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Extracts of a joint interview with
Serge Kampf, Founder-Chairman,
and Paul Hermelin, CEO

(--.) What are the main conclusions you have drawn for Capgemini in 2007?

Serge Kampf. | had expressed two wishes for 2007. The first was for the Group to exceed its objectives, since
I'd said at the time they would be easy to achieve. This we have done, and it is a source of real satisfaction,
particularly since | can freely acknowledge today that it wasn't in fact that easy. For instance, despite the year
being a very good one generally, the year's end was less spectacular than we might have hoped for at the close
of the summer vacation. | admit, therefore, to having been a tad provocative, but this year I'm less inclined to
be so, since the business climate is less favorable than at the same stage last year. My second wish was for
the French team to win the Rugby World Cup. Unfortunately, that definitely fell flat, but this wish was only of
indirect concern to Capgemini. So | was satisfied on one point and not on the other, which makes it, for me,
a semi-successful year!

Paul Hermelin. For the Group, it has been a very satisfactory year. We won some very large contracts, opened
up new markets, made major forward strides with our management and improved our profitability. The image
and reputation of Capgemini received a boost from the Rugby World Cup (since we were an official sponsor),
and also from our new advertising campaign. Last year, we recruited some 25 000 employees, proof of the
appeal of the Group on the job market and its capacity to offer interesting jobs to young people the world over.
All'in all, it has been a fine year in terms of immediate operational efficiency and preparation for the future.
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Have there been any particular points where there was room for improvement?

Serge Kampf. There's always room for improvement, even when you've done well. It should be stressed that,
with 440 million euros net income, we managed to beat the previous Group record that dates back to 2000
(431 million euros). In absolute terms, it was the best Group performance ever. We returned to an aftertax pro-
fit ratio slightly above 5%, unprecedented since 2000 (with 6.29%). We are still some way off the 7.4% we recor-
ded in 1989, but it would be somewhat churlish to pick holes in the performance since | consider 2007 to have
been a really excellent year.

Paul Hermelin. I'll second that!
And yet, the Group’s market value appears to be disappointing.

Serge Kampf. More than disappointing, it's irritating! | have difficulty reconciling such a divergence between
the performance of companies and their market value. It's annoying to see that a company like ours, which turns
over g billion euros in revenues and clears 5% profit ratio, is only valued at 4.5 billion euros and runs the risk
of being threatened with a hostile takeover bid with nothing more than one or two billion euros on the table.

Paul Hermelin. Today, of 21 financial analysts tracking Capgemini, 19 recommend buying, with price objectives
varying between 30 and 50% above the current valuation. So our disciplines, our strategy and our prospects
are well appreciated by those in the know. I'm not just saying this because they recommend buying our shares
but because, when | read their analyses, | can see the strengths and weaknesses of the company reflected quite
clearly. But we have difficulty getting ourselves understood by non-specialists, and in combating the sheep-like
behavior that often drags down share values. This contrast between the vicissitudes of the economic climate
and the company's fundamentals is frustrating. It may be explained by the gloomy general mood, but also by
a certain investor disaffection for still fairly unfamiliar business disciplines that ten years ago were maybe over-
rated and which today, on the contrary, are being unjustly neglected. Stung by the bursting of the Internet bub-
ble, investors today are more concerned with fast returns than with long-term investments. And perhaps the
Capgemini Group has not made the best job of explaining or selling itself . ...

Once again you have been faced with rumors of takeover bids. What measures can you take to keep
them at bay?

Serge Kampf. When nearly all a company's capital is floating capital, it's hard to imagine that it can protect itself
efficiently against hostile takeover bids. Having said that, the answer we generally give to this kind of question
continues to hold true: you do not buy a service company as you would buy an office building. You need more
than just money — you need an industrial project, and you need this project to be embraced by all the stake-
holders. These include, of course, the shareholders, but also the company employees — particularly the mana-
gers — and, last but certainly not least, its clients.

The wealth of a company like ours resides in its employees and its clients. If a takeover bid was launched by
people whose only motive seemed to be to make a tidy profit, | can't imagine that clients would remain loyal
to the company for long, and that the resale value would be what these buyers had hoped for. This is why |
don't find the idea of a hostile takeover bid really credible, and if a takeover bid isn't hostile, then talk of a “takeo-
ver" is misplaced; it's more a matter of a freely negotiated partnership.
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Paul Hermelin. Serge has built up Capgemini on the basis of values deeply rooted in the identity of the
Group, a Group that is strongly attached to its independence since it knows that it can achieve its ambitions
through its own resources, and because this independence offers our clients the assurance that we pOSsess
the freedom of judgment and action that is indispensable in our professions. What's more, this determination
to remain independent generates a certain dynamism in the Group, along with the
will to exercise leadership in Europe and elsewhere.

All this serves to cultivate a strong resistance in the Group to any takeover bid, whe-
rever it may come from. To win over the hearts and minds of the men and women
of Capgemini you need to offer them a really exciting project for the future, and I'd
have difficulty imagining a more exciting project than ours today.

Serge Kampf. To finish answering your question, | must point out nonetheless
that the Board of Directors has decided to propose at the next AGM a resolu-
tion authorizing, in the event of a takeover bid, the creation and distribution of
free stock options to the shareholders (called "bons Breton" after the name of
their inventor, the former French Minister of Finance) up to a limit of 25% of
the current equity. This would amount to increasing the starting price by 25%.
Personally, | find this measure entirely inoccuous, not to say useless, since
25% above the current valuation is still 30% less than the valuation last June
or July! In fact, the real danger would arise only if a buyer proposed a bonus
of 80 t0 100% of the current quoted price to a body of shareholders who were
discouraged by poor Group performance and to a management team that
had lost its motivation and cohesion and had no meaningful plans. As Paul has very
clearly stated, this is not the case. Every time these rumors crop up we dispel them, but ul
| suppose we shall have to learn to live with them. And in any case, they're fairly stimu-
lating, serving as a means of galvanizing our teams. ;

Besides the Group’s involvement in the Rugby World Cup, 2007 was also the year
of Capgemini’s g4oth anniversary. How were these two events perceived within
and outside the company?

1

il and Serge Kampf

Serge Kampf. The evening of the 4oth anniversary was a moment of great emotion for
the old guard of the Group and for all of those — employees, clients and partners — who have shared this long
journey for all or part of the way. Yet we deliberately kept within limits the ceremonies organized around this
event, to avoid the risk of seeming old at 40; | prefer to consider Capgemini still to be a company in its ado-
lescence, which has not grown into a crusty institution and has been able to retain its entrepreneurial culture.
This anniversary nonetheless allowed many to appreciate that the company has strong roots and a history that
some would judge edifying.

As for the Group's involvement in the Rugby World Cup, this had some very positive spin-offs for us. The
contribution we made to the organization and smooth running of the event brought us many plaudits and mul-
tiple spin-offs. The huge canvas that for two months covered the facade of the headquarters at the Place de
I'Etoile in Paris was a focus of attention for rugby's official bodies as it was for the motorists driving around the
Arc de Triomphe and the Japanese tourists photographing it. We can also congratulate ourselves on what was
done by the Group on this occasion for the benefit of students on the campuses and for the international tour-
nament of the European engineering and business schools.
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Is the “i3" transformation program, implemented in 2007 by the Group, starting to produce results?

Paul Hermelin. The first half of 2007 was spent mainly on identifying avenues of development and choosing
the priorities. We moved into the deployment phase only in mid-2007. The industrialization aspect has made
concrete and visible progress in terms of project delivery methodologies, the creation of data bases in every
country, and so on. You can sense real change afoot in the Group and, with it, new levels of competitiveness,
often with respect to the traditional competition but also in the face of newcomers from the emerging nations:
we are even beating the Indians!

As far as the innovation aspect is concerned, we are making good progress there too. We now have a very clear
vision of the main levers of technological change and their relevance for every sec-
tor of the economy. We know which levers we need to bank on. The topic that see-
med most natural to take on was “intimacy,” since it is one of our strongest suits,
on account of the 40 years of close relations we have with our clients. Yet we'd like
to breathe new life into these relations, and it's a rather delicate matter since this
affects the role of each and every employee and manager within each client enga-
gement. We have a few pilot schemes to develop new methods with large
accounts, but the Group needs to build on its traditional intimacy while renewing
it at the same time, and it's a bit harder than | thought

Serge Kampf, can you recognize in this transformation program the values to which
Capgemini has subscribed for the last 40 years?

Serge Kampf. Yes, of course. With the exception of the one word: transformation. | am not
sure that the Group needs to be transformed. It needs to adapt to the new market conditions,
to evolve and to innovate — not to transform. We might well be asked why should we want
to transform something that is working well: would this not mean taking unnecessary risks?
Our Group should certainly not rest on its laurels, it should continue to adapt to the market,
but for me the word “transformation” seems a little excessive. On the other hand, | perso-
nally would quite happily have added another “i" to the program: “i" for
“integrity” This is one of the Group's essential values, one that it needs to
mobilize around and safeguard, particularly now that it is as common to
talk about integrity as it is to ignore its consequences. We need to make
sure that, in carrying out all these actions of renovation or transformation,
we continue to hold on to our traditional values, starting with this one.
Aside from these two remarks, | confirm that this program is clearly the
way ahead.

Paul Hermelin. Serge is right. Companies often talk about a “transforma-
tion program” for what in reality is a recovery plan. In no way is it the
case with us. The Group is doing well; it just needs adjustments and rejuvenation. It's an offensive plan, not a
defensive one.

Can this program be modified as the year progresses, in the light of changes to the economic situation?

Paul Hermelin. Of course. Such is the case, for example, with the recruitment programs, designed to ensure
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a certain complementarity of talents between the old and the new nations of the Group. In the United States,
where the threat of a slowdown is obvious, we decided to do in one year what had been planned to take two.
This clearly demonstrates our capacity to accelerate transformation when necessary, but it puts a great strain
on the Group's employees and managers, since it means that the qualification pyra-
mids have to be re-adapted in double-quick time. We can do that in North America,
where we have fewer than 10 000 employees, but it's rather more complex in France,
where there are 20 000 of us for a far smaller market.

How is the geographical expansion of Capgemini progressing?

Paul Hermelin. The success of our installation in India shouldn't stop us from se
king to diversify our delivery capabilities. Aside from China and Poland, this [
year we opened production centers in Morocco, for French-speaking custo-
mers, and in Argentina, principally for the Spanish-speaking market but also
for American clients attracted by the minor time difference. The Group is exa-
mining the viability of setting up operations in countries where the growth
rates are 25-35% in our sector of activity, compared with our traditional mar-
kets where we can be pleased if growth reaches double-digit levels. As these
emerging nations develop, there is an increasing demand there for IT, making
them potentially very dynamic markets.

Serge Kampf. In this area, however, | find that we're a little lacking in boldness. Nothing
much has happened since last year. Sure, we have re-established ourselves in Morocco,
where we had already had a presence for six years (1977 to 1983), and where | hope our
activity will develop better than we managed back then. Yet the interest of being present
in other countries too, strikes me as obvious: Romania, where we've done nothing as yet;
Vietnam, where there still remains a certain esteem for the French language and people;
Indonesia, the fourth-largest nation in the world in terms of population; the Philippines,
whose population (80 million) has a reputation for being gifted in IT. Paul has mentio-
ned the possibility of appointing a director in charge of the emerging nations, and I think
this would be a good idea. Having said that, it should not be forgotten that we're already
present in 32 nations, and that four of them represent close to 80% of the total Group
revenues. This means that, in the 28 others, we have a relatively low market share and
that there is room for developing our traditional activities there. | think therefore we need to successfully
implement rapid development in certain countries with high growth potential and strengthen our position in
others where the growth is perhaps not so strong but where we already have the bases that allow us to deve-
lop there at a lower cost.

Paul Hermelin. A good example is North America where, thanks to sustained organic growth and the acqui-
sition of Kanbay, our revenues grew 40% in one year to 2.5 billion dollars. Even in US terms this is a conside-
rable amount, and it has changed the perception that people have of the Group, in what is still the world's
premier market. Concerning Kanbay, I'd like to add that this acquisition has made a very positive contribution
to reinforcing Group identity, since the values of Capgemini dovetailed harmoniously with those of Kanbay. This
is yet another illustration of the Group's capacity to reinvent itself through each acquisition, as it has done 40
times over the course of its history. To return to the case of the United States, we also have to concede that —

- ~
Inancial Services)
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despite this spectacular progress which probably propelled us to the top of the second division — we still can't
be sure of having found our place in the first division. This has to become our ambition on this market.
More generally, the Group has strong growth potential on most of the world's markets. We're in the leading pack
in the Netherlands, France and the UK, but we're not where we could or should be in other major countries
such as Germany, where we're still a minor player, or Spain, even if we are rapidly moving up the table.

Concerning the prospects for 2008, will you be able to do everything you want to do? What are your
priorities?

Serge Kampf. The priority of priorities, once again, is to ensure that the budgetary
objectives are attained or even exceeded! This year | should say they are fairly
ambitious, in particular with regard to profitability, but everything of course will
depend on the general economic situation. Our people in the field find it hard to
reconcile the discrepancy between the observation that their business is going well
at the start of the year and the pessimistic tone of the commentators who predict
that we're on the cusp of a major financial and economic crisis. This ends up
affecting their morale and leading some of them to wonder if our optimism is well
founded, or if Paul and | are “way off the mark’

Paul Hermelin. The start of the year has been paradoxical, with the market in good shape
while our attention has been permanently drawn to “the dangers the year holds,” and not by
the people in our business but by financial and economic pundits. As far as I'm concerned,
I do not believe there will be a fall in IT investments in 2008, and for a cyclical reason first of
all. The fall in investments that followed the year 2000 was due to the cumulative effect of
three phenomena: the transition to the year 2000, the preparation for the advent of the
euro and the Interet bubble. This time there has been no over-investment in the preceding
years and therefore the only question is how sensitive we are to the general sense of gloom.
The next reason is a structural one. Until the 1975 crisis, which didn't really affect IT, we were
living through the good times when, even if there was an investment cri-
sis, investment in IT was protected, a bit like a sacred cow. In the 1980s
and 1990s, investment in IT became commonplace, and when invest-
ment in general went down, so did investment in IT. It seems to me that
we're entering into a third period in which IT has become so vital to busi-
nesses that, even when the economy is at a low ebb, they can't afford to
hold back on the modernization of their IT systems. | meet a lot of mana-
gers who tell me they could no longer live without IT and that they always
earmark a significant part of their investments for IT since it has really
become the lifeblood of their enterprise.

So you feel that the Group is fairly well protected against a possible crisis?

Paul Hermelin. The Group is more resilient than some may think. If demand stays approximately at its pre-
sent level, our growth will be in the order of 5%. If a somewhat gloomy economic climate becomes pervasive,
we believe we can maintain this growth at around 2%. It has to be said that the Group has changed. It is now
far more robust, with more outsourcing and a greater presence in the public sector, which is less sensitive to
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economic vicissitudes. It also benefits from the dynamism of its managers, not to mention the transformations
designed to boost its profitability. Thanks to its production network around the world, and notably in the emer-
ging nations, it is capable of offering innovative and highly competitive solutions. It's on the
strength of all this that we've been able to commit ourselves — in a bold undertaking, but one
that we really believe we are capable of — to improving Group profitability, whatever situa-
tion applies.

What consequences does the weakness of the dollar have for the Group?

Serge Kampf. The Group consolidated financial statements are in euros, and the weakness
of the dollar obviously does us no favors. So, for example, the 2.5 billion
dollars that Paul mentioned just now equates to only 1.7 billion euros in our
2007 financial statements. Having said that, it would take a smart fellow to
predict what the dollar exchange rate is going to be at the end of the 2008
financial year. In any case, this isn't going to change the priorities or objec-
tives of the Group, nor even really affect its results, even though the volati-
lity of what is still the world's number one currency does give cause for
concern. | remember when the dollar was worth over 10 francs, and now it's
worth just over 4 francs in euro equivalent. When a benchmark currency
varies in such proportions over such a relatively short period it constitutes an
enormous instability factor, particularly when the policies of the Central European Bank
and its American counterpart are poles apart. One of these days they're going to have to
get their acts together!

Paul Hermelin. It is true that we're suffering from the undervaluation of our American
operation, even though its results are now genuinely satisfactory. Yet we're also prey to
another great unknown: the variation between the dollar and the Indian rupee, since for
the contracts signed with our American clients the workforce used is often half American
and half Indian, and even if the rupee is fairly stable against the euro, it fell 129 last year
against the dollar.

All in all, you seem fairly sure of yourselves.

naltifing, UK

Paul Hermelin. I'd prefer to say confident rather than sure. As one of our Board members recently said, we
are in a business where you need to keep on accelerating for as long as you're not obliged to brake. It's not a
business where you can slow down gradually. As long as we can, we keep on accelerating, and only put the
foot on the brake if the market forces us to; there is no such thing as cruising speed. Today, we are encoura-
ging our sales force to keep on pushing, to keep the foot on the gas. If, one day, we feel that a recession is
around the next bend, we shall need to adapt very quickly, knowing that everything could turn around very
quickly, and that the same rhythm will not apply in every country. We work according to the theory that, as usuai,
any trend changes will make their appearance first of all in the United States, then in the UK and then in
Scandinavia, before making their impact on the rest of Europe, from north to south. In the United Kingdom,
almost 60% of our activity is in the public sector, which should provide us with a certain degree of stability and
a first protective barrier. Yet there's nothing to guarantee that this classic scenario will be repeated.
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One has the feeling that Capgemini’s Outsourcing discipline is slowing down...

Serge Kampf. Not at alll Outsourcing has made great progress, contrary to what the statistics might lead you
to believe. If they are a little slack, it's simply because some of the major contracts signed in previous years have
reached maturity and have been readjusted or renegotiated. An example is the contract signed with the British
tax administration (HMRC), which was extended for three years in exchange for a significant reduction of the
amount invoiced yearly. As far as outsourcing is concerned, all that people — and the press in particular — seem
to be interested in is the signing of major contracts, but it should not be forgotten that small streams flow into
large rivers. We started out by embarking on large rivers; now we tend to ply our trade more on the large streams,
in other words, signing smaller contracts and/or contracts over shorter durations.
Outsourcing remains one of our key avenues of development for 2008, although
obviously not the only one.

Paul Hermelin. On the outsourcing market two broad trends can be observed: on
the one hand, clients are now looking for multi-sourcing rather than very large
contracts, which we don't necessarily consider a bad thing; on the other hand, pro-
duction is increasingly provided by remote computing centers. Here we find our-
selves in competition with new market players, yet our solutions are bang up to
date and our portfolio of sales proposals has increased in a big way. There is also a field of
outsourcing in which we are strategically very well placed: BPO [-» aiossary ], involving outsour-
cing that takes in more than just IT. In this way, we have become the world's fourth-largest
player in the field of financial and accounting management. On all the outsourcing markets,
costs are the be-all and end-all of the contracts signed with clients, and the percentage of
applications delocalized into low-cost zones is a decisive factor. Apart from the public sector,
we can only win business using the leverage offered by our production centers, the major
ones being located in Poland and India. The bright side of this is that, today, there are far fewer
contracts requiring the transfer of staff into the Capgemini workforce.

Over its 40 years, Capgemini has often been able to anticipate how
its businesses were going to evolve. What big changes do you see for
the future?

Serge Kampf. I've a good sense of smell, but my eyesight is pretty weak.
When it comes to vision, | leave that nowadays to Paul.

Paul Hermelin. I'm pretty circumspect about what | see on the horizon,
since it might just be a mirage. For example, we are currently examining
the subject of SaaS [-» closswer ], “Software as a Service”: the idea that ser-
vice is sold “on tap,” with the client no longer buying the system but
paying for what he consumes. This is the kind of service provided by a company like Amadeus when it sells
airline seat bookings. We should not forget the fashion for ASP [-» ciosswer ], which led to a number of disasters
around the year 2000. It is now coming back, on the basis of new principles and new technologies that would
lend credibility to the notion that this time it will work. It is a trend that we are monitoring, though not forget-
ting that those who got involved with it back then — including ourselves, although fortunately on a very small
scale — got into some serious difficulties.
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Do you need to rush on headlong or take your time with this kind of trend?

Serge Kampf. Both! You need to act quickly, since you have to be permanently capable of grasping the rare
nuggets that opportunity can present. At the same time, you need to remain highly
cautious, since a lot of false hope has been built upon what has often only been a
change of packaging. What is important is being first at the finish line, and not neces-
sarily the first on the starting line. So, whether to go quickly or to take your time? What
is important, surely, is not to fall asleep on the job.

Paul Hermelin. | also think that setting off second or third is not necessarily a han-

dicap. What you need to understand very quickly is whether or not the first one off

the blocks is going to acquire a real advantage and move into an unassailable position.
Experience has taught us that it is not always wise to act as the front-runner. What is more,
opportunities sometimes come around again. For example, the Group decided long ago not
to get involved in the automatic money transaction business. Today, no-one can get a foo-
thold in this market in France but, thanks to the integration of Kanbay, the Group is making
market inroads into the activity via the English-speaking countries. We are in the business of
information technology, and nothing in this business lasts forever,

Serge Kampf. And nothing in this business is gained definitively (...)

Interview conducted in Paris on 13 March 2008 by Michel Sarazin and Arnaud Jean.



Pierre-Jean Couarraze, Remington Type Writer



Yoél Benharrouche, A green song for an autumn afternoon
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BREAKDOWN OF CAP GEMINI S.A. CAPITAL
as at 31 December 2007
(on the basis of a shareholder survey)
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All Group financial data is available online at www.capgemini.com — s



Key figures for the Capgemini Group

REVENUES BREAKDOWN OF REVENUES BREAKDOWN OF REVENUES
in millions of euros FOR 2007 FOR 2007
BY DISCIPLINE BY COUNTRY / REGION
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* The operating margin is the main key performance indicator ** Operating income includes the additional charges associated
for the Group. Itis defined as the difference between revenues with shares or options allocated to certain employees, as well as
and operating costs, these being equal to the costs of services other non recurring income and expense such as restructuring
rendered (costs necessary for the implementation of projects), costs, integration costs of recently acquired companies, goodwill

as well as Selling and General and Administrative costs, impairment expenses or capital gains or losses on disposals.



+13%

At current scope and exchange rates,
the Capgemini Group posted a 13%
growth in revenues. After restatement
of scope (mainly due to the acquisitions
of Kanbay and Software Architects)

and translation adjustments (increase in
euro against other main currencies),
growth of 9% was recorded in 2007.
This is noticeably higher than the market
average.

1.4%

Operating margin continued its growth
trend, and has increased in all four Group
disciplines. At €640 million, operating
margin represented 7.4% consolidated
revenues for 2007, up by 1.6 points
compared with 2006 (8.6% for the
second half year alone).

440 million

Net income attributable to equity holders
of the parent stands at €440 million

i.e., 5.1% of revenues and up

by 50% compared with the prior
financial year.

All Group financial data is available online at
www.capgemini.com

GROUP WORKFORCE

EN 2007

Workforce development

2007
2006
2005

2004

2003

* After integration of the Kanbay teams (7 000 people),

Breakdown of workforce by region

Country or region as at 31 December  as at 31 December Variance
2006 2007
North America 6 441 8 857 +2416
United Kingdom and Ireland 8 785 8482 - 303
Nordic Countries 3608 3942 + 334
Benelux 9014 9492 + 478
France * 20438 21138 + 700
Southern Europe 6 235 6 836 + 601
Central Europe 5137 6274 + 1137
India 6 979 16 939 +9 960
Asia/Pacific excluding India 259) 1548 +296
Total 67 889 83 508 + 15619
* Including centralized services 151 159 +8

Breakdown of employees by discipline

Discipline as at 31 December as at 31 December Variance
2006 2007
Consulting Services 4718 4966 + 248
Technology Services 25 635 36 657 + 11022
Local Professional Services 16 759 18 382 + 1623
Outsourcing Services 20 626 23344 +2718
Centralized Services 151 159 +8
Total 67 889 83 508 + 15619
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General Organization of the Group

The full authority of the shareholders is exercised, in between General Meetings,

by the Board of Directors. The principle mission of the Management Team is to lead

and coordinate, with the assistance of the Central Group Departments, the operation

of the entire organization formed of operational entities which are, in turn, divided into
regions, disciplines or sectors. This decentralized organization acts as

a guarantee that the Group and its 83 508 employees, spread over 32 countries

as at 31 December 2007 operates as it should.

Shareholders 4
Statutory
il Auditors
l Board of Directors <+
4 specialized
committees
‘ —4#  Group Management l
. Central Group
v v .
Regions Disciplines Sectors
Consultants, engineers, project managers, analysts, and other.
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How does a service company like Capgemini work? Unlike a
manufacturing company, which can be easily identified through
the material goods it produces, an IT services company operates in
the realm of the intangible.

What an IT services company offers its clients is the methods, consul-
ting, assistance and expertise it can provide in cutting-edge technologies;
the capacity to marshal the multiple competences that are often nee-
ded to resolve a complex problem; and the experience accumulated
over the thousands of projects it has implemented. However, it has
none of the patents, plants, stocks or retailers — none of those “tangi-
bles” that structure a manufacturing company and dictates how it is
organized. Its only visible asset is its people, who bring with them their
professionalism, their sense of initiative, their mobility and their commit-
ment to the values that the company strives to cultivate. The other
intangible asset is the relationship of trust that has been built up
patiently with the company's customers over the years.

The development of information technology in the United States, first
of all in the field of defense and space, then in the large corporations,
engendered, in the early 1960s, the creation of a new line of business
— IT services. This wave of corporate computerization took little time to
spread across the Atlantic and reach Europe, and in particular France,

Convictions (1)

“Capgemini aims to be the most active
and reactive of partners, in other
words, not to propose off-the-shelf
solutions to its clients, nor attempt to
usurp control from the client of this
decisive asset that the IT tool constitutes
as a competitive lever, but first

and foremost to listen its clients,
understand their expectations and

their requirements, and then offer

them the benefit of our accumulated
experience, our intimate knowledge

of tried-and-tested technologies and

a range of constantly evolving services.”

Annual Report 2004 (extract)

where, in 1967, there were a dozen or so companies working in a variety

of fields: technical IT for industrial and scientific purposes, the realiza-

tion of complex systems, applied economics, and so on. This gave rise to a market niche that was only partially filled
by the service providers who were around at the time: technical assistance for the installation and utilization of com-
puters in companies. This market observation led to the creation of Sogeti in October 1967. The company's founding
was built on a number of principles that remain applicable 40 years later, and which offer an explanation of how a busi-
ness that has grown into a worldwide operation operates.

Sacrosanct principles.

From its earliest days, Sogeti opted for decentralized organization — out of concern for its business efficiency, but also
in order to guarantee a local presence for its custormners. Yet decentralization has never been synonymous with loss of
control, and each entity had to observe three imperatives, which still guide the Capgemini Group to this day: the need
for profitability, without which survival and independence are impossible; the will to keep pace with market growth; and
the quest for all-around excellence. The principle of subsidiarity is also paramount, meaning that decisions are to be made
as closely as possible to their point of application, and only forwarded to a higher level when they might have an impact
on other units besides the one directly concerned. This implies light structures with management levels kept to a mini-
mum and central functions that are limited in number. Along with these principles, there is also the evaluation of indivi-
dual and collective performance based on the degree of realization of clearly measurable annual objectives.

These principles, allied to the permanent drive for efficiency and quality, and tailored whenever pragmatic needs dic-
tate, have been the “fundamentals” of the Capgemini Group's organization since its earliest days.

A ready ear makes for better understanding.

The starting point is good knowledge of the client, its business, its needs and its intentions: launching a new
product, installing new equipment, reducing costs, setting up a new application, improving the performance
of its IT system, outsourcing all or part of its organization, and so on. The client's contact at Capgemini will
first of all listen to the client and then carry out a dialog with him in order to understand the issue at hand,
weigh up the constraints and identify the nature of the services to propose. Aided by experts in the business,
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he will study the passible solutions, choose the one that seems most suitable and propose it to his client.
This initial phase may take just a few days, but frequently it may be a question of weeks or even months of pre-sales
aclivity in order to construct a proposal that best serves the client's expectations. Where particularly complex contracts
are concemned — major IT project, large-scale outsourcing, company transformation — the work involved may mobilize
dozens of experts, involving multiple interactions with a range of client-appointed interlocutors, leading to the fine-tuning
and stabilization of the proposal and the launch of negotiations.

However, Capgemini's reputation for excellence in project execution and management is not on its own enough to
win over the client; what is also needed is perfect understanding of the technology and how it is likely to evolve, solid
capabilities in management consulting and in-depth knowledge of the client's sector of activity.

Contract implementation.

Often designated and presented to the client even before any contract has been signed, the project manager is res-
ponsible for the delivery of the chosen solution. He or she assembles a team comprising consultants, architects,
engineers, analysts — a whole panoply of professionals who are mobilized towards the goal of successful project
completion, in a process that may extend over several weeks, months or even years.

For many years, these teams worked exclusively on site with the client or in close proximity to the client. Today, com-

Convictions (II)

“Our people are the hearts and minds
of the Group. We offer them the freedom
they need to develop; we organize their
networking in order to ensure their
professional skills are most efficiently
and increasingly mobilized; and we
match them up with our clients’ own
people so that they can innovate and
progress together.”

“Total customer satisfaction needless to
say requires the collective mobilization
of everyone in the company towards

a common goal, and not the simple
Jjuxtaposition of individual know-how
and skills.”

“To be a leader and to remain one,

the priority has to be keeping your feet
on the ground and managing daily
issues using robust and simple ideas.”

“Everyone understands that, in a service
company, attitude counts just as much
as aptitude; behaviour just as much as
know-how.”

“These are the values that bring sense
to our common endeavor, when the
prevailing times seem to call so much
into question.”

Annual Reports 1998, 2000, 2001
and 2002 (extracts)

plex projects often require the participation of experts scattered across
the world and who are now able to collaborate remotely thanks to new
technologies. At the same time, the drive for optimized production
costs has led service providers to delocalize some of their facilities in
countries with lower wage costs.

In these so-called “offshore” centers, specializing, for example, in the
development of projects using integrated software specific to a sector
of activity, Capgemini engineers apply the discipline of manufacturing
production lines to service provision. There they can have access to
better computer models, use tried-and-tested methods and benefit
from the support and experience of the Group as a whole.
Throughout the project's duration, Capgemini and its client jointly control
the execution of the delivery plan, evaluate the state of progress and
ensure that the intermediate deadlines and quality of the results are
respected.

The results

When an IT application, say, is operating in compliance with the establi-
shed technical specifications, it is formally accepted, or validated by
the client. Capgemini can be said to have “delivered” the service that
had been ordered. In order to appreciate the level of satisfaction of its
clients, the Group has developed a system of measurement and eva-
luation called OTACE [-» clossary ], which offers a permanent and precise
dashboard of the quality of work carried out at every stage of the pro-
ject, from design to delivery. This mechanism is designed to create and
propagate a climate of total trust between the Group and its clients, so
enabling the initial contract to be extended or renewed.
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The Board of Directors. Cap Gemini's good governance stems

from assets such as its directors with their diverse profiles,

global experience and deep knowledge of the Group and its disciplines,
and the contribution of discerning non-voting members.

In a société anonyme, or French joint-stock company, full autho-
rity is held by the owners of the capital — namely the sharehol-
ders — who elect, at a General Shareholders’ Meeting, a certain
number of directors to represent them. A Board of Directors is
thus formed, to whom the shareholders delegate the power to
exercise this authority in the best interests of the company.

The Board of Directors, in turn, delegates these powers, to a

greater or lesser extent, to its Chairman and to a Chief Executive

Officer (CEO) (or to a Chairman & CEQ in the event that the two

functions are not separate); but the Board maintains the right

and the power to:

— determine the principal strategic orientations of the company,
select those most appropriate and ensure that they are cor-
rectly implemented;

— give (or refuse) its prior approval to any decision, proven as strategic, i.e., acquisitions, disposals of assets, reorganization, significant
change of scope or range of activities, appointment or dismissal of top executives reporting directly to the CEO (directors of Strategic
Business Units and centralized functions), issuing of securities and signature of major strategic alliances;

— draw up the annual financial statements and consolidated financial statements,
convene annual shareholders’ meetings and prepare the relevant agendas, define detailed resolutions and reports for presentation
at these meetings, submit proposals for approval regarding directors or non-voting members to be appointed or whose term of office

is to be renewed, etc,;
— have any audits and controls conducted that it sees fit or necessary.

For many years now, the Board of Directors of Cap Gemini SA has implemented the prin-

ciples of good governance applicable today. For example:

o detailed Rules of Procedure were established in 2002;

o three - subsequently four - specialized committees were created (Audit Committee,
Selection & Compensation Committee, Strategy & Investments Committee and Ethics
& Governance Committee) whose role is to prepare and facilitate deliberation on
ssues that are subject to prior examination, and to submit opinions or recommenda-
tions on the appropriate decisions to be passed;

o g Code of Ethics was defined, published and implemented, stipulating a certain num-
ber of obligations for its members - compliance with such obligations is regularly
verffied;

e the personal circumstances of each director is examined in the context of his or her
“independence” within the meaning of the “code de place” or stock market code for
corporate governance (“a director is independent insofar as he or she has no
relations whatsoever with the company, its group or its management, which may jeo-
pardize his or her freedom of judgment”);

* areqular self-assessment procedure has been determined and is implemented, with
reviews of its operation and composition;

* payment of fixed directors’ fees has been waived and payment of directors” fees in
general is subject to directors and non-voting members being effectively present at
the relevant Board and Committee meetings (payment per session).

The Board of Directors of Cap Gemini SA, chaired by
Serge Kampf and composed of 11 directors (see oppo-
site page), assembled six times during the financial
period 2007 with an attendance rate of 94%. Itis assis-
ted by an “advisory council” of three non-voting mem-
bers (also appointed at a General Meeting) who are
appointed for their competency, experience, autho-
rity and repute. Although they are not eligible for full
directorships for several reasons (for instance, under
the rules governing subsidiary mandates), these non-
voting members take part in Board proceedings solely
in an advisory capacity.

Human capital is the main value of the service indus-
try in which Cap Gemini and its subsidiaries operate,
50, not surprisingly, the Board of Directors pays particu-
lar attention to employee management (recruitment,
education, remuneration, professional development,
etc.) and to the drive of its senior management.
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** Raymond J. Spencer was not on Capgemini payroll as at 31/12/2006 and was therefore not mentioned in Note 24 of the Cc lidated Financial St as at 31/12/2006.
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The Management Team. Capgemini's closeknit governance body
befits a multinational group with a decentralized organization structure.

The principal mission of the Management Team is to lead, coordinate and supervise the operation of the organization,
composed of the holding company and its operational subsidiaries.

The CEO holds executive authority, and is fully empowered by law to act in the name of the company in all circums-
tances. His duties consist principally of the following:

— o meet with clients, to address any issues that may arise concerning their relations with the Group's
subsidiaries, to widen the scope of cooperation with clients, etc.;

—  To develop direct relationships with important potential clients and actively support the sales and
marketing initiatives of the operatives targeting these prospects in the discipline or country concerned;

— o visit as often as possible Group managers and employees working for all Strategic Business Units,
whether remote or close to Paris;

—  To ensure that the Group maintains relations, at a very high level, with other market stakeholders,
whether they be partners or associates, competitors, regulatory or controlling authorities, analysts, members of the
general or technical press, members of the financial community or others;

—  Tolead or chair the meetings of the various committees whose responsibility is to assist him.

He defends the values and principles that have governed the Group for the last 40 years, he designs and masterbuilds
the strategies passed by the Board of Directors, guarantees the appropriate utilization of resources, ensures that
annual budgets are prepared and complied with, and supervises both the first circle of senior executives who report
directly to him, and the second circle of managers reporting to these senior executives.

When performing these assignments, the CEQ is assisted by:

—  Functional directors responsible for one core function, required for the company to operate correctly
(see page 26).

—  Operational directors responsible for the sales activity, the due completion of client projects and the
management of employees in a given region (this applies to two of the four Capgemini disciplines, Consulting and
Technology Services) or in all countries where the Group has significant presence (this applies to the two other dis-
ciplines, Outsourcing and Local Professional Services).

In addition to maintaining permanent contact with the CEQ, these directors assist the Management Team, in an advi-
sory capacity, within four specialized committees:

1. The Executive Committee, which governs the Group and comprises, to date, eight “ministers,” under the autho-
rity of its “prime minister,” as follows:

—  four functional directors:
«  Chief Financial Officer (also Deputy CEO),
- General Secretary (also Director of Human Resources),
« Director of Marketing and Communication,
+ Director of Strategy;
—  and four operational directors:
« Director of Western Europe,
« Director of Continental Europe and Asia-Padific,
» Director of Outsourcing Services,
" Director of Local Professionat Services (Sogeti):
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Executive Committee proceedings, held on Mondays (by telephone conference, if required), last for several hours and
cover any issues concerning the Group's general management, the budget status and any appropriate corrective
measures to be determined, the major projects under negotiation, the instances of arbitration, etc.

2. The Group Management Board, comprised of the nine members of the Executive Committee in addition to
the following members:

* Director of North America

* Director of the Financial Services S.B.U. (principally ex-Kanbay)

» Director in charge of the coordination of Group operations in India

+ Director in charge of Global Coordination of the Consulting Services business

* Director of Sales and Alliances

+ Director of IT Production and Quality

A Group Management Board meeting is convened every six weeks (eighttimes a year). Its principal mission is to pre-
pare Executive Committee proceedings and decisions by reviewing any issues submitted for a decision and to give
recommendations on the appropriate action to be taken. It also contributes to the preparation and implementation
of plans with a view to developing Capgemini's relations with its major global clients. The Management Board also steers
and oversees the implementation of the “I*" program in each major Strategic Business Unit.

3. Group Review Board, whose mission is to examine and authorize (or veto) major sales proposals in the course
of preparation and negotiation.

4. Mergers & Acquisitions Committee Mergers & Acquisitions Committee, whose mission is, as its name suggests,
to examine the opportunities of acquisitions, presented to or identified by the Group. It then makes the appropriate
decisions on such matters and prepares a file, if relevant, which is submitted to the Board of Directors for discussion
and approval.

Each of these four committees is chaired by the CEO. Proceedings are recorded in the form of Minutes of Decisions,
which are prepared by a secretary or by a member attending the relevant meeting. The CEQ may, if he considers it
necessary or fit, present a review of this work to the Board of Directors or to a specialized committee.



Jean-Francois Larrieu, Lagoon
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Central Group Departments. Their mission is to guarantee overall
cohesion while fostering Capgemini values within
the operational entities.

Mmoo "

» i g 1 ﬁ In multinational corporations with structurally decentralized organizations, it is
“l I~ essential to guarantee overall cohesion by providing the impetus and support
. S ! the operational subsidiaries need. This principle of decentralization, which has
> been one of the factors of the Group's success since its formation in 1967, entails
strict compliance with a certain number of rules relating to finance, human
resources, sales strategy, marketing & communication and legal affairs.

Hence, the mission of Internal Auditing is to ensure the correct application of the
rules and values upheld by Capgemini. The Group Management has the role of
steering its strategy and controlling operations with the assistance of the five prin-

cipal Central Group Departments as follows:

i '

— Financial Department, that ensures the preparation of budgets and the monitoring of performance, control and repor-
ting, accounting, bookkeeping, consolidation and compliance with accounting and reporting standards, cash manage-
ment, preparation of tax returns and processing of all fiscal matters, merger and acquisition controls, and compliance
with obligatory financial reporting requirements. The Deputy CEO, currently responsible for the Financial Department,
also oversees purchasing and procurement, in-house IT and risk controls for pre-sales commercial proposals. The IT
Quality and Delivery Department also reports to it, the latter's role being to define and disseminate the delivery
methods operative within the Group, to ensure certification for Project Managers, Architects and other specific profes-
sions and, lastly, to ensure intervention by specialized “flying squads” in the event of high-risk projects.

— Marketing & Communication Department, that defines both the Group's mainstream marketing and its internal
and external communication strategy, and ensures their implementation within the strategic business units; it guaran-
tees the proper utilization of the company name, brand and image across the world and provides a lever for sales and
recruitment.

— Strategy Department, that principally analyzes and prepares recommendations for the strategic orientations envisa-
ged both by the Group Management and by the Board of Directors, together

with the Strategy and Investments Committee reporting to the Board. All these teams, with the Group Management at their

— Sales and Partnerships Department, that principally leads the Group's com- hub, reflect the diversity of the Group (more than
mercial activities and oversees key account management and relations with 15 nationalities are represented). They are deliberately
Capgemini's major partners. kept small in number (in 2007, 159 members for a Group

— General Secretariat, that coordinates legal affairs, which are divided into two employing 83 508 people) in order to give free rein
departments: one deals with international transactions and legal matters related to the entrepreneurial spirit and sense of personal
to Group operations; the other ensures the correct operation of all corporate responsibility of the line managers.

bodies (Board of Directors, specialized committees, and general meetings, etc.)

and is responsible for any legal transactions affecting the general organization of

the Group. The General Secretariat also manages the Human Resources Department, whose role is to coordinate the

HR policies implemented by the strategic business units involving, in particular, the retention of managers with high-

potential profiles. This department also runs the Capgemini University, which provides the necessary personal deve-

lopment resources for Group managers and employees (training courses in new technologies, sales and marketing,

major project management, leadership, etc.) and is an attractive “meeting point.”

Photo: Group Headquarters, rue de Tilsitt, Paris.
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Four disciplines

Consulting Services. The strong acceleration in growth recorded for
2007 was underpinned by an organization focused on a few key sectors,
in addition to the service excellence and global mobility

of its consultants.
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The discipline. Consulting Services generated 8.7% of Group revenues,
with 4'966 employees as at 31 December 2007. This entity offers
strategic consulting and business transformation services. Since 2007,
theldiscipline has been split into three large areas - Western Europe,
Continental Europe / Asia-Pacific, and North America.

Client story. The British Government is tightening
up border security to monitor immigration better
and to fight organized crime and terrorism.

An e-Borders program was launched for this
purpose in 2002. Capgemini, having advised

the Home Office for the definition of this program,
isinow responsible, within a consortium,

fon developing its [T architecture, This involves,
inparticular, designing the business processes
and organizing the primary data flows.

“We wish to reinforce our Indian teams,
particularly in the areas of research and
analysis, In order to deliver rationalized
world-class content for our clients. Moreover,

Background. "2007 was the best year in the decade for consulting services,” accor-
ding to the experts from French research firm Pierre Audoin Consultants (PAC).
An extremely favorable economic climate encouraged companies to develop glo-
bal-scale strategies, to undertake acquisitions, and to rethink and restructure their
core processes. This has led to a sustained demand for consulting services in the
areas of business strategy, organization and transformation. Likewise, an abun-
dance of transformation programs has been implemented for public services in
Europe. Both public and private organizations now require multi-disciplinary teams,
consisting of top experts in each field, and previous international experience is par-
ticularly appreciated. “In exchange, clients are prepared to accept high rates and
to expand the scope of their contracts,” note the PAC consultants.

Taking stock of 2007. "The general sales trend, particularly in the second half of
the year, was very positive," according to Antonio Schnieder, Director, in charge of
Group Global Coordination of Consulting. “We were particularly successful in the
business transformation segment thanks to the roll-out of our Transformation
Consulting 21 program [-» alossary " In general, the scale of Consulting contracts
increased in 2007, compared with 2006, and invol-
ved more consultants from a variety of backgrounds,
both geographically and in terms of Group disci-
plines. For clients in telecommunications, for exam-
ple, 54% of Capgemini's consultants performed
assignments outside their home countries. Likewise,
French savings bank Caisse d'Epargne engaged a
cross-disciplinary team to deliver both Consulting
and Technology services for the transformation of its
IT systems, a project amounting to €60 million.
Moreover, the drive towards industrialization within the framework
of the "I*" program is also present in the Consulting discipline, as
demonstrated by the creation of a powerful center in India to provide
research and to analyze the appropriate market data in order to gain
business insight.

Prospects for 2008. "Our main priority is to step up the development
of the strategic consulting business. Indeed, it is essential for
Capgemini to be at the source of the decision-making process in
order to grasp fully and to anticipate those organizational changes
that will influence a client’s IT systems in the future,” explains Antonio
Schnieder.

we are hoping to go even further by giving
our Indian colleagues the opportunity to
come to work on consulting projects in

the West. This will enable them to acquire

1967-2007,
Capgemini

is celebrating its
40th anniversary.
The signature of

a cooperation
agreement, In 1970,
with the French firm
Bossard opened up
a new strategic
avenue and a new
discipline for

the Group -
organizational
consulting

The judicious
foresight

of Serge Kampf

in grasping the
complementarities
of ITand consulting
services led to the
formation of Gemini
Consulting

[~> GLOSSARY |
in1991. Today, the
strategic consulting
activity has become
an indispensable
and trailblazing
activity for the Group,
in helping its clients
accomplish their
transformation

projects

invaluable experience through face-to-face
contact with clients,” Antonio Schnieder,
Director, in charge of Group Global
Coordination of Consulting.
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Technology Services. The performance of Technology Services,
In 2007, was built upon its three assets: industrialization capacity,
strength of innovation and the mobilization of its resources

for major contracts.

1967-2007,
Capgemini

is celebrating its
4oth anniversary.
In the 1980s,

Cap Gemini Sogeti
made its entry on
the design and
installation market
for mainframe T
systems,

The acquisition

of the French
specialist in systems
integration and large
data networks Sesa,
in1987, put the
company in prime
position on the
telecommunications
and manufacturing,
retail and distribution
markets,

The operation
contributed to the
transformation of
Cap Gemini Sogeti,
thereby increasing
the share of
intellectual services

for complex projects.

“The industrialization of services must take into ~ delivery centers in India as encouraged by the  Argentina for the Hispanic market fit perfectly
account the need for the linguistic and cultural - implementation of our 'F*" transformation pro-  into this scheme.” Philippe Donche-Gay, Group
proximity that some of our clients demand. Itis  gram. Our installation in countries such as
therefore vital to be able to offer alternatives to Morocco for the French-speaking market and

Background. In a buoyant economic environment, 2007 was characterized
by three major trends. First, many transformation projects requiring innova-
tion were launched. These relate, in particular, to the European Union's
SEPA [-» clossary | program for the harmonization of payments in Europe; the
implementation of quadruple play [-» clossary | services in telecommunica-
tions; and the continuing modernization programs for public administration.
Second, in industry, the demand for integrated SAP and Oracle manage-
ment software remained very high. Last, the industrialization of services and
recourse to offshore are now considered favorably by the market.

Taking stock of 2007. “We recorded 11% growih in our revenues in 2007 and
our operating margin was 8.9%, compared with 7.5% in 2006,” announ-
ced Philippe Donche-Gay, Group Director for Western Europe and in
charge of Technology Services Global Coordination. This performance
can be explained by the winning of major contracts in this discipline, pro-
ject input from the other Group disciplines and the increasing recourse to
Rightshore™ [-» cLossary . The two-year overhaul of the IT system of the US
telecoms operator FairPoint is a typical example of a contract containing
each of these factors. This contract, in excess of
€100 million and generated by the Consulting
sector, mobilizes some 500 employees, 350 of
whom are in India.

Capgemini launched a major exercise, in 2007,
designed to identify and select potentially lucra-
tive markets, such as business information
management [-» GLossary ], in which the Group
envisages attaining annual growth of approximately 30% in the
next few years. Skills management remains another key preoccu-
pation, with an emphasis on systems architecture expertise — a
highly valuable market commodity — and on the management of
large-scale projects.

Prospects for 2008. "Despite an uncertain economic outlook, we
have seen no lessening in demand in early 2008," observes
Philippe Donche-Gay. Systematic recourse to Rightshore™ in pro-
ject production, leadership in the business information manage-
ment segment and signing some major contracts are the main
items on the road map for 2008.

Client story. The Frenchibanking group Caisse
d'Epargne chose Capgemini for assistance in i
the transformation of its T systems. The objective

of this three-year project is to migrate the 17 current
systems into one single system. Qur close proximity.
to this historic client and the innovative naturelof
the proposal helped us to win this contract, which will
mobilize 150 Group employees from the Consulting e
and Technology Services disciplines.

Director for Western Europe and in charge of
Technology Services Global Coordination.
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The discipline. Technology Services accounted for 38.5% of Group revenues
in 2007. The discipline employs 36 657 people and delivers various types of
services: IT systems architecture, software package implementation, applications
development, IT consulting and the creation of innovative solutions.




Jean-Francois Larrieu, Festive table
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Four disciplines

Local Professional Services. The relevancy of Sogeti's senvice offering
and its policy of targeting alliances, combined with the development
of offshore in India, underlie its exceptional 2007 results.

1967-2007, Background. In a generally favorable economic climate, all companies are

Capgemini

is celebrating its
4oth anniversary.
On 1 October 1967,
Serge Kampf formed
the Société pour

la Gestion de
I'Entreprise et

le Traitement

de I'Information

in Grenoble (Sogeti).
This company was
already playing its
client proximity

card through an
organizational
structure that was
based on the nation

of a service network.

faced with the daily challenge of striving for excellence in production, logistics
and customer relations, and in building and operating their IT systems accor-
dingly. The already fierce competition between Western corporations has now
spread into a global arena where newcomers from the emerging countries are
causing price squeezes. "Widespread low prices are pressuring operating
expenditure considerably, and IT expenditure in particular," notes Luc-Francois
Salvador, Sogeti's Chairman & CEO. “IT has to take these cost issues into
account since these organizations have to produce the same results, year after
vear, but often on a lower budget!

Taking stock of 2007. "Although 2006 was an excellent year, 2007 could be
dubbed ‘exceptional’" continues Luc-Francois Salvador. “Once again, we pos-
ted double-digit growth in revenues and profitability and this statement is
valid for all Sogeti entities. A special mention goes to the United States, howe-
ver, for its successful integration of Software Architects, and to Scandinavia and
the Netherlands!

Key to this performance was the success of software testing [-» cLossary ], with
its revenues up by over 40%. Now one of the top-ranking companies in this acti-
vity, Sogeti has established a center in

India where 500 employees work
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mainly on application testing. The firm's
growth also springs from its close tech-
nology alliances with Microsoft and
IBM, enabling it to provide a compre-
hensive range of high-performance
tools for upgrading IT systems.
Prospects for 2008. In order to pursue
this growth trend and to improve profitability even fur-
ther, Sogeti is banking, in particular, on doubling its
workforce in India according to the orientations set out
in the “I>" transformation program. “We would like to
invest in a big way in high-tech consulting too, with
the aim of having 250 engineers in India by the end of
2008," concludes Luc-Francois Salvador. “The huge
added value of this business line strengthens our glo-
bal technology positioning as far as our clients are
concerned.”

Farly in 2002, The sector. Present in 14 countries, Sogeti generated just over 16.2% of Group revenues
in 2007, with 18 382 employees working in the fields of high-tech consulting, applications
management and IT outsourcing. Sogeti can be legitimately proud of its three major
assets in these spheres: its geographical proximity to its clients, its technological

expertise and its degree of commitment,

this template was
successfully
transposed when
Capgemini formed
the new Sogeti
company for the
delivery of local
professional services. Client story. Total, the French integrated oil company, wished to
establish a single type of workstation equipped with up-to-date
technology that could be used by everyone within the Group;

Sogeti was awarded, in 2007, overall engineering responsibility for
the project. Approximately 65 000 workstations will be equipped with
Microsoft Vista and the relevant security, electronic mail and mobility,
applications. A team of 40 Sogeti engineers and consultants will

be involved in this project for its 15-month term.

In 2003, the French
company Transiciel
was successfully
integrated, thus
making Sogeti the
third Group discipline
in terms of revenues
and first in terms

of operating margin,

‘Above all, in addition to the company's satisfaction in a job well done. particularly proud of the fact.”
Luc-Francois Salvador, Chairman

& CEO Sogeti,

progress, what | would like to see for our In our increasingly global industry, we are IT

employees at the end of 2008 is daily service craftsmen and women and are
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Outsourcing Services. Europe was the growth driver for this activity
In 2007. The rationalization drive finally bore fruit so that contracts were
expanded at record-breaking rate.

1967-2007,
Capgemini

is celebrating its
4oth anniversary.
Atthe end of the
19605, Serge Kampf
was convinced of

the future boom in
facilities management
(today's outsourcing)
In 1971, he therefore
formed the company
Eurinfor [ GLossary |
which grew and
developed with

the acquisition of
Hoskyns, the leading
British outsourcing
company. Some years
later, the Group
signed one of the
largest outsourcing
contracts in history -
with Her Majesty’s
Revenue

& Customs in the UK
- in 2003,

This recurrent activity
is a safeguard against
any fluctuations

or downturns in the
economy and enables
Capgemini to
develop preferential
relationships with

its major clients,

“We are aiming to achieve BPO growth in
excess of 15% in 2008, compared with the
129 attained in 2007. For this purpose, we are  should be not only the strongest in the Group
going to launch new offerings specifically for

Background. The worldwide outsourcing market has maintained
its growth in 2007 — €195 billion excluding BPO P cLossary] — albeit
slightly below 2006 according to the French firm Pierre Audoin
Consultants (PAC). Outsourcing is still the top IT services segment
in terms of volume, but the playing field has changed considerably
in terms of types of services and forms of contracts. Companies
capitalize on periods of growth in order to quicken their transfor-
mation and, to support these changes, outsourcing contracts often
include both consulting and technology services. Moreover, clients are now
looking for smaller-scale, five-year commitments rather than the once-tradi-
tional ten-year deals, so that the trend towards multi-sourcing is growing. “We
have observed that, when trust is firmly established between client and ser-
vice provider, there is a tendency for tacit renewal," emphasize PAC analysts.
Taking stock of 2007. "It was a good year since we met or exceeded our
budgetary objectives (in terms of orders, revenue, margin and headcount) and
we have concluded our Margin Acceleration Program [cLossary | some twelve
months ahead of schedule,” explains Paul Spence, Group Director of
Outsourcing Services (OS).

In order to meet these targets, Capgemini pursued the industrialization of its
outsourcing activities under its “I3" transformation program. The Group has
also increased its delivery capabilities in India, Poland and China by near to
2 000 extra employees i.e., approximately 10% of the resources dedicated to
this discipline. In addition, the organizational structure was reinforced around
the accounts considered to be strategic in order to better understand, anticipate
and respond to client needs. This has led to some major new contracts
being signed in the United Kingdom and in the Netherlands. Capgemini
also concluded some 20 contract extensions with the London
Metropolitan Police, Matalan retail store and Prudential insurance in the
UK; automotive companies General Motors and Visteon, and HP in the
United States; and international construction-services provider Hochtief
in Germany. “These deals, which have reached unprecedented heights
since the launch of outsourcing in 2001, create a virtuous circle of confi-
dence for even further success,” says Paul Spence.

Prospects for 2008. "Overall, we intend to continue improving our
operating margins in all our service lines in order to increase the aggre-
gate margin for the discipline,” adds Paul Spence. The priority in 2008
is to develop the mid-tier contracts.

growing segments of the marketplace.
In addition, growth in the BPO service line

but also very profitable, which is why we

The discipline. Outsourcing generated 36.6% of

aggregate Group revenues in 2007. A five-service line
workforce comprising over 23 344 employees manages
clients’ IT systems or business processes (BPO),
depending on the contract,
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intend to bolster up our dedicated offshore
capabilities in this segment.” Paul Spence,
Group Director of Outsourcing.

Client story. The seven-year BPO finance and
accounting contract, initially entered into by
SKF with Capgemini, in October 2006, for the
outsourcing of these services in Europe,

was extended in 2007 by the Swedish group,
specialized in rolling bearings, to SKF's US
activities. Services are delivered by the
Capgemini Rightshore™ [ cLossary | center
in Katowice, Poland, where more than 100
specialists serve this client,
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Sectors of activity

Public Sector. Tax and public security took primacy as
growth drivers for Capgemini's Public Sector in 2007. Client proximity
and combined disciplines played a key role in this regard.

The sector. Public Sector activity constitutes a 26% share of
Group revenues in 2007. The four large domains involved are:

tax, public security, health and local authorities in the major
conurbations. Contracts often call upon three of the Group’s
business fines: Consulting, Technology and Outsourcing.

Public Sector share

of Group revenues in 2007

Manufacturing,
Retail Energy,
& Distribution Utilities & Chemicals

280 13%

Financial
Services
17%

Other
7%

Telecommunications,

Public Sector
26% Media
& Entertainment
9%

Client story. In 2007, the European Commission awarded
a consortium, which included Capgemini, the task of
identifying the laws and regulations that impede business
activity and shackle the labor market within its 27 member
states - and the corresponding costs. Thus, 43 regulations
inthe 13 priority fields have been scrutinized in order to
propose the appropriate measures to eliminate these
obstacles. This large-scale 18-month contract is mobilizing
Group consultants from 19 countries.

Background. Tax continued to spur demand while public
security is beginning to flourish. Improvements in tax col-
lection and the fight against tax fraud are still major issues
in the West and are becoming so in Asia. China, for exam-
ple, has set up its first transformation program, amounting
to €1 billion. In the area of public security, reinforcement of border and domes-
tic controls, with the implementation of biometric identity checks, is spawning
large new projects.

Taking stock of 2007. “/ am pleased with the close collaboration we have deve-
loped with our clients and the contacts made with our prospective clients,”
explains Stanislas Cozon, Group Director for the Public Sector. “There are two
good examples of this client proximity. One is the British tax and customs autho-
rities (HMRC), which has signed an outsourcing contract extension leading up
to 2017. The other is the four-year framework agreement — with a potential
value of €100 million — signed with the Swedish tax authorities, after two years
of close contact with and support to the client in assessing and formulating its
requirements!' The e-Borders contract was also signed on a basis of this proximity
with client administrations. The engagement, steered by the Raytheon consortium,
consisted — for Capgemini — of defining the systems architecture and processes
for extended border control in the United Kingdom. Also in the UK, a €230 mil-
lion contract was signed with the public organization in charge of further educa-
tion, thereby mobilizing Consulting, Technology and Outsourcing resources. In the
United States, Group teams have strengthened their positions at the Homeland
Security department. In China, a consulting assignment has been obtained for the
e-government of Shanghai's town hall. “Demand for consul-
ting and management services is on the upswing in the
Chinese market as a whole."

Prospects for 2008. The transformations that have occurred
and Capgemini's current successes may well mean that the
Group acquires worldwide leadership in the tax field and
becomes a key public security player in Europe. With this
prospect in view, delivery of projects in India should increase,
particularly with the implementation of the “I*" program.
Finally, as Stanislas Cozon concludes, “To help our develop-
ment in the large cities segment, we are going to launch the
Global City Leaders Forum [-» clossary | in 2008 so that we can
encourage innovation and exchange!

1967-2007,
Capgemini

is celebrating its
4oth anniversary,
Whereas the private
sector cut down on

IT investments from
year 2000 onwards,
the public sector
began lo invest
massively. Some
major programs were
launched, in Europe,
for the modernization
of government.

Sector experlise
coupled with business
fine skills enabled

the Group to win
major conlracls

for administrations
and ministries

in Great Britain,

the Netherlands

and France, Bolstered
by these successes,
Capgemini is now
targeting the US

federal market.

“With the strong positions we now
hold, we wish to become one of the
top five global players in the Public
Sector. This involves developing
further in the United States,

the largest worldwide market;

in Germany, which ranks second

in the European Union,; und in
Asia.” Stanislas Cozon, Group

Director for the Public Sector.



Claude Fauchére, Turnips
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Sectors of activity

Energy, Utilities and Chemicals. Capgemini boosted its worldwide
leadership in the sector, won its first contracts in China and brought
into play some innovatory offers

The sector. The Utilities segment alone represents two thirds of this

in oil, gas and Utilities.

sector's activity in 2007, which is slightly on the upturn compared
with 2006, and accounts for 13% of Group revenues. In Europe,

and now in Asia too, the Group is principally a vendor of consulting
and project services, whereas outsourcing is in strongest demand

in the United States.

Energy, Utilities & Chemicals

share of Group revenues in 2007

Manufacturing,

Retail Energy,

& Distribution Utilities & Chemicals
280 13%0

Financial
Services
17%

Other
7%

Public Sector Telecommunications,
26% Media

& Entertainment

9%

Client story. Eneco, one of the three major players in the Dutch
energy market, outsourced its [T infrastructures, networks and data
centers specifically to Capgemini in 2007. This contract amounting
to several tens of miflions of euros, has been signed for a term

of six ta eight years. Technology and outsourcing teams, from both
the Netherlands and India, are working on the project

“New technology will have an impact on the
entire value chain in Utilities: production,

Background. Worldwide economic growth, driven by
India and China, and the colossal energy needs of
these two countries have caused a sharp and lasting
hike in oil and gas prices. Furthermore, the tense
geopolitical context and the scarcity of conventional
oil [-» clossary ] constitute a threat in terms of overall energy supply. Against this
backdrop of tension, nuclear energy came back into the limelight with 30 power
stations being built and 290 others planned. Also, as recently observed in the latest
issue of the Capgemini European Energy Markets Observatory [-» Glossary ], the
liberalization of gas and electricity in the European Union on 1 July 2007 has not
yet produced the competitive impetus expected.

Taking stock of 2007. “This financial year was marked by over 30% sales
growth,” says Colette Lewiner, Group Director of Energy, Utilities [-» cLossary | &
Chemicals. “These excellent results are the result of project successes in all our
disciplines in Europe and in North America, our strengthened positions with our
major clients, a significant breakthrough in China and the deployment of new
Utilities solutions. In addition, our leadership in oil services has been consolida-
ted with a large number of contracts in the United States, the United Kingdom
and Norway!" In China, the major nuclear (CGNPG) and oil (CNPC and CNOQOC)
players have called upon Capgemini to implement BPR [-» cLossarv | and integra-
ted software packages. In North America, the smart meter [-» clossary | offering
was selected by the Canadian electricity company Hydro One and the Californian,
Sempra. In Europe, a large company signed up for an E-tailer [-» cLossary | project
in order to decrease the cost of its client relationships.
Also, several large oil companies have been attracted by
the Integrated Oil Field Operations [-» clossary ]. This per-
formance, encouraged by the implementation of the
“I3" transformation program, has elevated Capgemini to
prime position on the worldwide utilities consulting mar-
ket, according to US research firm Gartner.

Prospects for 2008. Capgemini will continue to deve-
lop its offshore center in India, with particular empha-
sis on the SAP Utilities software package, and to
produce tailor-made offers with the aim of strengthe-
ning its leadership. The Group will open an Excellence
Center for the nuclear field. Consulting and project
business should be fortified by the ongoing liberaliza-

with third generation nuclear power
stations, capture of CO, and ‘smart’
networks equipped with new types of

tion of the European Utilities market.

sensors, and marketing and sales, with Web
2.0implying a change of interaction with
consumers. The combination of technology
and innovation, such as Service Oriented
Architecture (SOA) [=» GLOSSARY | /s a
najoriever i redefining ihe wihole secior.”
Colette Lewiner, Group Director of Energy,
Utilities & Chemicals.

1967-2007,
Capgemini

is celebrating its
4oth anniversary.
The upheavals in

the energy sector
(market liberalization,
consolidation, etc.)
led the Group to form
Cap Gemini Utilities
on 1July 1998,

This strategic business
unit was created
especially for the oil,
gas, eleclricity and
water induslries,

in order to help these
clients improve theit
competitive edge

by focusing on their
core business,
whatevel their
activities may be -
production,

distribution or sales
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Financial Services. Despite the crisis in the banking sector,
the Group's new Financial Services entity, formed with the integration

of Kanbay International, has been able to capitalize on

dynamic markets.

1967-2007,
Capgemini

is celebrating its
qoth anniversary,

In the mid 1990s,
Capgemini developed
sector competencies
In insurance,

then in finance and
in banking, which are
leading wotldwide
markets in terms of IT
investment, The aim
was to support these
financial institutions
for their complete
transformation

Many projects were
therefore
implemented

in Europe and in

the United States

In 2006,

the acquisition of the
US-based Kanbay
with its mature India-
based Centers of
Excellence and well
established
relationships with
major global
corporations,

has strengthened

the Group's positions

in this sector.

The sector. Capgemini’s Financial Services produced 17%

Background. The subprime mortgage crisis [-» Gossary |
brewing in the United States finally erupted at the close of
the year, causing an earthquake in the banking sector across
the world with the consequent negative results announ-
ced by a large number of mainly American banks. “This cri-
sis nevertheless had little impact on major IT expenditure,” concluded consultants
from the French research firm Pierre Audoin Consultants (PAC). “The banking sec-
tor was even one of the top investors in IT systems.” Obviously, some items of
expenditure are incompressible regardless of the economic climate. These
include IT and organizational compliance with regulations such as the SEPA [-» cios-
sary |, the MIFID [-» cLossary ] or Basel Il [-» crossary |. The same is true of the ratio-
nalization of bank IT platforms and the emergence of new delivery models based
on Rightshore™ [-» clossary | services. “The current tectonic movements could
accelerate with the subprime crisis,” say PAC analysts.

Taking stock of 2007. The most significant event in 2007 for this sector was its
reinforcement due to the creation, in April, of Capgemini's new global and inte-
grated Financial Services organization, stemming from the merger of Kanbay
international and segments of the Group's previous banking, finance and insu-
rance capabilities. "The efficiencies of the newly augmented financial services
organization were evident in the second half of the year since our revenues
have outstripped all the forecasts and profit margins were strong at year end,”
states Raymond J. Spencer, CEO of the Financial Services Strategic Business Unit,
More than 30 new clients in North America and throughout Europe have placed
their trust in Capgemini’s new Financial
Services. The insurance segment posted
28% growth by year end 2007. In addi-
tion, several major contracts were signed
with banks located in Continental Europe,
and past clients of Capgemini, using ex-
Kanbay Rightshore™ services in India.
Conversely, consulting assignments have
been won with former clients of Kanbay.
“Neither individual organization could
have sold these services separately,”
asserts Raymond J. Spencer. “In this case, ‘seamless service’
takes on its full meaning as suggested by the “I*" transfor-
mation program''

Prospects for 2008. Retail banking, finance and insurance,
which are the prime IT markets, are all weathering the
stormy environment early in 2008. Demand for cost mana-
gement and, more especially, risk management systems
are particularly in demand in the finance segment.

Europe, we will streamline our delivery
model to better serve our multilingual
and multi-cultural client base.”

Raymond J; Spencer, CEO of the
Financial Services Strategic Business Unit.

2008 since each individual client may
become a partner in the long term.
Furthermore, given the current network
banking consolidation, particularly in

of Group revenues in 2007, Its specialists, including a dedicated
resource — comprising three-quarters of its workforce - in India,
serve 900 clients situated all over the world.

Financial Services share

of Group revenues in 2007

Manufacturing,
Retail Energy,

& Distribution Utilities & Chemicals
28% = / 13%

Financial
Services
17%

Other
7%

Public Sector Telecommunications,
26% Media

& Entertainment

9%

Client story. STET (Systemes Technologiques d'Echange et de Traitement),

a subsidiary of credit institutions whose purpose is to set up a new.interbank retail
payment system and to renovate the technical infrastructure for clearing,

has entrusted Capgemini with the main applications for its new Core system.

In term, this system should process 12 billion payment transactions per: year.

In 2007, more than 55 Capgemini engineers contributed to its development

by implementing the SOA [-» GLossary | model.

“Our successes in France, Benelus,
Denmark, Norway and Portugal with

ten major financial institutions, including
Société Générale and Euroclear,
represent considerable potential for
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Sectors of activity

Manufacturing, Retail & Distribution. Buoyant worldwide consumption
helped sustain the activity in this sector in 2007, driven as it was

The sector. The employees who make up the Manufacturing,

by a keen demand for innovation
and industrialization.

Retail & Distribution sector generated 28% of Group revenues
in 2007. The clients of this sector are particularly keen on

the Outsourcing and BPO [-» cLassary | services offered by
Capgemini and are attracted by its Rightshore™ [-» GLossaRY ]

approach,

Manufacturing, Retail & Distribution

share of Group revenues in 2007

Manufacturing,

Retail Energy,
& Distribution Utilities & Chemicals
28%

) / 13%
o/
N

Financial
Services
17%

L

Other
7%

Public Sector Telecommunications,
26% Media

& Entertainment

9%

Background. Buoyed up by growing demand in the emer-
ging markets and relatively stable demand in the West,
manufacturers and consumers remained robust purcha-
sers of raw materials, goods and services. In this favorable
context for consumption, new Internet developments (Web
2.0 [-» awossary |, 3D display, etc.), offering greater interaction with the end client,
generated sustained demand in the sector for innovative projects. The entire chain
of operations, from design to payment and delivery, is indeed undergoing a pro-
found transmutation. This has forced the protagonists in industry and in distribution
to work in closer collaboration in order to propose more personalized products
and services to the consumer.

Taking stock of 2007. The Manufacturing, Retail & Distribution sector saw its acti-
vity grow by g% compared with 2006, to reach €2.3 billion. The high demand for
integrated management software along with Capgemini's acknowledged expertise
account in no small measure for these excellent results. For example, the Dutch
supermarket chain Ahold awarded the Group a major project combining Consulting
and Technology Services for the optimization of its supply chain. Contracts were also
signed with the German manufacturer Daimler and the Dutch group Philips.
Successes with this type of client are built upon the capacity of Capgemini to mobi-
lize international teams. “We have stepped up our production capacity in India
and China to better serve these major clients and we are continuing along this
path," says Bemard Helders, Group Director of Manufacturing, Retail & Distribution.
Capgemini's innovation capabilities also play a decisive role. Companies looking to
place the consumer at the heart of their strategy, in particular through micromar-
keting initiatives, are always on the look-out for innova-
tive solutions. These solutions are based on

Client story. The Dutch supermarket chain Albert Heijn awarded
Capgemini a pilot project for the optimization of its sales processes
in 2007, Some innovative technologies have been included in this
project such as mobile phones that can read the data in the RFID
tags attached to the shelves on which the products are located and
then selccted by the client. The entire shopping list information is
then transmitted - via Near Field Communication - to an express
check-out for payment.

“In order to be considered by the major
international corporations as a world-
class player, we need to reinforce our
capacity for industrialization and make
ourselves stand out from the pack

by proposing higher levels of expertise
in targeted domains, such as

customner relationship management

i he uutomotive industry.”

Bernard Helders, Group Director

of Manufacturing, Retail & Distribution.

technologies that are either mature, such as customer
relations management, or else emergent, such as RFID
[-» clossary |, Global Data Synchronization [-» clossagy ],
Near Field Communication [-» cLossary ] or APS [-» GLOSSARY .
Prospects for 2008. The implementation of the "I3"
transformation program will allow Capgemini to offer
ever more innovative solutions accompanied by a high
degree of industrialization in project delivery. These posi-
tive contributions from the Group should encourage
clients to continue investing in their IT systems.

1967-2007,
Capgemini

is celebrating its
4oth anniversary.
At the end of

the 1990s,

the acceleration

in takeovers,

the explosion of
new technologies
and the growing
interaction of
companies with
their clients and
suppliers all had

a significant impact
on the
Manufacturing,
Retail &
Distribution sectol
Capgemini was
then able to
propose complete
and innovative
solutions for these
three segments
by harnessing
consulting, IT and
sectoral skills
General Motors,
Procter & Gamble,
Heineken, Daimler,
FedEx, Reebok —
the list of
successes on both
sides of the
Atlantic continues

to grow,
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Telecommunications, Media & Entertainment. The convergence
phenomenon continues to generate strong demand for consulting

and IT services. Capgemini has all-round expertise to meet these complex
and constantly evolving requirements.

1967-2007,
Capgemini

is celebrating its
4oth anniversary.
The Group acquired
considerable
respectability in the
telecommunications
sector in 1983 by
winning a prestigious
contract from

the Direction
Générale des
Telécommunications,
now called France
Télécom, for the
French electronic
phone book Minitel,
which was then the
largest distributed IT
system in the world,
and heralded the
network systems

of the future,

This technology feat
propelled Cap Gemini
Sogeti to the forefront
in the global arena
The takeover of Sesa
- also involved in the
Minitel project -
enabled Capgemini
to become a leading
global cansulting
and technology
specialist in the
telecommunications

sector

The sector. Telecommunications, Media & Entertainment accounts
for 9% of Group revenues in 2007. This sector combines consulting

Background. The telecommunications market sustai-
ned tectonic movements in three strata. First, the
Western market has reached such a state of maturity
that telecom operators have had to find new growth
opportunities. A prime example is the €11.1 billion buyout by British group
Vodafone of its Indian counterpart, Hutchison Essar, which led India to become
its principal market. Second, major IT players have decided to invest in the mobile
phone market. Examples of this are the open-source mobile phone software
developed by Google, which has now applied for a license to operate in the
United States, and the iPhone terminal launched by Apple on the basis of an
unprecedented business model. Third, ongoing consolidation of land and mobile
phone operators has been highlighted by the recent takeovers of Swedish com-
pany Tele2 by Vodafone and of French company Neuf Cegetel by SFR.

Taking stock of 2007. “Capgemini’s order books are filling up twice as fast as the
overall market average. Movements in the sector have generated client needs
in three areas: consulting services, to define strategies and build business models
and organizations, technology services, to adjust the IT systems to the new
forces at play in each discipline and launch innovative services; and outsourcing
services, to become cost-effective and simplify the business processes. The “/5"
program has helped us respond to these needs efficiently," to quote Greg
Jacobsen, Group Director of Telecommunications, Media & Entertainment (TME),
Furthermore, the growing convergence of telecommunications and the media
means that many consulting assignments have been performed for large players
such as Canal +, Lagardére, Time Warner, ITV and
the BBC. In addition, Capgemini rediscovered a
previous growth driver in the rationalization of
invoicing systems. The idea is to decrease opera-
ting costs while increasing flexibility. SFR and the
Australian firm Telstra are examples of contracts
won in this field. As for outsourcing, telecom ope-
rators are ready to make the break.

Prospects for 2008. “Convergence has had a
positive effect on the market, which should sus-
tain and accelerate our growth," says Greg
Jacobsen. In order to capture further opportuni-
ties in this sector, Capgemini has established a
dedicated organization in India, consisting of
1 000 people, which should double in size in
2008. This structure will supply tailor-made out-
sourcing offers and services to clients in North
America, Europe and Asia.

the FairPoint project

of our clients.” Greg Jacobsen, Group
Director of Telecommunications, Media

& Entertainment (TME).

in order to transform them into commercial
successes. Capgemini has a laboratory

in India for this purpose, which studjes

the impacts of such transmutations on

the business models and technologies

and technology expertise with a global production model referred to
as Rightshore™ [-» cLossary |, its center of gravity being in India.

Telecommunications, Media & Entertainment

share of Group revenues in 2007

Manufacturing,
Retail Energy,
& Distribution Utilities & Chemicals

28% £ 13%

) 4 e

_ Financial
Services
17%

Other
7%

Public Sector Telecommunications,
26% Media

& Entertainment

9%

Client story. Capgemini North America was selected by the US communi-
cations provider FairPoint, in 2007, to develop its IT systems further to a
merger. This project consists in entirely rebuilding the information system
Infrastructure of the new organization and redefining its operating
processes, and draws upon the Group's consulting and technology
disciplines. Some 500 employees, including 350 in India, are working on

"The market is still booming, but is
undergoing profound changes. We have
to understand the ensuing repercussions
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Capgemini worldwide. The Group, having developed its worldwide
presence on a purely commercial basis for many years, is now adopting

a global delivery approach.

In order to offer its clients the best compromise between
“offshore” (delivery from centers in, for example, Indig,
China or Argentina), “nearshore” (delivery on the same
continent, for example, Spain or Poland for the European
market) and “onshore” (local delivery to the client — on-site
or off-site, i.e., from centers utilizing the same methods),
Capgemini has developed the Rightshore™ [-» GLOSSARY |
offering for delivery of its IT services. This approach is
highly flexible since it can be adapted to clients’ demands
in terms of costs, deadlines, or even cultural or operational
proximity if required. Alternative solutions to ordinary
offshore proposals have become indispensable to the
whole process and Capgemini’s establishment in Morocco
(for the French-speaking market) and in Argentina

(for the Spanish-speaking market) in 2007 bear witness

to this concern.

On 1 January 1975, the leading European IT services group Cap Gemini Sogeti
was formed in France, just seven years after the creation of its parent company,
Sogeti, in Grenoble. At that time, the Group had less than 2 coo employees
spread across approximately 20 countries, thus demonstrating a firm intention
to maintain its geographical proximity to its clients. The company's expansio-
nist approach — still valid today — aimed “to consolidate the business where it
was strong already or where it had good chances of becoming so," says Serge
Kampf, Founder Chairman of the Group.

This policy was manifested, in the 1980s and 1990s, by the large number of
acquisitions made by the Group in Europe (notably in the Netherlands, the
United Kingdom, France and Scandinavia) and, from 1985 onwards, by its esta-
blishment in the United States, where the Group would attain significant sta-
ture with the acquisition of Ernst & Young Consulting in 2000. Moreover,
“growing globalization has driven Capgemini to provide support to its major
clients in their geographic expansion. In deing so, the Group has been able to
develop its presence in other countries on a stable basis,” emphasizes Patrick
Nicolet, Group Sales and Partnerships Director.

Capgemini is still concerned with the issue of client geographical and cultural

proximity, even though most clients have maintained a largely national profile. The concept of “Intimacy,” developed
within the framework of the “I3" program, is a clear example of this proximity, which is part of Capgemini's historical
identity.

For many years, the dominant IT services model dictated that services were provided in situ. The “industrialization revo-
lution” began in the 1990s, under pressure from large North American clients demanding complex projects at ever lower
prices. However, it was also the result of a shortage of human resources in the industry (especially in the United States)
and of the massive explosion of telecommunications. This generated a new delivery model comprising, for part of the
contract, services subcontracted to countries with cutting-edge expertise available at a low cost. The Group's expan-
sionist dynamics were reconfigured accordingly and the first two Capgemini delivery centers were opened in India in
2001, following in the wake of a movement initiated by Ernst & Young. The Group's presence in the Indian sub-conti-
nent was also strengthened, last year, with the acquisition of Kanbay.

“Delivery sites, in countries where the Group has very little sales activity, such as India, China and Poland (the lat-
ter specializing in BPO [-» cLossary |) — and, more recently, Morocco, Argentina and Brazil — are now clearly visible on
the Capgemini world map,” says Henk Broeders, Director Continental Europe and Asia-Pacific SBU.

With its 83 508 employees in 32 countries across 18 time zones, Capgemini aims to create a new, fully integrated sales
and delivery model. This ambition is at the core of the “I*" program launched in Septernber 2006, with implementa-
tion due to be completed in 2008. According to this model, sales and delivery are no longer undertaken in a single
country and by a team of local employees. These are now the responsibility of an integrated multi-national and cross-
disciplinary team. The project's IT development is carried out by a delivery center specializing in a particular techno-
logy and/or sector of activity. This means that the Group will be employing globally integrated teams from pre-sales
to delivery of the finished project in compliance with the requirements of large corporations such as General Mators,
FedEx or HP. All these companies demand highly specialized expertise at competitive prices when outsourcing large
contracts to external service providers.
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The way ahead - a global integrated group. Capgemini is present
In 32 countries with a workforce of 83 508.

The Group is organized in eight regions,

characterized as follows: AN p—

+  Sales and delivery not only via local resources
but also multinational and cross-disciplinary teams.

+  Delivery centers specialized by technology
and/or sector of activity, which take into account
the linguistic and cultural specificities of their clients.

Breakdown of regions by employees in 2007

% North America @ Central Europe

Southern Europe
Argentina

Brazil

Spain

[taly

Portugal

6 836 employees

Nordic Countries
Denmark

Finland

Norway

Sweden

3 942 employees

Canada Germany
United States of America Austria
Mexico Croatia
8 857 employees Hungary
Poland
Bl United Kingdom and Ireland Czech Republic
8 482 employees Slovakia
6 274 employees
Bl France
Morocco ' Benelux
21138 employees Belgium
Luxembourg

The Netherlands
9 492 employees

= Asia-Pacific

Australia
China
Dubai

India (including 16 939 employees)

Singapore
Taiwan
18 487 employees
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Human resources, Training, retaining and mobilizing: the true face of the
Capgemint Group.

Breakdown of Group workforce by age
Since its founding in 1967, Capgemini's success has always been
grounded in the quality and engagement of its managers and 4
employees. From the takeover of the French company CAP, in 1973,
right up to the acquisition of Kanbay, in 2007, the Group has always
been able to attract fresh talent and expertise while respecting the
individual identities of its people to mobilize them around shared
aspirations, and a common culture and values. All this informationis 40 =
transmitted via a powerful in-house medium: Capgemini's Intranet
called Talent. .

Dec. 2005
Dec. 2006
Dec. 2007

452
458
50.7

50 |—

30.4
28.6
26.4

2007 was also a year of transformation in three areas: recruitment and
retention, personal development through training and leadership
growth for Capgemini's managers. "We are putting into practice the
three key principles laid down by Serge Kampf as far back as 1975. 10 |~
First, very strict respect for diversity; second, prioritizing the manage-

ment of individuals; and third, close attention to the personal deve- 0
lopment of each staff member," emphasizes Alain Donzeaud, Group
Director of Human Resources and General Secretary.
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2007 saw an upturn in the expansion of Capgemini’s workforce under the dual effect of its acquisitions, nota-
bly the integration of Kanbay International early in the year, a company strongly established in the United States and
in India but also in the United Kingdom, which has sustained organic growth. The Group recruited more than 24 800
people in 2007, a 23% leap forward compared with the preceding year, thus bringing employee numbers to a record
breaking 83 508 as at 31 December 2007. This trend is applicable to all regions, particularly India, and its dynamism
is reflected throughout the age pyramid. Indeed, more than half of the new recruits were aged between 25 and 34,
and the number of employees who have been with the company for more than five years has stabilized.

The turnover of staff in the Group (i.e., the percentage of voluntary departures) is 18.6% this year, which is a standard
feature in the industry insofar as the market is buoyant. In order to maintain the Group at the standard average obser-
ved within the sector, different tailored training programs have been organized, depending on the particular geogra-
phical area and disciplines involved. Furthermore, Capgemini was rated sixth best employer in the IT industry.

For the purpose of getting the very best out of its human assets, Capgemini lays great emphasis on training,
a factor that does much to motivate its personnel in an industry where technologies and working methods are
constantly evolving. Capgemini University has become the heart, home and hub of the training goals. The campus at
Les Fontaines in the north of Paris has seen its attendance rate rise by 30% in the course of the year. The University
dispenses courses in each country, using local facilitators. Lastly, a University has been established in Hyderabad, India,
in response to the Group's specific need to develop in this country. Courses and seminars at the Capgemini University
are prepared and dispensed by Group experts and high-profile external speakers. Moreover, intervention by Capgemini's
top management has covered a wide range of subjects. More than 30 000 days of training have been dispensed to
approximately 9 000 participants. In 2007, the US International Quality and Productivity Center (IQPC), founded in 1973,
awarded Capgemini's University its Best Innovative Corporate University and Best Mature Corporate University prizes.
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Also recognized by the IQPC for their innovative character, the Capgemini “Business Priority Weeks” (BPW are training
sessions designed to raise the awareness of Capgemini employees from every geographical or business background
to key issues, and galvanize them around these issues, in order to create a common discourse across the Group) are
at the center of the «[*» transformation program. In 2007, the issues around «P» were at the heart of these BPW. “What
we have observed," confirms Steven Smith, Director of the Capgemini University, "is that the added value of inter-
national, intra-community learning applies not only to sharing and learning from our colleagues from different parts
of the world, but also from those with different professional skills!

No fewer than 80 000 training sessions were laid on in 2007, representing a 25% numerical increase over 2006 and
30% in volume of hours. In particular, 41 000 people used the online training programs accessible via the My Learning
system.

Moreover, the Executive Talent management program is designed to train the high-profile leaders of tomorrow and
to help all experienced managers optimize their potential and develop a career path. For the latter, evaluation inter-
views, talent management committees and the definition of succession plans constitute the key elements of a pro-
cess that is monitored at the highest level by the Nominations and Remunerations Committee of the Board of
Directors. In addition, the top 150 managers of the Group have been tracked for two years by the central manage-
ment, and in each Business Unit, via specific programs. Last but not least, a new Executive Education School is
being launched in 2008.

"We have crafted a compelling Talent management & development value proposition for our top executives, which
takes into consideration Experience, Exposure & Education and will support our leadership needs up to 2010 and
beyond," says Marie-Laure Rivier, responsible for talent management in the Group.

Corporate Social Responsibility (CSR) and sustainable growth.

How can a large international group address the issue of Corporate Social Responsibility (CSR) [ cLossary ]2 Of course,
it may just address the regulatory and ethical aspects of CSR but, although such aspects are fundamental, they are not
all-encompassing since they are frequently restricted to a list of actions arising from a statement of mainstream prin-
ciples. In 2007, Capgemini did not go down that route for this very reason, and because it was in its interest not to do
so. In fact, global reach and local roots go hand in hand involving the active implementation of voluntary processes.
Moreover, CSR language is universal, it speaks to everyone, its message rallies people because it responds to funda-
mental reflexes that exist in many different cultures and right across the whole corporate spectrum. People are concer-
ned about these issues and demand CSR policies that reflect the ambitions of the Group employing them. Nevertheless,
the initiatives proposed must be sufficiently galvanizing to foster whatever personal contributions people may wish to
make.

In 2007, Capgemini's response to the CSR call was:

*  Aninternal communications campaign called “The Other Face of Capgemini” that describes the Group's commit-
ment to CSR and to sustainable development, with a round up of best practices, both global and local. During the
campaign, hundreds of employees published, on the Group Intranet, accounts of their personal experiences
(work life or private life) and downloaded posters and other material demonstrating Capgemini's commitment
to CSR. "In 2008, we shall continue to harness the talents and passions of our employees to proceed together
along the path of social stewardship and sustainable development with appropriate action,” says Carolyn
Nimmy, the Group's international CSR director.

+  Capgemini has selected just one single target for in-depth involvement and action in three concrete domains in
which progress can be benchmarked on a short-term basis. These are alternative energy and environmental
care, the fight against poverty and women's personal development.

How, in 2007, did Capgemini say what it was doing and do what it was saying?
Environmental care. In 2007, Capgemini wished to prove that the protection of the environment and the develop-

ment of alternative energy were not just facile concepts or empty statements. The Group has adopted two initiatives
embracing:



Claude Fauchere, Horizon
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*  In France, the third edition of the Capgemini Consulting Trophy, consisting of savings initiatives for highly inno-
vative and cost-effective alternative energies and clean technology. This project, conducted in partnership with
the prestigious French HEC (Ecole des Hautes Etudes Commerciales) School of Management and the Institut
d'Etudes Politiques, received excellent press coverage via the French daily financial newspaper La Tribune.

»  Capgemini pledged its commitment once again to the United Nations Global Compact. Companies that sign this
compact actively implement the ten stipulated engagements concerning human rights, environmental footprint,
labor rights and the fight against fraud. Last but not least, Capgemini signed the “Caring for Climate” statement,
atthe close of the year, and endorses this statement by putting the measures into practice itself. The Group was
the first company, in its sector, to measure and disclose its carbon footprint both in the Annual Report and in the
CDP (Carbon Disclosure Project), an independent organization for informing shareholders and management
about the impact of climate changes on companies' values and commercial action.

Capgemini and the fight against poverty.

+  Strong support for the Naandi Foundation in India, over the last eight years, continues to help tackle the huge chal-
lenge of serving the nation’s needy. In Sanskrit Naandi means “dawn” or “new beginning!” This private—public part-
nership seeks to eradicate child poverty and is led by prominent Indian business people and thinkers. From
local to global: now Capgemini Norway and Sweden have both joined Capgemini India with their own direct par-
ticipation in the Naandi Nanhi Kali program focusing on the education of girls in Maharashtra.

*  More than one million young people are socially excluded in the United Kingdom, with no access to education,
training or employment. The Prince's Trust helps approximately 100 additional young people every day. Target
ages range from late teens to under 30s with entrepreneurial ambitions. In 2007, 150 were directly mentored
by Capgemini UK personnel. Furthermore, a three-year Capgemini plan aims at delivering £1 million (more
than €1,3 million) worth of benefit to the trust through fundraising ventures such as the endurance races in Costa
Rica or Namibia. The next stage is to involve clients and partners in this type of event, which mobilizes many
people.

*  Sogeti, the Group's Local Professional Services, continued its ten-year association with PlaNet finance, a partner-
ship making significant contributions to alleviating poverty in some of the world's neediest communities through
the distribution of micro-credits. These projects involve 150 million people across the world within 10 000 orga-
nizations. Sogeti, for example, hosts a range of PlaNet Finance applications on its in-house computer systems.

Capgemini and women'’s’ rights. In 2007, Capgemini gave support to women's initiatives. The Group supported the
International Women's Day on 8 March during which Paul Hermelin, Group CEQ, gave an international conference call
presentation, thus drawing attention to the Women's Council in the United Kingdom, North America and India.
Concrete actions were undertaken in many other countries. In addition, for the second consecutive year, Capgemini
UK was listed in The Times as one of the Top 50 Places Where Women Want to Work.

The concrete initiatives and actions undertaken by Capgemini, in 2007, signaled its commitment to CSR in 2007. This
commitment has not gone unnoticed: the Group received an award in November, recognizing both its implementa-
tion of CSR practices and its local work with the China Corporate Citizenship Committee.



Jean-Claude Quilici, Mykonos, the quay



20307 was a positive year for Capgemini on
many counts. The Group was awarded
significant contracts in several
business disciplines. During the year,
Capgemini was official Consulting
and Technology sponsor for the 2007
Rugby World Cup. An original
advertising campaign was launched.
The “IP” transformation program
Is now operational in several lead
Strategic Business Units and the
recent acquisition and integration of
Kanbay was a resounding success.
Last but not least, this was the fortieth
anniversary of the creation
of Capgemini, a Group faithful to
its history and to its values.



Other highlights In 2007. publication of the

first global insurance study | Success in telecommunications in
the United States | Announcement of the 2006 results | Global
developments for Sogeti | Banedanmark capitalizes on
Capgemini’s Rightshore™ model | Publication of the World Retail
Banking Report | Sogeti awarded for its alliance with IBM |
Publication of a corporate transformation survey | Matalan’s new
outsourcing contract with Capgemini U.K. | Capgemini boosts
BPO in North America | Establishment of a Rightshore™ center
in Morocco | Capgemini selected to design a database for the
U.K. Department for Children, Schools and Families (DCSF) |
Capgemini's head office decked out in the Rugby World Cup
colors | Strategic partnership with Google | Outsourcing contract
with NXP Semiconductors | Technology contract with the Dutch
operator KPN | Publication of TechnoVision 2012 | Capgemini
optimizes Swedish tax office performance | New global
advertising campaign for Capgemini | The Learning & Skills
Council selected Capgemini U.K. as preferred partner | Opening
of the first Rightshore™ center in South America | Extension

of the Capgemini — HM Revenue & Customs contract |

A “communicative” TGV | Nicolas Dufourcq, Best Chief Financial
Officer in 2007 |
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2007, some major highlights

January Publication of the first global insurance study | If a policyholder is satisfied, will this guarantee cus-
tomer loyalty? Not necessarily, according to the first issue of the World Insurance Report, which contains in-depth
research on the subject. The survey, conducted by Capgemini and the European Financial Management & Marketing
Association (EFMA), covered 10 000 customers, insurance executives and distributors in six countries in Europe and
the USA. Despite a marginal rate of dissatisfaction, 40% of the insured population switched non-life provider within
the last five years. The main issue for insurers is that they have little contact with their customers, a situation exacer-
bated by the fact that so much information is available on the Internet. The most successful insurers — and those who
offer added value — rely on information technologies to analyze their client data, to segment their customer bases and
to comprehend their requirements better. They also focus on their distributor networks by providing easy access to
updated data and other resources.

Success in US telecommunications | Capgemini is supporting FairPoint Communications, US specia-
list in rural telecommunications, for its merger with the landline organization of US telephone provider Verizon. The
contract — in excess of €100 million — was one of the largest to be signed by the Group in the United States.
Capgemini's objective is the convergence of all products and services on a new IT platform in order to manage 1.6 mil-
lion extra telephone lines, build new operating centers and define a new organization for the integration of both ope-
rators' teams. Approximately 200 Capgemini US employees, based in Atlanta, and 325 Indian employees, based in
Bangalore, have been assigned to the project for its two-year term.

February  Announcement of 2006 results | The Capgemini Group posted an increase in revenues of 12.1%, at
constant scope and exchange rates. After an excellent first half year (+10.6%), growth gained momentum during the
second half year to reach +13.7%. At current scope and exchange rates, this growth is still 10.7% and therefore well
above market average. Operating margin almost doubled to reach €447 million (compared with €225 million in
2005), representing 5.8% of revenues (up by 2.6 points compared with 2005). Profit attributable to equity holders of
the parent doubled, reaching €293 million (compared with €141 million in 2005) i.e., 3.8% of revenues compared with
2% in 2005.

Sogeti global developments | In the United States, the acquisition of Software Architects by Sogeti
resulted in the integration of this IT and consulting company into Sogeti US. Software Architects is renowned for its
expertise in project management, systems architecture and business process definition. Today, Sogeti US and Software
Architects employ some 2 000 people in 24 towns and cities throughout North America. In Europe, Sogeti continued
its inorganic growth with the acquisition of InQA.labs, a Spanish company specializing in software quality engineering.
InQA.labs will join Sogeti's subsidiary in Spain to strengthen its expertise. Sogeti now has 1 500 employees working
in software testing f»cLossary ] worldwide.

March Banedanmark capitalizes on Capgemini's Rightshore™ model | Banedanmark, the organization
managing Danish railways, modernized its SAP-integrated management systems on the basis of Capgemini's
Rightshore™ [» cLossary] model, thus gaining the expertise required to complete its transformation project.

Sogeti in India | A workforce of 200 in this country has now been consolidated with Sogeti's
Rightshore™ center in Mumbai. The new entity draws on its own infrastructures in order to apply the Capgemini glo-
bal delivery model according to the «1*» transformation program in the fields of project management, consulting, soft-
ware testing and outsourcing.

April Publication of the World Retail Banking Report | For the fourth edition of this-global report, which
provides insights into the industry's dynamics and is prepared by Capgemini in conjunction with Dutch bank ING and
European Financial Management & Marketing Association (EFMA), 180 banks were interviewed. It appears that, des-
pite the apparent stability in average banking fees worldwide, strong differences have been recorded between the
various regions surveyed. Its second chapter puts the spotlight on the transformation of retail banking operating
models and clearly demonstrates that the long-term strategy of banking institutions will have to shift to a global ope-
rating model. In order to meet this goal, IT and management constitute the main drivers implemented by banks on
a worldwide scale.
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May Sogeti rewarded for its alliance with IBM | Sogeti captured an IBM PartnerWorld
Beacon Award for the successful technology partnership between the two groups on SOA
Brclossary]and Rational B cLossary ] software. The jury was convinced by the powerful infrastructure
implemented by Sogeti (centers of excellence, academies, software testing centers).

Publication of a corporate transformation survey | Research on trends was per-
formed by Capgemini Consulting in partnership with the Economist Intelligence Unit (entity of The
Economist) on 125 European managers. It highlights the fact that companies launch seven major
transformation programs every three years. For these companies, the programs either stem from
a break (mergers/acquisitions, outsourcing or reorganization) or from new developments (optimi-
zation of the value chain, restructuring of IT systems). Although 86% of managers consider that to
transform their companies is an integral part of management, only 30% believe that they excel in
this field.

Matalan new outsourcing contract | Leading UK retailer Matalan awarded a new
contract to Capgemini UK plc to run its entire core IT systems over the six-year period 2007-
2013. The services for this contract will be provided in line with the Group's Rightshore™ model, and
distributed between the United Kingdom, India and Poland. For Capgemini’s longstanding client,
the purpose of the contract is to generate cost savings and improve the quality of service for
Matalan and its clients

June Capgemini boosts BPO in North America | The Group has set up a dedicated team
and launched two new service offerings. The objective is to raise awareness of the Group's BPO
B> cLossary ] solutions in the North American markets, which combine sector expertise with analyti-
cal methodologies and processes, and to gain market share outside the traditional BPO domains
of finance and accounting. The Group intends therefore to propose, in this geographical ares,
specific offerings that target promising segments such as the secondary sector, energy and finan-
cial services.

Establishment of a Capgemini Rightshore™ center in Morocco | This delivery
center, located in Casablanca, enables the Group to offer cost-effective services to its French-
speaking clients. More than 100 people serve clients in the new entity, which promises to develop
fast.

July Capgemini selected to design a database for the Department for Children,
Schools and Families (DCSF) | Capgemini is responsible for the preparation and management of
ContactPoint, a database assembling information on British citizens, from birth to 18 years of age.
The £40 million contract (approximately €50 million) for the development and hosting of
ContactPoint will ensure better coordination between youth organizations for the DCSF through the
sharing of information.

August Head office decked out in Rugby World Cup colors | The facade of the Group's
head office in rue de Tilsitt, overlooking the Arc de Triomphe in Paris, was draped in a huge can-
vas measuring 530 m2 for the entire duration of the World Cup. Its exclusive design featured the
charismatic Serge Betsen, former French international and club player at Capgemini-sponsored
Biarritz Olympique Pays Basque, dodging five opponents. This initiative was a powerful and highly
visible representation of Capgemini's commitment to rugby as exclusive provider of the technology
services required for the tournament to run smoothly.

September Strategic partnership with Google | Capgemini strengthened its presence in the
Software as a Service (SaaS) b ciossary ] market by partnering with Google to offer enterprise ser-
vices around Google Apps™ b clossary | Gartner forecast that SaaS will grow by 25% per year
through to 2010. Capgemini will provide transition, integration, security and helpdesk services to
enable large-scale adoption of Apps.



http://www.capgemini.com/annual-report/2007/ | 61

NXP Semiconductors outsourcing contract | The independent semi-conductor
manufacturer, founded by the Dutch group Philips, selected Capgemini's outsourcing for end-to-
end finance and accounting services, including procure-to-pay and record-to-report processes.
Some 110 professionals joined the Capgemini BPO prciossary ] Excellence Delivery Center in Chennai,
India.

October Two contracts with Dutch operator KPN | The top telecommunications service pro-
vider in the Netherlands selected Capgemini TME (Telecommunications, Media & Entertainment)
to implement an Oracle e-Business Suite b cLossary] program to transform its finance and logistics
management. The three-year contract extends the collaboration between Capgemini and KPN
begun in 2006.

Publication of TechnoVision 2012 | Published within the framework of Capgemini's
‘I3 transformation program, this reference work was prepared by the Innovation team working for
“I3". TechnoVision 2012 provides a global vision of future developments in technology, and the
corresponding issues involved, for the Group's clients. It also provides insights into the impact of
these changes on Group disciplines.

Capgemini optimizes Swedish tax office performance | Skatteverket, the Swedish
tax agency, selected Capgemini to supply strategic development and consultancy services to its
internal entity VE (Verksamhetsstdd). The VE Shared Service Center will deliver human resources,
finance and control, facilities management, procurement and IT as shared services.

New advertising campaign “Together. Free your energies” | This strong mes-
sage is the theme of Capgemini’s new global advertising campaign. Emphasis is laid on the Group's
wish to collaborate with its clients to help them accomplish their transformations while improving
their performance and developing their innovation capabilities. Developed around the message
“Together. Free your energies”, this campaign follows on from the "Collaborative Business
Experience” b oLossary ] concept that has been created and developed by the Group for several years.
The highly innovative character of this campaign was recognized, especially in the Internet medium,
since Capgemini was awarded two major prizes by a professional jury at the Festival de la Publicité
in Meribel France.

November The Learning & Skills Council selected Capgemini UK as preferred partner | The
October. Telephone Sarice pIOVASTKEN British e'nt.lty, YVthh plans educatlor) and tralm.n.g.f.or young.people and adglts, has appo.lnted
A BE EN BN Capgemini as its prime IT partner, with responsibilities spanning all core business systems inclu-
= ding infrastructure, applications and networks and to provide support for 3 000 work stations,
throughout the country, for a five-year term to 2013,

@Kronofogden L
s n I i l I . a Opening of the first Rightshore™ center in South America | Capgemini has esta-

blished its first Latin American delivery center in Buenos Aires, Argentina. According to the deve-
lopment plan, the center will employ 1 500 people in 2009. The Group is now able to serve its
Hispanic clients from the new base in South America.

érf)"\\ Skatteverket

i i Extension of the contract between Capgemini and HM Revenue & Customs |
October. Swedish tax departinent HMRC has prolonged its outsourcing contract by a further three years, to 2017. This contract, ori-
: e ginally signed for a ten-year term in 2004, had already been expanded in 2006 following the mer-

ger of the British tax and customs administrations.

December A “communicative” TGV | The French railway company SNCF awarded Capgemini
the contract for testing a Wi-Fi broadband connection, to be made available to high-speed train pas-
sengers at their seats. The Group’s Consulting and Technology disciplines will help the client to pre-
pare its commercial offering and to implement the technology required for this service.
e\ — Nicolas Dufourq, best CFO in 2007 | The Association Frangaise des Directeurs
iployees 1n Buenos Aires Financiers et de Contréle de Gestion (DFCG), the French daily newspaper Le Figaro and the Anglo-
American recruitment firm Hudson awarded the Best Chief Financial Officer of the Year trophy to
Nicolas Dufourcg.

December. Wi-Fi connection m the TGV
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1 Gurbans Chatwal, Capgemini employee in Pune (India).
=10 Capgemini center in Buenos Aires (Argentina).
o ‘ 3 Paul Hermelin during an “F" meeting in London (United Kingdom).
4 Capgemini center in Casablanca (Morocco).
5 Fatima Benchekroun, Capgemini Human Resources, Casablanca (Morocco).
6 Lan O'Connor during an “P" meeting in London (United Kingdom).
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“I3” transformation program. The way ahead: Capgemini is mobilized
for its clients, its shareholders and its employees.

In response to the changing market and emerging client needs, 2007 was characterized by the construction and ini-
tial implementation of the operational aspects of the «P*» program. "' /" is an ambitious program of conquest to res-
hape the Group in depth and to improve its essential purpose, namely to help its clients manage their own change
processes,” emphasizes Pierre-Yves Cros, Group Director of Strategy. It is also a program that should enable the
Group to weather economic storms. «*» covers three major areas: Industrialization, Innovation and client Intimacy,
hence its name. In the current challenging market conditions, accelerating industrialization means that there is a
need for the Group to build a global powerhouse in order to optimize delivery and to gain in cost-effectiveness.
Innovation in all domains should contribute to serving clients better by providing well-tailored, cutting-edge consulting

services and technology solutions geared to improving their per-

formance. On the Intimacy side, the «*» program should enable

In the current challenging market conditions, accelerating Capgemini to build new relationships while capitalizing on 40 years
industrialization means that there is a need for the Group to build of proximity and shared experience with its clients.

a global powerhouse in order to optimize delivery and to gain

in cost-effectiveness. In 2007, given that the single model was no longer sufficient to res-

pond to the multiple and complex requirements of its clients,
Capgemini has defined several new delivery models ranging from

«[*» has already started to have a real impact on the organization, fully or partly subcontracted to seamlessly integrated teams. These
with client “wins” routinely featuring the new delivery models, models are now operational in six lead business units. New inte-
An example is the contract signed with the US telecommunications grated Rightshore™ B cLossarv ] organizations have therefore been
provider FairPoint. established to provide a seamless delivery model worldwide. This

organization responds to market demands and has been designed
in such a way that the client has swift access to Group expertise and efficient support services, in the requisite local
language and with minimum cultural barriers. Lack of innovation leads to regression. For innovation purposes, centers
of excellence have been created in India to design and propose vanguard offers for telecommunications in Bangalore,
for financial services in Hyderabad, and for manufacturing in Kolkata.
In the best interests of Capgemini's clients, managers from all four Group disciplines (Consulting Services, Technology
Services, Outsourcing Services and Local Professional Services) are assembled for committee meetings, in a given geo-
graphic area (Country Board), in order to determine common sales strategies and to encourage synergies between
the various business disciplines. «I*» has already started to have a real impact on the organization, with client “wins”
routinely featuring the new delivery models. An example is the contract signed with the US telecommunications pro-
vider FairPoint.
This ambitious program is run by a core team, under the authority of the Group Chief Executive Officer, which
manages, coordinates and reports on the overall plan with the support of dedicated employees in the field. In order
to benchmark the program'’s progress in operational and financial terms, the «i*» team implements specific operatio-
nal and financial performance indicators.

Nonetheless, it is essential that Capgemini's people understand and are supportive of the objectives of this program
and, as a result, communication continues to be central to the ongoing success of the program. “We need to make
it real for people: to translate how the changes — often cultural — impact on them at a daily working level and what
it means to an individual’s job, competence area and career,"” explains Lan O'Connoar, «F¥» Program Director.

In 2008, the ongoing implementation of «*» heralds a new Capgemini that has gained in efficiency for its clients and
in performance for its shareholders.
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1" David Yates, Chairman of First Data Corp, Group client.
2 Aparna Umarkant Katre, Manager of the Continental Furope Financial
Services Business Unit,
3 Capgemini Delivery Center in Mumbai (India).
W Capgemini Delivery Center teams in Pune (India).
5 Visit of a Capgemini Manager at the registered office of insurance company
Achmeq, client of the Financial Services Business Unit, Utrecht (The Netherlands),
6 Capgemini Financial Services employees in Chicago (United States).
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Integration of Kanbay. A priority Group objective for 2007 was attained
in just ten months on the basis of common values, the support of all
teams and the trust of the Capgemini and Kanbay clients, thus forming

a new Strategic Business Unit dedicated to Financial Services.

Background. On 8 February 2007, the shareholders of Kanbay International, a global IT services firm with a workforce
of 7 000 specializing in the financial services and mass consumer goods industries, approved its acquisition by Cap Gemini.
The objective was threefold. Firstly, the aim was to strengthen Capgemini's presence in the United States, where Nasdag-
listed Kanbay generated 80% of its revenues. The second target was to grow the Group's Financial Services sector,
which represented 78% of Kanbay's business. Lastly, the acquisition was to enable Capgemini to increase its presence
significantly in India, where Kanbay employed some 5 ooo employees in Pune, Hyderabad and Chennai (previously
Madras). Nonetheless, the merger of the two entities was facilitated by their focus not solely on “value” as related to the
business but also on the mutual benefits to be drawn from the complementary “values” of two companies, which were
very similar both in terms of mission statements and of people and culture. The idea of “community” promoted by
Kanbay, fostering an open and nurturing work environment, fitted well with Capgemini's Collaborative Business Experience
B GLossary ] and seven values B cLossary }
Taking stock of 2007. The two leadership teams defined a change management program stemming from key
integration issues, such as the need to combine two different but complementary sales and delivery models, main-
tain the focus on customer intimacy, and align offerings and go-to-market strategies in line with Kanbay's seamless
approach — all the while addressing other critical issues such as infrastructure, human resources and retention. The
priority was to make the benefits of the single new joint organization immediately apparent to the client. Thus, key
influential accounts that had built mutually beneficial relationships with the Kanbay legacy organization over seve-
ral years, such as HSBC and First Data Corp, were rapidly convinced that the newly formed Financial Services group
had the capability to respond to their requirements.
The new Financial Services Strategic Business Unit, which combined Kanbay International and Capgemini’s banking,
finance and insurance teams, could quickly and efficiently offer clients end-to-end solutions that address the full spec-
trum of their needs. In fact, nearly 30 new top-tier clients, including 18 synergistic wins from Europe and the United
States, were gained by Capgemini Financial Services in its first year of existence. In Kanbay's stronghold ~ the
United States — for example, where one of its principal domain strengths was card processing, a leading credit card
provider, awarded the new entity its financial transformation project in 2007, with significant follow-on potential. We
closed 2007 with a 25% growth in revenues with this client. In addition, a top-tier organization recently signaled a
strong vote of confidence for the long term with a 35-month contract worth $250 million that calls for the addition
of up to 4 500 Full Time Equivalent specialists, and sizeable contracts are in preparation with other clients as well.
All told, the combined relationships and expertise of Capgemini and Kanbay were swiftly leveraged to sell services
to clients that either legacy organization may have been unable to approach individually. For example, a top German
bank awarded the new entity a large three-year credit risk management program drawing from both Capgemini's
customer relationship and management consulting capability and Kanbay's risk management expertise in capital
markets. The Kanbay integration was achieved within just ten months, and 7 150 employees are now spread over three
continents within the SBU. As proof of the success of the integration, at 31 December 2007 attrition rates were low and
retention was high — 79% within the general employee base and 98% within the FS SBU Kanbay leadership team —
a powerful token of the stability that reigned throughout the entity's restructuring activities.
2008 prospects. Capgemini Financial Services has all the cards in hand, as a single entity, to step up its development.
It has formed a new leadership team, consolidated its facilities with headquarters in Chicago, developed a shared ope-
rational model within the “I*" program, aligned its branding and rolled out a knowledge management program. Moreover,
despite the stormy economic climate, the big deals are still coming through, clients are still investing in Capgemini
Rightshore™ [ aLossary ] facilities, and offshore headcount is on track to increase by 24% by year end, compared with 2007.
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1 The South African Springboks, 2007 Rugby World Champions.
2 Debriefing for a successful project

3 Each match is analyzed, move by move,
4 Structuring information: the key to success,

5 Wiring for one of the 12 stadia that hosted the World Cup.
6 Capgemini “spotters” in action.
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Number of hours of broadcasting ! 67

Partnership. Capgemini was selected by the IRB as the exclusive IT
sponsor for the 2007 Rugby World Cup. A major technological challenge,
this partnership generated the greatest public exposure the Group has
known since its creation.

This partnership offered Capgemini unprecedented visibility, “The 2007 Rugby World Cup was a resounding success, the most suc-
with the corporate logo, for example, being broadcast on 250 TV cessful in fact since the tournament came into being 20 years ago.
channels for 48 seconds per match. With a total of 8 499 hours Thanks for this was due in no small measure to the sponsors, such as
of broadcasting, the event gathered a total TV audience Capgemini, who made a major contribution.” So concludes Syd Millar,

of 4.2 billion viewers.

Rugby World Cup
Number of hours of broadcasting
(h:min) Source IRB
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outgoing Chairman of the International Rugby Board (IRB), in his sum-

ming up of the 6th Rugby World Cup. Capgemini, in fact, provided

various consulting and technology services, thereby making a significant

contribution to the global success of this sporting summit, the world's third-largest sports event.
It was a faultless performance from Capgemini, which drew on a team consisting of some 110
employees, hand-picked from the Group's four disciplines. The creation, development and
maintenance of the competition’s official website were at the heart of these services. This site
_ still accessible at www.rugbyworldcup.com — has enjoyed considerable success, with 15 mil-
lion visitors and a total of 150 million pages viewed. The media information system, consisting
of the production and distribution to the press, TV and mobile phone operators of the statistics
for each match in the tournament, was one of the other key contributions of the Group, allowing
the 3 000 journalists who covered the World Cup to benefit in real time from valuable individual
and collective performance analysis tools for the competing teams. This project, which offered
the company unprecedented levels of visibility, also covered the management of match accre-
ditations and the constitution of data bases on the competition’s history and player profiles.
Capgemini used the marketing rights included in this contract not only to publicize its business
disciplines but also, and above all, to bring the passion that rugby can generate to as wide an
audience as possible. The interest generated by this World Cup justified the major public rela-
tions initiatives that brought together the Group's customers and its workforce, made aware of
the event and its significance by means of a communication campaign entitled “The Art of
Transformation” In all, 29 Capgemini entities, from 17 countries, invited over 5 500 people to 41
matches, including 3 800 clients, an operation that generated a great deal of satisfaction from

those invited.
Capgemini also gave its support to the student rugby tournament running along-

For each of the 48 matches in the World Cup, an side the official competition, and provided tickets to young people from under-
average of 962 play moves was recorded, representing privileged backgrounds to attend World Cup matches. Another illustration of the
a total of over 46 000 statistical data items. This data, Group's commitment was the giant 530 m* banner adorning the company's head-
detailing the various quantifiable elements quarters near the Arc de Triomphe in Paris, in celebration of this global sporting
in a match — such as the number of passes made, extravaganza. "The status of official sponsor of the 2007 Rugby World Cup allo-
the number of successful tackles or the percentage wed us to highlight both the complementarity of our four disciplines and the spi-
of line-outs won — was transmitted by Capgemini to rit of collaboration that reigns within all the teams of the various Group
the media in real time, then summarized in table form companies,” concludes Paul Hermelin. “Our IT systems’ contribution to this world
and broadcast one minute after the half-time whistle event provided Capgemini with an extraordinary technological showcase for our

and one minute after full-time.

markets, and especially in the countries where the tournament took place.”

“The reasons for such a strong commitment to the Rugby World Cup are deeply
ingrained in the history of our Group. Since its inception in 1967, Capgemini's
own values have been modeled on those of the sport. Between the seven basic
values of the Capgemini Group ~ honesty, boldness, trust, freedom, team spirit,
modesty and fun - and the guiding values of rugby, there is a similarity that

owes nothing to chance.” Philippe Grangeon, Group Marketing and

Communication Director.
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V'S

The only team not to have lost a single
match in this World Cup, South Africa beat
England in the final 15:6, in a try-less
encounter.

4

Capgemini teams in action. The “spotters™
Jjob was to scrutinize each game play, and
they worked in teams of three, The first two
tracked one team each, move by move, and
the third recorded the more global data,
such as territorial occupation and ball
POSSESSION,

-

The levels of concentration required for this project did not pre-
vent the employees concerned from getting info the game.
Most of them testify to the fact that there is a strong sense of

“ulmily Tor 1ugby within the Capgemini Group.

The spirit of conquest, embodied in larger-than-
life style by the giant fresco draped over the
facade of the Capgemini headquarters near the
Arc de Triomphe in Paris, will not have escaped
the attention of the occupants of the 80 000
vehicles going up and down the Avenue de la
Grande-Armée daily.

V'S

It was a case of satisfaction guaranteed, not
only for the IRB and the France Organization
Committee, but also for the end clients, compri-
sing the 350 000 foreign visitors, the 2.4 miflion
spectators in the stadia, the 15 million Web users
and the 4 billion TV viewers (aggregate
audience) for the event worldwide.



70 | Annual Report 2007 | CAPGEMINI

Promotion. In November 2007, Capgemini launched a worldwide
advertising campaign with the new slogan “Together. Free your energies."

The €20 million advertising campaign was widely publicized via billboard media (air-
ports), the general and trade press, and the Internet. Running for six months in
seven countries (the United States, Canada, India, France, the United Kingdom,
Germany and the Netherlands), its objective was to raise awareness of Capgemini,
to strengthen its image and to support sales by advertising each Group sector of acti-
vity and discipline independently.
The Group wished to state its difference in what is a highly cluttered promotional
environment. “The new offbeat communications campaign focuses on freeing our
clients” and prospects’ energies. Depending on the country, we aim to strengthen
our leadership and to raise our profile by reasserting our difference,” emphasizes
Philippe Grangeon, Group Director of Communication and Marketing. “The new
slogan for this campaign — ‘Together. Free our energies' places the benefits of our
way of working — ‘the Collaborative Business Experience’ — and the services we

offer, in a much broader context!

As a natural follow-on from the vision and mis-

The advertising campaign highlights sion of Capgemini (“Our Vision: Your Freedom
simple yet powerful messages of Action. Our Mission: Your Transformation”),
through its visuals, drawn exclusively the originality of the advertising campaign,
for Capgemini by the French artist playing on Capgemini's differences, is twofold.
Ted Benotit, one of the leading First, the clear line [-» cLossary ] technique used,
"clear line" artists of his generation. which is drawn from the comic strip medium,
This style is easily recognized projects a strong graphic identity, setting it apart
by the mass of detail and the use from the usual codes applied to consulting and
of flat tints. technology services. This universal graphic lan-

guage can be adapted to the assigned target.
Clear line is easily recognizable because of the
mass of detail, the simple lines and flat tints.
Moreover, the illustrations were drawn exclusi-
vely for Capgemini by French artist Ted Benoit,
one of the leaders of this movement. By using
this type of graphics, short messages can be
highlighted and easily remembered. Other
messages, treated in a purely typographical
manner, show how flexible is the artist's crea-
tive approach in adapting to specific situations,
such as themes relating to the Indian market.

Second, a Buzz [-» cLossary ] on the Internet drew
more than 250 000 contacts from the IT com-
munity. Initiated prior to the advertising cam-
paign, its purpose was to draw attention to the
Capgemini brand by staging, in humorous terms,
a company adverse to change. This technique is
particularly attuned to Capgemini's innovative
brand and to the offbeat aspect of the campaign.

Ensemble,
libérons vos énergies.
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» BATSDURETHE SERVICES
In our hands,yoursystem
will never get out of hand

One of the six visuals used for
Capgemini's worldwide
advertising campaign.

John Fitzgerald Kennedy
International Airport, New York,
United States of Amenca.
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Energien fret setzen.

Capgemini
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This campaign has also been adapted

-~ for newspapers and magazines worldwide.
International airports were the preferred

locations for Capgemini's advertising

campdaign.

Paris-Orly International Airport, France.

4

When a slogan rings true.

John F. Kennedy International airpart,
New York, United States of America.

44

In India, the campaign was adapted

to include specific messages that highlight
Capgemini’s history, values

and global reach.
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Capgemini celebrates its 40th anniversary

The Capgemini saga. Trueness to values; constant adaptation

to market developments; ambition, risk-taking and flair; responsible
husbandry of the immense wealth of employee know-how — these are
some of the virtues that have enabled Capgemini to become one

of the world leaders in its sector.

Formed on 1 October 1967 in Grenoble by Serge Kampf, in its 40
years of existence the Group has been through periods of expansion
and success as well as periods of crisis and profound upheaval.
Its history can be encapsulated in four key “seasons.”
The years 19671975 saw the rise to prominence of an innovative enterprise that provided the foundation for what was
to come, In less than a decade, Sogeti (Société pour la Gestion de I'Entreprise et le Traitement de I'Information) was to
become a frontline player in its sector both in France and in the main nations of Europe. Following the acquisitions of
CAP (Centre d'Analyse et de Programmation) in 1973 and of Gemini Computer Systems in 1974, the Cap Gemini Sogeti
Group came into being on 1 January 1975, built around a network of autonomous branch offices in each country.
The period 1976-1989 was a time of bold expansion. It was characterized by the refocusing of
intellectual services, with the underpinning of the consulting disciplines following, in particular,
the acquisition of interests in the Bossard Group and various other acquisitions. This boom
time was marked in 1972 by the Group setting up in business in the United States, where, ten
years later, it would be realizing 35% of its aggregate revenues. Another symbol of the Group's
globalization was the choice of English as the official Group language in June 1984.
The next phase, 1990-1997, was punctuated by crisis and change. Despite opting in May 1990 (at the Rencontres de
Marrakech — “Marrakesh Meetings") for a leadership strategy that targeted the strengthening of the Group in Europe and
the expansion of its outsourcing and consulting services and despite a significant injection of capital from Daimler-Benz,
the 1991 Gulf Crisis and — for the first time — a fall in earnings that same year, forced the Group into a vast reorganization
program. This was the objective of the “Genesis” plan, launched in 1992. The organization was overhauled from top to
bottom, and the transformation proved successful, with profits returning to an upward curve from 1995. In 1996, the Group
headquarters were transferred from Grenoble to Paris, and all the operational entities were consolidated under a single
logo. These emblematic changes signaled that Cap Gemini was looking to take on new challenges, including wresting its
complete independence once again from Daimler-Benz, which it did in 1997. That same year, the Group — “in brand new
clothes, free and bursting with healthy ambition,” according to Serge Kampf — celebrated its 30th anniversary.
The period 1998-2007 saw the Group consolidate its international ambitions. With the advent of the
Internet, the passage of the Year 2000 and the arrival of the euro, the Group, whose revenues increased by
an average 24% per annum between 1996 and 1999, was able to improve still further the quality of its
services and optimize their value-added content. The need to compete with the “Big Five" heavyweights in
the United States led Capgemini to acquire, in May 2000, the consulting division of Ernst & Young. With a
headcount now of over 60 0oo employees, the Group had become one of the world leaders in the sector.
The economic climate took a brusque downturn in 2001, and this placed the Group in a delicate situation
that lasted until 2004. The combined effects of the relaunch of local IT services (with the re-forming of
Sogeti in January 2002), the strong growth in outsourcing activities and the development of delocalized pro-
duction centers-constitute the key factors in the Group's return to prosperity. Celebrating its 4oth anniversary
at the same time as it celebrated the semi-final placing of the French national side in the Rugby World Cup,
for which it was an official sponsor, the Capgemini Group has demonstrated over the last four decades its
capacity to anticipate change on its markets and to adapt constantly to take on new challenges, all the while
respecting the corporate identity, culture and ambitions of the 50 0oo employees who have been added to
its workforce during this period. The launch in September 2006 of the “I*" program is a perfect illustration of
this dynamic.

The book "1967-2007, the Capgemini Saga”, by Tristan Gaston-Breton, is available upon request at: arnaud.jean@capgemini.com
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Where to reach Capgemini worldwide.

Cap Gemini S.A.
Paris +33(0)1 47545000
Grenoble + 33 (0)4 76 59 63 00

Capgemini University

Les Fontaines
Route de Chantilly
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North and South America

Canada (+1) Houston (Texas) 281 220 5000
Montreal 514 989 4100 Irvine (California) 949 732 5600
Pickering — OS 905 837 4500 Jersey City (New Jersey) 201 633 7000
Toronto 416 365 4400 Lee's Summit (Missouri) 248 233 3101
Toronto — ASE 416 365 4516 Marlborough (Massachusetts) 508 573 1952
Toronto — OS 416 207 6800 Miami (Florida) 404 806 4200

New Yark (New York) 212 314 8000
United States (+1) New York Harborside (NY) — ASE 201 633 1200
Atlanta (Georgia) 404 806 4200 Philadelphia (Pennsylvania) 212 314 8000

Bloomfield (New Jersey) 973 337 2700 Phoenix (Arizona) 602 333 3000
Burbank (California) 818 736 8000 Rosemont (lllinois) - FS 847 384 6100
Cambridge (Massachusetts) 617 768 5400 Southfield (Michigan) 313 887 1400

Chicago (lllinois)

312 395 5000

Chicago (lllinois) — ASE

312 395 5800

Washington D.C. — ASE

703 673 2870

Cleveland (Chio)

216 373 4500

Mexico (+52)

Cupertino (California)

408 850 5500

Dallas (Texas)

972 556 7000

Mexico City

558503 24 00

Detroit (Michigan)

313 887 0100

Argentina (+54)

Detroit Riverside (Michigan)

248 233 3101

Freehold (New Jersey)

732 358 8300

Buenos Aires

11 4735 8000

Herndon (Virginia)

Northern Europe

703 673 9100

Brazil (+55)

Sao Paulo

11 5501 6802

Belgium (+32)

The Netherlands (+31)

Brussels (©)270811 11 Utrecht (0) 30 689 00 00
Utrecht — Outsourcing (0) 30 689 00 00
Denmark (+45)
Athus 70 11 22 00 United Kingdom (+44)
Gentofte 701122 00 Birmingham (Aston) (0) 1213333536
Odense 7011 22 00 Bristol (Toltec) (0) 14 5461 2211
Edinburgh (0) 13 1339 9339
Finland (+358) Glasgow (0) 14 1221 7017
Espoo (0) 9 452 651 Inverness {0) 14 6323 8434
Helsinki (0) 9 452 651 London (Wandsworth Rd.) {0) 20 7735 0800
Helsinki — ASE (0) 9 452 677 50 London (Wardour St.) (0) 20 7734 5700
Joensuu (0) 9 452 656 80 Rotherham (0) 17 0971 0071
Lappeenranta (0) 9 452 651 Sale {0) 16 1969 3611
Tampere (0) 9 452 651 Swansea (0) 17 9279 2777
Turku (0) 9 452 651 Woking =l (0) 14 8376 4764

Ireland (+353)

Wynyard Park

(0) 17 4064 5500

Dublin 16390100 Sweden (+46)
Goteborg (0) 8 5368 5000
Norway (+47) Kalmar (0) 8 5368 5000
Bergen 2412 80 00 Karlskrona (0) 8 5368 5000
Fredrikstad 2412 80 00 Linképing (0) 8 5368 5000 o
Oslo 24128000 Luled (0) 8 5368 5000
Stavanger 2412 80 00 Malmo (0) 8 5368 5000
Trondheim 2412 80 00 Stockholm (Bromma) (0) 8 5368 5000
Sundsvall (0) 8 5368 5000
Vasterds (0) 8 5368 5000
Vixjo (0) 8 5368 5000

Central and Southern Europe

Germany (+49) Software Design & Management (SD&M)

Hetrlin (0) 30 887250-0
Germany (+49) Diisseldorf (0) 211 56623-0
Berlin (0) 30 88703-0 Hamburg (0) 40 254491-0
Berlin — ASE (0) 30 88703-690 Munich (0) 89 63812-0
Kéln (0) 221 912644-0 Offenbach (0) 63 82901-0
Dusseldorf (0) 211 5661-1000 Stutigart (0) 711 78324-0
Hambourg (0) 40 254491-810 Troisdorf (0) 2241 9737-0
Hanover (0) 511 67692-0
Libeck (0) 451 98985-100 Austria (+43) ———
Munich (0) 89 9400-0 Vienna (0) 1211630
Offenbach _(0)699515-0 = R
Stuttgart (0) 711 50505-0 Croatia (+385)
Walldorf (0) 6227 7339-00 Zagreb (0)1 2480 177 B
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Spain (+34) Katowice 32 769 30 00
Asturias 985 67 57 67 Warsaw 22 850 92 00
Barcelona 934 95 86 00 Wroclaw 71 3564 222
Madnd 916 57 70 00
Murcia 968 28 55 22 Portugal (+351)
Saragosse 976 70 09 80 Lisbon 214122200
Seville 955 04 00 42
Valencia 961 04 18 50 Czech Republic (+420)
Prague 225093 111
Hungary (+36) o
Budapest 23 506 800 Romania (+40)
Bucarest 21 402 40 85
Italy (+39)
La Spezia (0) 187 28381 Slovakia (+421)
Milan (0) 2 414931 Bratislava 2 444 556 78
Naples (O] 81 6068911
Rome (0) 6 25180 Switzerland (+41)
Turin (0) 11 5094311 Basel (0) 61 692 0842
Stezzano (0) 354152012 Lausanne (0) 21 317 5011
Pratteln (0) 61 825 6335

Poland (+48)

Schaffhausen — Outsourcing

(0) 52 631 3822

Krakow (Lubicz) 12 631 63 00 Zirich (0) 44 560 2400
Krakow (Lublariska) 12 63470000 Ztirich SD&M (0) 44 307 8300
Asia-Pacific
Australia (+61) India (+91)
Adelaide 8 8113 8000 Bangalore 80 6656 7000
Canberra 2 6276 2000 Chennai 44 6633 1000
Melbourne 3 9613 3000 Hyderabad 40 2312 5000
Sydney 2 9293 4000 Hyderabad — University 40 2312 6000
Kolkata 33 6610 2400
Mumbai 22 6642 1000
China Pune 20 2760 1000
Canton (86) 20 2838 5888
Hong Kong (852) 3112 3345 Singapore (+65)
Beijing (86) 10 6563 7388 Singapore 6224 6620
Shanghai (86) 21 61053888
Taiwan (+886)
Taipei2 8780 0909
Africa

Morocco (+212)

Casablanca

France (+33)

2246 18 00

Capgemini Outsourcing Services

Clermont-Ferrand

(0) 4 73 28 23 81

Capgemini France

Douains

(0)23278 16 05

Paris

(0) 149 67 30 00

Grenoble

(0) 438 21 10 00

Paris (Saint-Cloud)

(0) 157585100

Capgemini Consulting

Paris (Saint-Denis)

(D) 1 41 62 33 00

Paris

(0) 14967 30 00

Toulouse

(0) 5 34 46 23 00

Capgemini Finance et Services

Capgemini Telecommunications, Media & Entertainement

Paris (0) 149 67 30 00 Grenoble (0) 4 76 52 62 00
_ Paris (0) 1490020 00
Capgemini Manufacturing, Retail & Distribution Rennes (0) 29927 45 45

Paris

(0) 149 67 30 00

Lille”

(0) 3 20 65 34 34

Capgemini Institute

Paris

(0) 144742410

Accelerated Solutions Environment (ASE)

Paris

(0) 14900 34 84
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Capgemini East

Rouen

(0) 235122020

Clermont-Ferrand

{0} 473 26 25 81

Tours

(0) 247 60 67 60

Grenoble (0) 4 76 52 62 00

Lyon (0) 472 2130 30 Capgemini South

Nancy (0) 383 95 85 85 Bayonne (0) 559 25 34 00

Strasbourg (0)3902286 10 Marseille S (0) 491165700
- Montpellier (0) 467209292

Capgemini West Nice (0) 493724372

Bordeaux (0) 5 56 46 70 00 Pau (D) 559 84 12 23

Brest (0) 298 33 60 77 Toulouse (0)561 315200

Caen (0) 231 4681 90

Le Mans (0) 2 43 57 45 00

Nantes (0) 251 17 3500

Orléans (0) 238 24 01 01

Rennes (0)2 99 12 55 00

SOGETI S.A.S.

6 rue Duret Tel. : + 33 (0)1 58 44 55 66

75016 Paris — France

Fax : + 33 (0)1 58 44 55 70
www.sogeti.com

Germany (+49)

Blagnac — High Tech

(0) 5 34 36 28 00

Diisseldorf (0) 211 52285-0 Bois-Cuillaume (D) 2327641 80
Francfort (0) 610 23675-0 Bois-Guillaume — Infrastructure Services (0) 2 35 59 49 39
Hamburg (0) 406 73832-24 Bouguenais (0) 240324200
Munich (0) 896 15344-70 Brest — High Tech (0) 298445793

Brest (0) 2 98 46 61 25

Belgium (+32)

Carry-le-Rouet

(0) 4 42 13 26 00

Brussels (0) 25389292 Cesson-Sévigné (0) 2 23 45 59 00
Edegem (0) 32311290 Colomiers (0) 53451 66 49
Issy-les-Moulineaux - High Tech (0) 141224242

Denmark (+45) Lille - Sinfor Automation (0) 328323139
Taastrup 70231505 Marcg-en-Barceul - (0) 328323100
i Melun — High Tech (D) 1 64 10 45 00

Spain (+34) Mérignac — High Tech (0) 5 56 18 04 00
Barcelona 93 253 01 88 Montbonnot-Saint-Martin (0) 4 76 52 62 00
Bilbao 94 42356 21 Montpellier (0) 49961 41 80
Madrid 91 308 44 33 Mulhouse o (0) 389 36 31 20
Madrid — Training Center 91 43646 38 Niort (0) 54904 08 53
Valencia 96 346 85 60 Orléans (0) 2385549 16

Paris — Infrastructures Services

(0)141125112

United States (+1)

Pau

(0) 559 14 67 10

Baltimore (Maryland) 410 581 5022 Pau — High Tech (0) 559 14 33 90
Charlotte (North Carolina) 704 887 3445 Pérols (0) 4 67 83 45 70
Chicago (iliinois) 708 531 1100 Pessac (0) 5 57 02 25 00
Cincinnati (Ohio) 513 563 6622 ~ Poissy — High Tech (0) 130740571
Cleveland (Chia) 216 654 2230 Saint-Cloud — Application Services {0) 141125112
Columbus (Ohio) 614 847 4477 Saint-Cloud — Sinfor Autornation (0) 1411246 44
Dallas (Texas) 972 892 3400 Saint-Grégoire — High Tech (0) 2 23 25 36 40
Dayton (Ohio) 937 433 3334 Saint-Marcel — High Tech (0) 2 32 71 20 00
Denver (Colorado) 303 524 1310 Schiltigheim (0) 3 88 62 85 00
Des Maines (lowa) 515 282 4802 Sinfor Automation Alsace (0)3872182 14
Detroit (Michigan) 248 702 1900 Sophia-Antipolis (0) 4939562 62
Houston (Texas) 713 571 7823 Toulouse - High Tech (0) 5 34 50 22 00
Indianapolis (Indiana) 317 810 4400 Valbonne — High Tech (0) 4 92 90 68 00

Kansas City (Kansas)

913 451 9600

Vandceuvre-lés-Nancy

(0383152226

Minneapolis (Minnesota)

612 243 4545

Villeurbanne

(0) 4 72 44 46 90

New Yark (New York)

212 A28 7800

Villeurbanne — High Tech

(0y 4724446 71

Omaha (Nebraska)

402 492 8877

Phoenix (Arizona)

602 776 9555

Villeurbanne — Sinfor Automation

(0) 472 44 46 58

Saint Louis (Missouri)

314 898 1180

ireland (+353)

Seattle (Washington)

206 624 4600

Tampa (Florida)

813 314 2170

Dublin

1693 0100

Washington D.C.

703 734 1511

Luxemburg (+352)

Bertrange (0)2314401
France (4-3%)
Aix-en-Provence — High Tech (0) 4 42 97 64 34 Norway (+47)
Aubiére (0) 4 73 28 23 81 Oslo 2412 80 00
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The Netherlands (+3 1) R Ornskéldsvik (0) 660 775 40
Amersfoort (0) 88 660 66 07 Oxelosund (0) 155 25 50 00
Bois-le-Duc (Den Bosch) (0) 88 660 66 03 Sandviken (0) 26 63 28 00
Diemen (0)886606602  Skovde (0) 500 42 49 30
Groningue (0) 88 660 66 04 Stockholm (0) 8 536 820 00
Rotterdam (0) 88 660 66 05 Sundsvall (0) 60 59 47 00
Vianen N (0) 88 660 66 00 Umed (0) 9010 81 00
Uppsala (0) 1818 52 30
United Kingdom (+44) Vdsteras (0) 21 1058 00

London

(0) 20 3008 8213

Switzerland (+41)

Sweden (1-46) Basel (0) 61 261 75 80
Borlange (0) 243922 00 Geneva (0) 22 879 16 50
Fagersta (0) 223 418 00 Lausanne (0) 21321 60 80
Gévie (0) 26 63 28 00 Zrich (0) 4421463 23
Goteborg '_ (0) 31 703 70 00

Helsingborg (042267700

Jonkoping (0) 36 34 85 00

Karlstad _(0)541486300

Linkoping ~ (0)13254800

Luled (0) 920 24 15 40

Lund i (0) 46 286 55 00

Norrképing (0) 46 10 13 80

Orebro (0) 19 601 45 00

All Group news is available online at www.capgemini.com

List of companies and other organizations quoted

Ahold

Albert Heijn

Apple
Banedanmark
BBC

Biarritz Olympique
Caisse d'Epargne
Canal +

Cegetel

CGNPG

CNOOC

CNPC

European Commission
Daimler

DCSF

DFCG

Efma

Eneco

Euroclear
FairPoint Communications
FedEx

First Data Corp
Gartner

General Motors
Google

Heineken

HMRC

Hochtief

Home Office
Homeland Security
HP

HSBC

Hudson

Hutchinson Essar
Hydro One

IBM

ING

IRB

TV

KPN

Lagardére

Learning & Skills

Le Figaro

London Metropolitan Police
Shanghai Town Hall
Matalan

Microsoft

Neuf Cegetel

NXP Semiconductors
Oracle

Philips

Pierre Audoin Consultants
Procter & Gamble
Prudential

List of artists and their works

Raytheon
Reebok
SAP P
Sempra age
SFR N
Skatteverket 12
SKF 16
SNCF
Société Générale 25
Stet 27
Tele2 28
Telstra ;
The Economist Intelligence Unit 5
Time Warner 33
Total 75
V_erizon 36
Visteon
Vodafone 38
4
42
45
46
50
53
55
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Glossary

APS (ADVANCED PLANNING AND SCHEDULING)

ASE (ACCELERATED SOLUTIONS ENVIRONMENT)

ASP/(ARPLICATION SERVICE PROVIDER)

BAsSEL |1

BIM (BUSINESS INFORMATION MANAGEMENT)

BLUE BoOK

BPO (BUSINESS PROCESS OUTSOURCING)
BPR (BusingsS PROCESS RE-ENGINEERING)
BUSINESS INTELLIGENCE

Buzz

CBE (COLLABORATIVE BUSINESS EXPERIENCE)

CGNPG (CHINA GUANGDONG NUCLEAR POWER HOLDING GROUR)

CLEAR LINE

CNOOC (CHINESE NATIONAL OFF-SHORE Q1L COMPANY)

CNPC (CHINESE NATIONAL PETROLEUM CORPORATION)

CONVENTIONAL DIL

CRM (CusTomER RELATIONSHIP MANAGEMENT)

CSR (CORPORATE SOCIAL RESPONSIBILITY)

E-TAILER

EURINFOR (EUROPEENNE D'INFORMATIQUE)

EUROPEAN ENERGY MARKETS OBSERVATORY

GEMINI CONSULTING

GLOBAL CITY LEADERS  FORUM

GLoBAL COMPACT

GLOBAL DATA SYNCHRONIZATION

GOOGLE APPS

HoMELAND SECURITY, UNITED STATES DEPARTMENT OF

INTEGRATED OiL FIELDS: OPERATIONS




LED G f;iel, 4.7 Set of methods and skills enabling the
employees of a companyto understand, identify, analyze, organize,
memorize and share knowledge

VIFID (MARKETS | 3/ MIFID
isa key component of the EC's Flnancral Services Action Plan and
establishes a full regulatory framework for all types of investment
firms and all assets. This EU directive aims to improve investor
protection, ensure efficient and transparent markets, and enhance
the means available to the competent authorities for supervising
financial transactions.

VB R 0]V EStandardized short=range high
frequency wrreless communication technology that enables the
exchange of data between a reader and a mobile terminal,

or between several terminals at decimeter intervals, and which
is based on RFID (see Glossary entry).

i Capgemini’s service system involving the choice to
deliver its services from a center located in a country close to the
client’s country.

/js1: Capgemini’s service system involving the choice to deliver
its services locally - either at the dient's premises or at a center
located nearby.

IINANCIA IS TRUMENTS LR

( Afull and totally integrated suite of
management applications from Oracle, which is designed for
businesses. It includes several modules: CRM (see Glossary entry),
management of human resources, marketing, logistics, finance,
maintenance, sales, etc.
of customer satrsfactlon and nsk evaluatlon measures applied
throughout the duration of a particular project. This system, specific
to Capgemrnr has become a benchmark within the profession.

. ' A subscription to four services including
broadband access, telephony (landline and cellular) and TV.

it A development platform, proposed by IBM, which
includes tools for the design, analysis and management of
equipment, process management, software quality management
and software development.
' - 1A US company that is the world's fifth
Iargest suppller of military equipment. Raytheon employs
approximately 73 000 people and generates 20 billion dollars
|'n revenues
ADIOFREQUENCY, I DI 1| Technology that enables
data to be stored and remotely retrieved using tags or transponders,
which are attached or built into the item. The tags contain an
antenna connected to an electronic micrachip.
| " Capgemini's global production system, which offers

dlients - depending on their needs - the best balance between
services delivered from remote (“offshore”) centers (India/China)
and centers in the country in which they are based (“onshore”).

Yl A set of software solutions designed by the
German SAP corporatron taking end-to-end charge of the processes
implemented by public services (production, transportation and
distribution of gas and electricity, treatment of water, etc.). SAP for
Utilities helps such organizations adapt to regulatory changes.

=PA (SING RC ) A European program
wrth the aim of provrdrng common squtrons and core payment
instruments in order to harmonize the conditions, rights and
obligations, standards and protective measures applicable to
businesses, public administrations and private individuals
undertakrng payments in Euros, within the European Union.
+ Utilization of intelligent meters that can identify,
sometimes in reaI time, the details regarding the energy
consumption of a user (a private individual or a business) in order to
issue accurate invoices and heIp locate the costly or wasteful items.

QA (SERVICE-ORIEN /[T system architecture
desrgned to guarantee responsiveness, upgradeabrllty and flexibility
for busrnesses whose envrronment is constantly evolving.

OFTWARE AS'A SERVIC 51 Availability of an application
(CRM vrdeoconference human resources management, etc.)
through a company hosting the service on behalf of the client,
who accesses it via the Internet. Utilization is generally invoiced
according to the number of users.
SOFTWAR (~/An‘ongoing process, its purpose being to
measure the qualrty of developed computer software from design to
delivery, for checking if the software or application reacts as it
should, and comes up to client expectations, by revealing any faults
or defects (i.e. deviations from the specifications).

ultSubprime loans are mortgage loans made to consumers

with bad credit ratings or insufficient collateral to qualify for prime
rate (A) loans. In exchange for the higher risk (late payments,
default or foreclosure) that lenders assume in granting such loans,
borrowers are charged much higher interest rates and are subject to
specific contract terms. The fall in property prices in 2006 and the
rise in interest rates resulted in widespread payment default, thus
adversely affecting many credit institutions, even causing bankruptcy
in Some cases.

| ‘In-house reference document, published by
Capgemini in October 2007. This document provides an inventory
of recent developments in IT together with the corresponding
imperatives for the Group's clients,

L e TR (53 FA program specific to the
Capgemlnl Group, launched in 2006 in order to respond to client
needs, with systematic utilization of ASE (see Glossary entry)
in order to step up internal mobility and to incorporate new
technologies into the thinking process right from the start of the
engagement.

APGEMINI ;' These seven basic values are:

honesty boIdness trust, freedom team spirit, modesty and fun.

11250 A second-generation of Web-based and hosted services
facrhtatlng interactivity (social networking sites) and creativity
(blogs, wikis, etc.).




Yoél Benharrouche
www.galeries-bartoux.com

Born in Israel in 1961, Yoél Benharrouche
arnved in Nice, n 1974, where he studied art
then taught drawing. In addition, his artistic
activities include painting, sculpture and
miniatures. The essence of this internationally
acclaimed artist's work ranges from bright to
pastel shades and 15 impregnated with poetry
and fantasy He invites us to share and reflect
on his mystical but essentially human vision
of man and his world

Jean-David Chétrite

www galeries-bartoux com

Jean-David Chétnte, who was born in 1957
and works in a studio in Paris, has initiated
a very contemporary approach to collage
and its evolution by intermingling various
elaborate techniques and materials

A combination of supenmposed texts and
images, words and symbols reflects his
philosophy. The patnter's own memories
and other cultures are intertwined and project
the complexity and splendor of the world
around us

Pierre-Jean Couarraze

www artchic.com

The Pyrenees were Pierre-Jean Courraze's
birthplace but it was in Paris, his city of
adoption, that he developed his interest in art,
at the Académie de la Grande Chaumiére
in Montparnasse, and in the studio of the
Belgian painter and engraver Ernotte

This artist's paintings reveal a strong
attachment to poetry and literature which,
together with a passion for art, drove him
to discover ancient civilizations and to
travel extensively

<4—

Geny Detto
www.galerie-mc-goinard.com

For 25 vears a professional musician while
simultaneously developing a career as a
painter, Geny Detto shows true generosity
and sensitivity in his work. Born in 1944,
this artist reproduces multifaceted
shimmering atmospheres, reminiscent

of an Oriental, African or Aztec decor

His dreams and memories are transcribed
in enchanting settings that cover a whole
garnut of clear and transparent tones

Francoise Dupuy

www fdupuy. net

After training in fine arts both at the Ecole
des Arts Décoratifs and at the Ecole du
Louvre, Francoise Dupuy's extremely fertile
career path took her into advertising,
interior decoration and furniture design
After practicing collage and monotype,

she returned to painting some 15 years ago,
adopting her typically wide, spontaneous
strokes and invigorating colors that open
up the viewer's imagination

Claude Fauchere
www.galerie-art-comparaison.fr
Claude Fauchere, born in 1936 in Parls,

studied art at the College des Arts Appliques

and at the Ecole Nationale Supérieure
des Métiers d’Art. A member of the Société
des Artistes Francais jury, and of the Salon

d'Automne, he was appointed Peintre Officiel

de la Marine in 1997 due to his passion for

the sea Bold perspectives and dazzling colors
intermingle in highly structured works of art,

which are both figurative and abstract

Jean-Francois Larrieu
www.operagallery.fr

An emblematic figure in contemporary
Parisian art circles, Jean-Francois Larrieu
was born in Tarbes in 1960 and came to live
in Paris in 1982, For ten years he was
President of the Salon d'Automne de Paris,
and his work has been exhibited worldwide
His paintings take us on a fabulous, imaginary
journey to magical cities with colorful
high-rise architecture and phantasmagoric
landscapes with strange and luxuriant
vegetation

Jean-Claude Quilici

www.operagallery.fr

A Mediterranean background - he was born
in Marseilles to Corsican parents In 1941 -
explains Jean-Claude Quilici's passion for
blue Whether ocean indigo or ultramarine,

cobalt or cerulean blue inspired by the south

of France, his blues can become more
subdued for village scenes bathed in sunlight
In shimmering colors with marked contrasts,
Quilici depicts sunny creeks and pueblos
from southern Europe to Mexico, where life
15 50 good







