Totol 1,907.8 1,578.8  20.8%
Comparable* 1,8704 1,612.8 16%
Income (in millions of euros)

Voriotion

2007 2006  O7/06
Current operoting income 2817 256.0 10.1%
Comparable* 281.3  257.9 9.0%
Operoting income 281.7 329.6 -14.5%
Comparable* 281.3 257.9 9.0%
Net income (Group share) 1752 2141 -18.2%
Comparable* 171.2  149.3 14.7%
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