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SHAREHOLDER INFORMATION

Shareholder Relations can be contacted by telephone between 9:00 a.m. and 6:00 p.m.,
Monday to Friday (Paris time: UTC/GMT +1 hour or +2 hours daylight saving time).
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Phone:

- For shareholders calling from France: 0 811 902 209 (price of a local call)
- For shareholders calling from other countries: +33 (0) 1 71 71 34 99
E-mail: shareholders@vivendi.com

SUSTAINABLE DEVELOPMENT
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- Pascale Thumerelle, Vice-President, Sustainable Development
- Françoise Le Crom, Director, Sustainable Development Studies
We appreciate your comments and remarks. Please send them
by e-mail to sustainabledevelopment@vivendi.com or by mail to the Vivendi Head Office.
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ADDRESSES
Vivendi (Head Office)

42 avenue de Friedland – 75380 Paris cedex 08 – France
Telephone: +33 (0) 1 71 71 10 00 – Fax: +33 (0) 1 71 71 10 01

New York Office

800 Third Avenue – New York, NY 10022 – U.S.A.
Telephone: +1 212 572 7000
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WEB SITES
Vivendi: www.vivendi.com
Activision Blizzard: www.activisionblizzard.com
Universal Music Group: www.umusic.com
SFR: www.sfr.com
Maroc Telecom: www.maroctelecom.ma
Canal+ Group: www.canalplusgroupe.com
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The 2008 Activity and Sustainable Development Report is available on the group’s web site (www.vivendi.com).
It can also be mailed to shareholders upon request by contacting Vivendi’s offices.
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2008 WAS A YEAR OF MAJOR
TRANSFORMATION FOR VIVENDI.
BUOYED BY THE OPERATIONAL
PERFORMANCE OF ITS BRANDS
(ACTIVISION BLIZZARD, UNIVERSAL
MUSIC GROUP, SFR, MAROC TELECOM
AND THE CANAL+ GROUP), OUR
GROUP IS WELL PLACED TO TAKE
ADVANTAGE OF THE INCREASINGLY
STRONG DEMAND FROM ITS TENS
OF MILLIONS OF SUBSCRIBERS.
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respond to the needs of all its mass-market,
business and operator customers, on fixedline, Internet and mobile networks.
The creation of Activision Blizzard opens
up new prospects for us in a booming
video games market and this outstanding
achievement makes us the world leader in
this sector. Activision Blizzard designs the
world’s best-selling games, including Guitar
Hero and of course World of Warcraft,
which alone boasts 11.5 million subscribers
around the globe.

n 2008, Vivendi saw major and positive
change. In particular, SFR acquired
Neuf Cegetel and we created Activision
Blizzard, the world leader in video games.

I

The artists signed to Universal Music Group
(UMG) once again produced some of the
top-selling albums: Mamma Mia!, Duffy, Lil
Wayne, Jack Johnson and Amy Winehouse.
UMG plays an active role in developing
new business models, with strong growth
expected in the digital music sector.

As a new-generation telecommunications
Group, the “new SFR” is now able to

SFR is the most creative telecommunications
operator in the market for Internet, mobile

and fixed use. This makes it the leader
in the French mobile 3G market, with the
leading musical content platform for mobile
phones.
Maroc Telecom launched 3G+ Internet
in the major cities of the Kingdom of
Morocco and is continuing its expansion
into neighboring African countries with
a customer base for mobile services that
continues to grow for all of its subsidiaries.
The Canal+ Group opened the way for
new television experiences with its new
+Le Cube set-top box and television
on demand. It also strengthened its
international presence via its Canal
Overseas and StudioCanal subsidiaries.
Vivendi’s mission is to meet the need
for mobile and broadband services by
providing the best content and service.
Our group benefits from a major advantage
in the shape of its subscription-based
economic model, which generates
70% of its revenues – making it easier
to anticipate consumer expectations in
these fields.
As a world leader in communications,
we have a responsibility to enable current
and future generations to satisfy their need
to communicate, to feed their curiosity, and
to develop their talents and to encourage
exchange.
Our activities have in common the power of
their brands, their motivation and the skills
of their workforces, a leadership position

in each field and a great connection
with their customers.
Vivendi’s operational performance
demon-strates the dynamism and quality
of its business units, despite a difficult
environment – from both an economic
and regulatory point of view.
Vivendi’s balance sheet is strong and profits
have risen, in line with forecasts. We have
unique advantages that already enable us
to predict strong growth of our adjusted net
earnings in 2009.
We must nonetheless take into account
the turbulent environment and measure the
associated risks. At the same time we must
continue the fight against piracy. Protection of
content is a priority challenge for the Group.
Our ambitions are to support youth in
their media involvement while building
a safer digital world, to promote cultural
diversity as a necessary demonstration
of human dignity, and to encourage the
sharing of knowledge.
We will also ensure that our commitment
to the principles of the UN Global Compact
is shared by all of our partners.
We view 2009 with confidence and
vigilance. Vivendi’s employees, backed
by their experience and ability to offer
complementary skills, will meet the
challenges that await them and keep
their tens of millions of subscribers and
customers satisfied, throughout the world.
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Vivendi’s divisions experienced strong growth due, in particular, to an increase in leisure
activities, people’s aspiration to entertain themselves and new technologies. These enabled
access to high-quality digital content anytime, anywhere and at a continually falling cost.

Vivendi is a French group that is a world leader in
communications. It creates and distributes content and
builds and operates distribution platforms and digital
networks serving tens of millions of consumers.
• Activision Blizzard: the world leader in video games
and an independent producer of online and console
games with a leading position in most segments of
the fast growing video games industry.
• Universal Music Group: the world leader in recorded
music, accounting for more than one out of every four
albums sold worldwide and holding the largest catalog
of music rights.
• SFR: the second largest telecommunications operator in
France, with 19.7 million mobile customers and 3.9 million
high-speed Internet customers. The new SFR, created
from the merger of SFR and Neuf Cegetel, is the largest
alternative mobile and fixed line operator in Europe.

Vivendi’s business units share many common points – they
are aimed directly at the end consumer and offer creative
digital content, mainly available through subscription.
All these competitive advantages for Vivendi enable it –
through fruitful exchanges of expertise and technology –
to develop strong skills in managing subscriptions, brands,
distribution platforms, creation and copyright.

VIVENDI SHAREHOLDING
IN EACH SUBSIDIARY
Activision Blizzard: 54%
Universal Music Group: 100%
SFR: 56%

• Maroc Telecom Group: Morocco’s largest fixed and
mobile telecommunications operator and Internet access
provider, with 14.4 million cell phone customers and
approximately 1.3 million fixed line customers; it is also the
largest operator in Burkina Faso, Gabon and Mauritania.

Maroc Telecom Group: 53%

• Canal+ Group: the largest French premium and theme
channels producer and paid TV offerings distributor, with
more than 10.6 million subscribers; it is also a major player
in France and Europe in film production and distribution.

Vivendi owns 20% of NBC Universal, a major media
player active in producing and distributing films
and television programs, promoting TV channels
and operating theme parks.
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Canal+ Group: 100%

2008
highlights
CREATION OF ACTIVISION BLIZZARD
Activision and Vivendi created
Activision Blizzard. This new combination
is the world leader in video games.
Activision Blizzard brings together
Activision, one of the very top independent
video games producers, and Vivendi
Games, Vivendi’s video games.
Activision Blizzard has the highest net profit
ratio of any major video games producer.
It also has the largest and most diverse
portfolio in the worldwide video games

industry. It is ideally positioned to take
advantage of the sustained growth
in this sector.
Activision Blizzard develops and publishes
console games including Guitar Hero
and Call of Duty – two major successes.
It also produces massively multiplayer
games, following the example of World of
Warcraft – which now has over 11.5 million
subscribers worldwide – with other titles
including Diablo, StarCraft and Warcraft.

NEW SFR: LEADING ALTERNATIVE OPERATOR IN EUROPE

Sustainable development

SFR finalized its merger with Neuf
Cegetel, thus creating a new-generation
telecommunications group.
With 19.7 million mobile customers,
3.9 million broadband customers,
10,000 employees and annual sales of
12 billion euros, the new SFR has become,
thanks to its size, a major operator capable

of meeting the needs of all customers –
mass market, business and operators.
The company is a driver in terms of
innovation, development of new services,
convergent solutions and the roll-out of
high-speed broadband networks, both fixed
(fiber optic) and mobile (3G/3G+), all in
the interest of consumers.

Create Joy, Vivendi’s corporate social responsibility program
Create Joy was launched in September 2008, as part of a corporate responsibility program. Vivendi intends
to ensure that the need to enjoy entertainment and fulfill one’s potential is better met among youth in difficulty.
Create Joy aims to promote the development of these youth by providing them with entertainment that also
involves the skills to become involved with projects relating to Vivendi’s businesses: video games, music,
telecommunications, the Internet, television and cinema. The program supports projects run by associations
and NGOs and is run in countries where Vivendi is established. In 2008 and 2009, those initially selected
include France, the U.S., the U.K. and some African countries (such as Morocco, Mali and Burkina Faso).
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ivendi is governed by a Supervisory Board and a Management
Board. The Supervisory Board,
chaired by Jean-René Fourtou,
determines Vivendi’s strategic orientations
and monitors the management of the group
by the Management Board. It met six
times in 2008.
The Supervisory Board has set up four
committees – the Strategy Committee,
the Audit Committee, the Human Resources
Committee and the Corporate Governance
Committee – which examine and prepare
for the Supervisory Board’s deliberations.
Chaired by Jean-Bernard Lévy, the Management Board is comprised of the businesses’ operational presidents and Vivendi’s
Chief Financial Officer. It manages Vivendi
and implements its strategy. The Board
met 14 times in 2008.
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A Financial Information and Communication
Procedures Committee ensures that the
group fulfils its disclosure requirements
with respect to investors, the public and the
competent regulatory and market authorities.
A Risks Committee was created in 2007.
It is chaired by the Chairman of Vivendi’s
Management Board and is comprised
of at least four members, including
– in addition to its Chairman – the Chief
Financial Officer, the General Counsel,
and the Senior Vice President of Internal
Audit and Special Projects. Its task is to
promote the exchange of best practices
within the group in the areas of prevention
and management of risks, and to provide
support to subsidiaries in their ongoing
efforts to improve risks management.
It reports on its primary conclusions and
recommendations to the Audit Committee
of Vivendi’s Supervisory Board.
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1- Jean-Bernard Lévy, Chairman of the Management Board and CEO
2- Abdeslam Ahizoune, Chairman of the Management Board of Maroc Telecom
3- Philippe Capron, Chief Financial Officer of Vivendi
4- Frank Esser, Chairman and Chief Executive Officer of SFR
5- Bertrand Méheut, Chairman of the Executive Board of Canal+ Group
6- Doug Morris, Chairman and CEO of Universal Music Group*
7- René Pénisson, Chairman and Senior Executive Vice President, Human Resources of Vivendi
* Member of the Management Board through November 22, 2008

Along with Jean-Bernard Lévy, Philippe Capron and René Pénisson, Vivendi’s Senior Executives are:
1- Jean-François Dubos, Executive Vice President and General Counsel; Secretary of the Supervisory and Management Boards
2- Régis Turrini, Senior Executive Vice President, Strategy and Development
3- Simon Gillham, Executive Vice President, Communications and Sustainable Development
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REVENUES
AND ADJUSTED NET EARNINGS
OF BUSINESS UNITS

I

n 2008, Vivendi’s revenues amounted
to 25,392 million euros, an increase
of 17.2%, and EBITA stood at
4,953 million euros, up by 4.9%.
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1- Jean-René Fourtou, Chairman of the Supervisory Board
2- n


Activision Blizzard’s 2008 revenues were
2,091 million euros and EBITA was 34 million
euros. On a non-GAAP* basis, Activision
Blizzard posted record results in 2008.
The company is the largest independent
publisher in terms of size and the most
profitable among the major publishers of
video games. The company is a year ahead
of its objectives for 2009. In 2008, Activision
Blizzard had four of the top 10 best-selling
video games worldwide. That performance
reflects the success of World of Warcraft,
which now has more than 11.5 million
subscribers worldwide, and its extension
World of Warcraft: Wrath of the Lich King,
which was the top-selling PC game in
Europe and North America in 2008 with
more than four million copies sold in the
first month of sales.

Henri Lachmann, Vice Chairman of the Supervisory Board
Chairman of the Supervisory Board of Schneider Electric SA
3- Claude Bébéar, Honorary Chairman of Axa Group
4- n
 Gérard Brémond, Chairman and Chief Executive Officer
of Pierre et Vacances Group
5- n
 ● Jean-Yves Charlier, Chairman and Chief Executive Officer
of Promethan Limited
6- n
 Mehdi Dazi, Co-Chief Executive Officer of Emerging Capital Partners
7- n
 Philippe Donnet, Chief Executive Officer for Asia-Pacific,
Wendel Chairman, Axa Japan
8- n
 ● Fernando Falcó y Fernández de Córdova, Board member of
several companies
9- n
 ● Sarah Frank, Director of the Foundation of the New York
Chapter of the National Academy of Television Arts and Sciences
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Gabriel Hawawini, Professor of Investment Banking at INSEAD
and Professor of Finance at Wharton School of the University of
Pennsylvania
11- n
 ● Andrzej Olechowski, Senior Advisor of Central Europe
Trust Polska
12- n
 Pierre Rodocanachi, Chairman of the Strategic Committee of
Booz & Company
13- n
 ● Karel Van Miert, Former Vice President of the EU Commission
The appointments of two new members will be submitted for the approval
of the General Shareholders’ Meeting of April 30, 2009 – Mrs Maureen
Chiquet (Chief Executive Officer of Chanel) and Mr Christophe de Margerie
(Chief Executive Officer of Total and Chairman of the Executive Committee),
who will succeed Mrs Sarah Frank and Mr Andrzej Olechowski, whose
terms of office are expiring.
n Independent member - ● Non French citizen

* Criteria chosen to better
reflect performance and
to serve in comparisons in
the video games industry.
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For the full year 2008, Universal Music
Group’s (UMG) revenues stood at
4,650 million euros, a slight decrease
(-0.2%) at constant currency. The growth
of music publishing, artist services
and merchandising brought on by the
acquisition of BMG Publishing and
Sanctuary in 2007 compensated for the
decrease in physical recorded music sales.

Digital sales increased by 31% at constant
currency driven by strong growth of online
and mobile sales. UMG’s EBITA was
686 million euros, up by 11.6% at constant
currency. Control of costs, the consolidation
of BMG Music Publishing, and higher
license income, including copyright
settlements, account for this performance.
SFR’s revenues increased 28.1% to
11,553 million euros in 2008. With 19.7 million
customers (+886,000 net new mobile
customers), SFR posted growth of 4.7% over
2007. The company confirmed its leadership
in 3G/3G+, with 5.9 million clients as of end
2008 compared to 4.1 million in 2007. Total
“data” revenues from mobile services
increased by 32.1%, mainly due to SMS
and MMS messages, corporate segment
operations and the development of mobile
Internet for the mass market. SFR benefited
from the success of its “Illimythics” offers,
with over 1.4 million customers at the end of
2008. The year was also marked by the successful of the launch of “neufbox by SFR.”
The broadband Internet customer base
was up by 7.7%, with 3.9 million customers.
SFR’s EBITDA was 3,958 million euros, up
by 12 million euros on a comparable basis.
In a context of growth of its mobile
business, Maroc Telecom Group’s
revenues for 2008 were 2,601 million euros,
an increase of 5.9% (+6.2% in constant
currency and perimeter). Driven by revenue
growth and cost control, Maroc Telecom
Group EBITA rose to 1,224 million euros, an
increase of 12.2%, generating an operating

EBITA

S
E
U
N
E
REV

million
(+4.9%)

Dividend for
fiscal year 2008

*

million
(+17.2%)

per share
(+7.7%)

* submitted for the approval
of the General Shareholders’
Meeting on April 30, 2009

Adjusted
Net Income

employees in 77 countries **
** as of December 31, 2008

margin of 47%. Despite an intensification
of competition, the mobile customer base
increased by 8.5% to 14.5 million, 96% of
whom are prepaid customers. Mobile
usage showed strong growth thanks to
promotional and unlimited offers. The
number of fixed lines was 1.3 million.
On this market segment, Maroc Telecom
faces competition from two new operators.
Maroc Telecom now numbers close to
482,000 accesses to its Internet services,
and nearly 99% are ADSL subscribers.
In 2008, the Canal+ Group’s revenues
increased by 4.4% to 4,554 million euros.
Revenues from pay-TV operations in
France increased 2.8%, driven by increased
subscription revenues from Canal+ and
CanalSat as well as increased advertising
revenues, in an adverse economic climate.
At the end of 2008, the Canal+ Group’s payTV offers totalled 10.6 million subscriptions.
Recruiting remained at very high levels,
with 600,000 new individual subscriptions to

million

(+8.4% on a comparable basis)***

the Canal+ premium channel in Metropolitan
France for the year. Digitization of the
Canal+ subscriber base accelerated, with
nearly 350,000 upgrades from analog to
digital offers. For the first time, Canal+ digital
subscribers exceeded 80%, compared
to 71% in 2007. CanalSat subscriptions
also progressed (+680,000 subscriptions)
despite termination of TPS subscription
sales. This performance was achieved by
offering flexible solutions to subscribers.
During the same period, nearly one million
TPS subscribers were transferred to the
CanalSat platform. Canal+ Group reported
EBITA, excluding transition costs linked to
the TPS merger, stood at 636 million euros,
an increase of 29.8%. Including transition
costs (68 million euros), EBITA was 568
million euros (+42%). The performance
of the pay-television business in France
showed a strong increase thanks to the
development of revenue, savings on soccer
rights, and significant synergies stemming
from the TPS merger.

*** The constant perimeter
neutralizes the incidence
of the Neuf Cegetel and
Activision acquisitions and
the impact of the change
in earning of activities
discontinued, transformed
or sold (Broadband Internet
and fixed-line activities of SFR
and Sierra Entertainment)
and excludes the impact
of the changes in deferred
net revenues.
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What will be the main areas for
the development of Vivendi in 2009?

Thanks to our financial robustness, we
have the resources to be able to develop
Vivendi over the long term. Above all we
must strengthen our position as leader in
each of our business areas and pursue
the research and development of new
economic models.
We will pursue our expansion into
new markets and continue to innovate,
targeting an increasingly broader audience.
In order to do this we will draw on the
dynamic we have been able to create
within each of our business units and
on the quality of our products and services.
Ubiquity of media and content is
becoming the norm: indeed digital
content should be accessible anywhere
and at any time. Thus we will be working
to ensure that this ubiquity is effective
for all our content. But how should we
adapt the content in light of the predicted
upheaval without missing a step or taking

12
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a wrong turn? Time to market is shrinking
inexorably. With the advent of digital
and even higher-speed broadband, we
need to completely rethink the content of
tomorrow and the new ways in which it
will be consumed.

What positive impact on growth will
the acquisition of Neuf Cegetel have?

SFR’s acquisition of Neuf Cegetel was
absolutely essential for us to retain
our position on the French market. In
moving from a shareholding partnership
to a genuinely shared business, the
relationships between the teams have
developed enormously. Furthermore the
joint offerings have gained in synergy,
credibility and ease of implementation,
both for individual customers and
businesses. The rapid development of
information technology has enabled
networks to converge. From a commercial
and service quality point of view,
the benefits of this action were seen
from the first quarter, once the teams
were integrated.

How does Vivendi expect to face up to
changes in the market?
Both technology and consumers force
us to make a certain number of changes,
sometimes even overstepping the current
boundaries between fixed and mobile
activities. We have to be prepared.

For Vivendi, this will be a great opportunity
to mix everything up, very often leading
to movements and value migration.
The arrival of fiber optics in homes will
undoubtedly be a vector for growth,
thanks to the new services this will make
possible. Content will be on the Internet,
accessible from anywhere as though it
was stored on the computer.
SFR is now the real competitor to France
Telecom. One major area for development
in future years will consist of obtaining a
fairer framework for competition.

What about video games?

Activision and Blizzard have the advantage
of a highly complementary portfolio of
products. Blizzard targets the highly
interactive PC market, with thousands of
players continually playing and in contact,
especially in World of Warcraft and its
latest extension, Wrath of the Lich King,
which has been phenomenally successful!
Activision targets the console market,
which gives a very different kind of gaming
enjoyment, following the example of
Guitar Hero and Call of Duty. The fact that
we have a flagship position in these two
complementary segments will enable us to
benefit from their expected strong growth,
and share the experience they provide.
This will give us synergies without any
market cannibalization!

Do you work on possible
complementarity between
the different markets?

Complementarity is a reality within our
group, due to the fact that all our business
units are digital. Our markets cross
over, whether it be music, video games,
telecoms or television. Convergences
are happening between media, between
content, and also between content and
telecoms. The network gains in status

through the access it offers to content
and the content finds its consumer via the
network. As an example, several years ago
SFR launched the first 3G music service,
with over a million tracks available,
supplied by all the majors.
“SFR Music,” accessible through mobiles
and the Internet, became the fourth-largest
download portal in France, then very
quickly the second behind iTunes, with
over 10 million song downloads in 2008.
The service goes far beyond just
downloading, which has enabled SFR
to differentiate itself. The move to digital
has thus made content distribution over
telecommunications networks more
natural.

What has been the result of this
convergence for music and games?

Music plays a central role in this
convergence as it covers an extraordinary
pool of artists, with many talents. We are,
for example, developing video games
based on the characters of well-known
singers. The promotion of global-level
artists now takes place on a planet-wide
scale entirely through a multimedia
approach. Our enormous musical
catalogue is also used for the Guitar
Hero game, and the mutual benefit in this
situation is obvious.
We have another example linking the
Internet and video games. Nobody can
have missed the spectacular success
of our online game World of Warcraft.
This would never have existed without
the development of broadband – here,
technology has enabled a new kind of
content. Nothing remains fixed, especially
when the content quality keeps blowing
away traditional models. Complementarity
is also real in the fight against piracy,
for which expertise is shared at the
highest levels within the group.

Are you watching the emerging
countries?

This is one of our major objectives in
the coming years, both in telecoms and
pay-TV. We are seeking growth in Africa
and the Middle East. Vivendi is already a
major player in Morocco and will continue
to develop. Our expertise is well known

there and appreciated, which places
us in a favorable position to penetrate
emerging countries and opens many doors
to us. The expertise of Canal Overseas is
also recognized in Africa and the French
overseas territories, and Canal+ has
just launched a pay-TV package in the
Maghreb. We will continue to develop
our games in Asia.

Are you worried about the increase
in piracy and illegal downloads?

Concerned yes; inactive no. When
technological change is happening at
such a fearsome pace, the whole old value
chain gets “deconstructed.”
Our business units share some key
expertise: content digitization, subscription
management, mass-market distribution
and intellectual-property management.
One of our competitive advantages is the
ability to increase this communication,
to gain additional growth in each of our
business units. This fight is an integral
part of our strategy.
We intend to present a sufficiently
attractive offering that Internet users are
prepared to pay for it. The law tends to
reinforce this and we are highly attentive
to the work being done in this area. Online
services are increasingly crucial to our
offering. Our subscribers demand them.
To enable this market to develop, these
services must be paid for and respected.
We expect a lot from these legal content
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services that we have played a part
in setting up.

Is sustainable development an
integral part of your strategy?

Without a doubt, Vivendi plays a part in
sustainable development. We follow a
rigorous responsible business scheme
in every facet of our activity, while
also defining our own contribution
to sustainable development. Vivendi
produces and distributes content. We
must also be extremely vigilant as to the
impact our products and services have on
our subscribers and the public at large.
This is why, since 2003, we have identified
three specific sustainable development
issues: protection of youth, promotion
of cultural diversity and sharing of
knowledge.
The group’s activities are at the heart
of the digital revolution that is turning
usage methods and content consumption
on its head. We have to reconcile these
technological challenges with managing
the expectations of all group partners.
Finally, the subscription model,
which ensures recurrent revenue for the
group, requires a particularly thorough
policy in terms of managing subscribers’
personal data. We strengthened our
commitments in 2008 and all group
business units are actively involved in
the scheme. Elsewhere, the geographical
perimeter of Vivendi is likely to extend

to new, emerging countries over
the coming years. This means that
the group will strengthen its contribution
to the local development of these
countries in terms of employment,
infrastructure and access to new
information technologies, etc.
Jean-Bernard Lévy frequently includes
sustainable development issues on
the agenda of the Management Board
and the Risks Committee. These issues
are fully integrated into our strategy.
They contribute to our ability to seize
opportunities, anticipate certain risks and
bring together all parties involved in the
construction of the group’s future.

What do you think will be the group’s
configuration over the next three years?

The future of our group will be played
out against a background of continual
and profound technological change. The
unpredictable and the unexpected are the
result. In over twenty years I have seen
how scientific progress has maintained
pressure on our business units and
continually caused us to question our
certainties in a mechanical and ordered
world. We might have believed that the
pace at which scientific and technological
breakthroughs occur would slow. Not at
all. For industrial companies such as us,
this continually improving performance has
led to a multitude of uses on networks that
are ever more numerous and permeable.
This all leads to new opportunities, but it

also upsets the existing economic models.
With its presence in both the media and
telecommunications sectors, Vivendi is
in a unique position worldwide.
In the next three years the group should
retain its current perimeter, with the
possible exception of NBC Universal,
which we’re not likely to keep, and we
will continue to get stronger in all of our
business units. Vivendi will be a group of
growth. Our business units will be stronger
still and our presence in emerging countries
will be developed. Ideally, I would like to be
able to say that we will have packages of
channels and telecoms operators in more of
these countries. We will be watching, with
the greatest discipline, the opportunities
that present themselves.

A few words to finish?

The media and telecoms world is in an
uncertain phase, and the broad outline
of where the strengths will be has yet
to be drawn. We don’t know when the
deconstruction caused by new technologies
will ultimately lead to a stabilization of the
situation. This is why we are experimenting,
remaining imaginative, intuitive, curious and
listening for “weak signals.”
Every day we are joined by new subscribers
and new talents, confirming our belief in
this approach. At the end of the day,
our customers will have the last word
and will enable us to take on – and win –
this extraordinary challenge.
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Activision Blizzard is the world leader in video games for PC, online and console games. Activision
Blizzard was formed by combining Activision, one of the world’s leading independent publishers
of video games with Vivendi Games. By combining leaders in mass-market entertainment and
subscription-based online games, Activision Blizzard has leading market positions across every
major category of the rapidly growing video games software industry.
Headquartered in Santa Monica, California, Activision Blizzard maintains operations in the U.S.,
Canada, the United Kingdom, France, Germany, Ireland, Italy, Sweden, Spain, Norway, Denmark,
the Netherlands, Romania, Australia, Chile, India, Japan, China, South Korea and the region of Taiwan.

ACTIVISION

Activision develops, markets and sells
products directly, under license and for
third-party publishers. Its products span
diverse categories of games – adventure,
sports, racing, role-playing, simulation,
action, shooter, but also musical and
strategy games. These games are aimed at
a wide audience, from occasional players to
hardcore gamers, both children and adults.

Activ
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Activision develops and publishes games
on various consoles: hand-held platforms
and PCs through its own franchises or under
license. Its games are available mainly
on the Sony (PlayStation 2, 3 and PSP),
Nintendo (Wii and DS) and Microsoft
(Xbox 360) platforms.

World
Tour™

In 2008, Activision launched Guitar Hero:
World Tour, Call of Duty: World at War, and
titles under license such as Madagascar:
Escape 2 Africa (among the Top 10 franchises of films for children, with its other
game Shrek), Spider-Man: Web of Shadows
(number one worldwide for superhero

2008 Revenues

million
Testimony

George Rose,
CHIEF LEGAL OFFICER, ACTIVISION BLIZZARD

© Alan Levenson

PROTECTION OF MINORS
Activision Blizzard has adopted a number of measures
designed to ensure that minors are not exposed to
inappropriate entertainment content.
We believe that we have a responsibility to clearly label
our products so consumers can make informed decisions
about the entertainment they want for themselves and
their children. We actively support the global rating
systems, including The Entertainment Software Rating
Board (ESRB) and Pan European Game Information (PEGI),
to ensure that the content we develop is appropriate for
specific audiences. Our games are rated by the various
rating agencies. Our products display the game rating
prominently on the front of the box and clearly state
the content of the game. We strongly support very
clear communication of our game’s content at the point
of purchase and in our online and offline marketing
materials. Additionally, to ensure that minors are not able
to access inappropriate content online, mature content
that appears on our websites is securely housed behind
an age gate.
Activision Blizzard supports parental control systems.
Our console games are compatible with hardware
parental controls that allow parents to block the games
that they do not want their child to play. In addition,
Blizzard Entertainment’s World of Warcraft offers parental
controls that provide parents and guardians with easy-touse tools letting them manage their child’s access
to World of Warcraft from any PC with Web access.
Activision Blizzard also complies with the U.S.
government’s Children’s Online Privacy Protection Act
(COPPA) regarding the collection, storage and use of
personally identifiable information from users under 13.
As part of our COPPA compliance, Activision Blizzard does
not collect any personal information from children ages 13
or younger.

© Activision Blizzard
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franchises), James Bond: Quantum of
Solace, and many others. Activision has
also developed Tony Hawk, X-Men, Crash
Bandicoot, Spyro, Wolfenstein from
id Software, Marvel Ultimate Alliance 2:
Fusion from Vicarious Visions, Prototype
from Radical and Singularity from Raven
Software.
Guitar Hero is a musical game in which the
player directs a rock musician character
who must press colored buttons symbolizing
the notes. The notes cross the screen on a
sonic strip, with rock musician characters
and concert scenes in the background. In
the most recent version, Guitar Hero: World
Tour, players may form a group using new
wireless instruments, including drums
and microphone, and may use a virtual
recording studio. For the first time, they can
compose their own songs and share them
with players around the world. Guitar Hero
has met with worldwide success; its musical
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simulation is the absolute benchmark for
musical games thanks to the quality of its
wireless instruments, its customization
options, and its online functionalities.
Guitar Hero offers a wide range of titles
from among rock’s biggest hits (by Metallica
and Aerosmith, for example).
Call of Duty, another major success from
Activision, is the world leader in “FirstPerson Shooter” (FPS) franchises. The
player becomes a soldier, and the realism
of the battles and the game environment
contribute to making it the leading war
game on the market.
In 2007 and 2008, Guitar Hero and Call of
Duty are among the franchises that posted
the best sales in North America and Europe.

BLIZZARD

Blizzard Entertainment® is a world-class
development studio and publisher best

2008
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known as the creator of the Warcraft and
StarCraft® real-time strategy game series,
the Diablo® action role-playing game series,
and the World of Warcraft® Massively
Multiplayer Online Role-Playing Game
(MMORPG).
®

An MMORPG is a game played only
online via an Internet connection simultaneously with thousands of other players.
The player, after purchasing a copy of
the game and installed it on a computer,
takes out a subscription for a period of his
or her choice, allowing access to the game
universe. The principal characteristic of
this type of game is that the game universe
persists for all players regardless of which
of them happen to be logged in at any given

© Activision Blizzard

With the success of World of Warcraft,
Blizzard Entertainment is the world leader
in terms of subscriber base and revenues
generated in the subscription-based
MMORPG market.
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time. As a result, customer assistance
needs to be on hand 24/7. This service is
provided by “game masters,” who step in
at any time to help players overcome their
difficulties, whether technical in nature or
related to illicit behavior by other players.

WORLD OF WARCRAFT,
THE MOST POPULAR
ONLINE ROLE-PLAYING GAME

World of Warcraft is played via the Internet,
and its thousands of players share the
same universe and a common adventure
at the same time. They form friendships
and engage in epic quests that can last for
weeks in order to win points and increase
their level. One of the particularities of
World of Warcraft is the richness of its
graphical universe. The variety of goals
to be attained is almost infinite, since
the developers regularly create new
adventures, new places, new creatures and
new objects. Access to World of Warcraft
is either by subscription or via prepaid
cards players.
World of Warcraft is now available in
North America, Europe (including Russia),
mainland China, South Korea, Australia,
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New Zealand, Chile, Argentina, Malaysia,
Thailand, Singapore, and the regions of
Taiwan, Hong Kong and Macau.
For the Asian market, Blizzard Entertainment
distributes World of Warcraft directly in
South Korea and through partners and
license agreements elsewhere. The
company has a license agreement with The9
for the operation of World of Warcraft in
mainland China and with Soft-World for the
regions of Taiwan, Hong Kong and Macau.
In addition, in 2008 Blizzard Entertainment
granted a license to NetEase.com, Inc. for
the operation in mainland China of Blizzard
Entertainment’s Battle.net® gaming platform
as well as for its Warcraft II: Reign of
Chaos®, Warcraft II: The Frozen Throne®,
and upcoming StarCraft II games.
In 2007, Blizzard launched the first
extension to World of Warcraft:
The Burning Crusade, followed on
November 13, 2008, by Wrath of the Lich
King, released simultaneously in several
countries. The game broke all records for
sales, with more than 2.8 million copies
sold in 24 hours.

© Activision Blizzard
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MORE THAN 11.5 MILLION SUBSCRIBERS
AROUND THE WORLD
Since its launch, World of Warcraft’s player community has continued to grow. By the end of 2008,
four years after its creation, World of Warcraft had more than 11.5 million subscribers around
the world.

World of Warcraft©
IN RUSSIAN
World of Warcraft is available in several languages (French, English, Spanish, Italian, Chinese,
German, etc.), and in Russian since the summer of 2008. The subscription was adapted to suit this
market and the launch of that version reflects Activision Blizzard’s commitment to making World of
Warcraft accessible to more and more players around the world.

StarCraft:
PLAYER
10 YEARS ALREADY…

PLAYER

ONE ONE

and more than 11 million copies sold throughout the world for this revolutionary Real-Time Strategy (RTS) game franchise.
The game brings to life three unique, powerful communities who battle each other in an imaginary galaxy. Also a Blizzard
Entertainment creation, StarCraft remains one of the world’s most popular games.

OPUS FIVE
for Call of Duty: World at War
In 2008, Activision released Call of Duty: World at War, the fifth game in the best-selling franchise, offering
a new game experience with new cooperative playing modes enabling players to survive in teams.
More than 44 million Call of Duty® games have been sold worldwide since the franchise was launched in 2003.

PLAYER

ONE

Guitar Hero:
THE MOST EAGERLY AWAITED MUSICAL GAME OF THE YEAR

Guitar Hero created the music-based genre and was the largest video game franchise worldwide in 2008. Since the launch
of the franchise in 2005, more than 34 million Guitar Hero games have been sold worldwide.

THE BLIZZARD WORLDWIDE INVITATIONAL,
Paris 2008
Thousands of gamers came to the fourth Blizzard Entertainment Worldwide Invitational, based
in Paris for the first time last year, to celebrate the communities that have developed around
the Warcraft, Diablo and StarCraft game universes. The program featured demonstrations,
presentations on the latest additions to StarCraft II and World of Warcraft, and the enthusiastically
received announcement of the return of the Diablo series with Diablo III.
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Universal Music Group (UMG)
is the world’s No. 1 music company
with global businesses in recorded
music, music publishing, artist
services and merchandising.
UMG leads the way in the digital
distribution market by offering
customers a wide range of innovative
services as well as the world’s largest
digital music catalog.

2008 Revenues
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WORLD’S No. 1
IN RECORDED MUSIC

Present in 77 territories, UMG is the world
leader in recorded music, with particularly
strong positions in the North American
and European markets, which account for
nearly three quarters of global sales. UMG’s
diverse array of labels in major markets
and local representation across the globe
complement each other through their focus
on different genres and music segments.
UMG discovers, develops, markets and
distributes some of the world’s most popular
artists through major labels including:
Island Def Jam Music Group, Interscope
Geffen A&M Records, Lost Highway
Records, MCA Nashville, Universal Records
South, Mercury Records, Polydor, Universal
Motown Republic Group, Decca, Deutsche
Grammophon, Verve, Impulse!, ... Artists
include U2, Amy Winehouse, Rihanna,
Lil Wayne, Jack Johnson, Eminem,
Roberto Alagna, Pussycat Dolls, Dr. Dre, ...
Catalog releases account for a significant
and stable part of UMG’s recorded music

© Universal Music Group
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revenues each year. UMG’s recorded music
catalog, the largest in the world, features
some of the most popular and influential
artists of our time, including ABBA, Louis
Armstrong, Alain Bashung, James Brown,
Eric Clapton, Dire Straits, Serge Gainsbourg,
Bob Marley, Nirvana, Luciano Pavarotti,
Edith Piaf, Michel Sardou, The Police,
The Rolling Stones, The Who, Herbert von
Karajan, ...
UMG continues to play a leading role in
the expansion of the digital music market
place and actively participates in the
development of new business models.
In 2008, digital sales grew strongly with
significant increases in full track downloads
both over the Internet and on mobile
phones. Further growth came from new
business lines such as ad-supported music
and video streaming, including UMG’s
industry leading video channel on You Tube,
and the expansion of mobile applications
such as ring-back tones. Several new
business models were launched during
the year including “MySpace Music”,
a fully integrated global music solution from

MySpace, one of the world’s biggest
social networks, and “Comes With Music”
(CWM), a service from Nokia that bundles
a 12 month, unlimited music subscription
into the price of certain phones.
Strong growth across the digital sector is
anticipated for 2009. In addition to growth in
the core digital market place, UMG expects
to grow new revenues streams, sign new
strategic partnerships and further capture
digital growth by increasing direct to
consumer business.

WORLD’S No. 1
IN MUSIC PUBLISHING

Through Universal Music Publishing Group
(UMGP), UMG is the world leader in music
publishing. UMPG owns and acquires rights
to musical compositions (as opposed to
recordings) in order to license them for use
in recordings, films, commercials and public
performances.
UMPG is a world leader in classical music
and production music libraries, and controls
the publishing rights to an impressive list
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of traditional classical composers such as
Verdi, Puccini, Ravel, Debussy, Stravinsky
and many others. The production music
library business supplies a vast catalogue
of original music and arrangements for use
in films, television, advertising and the new
media.
UMPG’s catalogue contains seminal
recordings like Respect, American Pie,
Strangers in the Night, Copacabana,
Born to be Wild, Good Vibrations, I Want
to Hold Your Hand, Sweet Dreams (Are
Made of This), I Will Survive, Smoke Gets
in Your Eyes and (Sitting on) the Dock of
the Bay. UMPG also represents renowned
authors-composers and performers who
rank among the finest of our time, with
titles by 50 Cent, ABBA, Jon Bon Jovi,
Mariah Carey, Eminem, Gloria Estefan,
Jenifer, Juanes, Linkin Park, Andrew Lloyd
Webber, Maroon 5, Mika, Prince, André
Rieu, The Beach Boys, The Mamas & The
Papas, Justin Timberlake, T-Pain and U2.
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Among the famous composers represented
are Leonard Bernstein, Elton John, Henry
Mancini, Paul Simon and Bernie Taupin.
In 2008, UMG acquired new publishing
contracts, including with Adele, Salif Keita,
Missy Elliott, Black Kids and Snow Patrol.

ARTIST SERVICES
& MERCHANDISING

The Artist Services and Merchandising
division was established in 2007 providing
the foundation for UMG’s participation in
a broader range of music related revenue
streams.
The Artist Services division is comprised of
artist management and events management
units. The artist management group
contains renowned companies such
as Twenty First Artists and Trinifold and
represents artists including The Who, Elton
John, Robert Plant, James Blunt, Mick
Fleetwood, ZZ Top and David Bisbal. In
2008, UMG established Universal Classical

Max Hole,
PRESIDENT OF THE ASIA PACIFIC REGION AND
EXECUTIVE VICE PRESIDENT, UNIVERSAL MUSIC GROUP
INTERNATIONAL (UMGI)

promotion of local talents
© Hayley Madden

Universal Music Group remains committed to investing
in artists & repertoires and nowhere is that more apparent
than in our activities on the local level. Our proactive
approach in the discovery, development, marketing
and distribution of local artists and companies reflect
a multicultural outlook that is important to our company.
Juanes, the multi-platinum rock/pop artist from Colombia,
is a case in point. His initial, regional success was magnified
into global popularity through UMG’s support, as audiences
not traditionally receptive to Latin American-based styles
and flavours responded enthusiastically. The singer’s most
recent album, for example, was certified gold in Hungary,
Romania and Russia.

employees

Equally, the young German rock band Tokio Hotel reached
remarkable heights of popularity in Europe – singing in
their native language. Their albums Schrei and Zimmer
483 have been certified platinum or gold in Mexico, Italy,
Russia, Spain, France, Greece and Portugal, as well as the
Czech Republic, Poland, Hungary, Romania, Switzerland
and Belgium.

© Universal Music Group

An even more unusual example of UMG’s multi-cultural
ethos concerns the Cistercian Monks of Stift Heiligenkreuz,
from a monastery in Austria. Signed to Universal Music
after submitting a sample of their singing via YouTube,
these masters of Gregorian chant made their first-ever
commercial album and became a significant international
success in 2008, bringing the spirit of the cloisters to a
wider world. Their album, Chant, reached the top 10 of
the U.K. pop album charts and No. 1 on the Billboard U.S.
classical music charts.
In Asia, UMG partnered with Eros International, the leading
integrated studio in India’s media and entertainment
industry, to launch a joint-venture artist-management
agency to groom and promote Indian pop talent locally
and globally. The initiative will focus on marketing and
promotional initiatives for new, undiscovered pop acts
from around India and will ensure that fresh new artists
will be signed and promoted throughout India, as well as
internationally.

Duffy

Testimony

© Universal Music Group
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Offering more music and more choice is a positive for fans,
the artists and the market as a whole.
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2008

Management and Productions leveraging
UMG’s leading position in the classical
music sector. Artists represented include
Anna Netrebko and Rolando Villazón. UMG
also has established artist management
units in several major music markets
outside of the U.S. and U.K. focusing on
local repertoire.
UMG’s new merchandising division,
Bravado, is the only global, 360° full service
merchandise company which develops and
markets high-quality licensed merchandise
to a world-wide audience. The company
works closely with new and established
clients, creating innovative products
carefully tailored to each artist or brand.
Products are sold on live tours, via selected
retail outlets and through web-based
stores.
Bravado also licenses rights to an extensive
network of third party licensees around the
world. The company maintains offices in
London, Los Angeles, New York and sister
companies in Berlin, Paris, Tokyo, and
Sydney. Now under the Universal Music
Group umbrella, Bravado is able to leverage
a global sales and distribution network
from the world’s largest record company,
as well as the group’s significant marketing
strength. Bravado artists include Kanye
West, Nickelback, Beyonce, Elton John,
Guns N’ Roses, Metallica, Led Zeppelin,
Pink, Iron Maiden, Alicia Keys, Nine Inch
Nails and The Killers, among many others.
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2008 BEST SELLERS
Among UMG’s best sellers for 2008 include:
the original soundtrack to the movie Mamma Mia!,
which became one of the year’s best performing
albums with more than five million copies sold;
the debut album from Welsh chart-topper Duffy,
which went gold within first week of its release;
and new albums from Lil Wayne and Guns N’ Roses.
Titles by Amy Winehouse and Rihanna continue
to rank among the top sellers.

PROMOTING LEGAL ACCESS
TO MUSIC
Universal Music France and the bank Société
Générale have partnered to launch “So Music,”
a co-branded credit card. The card enables young
people to download music from the Universal
catalogue.

THE FRENCH MUSICAL HERITAGE
FOR DOWNLOADING
To celebrate French cultural heritage, Universal
Music France offered online 104 albums from the
ten biggest names in French music, many of them
unavailable on CD. The project, entitled “Héritage,”
features a total of 1,500 titles in digital format.

UMG ACQUIRES WORLDWIDE EXCLUSIVITY
ON THE ROLLING STONES
UMG has signed a long-term exclusive contract with the Rolling Stones covering recording rights
on their future albums. UMG also holds all rights on the group’s work, including the top albums
Sticky Fingers and Exile on Main St. and immortal titles like Angie, Brown Sugar, It’s Only Rock ’n’ Roll
and Start Me Up.

40 Grammy Awards in 2009
The 51st Grammy Awards ceremony again recognized UMG artists, who won a precedent-setting
40 trophies in categories across every musical genre imaginable. Hip-hop superstar Lil Wayne took
home 4 awards that night, including Best Rap Album, while Ne-Yo and Sugarland each earned
two awards a piece. Other highlights included Duffy’s win for Best Pop Vocal Album, Juanes’ award
for Best Latin Pop Album, and George Strait’s award for Best Country Album.

UMPG AND SACEM
PARTNER WITH AMAZON
UMPG and SACEM have signed a pan-European agreement with Amazon to allow the use of the
UMPG catalogue and the repertoire of the SACEM (Society of Authors, Composers and Publishers of
Music – the French Collection Rights Society) on the Amazon MP3 service. Through this agreement,
UMPG and SACEM are contributing to the development of a legal European digital music market.

A HARVEST OF VICTOIRES
The Victoires de la Musique awards recognized many UMG artists. Alain Bashung was named Male
Artist of the Year and also received the trophies for Popular Music Album of the Year and Best Show
of the Year. Martin Solveig won the Victoire for Best Electronic-Music/Dance Artist of the Year and
Arthur H the award for Pop/Rock Album of the Year. Abd Al Malik and Rokia Traore won, respectively,
the Best Urban Music Album and Best World Music Album trophies. The Best Original Song prize
went to Thomas Dutronc and the Musical DVD of the Year award to Vanessa Paradis.

31

R
F
S

SFR, a 56% subsidiary of Vivendi, is the leading alternative
operator in Europe.
In 2008, SFR finalized its merger with Neuf Cegetel, thus creating
the second-ranking global operator in France.
The new SFR is now a global operator, capable of meeting the needs of its
mass-market, professional, business, and operator customers for mobile
and fixed telephony, Internet and services. As the owner of its network
infrastructure and with the benefit of expertise in the Internet, it has all
the necessary resources to develop its leadership in terms of innovation
and quality of service.

NUMBER TWO
IN TELECOMMUNICATIONS IN FRANCE

SFR is the number-two telecommunications
operator in France, with 19.7 million mobile
customers as of year-end 2008 (up 4.7%
compared with 2007), for a market share
of 33.8%. It has 3.9 million broadband
customer households (up 7.7% compared
with 2007), for a market share of 21.9%.
SFR is also number one for 3G/3G+ with
almost 5.9 million customers as of year-end
2008 compared to 4.1 million at end 2007.
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MASS-MARKET
INNOVATION AND SIMPLICITY

SFR has launched innovative mobile
Internet packages that have enjoyed great
success: the “3G+ Internet Key” enables
the Internet to be surfed from anywhere
using a laptop (190,000 Keys were sold
by late 2008). “Illimythics” was the first
unlimited mobile Internet package (with
1.4 million customers by the end of 2008)
and the Eee PC is an ultra compact and
light laptop combined with a 3G+ Internet
Key (34,000 Eee PCs were sold with
subscriptions in 2008).

2008 Revenues
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Antonella Desneux,
HEAD OF CORPORATE SOCIAL RESPONSIBILITY, SFR

© Jean Chiscano

SUSTAINABLE DEVELOPMENT ISSUES INTEGRATED INTO SFR STRATEGY
For several years now SFR has been committed
to a sustainable development policy backed by
its management, fully integrated into its strategy
and based on the mobilization of its staff.
This approach, in line with Vivendi’s policy, aims to
anticipate our responsibilities with regard to our
stakeholders; to make sure that our products and
services are accessible to the largest audience
possible; to develop our programs in favor of equal
opportunity, in the company, at school, in
cooperation with associations, and to create
new services with a high social value.
For SFR and its 10,000 employees, sustainable
development is a commitment that needs to be
innovated every day in terms of environmental
citizenship, jobs, health and responsible marketing.
This drive took on a new dimension in 2008.
Integrating the teams from Neuf Cegetel into the
process coincided with a step-up in our organization

with regards to sustainable development. As
a result, in one year the network of staff members
serving as sustainable development ambassadors
rose from 40 to 120 members, representing all the
company’s divisions. This organization and open,
participative vision can be seen in the management’s
direct involvement.
Objectives: making sustainable development
activities consistent with the company’s strategy and
a collective drive to implement this policy on a daily
basis. In 2008, some foundation work was done to
formalize the commitments of the new SFR into the
five fields of responsibility that shape our policy.
These commitments are in turn broken down into
programs and actions, selected and evaluated
according to specific criteria (including the staff’s
potential for innovation and involvement). Various
monitoring indicators and reporting tools complete
the system and are published annually.

2008
EBITA

million

A GLOBAL APPROACH
FOR BUSINESS

2008 marked the creation of the
“SFR Business Team,” the leading
alternative fixed and mobile operator
on the business market, embodying
convergence and new uses for this type
of customer.
”SFR Business Team” launched its first
convergence packages, including 9office
SFR, the telephony solution offering highly
attractive pricing for all internal fixed
and mobile calls. SFR Business Team
also launched 9IpnetToIP, a package of
convergent services using an all-IP private
network, offering businesses a seamless
environment and reduced costs.
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THE NUMBER ONE
MOBILE NETWORK

At the end of 2008, SFR covered almost
99% of the French population and nearly
92% of the country on GSM/GPRS, and
72% of the French population with 3G/3G+.
HSDPA (3G+) functionality, which provides
better quality high-speed data transfer,
is fully rolled out on this network. SFR is
the Number One mobile network according
to an Arcep (Electronic Communications
and Mail Regulation Authority) survey
on mobile network quality in 2008.

THE LEADING ALTERNATIVE FIXED
NETWORK IN FRANCe

At the end of 2008, SFR had the largest
alternative fixed network in France
with almost 50,000 km of high-speed
fiber-optic cables. As the leading European
unbundler, SFR had 2,300 SCUs
(Subscriber Connection Units) on its
network at the end of 2008, with over
19.5 million unbundlable lines.

© Didier Cocatrix

Following the launch of the neufbox in early
October 2008, combining broadband Internet,
TV, fixed telephony and customer service,
SFR recorded 27% of net sales on the market
for the fourth quarter of 2008, increasing its
customer base to 3.9 million households.
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MUSIC PARTNER

SFR is the leading mobile music download
platform in France with a musical catalogue
of over a million tracks. With over 10 million
songs downloaded (up 60% over 2007), SFR’s
market share of mobile music sales rose to
61% and 14% for the mobile and Internet
markets combined. SFR launched its
www.attentionmusiquefraiche.fr
site, enabling people to discover new talent
and follow concerts live, also creating
a radio station of the same name that
users can customize.

SIX TIMES MORE
MOBILE TV FANS

In one year, the number of SFR customers
with a mobile TV-VoD (Video on Demand)
subscription multiplied sixfold, from
350,000 subscribers at the end of 2007 to
2.1 million at year-end 2008. The SFR mobile
television service boasts 81 high-definition
quality channels (54 channels from the
CanalSat package, which numbered
100,000 customers by the end of 2008,
five from Canal+ and 22 from Pass TV)
and content adapted for mobiles (VoD and
looped content).

OVER 14 BILLION TEXTS

SFR continues to beat its text-sending
records, with 14.6 billion text (SMS)
messages sent in 2008 compared to
7.3 billion in 2007.

employees
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NEUFBOX IS NOW
NEUFBOX BY SFR
In October 2008, SFR launched “neufbox by SFR,“ a triple-play service – Internet, television and
fixed telephone – with SFR services included: guaranteed installation and 48-hour assistance with
the loan of a 3G+ key in case of a service failure.

THE FIRST DRM-FREE
PACKAGES
SFR has created the first DRM-free unlimited mobile music download service.
These new DRM-free packages not only enable customers to legally download their favorite tracks
to their mobile, but also to transfer them to any digital music player.

STUDIO SFR,
A TOTALLY NEW CONCEPT

© Didier Cocatrix

Never before seen in Europe, this new space dedicated to music and innovation is located in the
very heart of Paris. It includes a store, an Internet café, a concert venue (already graced by the
presence of many well-known artists such as Keziah Jones, Christophe Willem, Micky Green,
etc), an area for demonstrating hi-tech innovations and a Quiz Bar where technicians can teach
customers how to get the best from their mobile.

“MA SFERE“
FOR ACCES TO ALL YOUR CONTENT
“Ma Sfere“ is a new service that gives customers access to all their personal
content (Text, MMS, email, contacts, photos, etc.) with one click from a mobile
or from a PC via www.sfr.fr.
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THE SFR PACT
A NEW LOYALTY PROGRAM
SFR has set up a new loyalty program based on differentiation and personalization
and available through four assorted packages providing real rewards in the form of customer
services and benefits: loyalty, renewal, flexibility and quality.

COMMUNICATION
AND FREE ACCESS TO CONTENT
To meet the needs for personalization and the development of mobile use, SFR has launched
the first range of Mobile Internet Devices (or MIDs) on the French market with 3G+ connectivity.
In association with Intel, Archos, Asus and Adobe – all leaders in their segments – the line will
include the first French MID, the SFR M! Pocket PC 3G+, the Archos 3G+ and the Eee-PC 901
with integrated 3G+.

CREATION
OF THE SFR BUSINESS TEAM
The SFR Business Team, born from the merger of the SFR and Neuf Cegetel business divisions,
brings together 2,000 staff dedicated to the professional and business market.

MORE AND MORE
from THE MOBILE INTERNET!

© Philippe Castano

SFR has launched the Internet 3G+ Pass. This makes surfing the Internet anywhere easy,
with no contract or subscription. The packs include a “Ready to surf 3G+ Internet Key”
and a SIM card. When connected to a computer, the key automatically activates – thanks to the
three hours of included connection time –, providing instant Internet access.

Archo
s
39

maroc
telecom
Maroc Telecom, a 53% subsidiary of Vivendi, is the leading global operator
in the Moroccan telecommunications market, covering mobile and fixedline telephony and Internet access. Listed on the Casablanca and Paris
exchanges, the Group is firmly committed to international development
and is currently established in six countries.

Number One
for mobiles in Morocco

© Maroc Telecom photo library

Maroc Telecom is the domestic leader
for mobile telephony in Morocco, with a
customer base undergoing strong growth
in 2008 (up 8.5% compared to 2007).
In order to promote loyalty and win
over more customers, Maroc Telecom
is continuing to develop its retail offering
and to introduce new services.
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In 2008, Maroc Telecom opened its
3G+ service to all its customers – both
subscription and prepaid – in the Kingdom’s
major cities and launched innovative
and attractive new services. This was in
addition to 3G+ Internet, also successfully
launched this year. This development in
third-generation telephony enables Maroc
Telecom customers to download data more
quickly and improve the instantaneous and
interactive aspects of their communications.
They get video telephony, access to all
the services available on “Mobile Zone“
(such as games, ringtones, news, etc.) as
well as high-speed Internet access.

2008 Revenues

million
In 2008, Maroc Telecom also included
international calls to all landlines in Europe
and North America in its contracts, at the
same cost as a national call.
At the same time, in order to make its
services even more competitive and
attractive to customers, Maroc Telecom
has lowered the subscription costs of its
international Mobile contracts.
Always breaking new ground in the market,
Maroc Telecom is continuing to promote
its value-added services such as the
BlackBerry®, mobile 3G Internet, customized
ringtones and mobile instant messaging,
as well as backing up customers’ address
books.

YET MORE SMS

Maroc Telecom is the benchmark for text
(SMS) and multimedia (MMS) messages
in Morocco. All customers benefit from
SMS and MMS roaming and postpaid
customers get GPRS roaming too. In 2008,
more than 2.1 billion SMS messages were
sent over the Maroc Telecom network, up
49% compared with 2007.

JAWAL, MAROC TELECOM’S
PREPAID SERVICE

Maroc Telecom launched a new prepaid
service, the Jawal classic and Jawal
youth cards, enabling customers to make
and receive national and international
calls without worrying about the bill at

the end of the month. The cards offer
communications credit valid for six months
after the first call is made.

EXTENDING MOBILE TELEPHONY

As part of the Universal Service
Agreement, Maroc Telecom has
undertaken to provide mobile phone
coverage to 7,338 locations by 2011,
at an estimated investment of 2.8 billion
dirhams. Spread over 53 provinces, these
locations are among the most difficult
to access in the Kingdom. By agreeing
to carry out almost 80% of the program,
Maroc Telecom has confirmed its
commitment and desire to make telephone
access available to as many people
as possible.

A COMPLETE
FIXED-TELEPHONY OFFERING

Until the end of 2006, Maroc Telecom was
the sole supplier of fixed telephone services
and the main producer of Internet and
data transmission services in Morocco.
In 2007, following the opening up of these
markets to competition, two new operators
launched their services.
Maroc Telecom offers the general public
and businesses a complete range of fixed
telecommunications services: voice, data
transmission, ADSL access to Internet
and television. It remains the leader in this
market with – at the end of 2008 – almost
1.3 million fixed lines.
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growth in the numbers of its individual and
business customers.

NATIONAL COVERAGE

© Maroc Telecom photo library

Maroc Telecom’s fixed-telephony and data
transmission network has a switching
capacity of almost 1.9 million lines and
provides national coverage. Its mobiletelephony network covers more than 97%
of the Moroccan population.

160,000
PUBLIC TELEPHONE LINES
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Marketed under the El Manzil brand,
the fixed-telephony offering to private
individuals combines communications
contracts, packs and capped contracts
with top-up options. The “Phony” unlimited
communications contracts have also been
highly successful since their launch in 2006.
Thanks to a full offering (voice, data and
Internet) and the introduction of new
services, Maroc Telecom has seen regular

Public telephony is made up of a network of
public booths and a broad network of phone
centers. The number of lines at the end of
2008 totaled 160,000 and Maroc Telecom’s
market share reached 91% of the number of
lines (source: ANRT).

The leading Moroccan
Internet service provider

Maroc Telecom is the leader in Moroccan
Internet access provision, under the Menara
brand. Maroc Telecom, which holds a 67.3%
share of the combined ISP market, offers
its residential and business customers a
broad range of innovative packages and
services to bring Internet access to as many
people as possible. By the end of 2008,
Maroc Telecom had over 480,000 customers

million
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Janie Letrot,
Managing Director, regulation, communication
and international development
member of the management board of maroc telecom

© Maroc Telecom

MAROC TELECOM SUBSIDIARIES AND
SUSTAINABLE DEVELOPMENT IN AFRICA
Maroc Telecom’s commitment to sustainable development is implemented
through each of its subsidiaries, in Mauritania, Burkina Faso and Gabon.
Mauritel, Onatel and Gabon Telecom have listed the development and
democratization of telecommunications and new information technologies
among their priorities. In concrete terms this means regular reductions in
telecommunication rates, massive investment, particularly to equip rural
areas, and special efforts to develop the Internet.
In 2008, Mauritel covered 10 road systems, 16 cities and 18 more rural
areas in mobile telephony. In Burkina Faso, Onatel invested to supply
telephone services and Internet access to 150 rural locations by 2010.
Gabon Telecom is promoting Internet access for cybercafés and applies
regular discounts on rates.
These operators have integrated environmental concerns into their
policy by using solar energy to power their facilities where possible,
base stations serving as an example. In Burkina Faso, this is the primary
energy source used in rural areas. Gabon Telecom is reducing electricity
consumption by adjusting power subscription demand to the actual needs
of businesses.
Significant investments have also been made in human resources. Every
year employees benefit from training days with the backing of Maroc
Telecom’s expertise. Tens of thousands of jobs have been directly or
indirectly created through Mauritel, Onatel and Gabon Telecom,
with distributors, subcontractors or call centers.
The subsidiaries of Maroc Telecom play an active role in the social,
sports and cultural life of the countries where they operate. Mauritel
helps fight illiteracy and assists needy populations during Ramadan.
Onatel is very involved in social events and sports; its sports association
supplies top athletes in several disciplines. Gabon Telecom focuses on
helping integrate youth into companies by organizing work placements
for students.

© Maroc Telecom photo library
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accessing its Internet services, almost
99% of whom were ADSL subscribers,
plus nearly 30,000 high-speed mobile 3G
customers. Over 10,000 customers have
subscribed to TV via ADSL.

mobile customers reached nearly three
million, up by almost 35%, having nearly
doubled in Burkina Faso, grown by just
short of 30% in Mauritania and around
16% in Gabon.

PROMISING SUBSIDIARIES

Drawing on its position as market leader
in Morocco, the Maroc Telecom group
has committed to long-term strategic
partnerships with a view of developing
the telecommunications sector in Africa,
owning 51% shareholdings in the historical
operators in Mauritania (Mauritel), Burkina
Faso (Onatel) and Gabon (Gabon Telecom).
The aim is to become a benchmark
operator in these areas and to develop
new information and communication
technologies in them.
Thanks to the modernization of infra
structure (nearly 27% of revenue from
the subsidiaries is devoted to investment)
and the quality of the services offered at
competitive prices, the Maroc Telecom
group subsidiaries in Africa are performing
very promisingly. In 2008, the number of
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The leader in ADSL
The number of Maroc Telecom ADSL subscribers continued to grow in 2008, reaching a market share
of almost 99%. Maroc Telecom continues to consolidate its position by regularly lowering its ADSL
connection rates.

Even greater international bandwidth
To meet the needs of Internet customers, in two years, Maroc Telecom more than doubled
its international Internet bandwidth, which reached 25.1 Gbits/s at the end of 2008.

Meeting the need for mobility
Following on from postpaid 3G+ Internet, Maroc Telecom has launched the prepaid 3G+ Internet
service to meet the mobility needs of almost 15 million customers, with no contract, subscription or
bill. These customers still enjoy all search, messaging, browsing and downloading features.

More channels
Maroc Telecom launched television via ADSL in 2006 – a first in Morocco, Africa and throughout
the Arab world, thus enabling its customers to receive four different channel packages and over
80 national and international channels. This offering was boosted by the Canal+ option (Canal+
Essentiel, Canal+ Cinéma and Canal+ Family). Thanks to this, customers also benefit from more
movies, series, news, documentaries and entertainment.
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The Canal+ Group is the leading pay-TV group in France. It is the leader
in production of premium and specialized channels and has 10.6 million
subscribers to its offers. A pioneer in new uses of television, it is also
a major player in film production and distribution.

© Xavier Lahache-Caualt

CHANNELS FOR ALL TASTES
WITH “LES CHAINES CANAL+”
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The heart of the Canal+ Group offering is
called “Les Chaînes Canal+,” with five
premium-content channels, each with its
own identity and editorial line – Canal+,
Canal+Cinéma, Canal+Sport, Canal+Family
and Canal+Décalé. The Canal+ channels’
programs are based on exclusivity,
innovation and originality. Canal+ holds
exclusive first-release rights with several
major American studios, including 20th
Century Fox, NBC Universal, Sony/Columbia
and DreamWorks.
Canal+ is a premium general-interest
channel that offers a unique programming
format with exclusive broadcasts of recent
films, sports, news, fiction, documentaries
and entertainment. Canal+’s strengths are
original creation, development of new talent,
and exclusivity.
TPS Star completes the Canal+ premium
offering, carrying mainly cinema, sports,
series and magazines. A first-release
channel, it broadcasts films around the
clock, seven days a week, along with

2008 Revenues

million
major European soccer programming. The
Canal+ Group also programs a range of
approximately 20 channels covering the
most popular themes on television: films
(CinéCinéma channels), sports (Sport+,
Infosport), news (i>Télé), documentaries
(Planète channels), lifestyle (Cuisine TV,
Seasons), series (Jimmy, Comédie!), and
youth (Piwi, Télétoon).
As of the end of 2008, Canal+ had 5.3 million
subscribers, 81% of them digital.

Canal+,
THE MOVIE CHANNEL

and athletics. In 2008, with the Beijing
Olympics, some 5,400 hours of sports were
telecast, mostly live.

CULT fiction

As broadcaster of the major U.S. series,
(Desperate Housewives, Dexter, 24,
Damages), Canal+ has developed an
editorial policy focused on original creation,
with innovative series and fictions like
Mafiosa, Nos enfants chéris, Rien dans
les poches, Résolution 819 and l’Ecole
du pouvoir.

© Shadows/Chic/Canal+

In 2008, Canal+ broadcast 400 films and
more than 35 new films each month. Canal+
offers its subscribers all film genres and
exclusive access to all the major filmindustry events (the Cannes Film Festival,
the Césars, the Oscars). In 2008, Canal+
devoted some 174 million euros to the
acquisition of original French-language
films.

THE BENCHMARK
FOR TELEVISION SPORTS

Canal+ has developed widely acclaimed
expertise in sports coverage – exclusive
programs, prestigious experts, and
innovative production techniques. The
Canal+ channels cover some sixty of
France’s top sports events: League1
soccer, major foreign championships
(including the English Premier League),
the Champions League, and also the rugby
Top 14, tennis (including Wimbledon), golf,
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TOPICAL
PROGRAMMING

Canal+ continues to set the bar for
entertainment programming with its topical
programs: Le grand journal, which plays
host to the people who make the news,
Les guignols de l’information, Le SAV
des émissions, La musicale, etc. Canal+
also offers rich and varied news-oriented
programs like La matinale, Dimanche+,
Spécial investigation and l’Edition spéciale.

CanalSat, THE LEADING
MULTICHANNEL OFFERING

CanalSat is the leading multichannel offering
in France, with some 300 channels, 55 of
them exclusive. CanalSat is available via
satellite, ADSL, DTT as a “mini-pack,” and
catch-up TV. A specific offering has also
been developed for 3G, 3G+ and EDGE
telephones with CanalSat’s partners SFR
and Bouygues Telecom. At the end of 2008,
CanalSat had 5.3 million subscriptions.

AT THE LEADING EDGE
OF NEW USES OF TELEVISION

The leading pay-TV channel in France
and a pioneer of digital in Europe, the
Canal+ Group is the leader in new uses of
television.
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Beyond the High Definition revolution,
in which it is the precursor, the Canal+
Group is at the leading edge of television
on demand with its catch-up TV offerings,
Canal+ and CanalSat à la demande. It also
operates the first legal downloading
service in France, CanalPlay. The Canal+
key, a pocket set-top box in USB format
for watching Canal+ wherever viewers
go, and +Le Cube, a hard-drive-equipped
set-top box with advanced functionalities,
are among the Canal+ Group’s latest
innovations.

Canal+ CUBED

The innovation-packed +Le Cube was
launched in November 2008. It is a highdefinition satellite terminal with Internet
connectivity and a large-capacity hard drive
providing many hours of recording time and
time-shifting capabilities. The Interactive
+Le Cube has new functionalities, enabling
subscribers to discover series episodes or
seasons before they go on the air. Its smart
program guide automatically recommends
programs that may interest users.

HD PRECURSOR

The Canal+ Group, the precursor of HD
via satellite in France, has the most

complete and diversified HD offering with
13 channels – Canal+, TF1, France 2, M6,
Arte, National Geographic HD, CinéCinéma
premier, Disney Cinémagic HD, 13e Rue
HD, Sci-Fi HD, Ushuaïa TV HD, Eurosport
HD, and MTV HD. Canal+ and CanalSat HD
offerings are also available on cable, ADSL
and DTT.

Canal+ à la demande lets subscribers
watch or replay their programs
whenever they want to. The new
catch-up TV service, included in the
subscription, is available directly on the
television set via satellite or ADSL and
on PC. Canal+ à la demande has a million
downloads each month. The group
also launched CanalSat à la demande
in December 2008.

CANALPLAY:
LEGAL DOWNLOADING OF VIDEO

© Canal+

CANAL+ à la DEMANDe:
YOU GET IT WHEN YOU WANT IT
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CanalPlay is the Canal+ Group’s legal video
downloading service. Available on PC or
directly on the television set via cable or
ADSL, CanalPlay offers some 6,000 titles.
Since its launch in 2005, it has had more
than nine million downloads.
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million

excluding transition costs related to the merger with TPS

TAKE CANAL+ WITH YOU

To let you keep up with your favorite
programs wherever you go, in 2008 the
Canal+ Group created the “Clé Canal+”
(Canal+ key), a DTT HD pocket set-top
box which uses the format of a USB
key. Once connected to a PC, the “Clé
Canal+” provides access to Canal+
channels on DTT (Canal+, Canal+Cinéma,
Canal+Sport) in High Definition.

CANAL+ AND I>TÉLÉ
ON PERSONAL MOBILE TELEVISION

A PMT pioneer in France, since 2005 the
Canal+ Group has been experimenting
with the DVB-H standard, designed specifically to capture television channels with
video and audio quality comparable to
DTT. In May 2008, the French broadcast
regulatory agency granted two authorizations to the Canal+ Group to broadcast
the Canal+ and i>Télé channels in PMT.

CANALPLAY ON PLAYSTATION:
A FIRST FOR FRANCE

CanalPlay, the legal video downloading
service of the Canal+ Group, is now
accessible on Sony’s PSP handheld game
console. The Canal+ Group has partnered
with Sony Computer Entertainment
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France to enable owners of the console to
view, at home or on the go, a selection of
the best films and videos offered in VOD by
CanalPlay. It is the first time in France that a
VOD offering has been made accessible on
the Sony handheld console.

THE CANAL+ GROUP
INTERNATIONALLY

Canal Overseas, a wholly-owned subsidiary
of Canal+ France, is the operator of Canal+
and CanalSat in the French overseas
territories and departments and in subSaharan Africa. The only French overseas
network, Canal Overseas operates four
satellite platforms (Africa, Caribbean,
Indian Ocean and Pacific) covering a
potential worldwide audience of 500 million
individuals and two-thirds of all Frenchspeaking territories. Through its Multi TV
Afrique subsidiary, Canal Overseas also
produces the Canal+ Horizons and Canal+
Essentiel channels.
Canal Overseas makes constant efforts
to provide access to French-language
channels to French-speaking people and
Francophiles in a large part of the world,
even in the most isolated regions. At yearend 2008, Canal Overseas had one million

© Raoul Dobremel - Canal+
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USING CONTENT TO PROMOTE SUSTAINABLE DEVELOPMENT
Canal+ programs provide a forum for sustainable
development issues every day. These issues
include solidarity, the fight against exclusion,
discrimination, discovering other cultures,
protecting the environment, etc.
Various areas are explored, backed by of all our
departments, especially Original Creation, which
produces fiction and documentaries.
Within the realm of fiction we have continued
to explore our recent history with Résolution 819 –
starring Benoît Magimel. It is the story of a French
policeman attached to the International Court of
Justice to investigate the Srebrenica massacres.
Another program called La Traque, starring Yvan
Attal, tells the story of the Klarsfelds’ search for
Klaus Barbie.
As we do every year, the New Trilogy gives
amateur writers and directors an opportunity
to pen their first television series. On the
documentary side, as part of our collection
of prime-time films dealing with topical issues,
the focus was on the everyday life of poor workers,
probation issues, the state of psychiatry in

France, developments in the quarters of the 93rd
department – with the magnificent film by Yamina
Benguigui entitled Mémoire d’un territoire – and
how ordinary citizens fight pedophilia in Asia.
Our Emergences time slot (about new trends)
reports on new movements and proposes novel
scripts, showing us in particular what a year with
no gas would be like, or how everyone’s happiness
depends on trust in their country’s institutions.
The Documentary-Film time slot in turn opens
a glimpse of the world, via the committed view
of a handful of great international directors.
Our cinema documentaries also offer a window
onto the world by analyzing the revival of the film
industry in Mexico, China, Rumania and Israel.
And of course every week our curiosity about
other cultures is satisfied by our New Explorers,
who create greater understanding by helping us
to get to know the people around us better.
The Original Creation label is about looking at
our society and the world from a relevant,
committed viewpoint, to dare, innovate and
promote new ideas.

employees

active individual subscribers in French
overseas territories and departments and
in Africa.
The Canal+ Group is also a television
leader in Poland through its subsidiary
Cyfra+, a 75%-owned subsidiary, which
offers a package of 80 television and radio
channels, 63 in Polish. At year-end 2008,
Cyfra+ had 1.4 million subscribers.

StudioCanal, A MAJOR PLAYER
IN EUROPEAN FILM

StudioCanal, a wholly-owned subsidiary of
Canal+ Group, is the European leader in the
production, acquisition and distribution of
motion pictures in all media: theater, video,
audiovisual and video on demand.
The company exploits an extensive film
library with more than 5,000 French, British
and American titles, including Basic
Instinct, Les Bronzés, The Pianist and
Podium. Each year, StudioCanal distributes
approximately 20 films in theaters and
150 on video.
Outside France, StudioCanal operates
directly in the other two largest European
markets – the U.K. and Germany.
StudioCanal’s English operations are
conducted through its subsidiary Optimum
Releasing, acquired in May 2007 and
specializing in film distribution to all media.
In January 2008, StudioCanal expanded its
operations in Germany and entered into an
agreement for the acquisition of Kinowelt,
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a major player in the theater distribution
of films and a leader in its country’s video
market. The company also exploits the most
extensive catalogue of German films.
Along with its distribution activities,
StudioCanal is active in international
production and sales, in particular
remakes and sequels of films from its
catalog. StudioCanal has also developed
relationships with independent studios of
global repute, such as Working Title.

STRONGER PRESENCE
IN THE WORLD OF SPORTS

Early in 2008, the Canal+ Group acquired
Occade Sport, now called Canal+ Events,
specialized in organizing sports events. The
goal is to strengthen its presence in the
sports world and to develop upstream its
sports-events production activities. Canal+
Events organizes, among others, the Lyon
(France) Tennis Grand Prix, the Masters
France tennis tournament, the Lyon
marathon, Saint-Nom-la-Bretèche (France)
golf trophy, and the VIP operations for the
French Open at Roland-Garros.
The group has become a recognized
international player after acquiring and
marketing the international distribution
rights for the French League 1 and League 2
and League Cup soccer championships
and, more recently, rights to OM TV, the
French basketball team and the French
basketball championship. It distributes its
products on all continents.
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CANAL+, THE FIRST FRENCH CHANNEL
BROADCAST IN HD ON DTT
On August 8, 2008, for the first time in France, the Canal+ Group began distribution of Canal+ in High
Definition on DTT. The launch coincided with two exceptional sports events – the opening of
the Beijing Olympics and the new season of the League 1 Championship of France. The Canal+ Group
is confirming its role as a driving force in the development of HD in France.

A RECORD YEAR
FOR STUDIOCANAL
Of eighteen films co-produced and/or distributed by StudioCanal in 2008, seven drew more
than one million viewers, a first for a distributor since 2004.

“the CANAL+ BOUQUET”:
THE FIRST CHANNEL BUNDLE IN THE MAGHREB

© Canal+

Canal+ launched a series of French-language satellite channels in Algeria, Morocco and Tunisia.
The launch is the fruit of a partnership between Canal Overseas and Arabsat, the leading operator in
the Arab world. Subscription is in the form of prepaid cards. “The Canal+ Bouquet” is the first French
television offering approved by law in the Maghreb.

CANAL+ FILMS WIN
OSCAR AND CÉSAR AWARDS
Canal+ Group films won 12 Oscars at the 81st Oscars ceremony, including eight for Slumdog
Millionaire (Best Film and Best Director – Danny Boyle). StudioCanal won Awards for Vicky Cristina
Barcelona and The Duchess. Kate Winslet won the Oscar for Best Actress for The Reader, a TPS
Star film. Césars went to three Canal+ films: Séraphine won the César for Best Film, Best Original
Screenplay and Best Actress for Yolande Moreau. Mesrine and Le premier jour du reste
de ta vie also won Awards.

CANAL+ ACQUIRES RIGHTS
TO THE CHAMPIONS LEAGUE
Canal+ Group renewed and enriched its UEFA Champions League offering with exclusive coverage of 133 live games each year through 2012.

Our sustainable development issues
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Vivendi’s contribution to sustainable development consists of enabling present and future
generations to satisfy their need to communicate, responding to their desire for entertainment,
feeding their curiosity, developing their talents, and encouraging exchange among them.

T

o succeed in this mission, Vivendi is
engaged in a responsibility process
that takes into account economic,
social, societal and environmental performance related to its business activities and
geographic locations.
Our sustainable development policy is
defined on the basis of Vivendi’s specific
characteristics as a group:
• that is a producer and distributor
of content;
• that is at the very center of the
technological progress enabled by
broadband and mobility;
• that is centered on the subscription
business model.
The first of these characteristics requires
that Vivendi evaluate the opportunities
and risks its content and services can give
rise to for its various audiences. That is
why Vivendi has set apart three specific
sustainable development issues: protecting
youth, promoting cultural diversity, and
sharing knowledge (see box).
The second characteristic has to do with
Vivendi’s need to reconcile the digital
revolution, which is radically changing
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uses and modes of content consumption,
with awareness of its stakeholders’ needs
(employees, consumers, artists, suppliers,
civil society, etc.) and of regulatory
requirements.
The third raises the question of relations
with subscribers – meeting or anticipating
their expectations and conducting a rigorous
policy of personal data management.
The sustainable development policy is
backed up by specific commitments and
guidelines. vivendi.com
Responsibility for implementation of this
policy lies first with the Chairman of the
Management Board. He regularly includes
sustainable development issues on the
agenda of the Management Board and
Risks Committee meetings. He brings
together experts from civil society to share
an analysis of the development of the
group’s activities in terms of these issues.
The Sustainable Development department
pilots the process and coordinates its
monitoring in the subsidiaries. It works in
close cooperation with the General Counsel’s
office, the Investor Relations department and
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Our specific sustainable development issues

the Audit department to evaluate, measure
and control risks and opportunities in the
area of sustainable development. It is backed
by a Sustainable Development Committee,
created in 2003. The Committee is made up of
the persons appointed to deal with questions
related to sustainable development in the
businesses and the representatives of
several functional corporate departments.
It meets six times per year.
Vivendi publishes its Sustainable
Development Report each year. For the
seventh consecutive year, the 2008-2009
edition of Report has been examined and
reported on by an external auditor, Salustro
Reydel of KPMG International, one of
Vivendi’s Auditors, regarding the procedures
implemented by the group to report, validate
and consolidate social and environmental
performance indicators, with verification of
a selection of indicators (see page 111).
Vivendi is listed on several sustainable
development indexes (see above). Also, in
June 2008, Vivendi was ranked by Goldman
Sachs among the three leading European
companies in the media sector in terms of
economic performance and sustainable
development criteria.

In 2003, as Vivendi was refocusing its strategic business units, sustainable
development issues specific to its production and content distribution activities
were defined: protection of youth, promotion of cultural diversity, and sharing
of knowledge. These issues are analyzed in light of new uses stemmed by
the combination of mobility and broadband.

1/ Protecting youth
Vivendi must reconcile the development of content and service offerings
enabled by new technologies with the protection of young audiences
against harmful behaviors. Cell phones, the Internet, games, films, etc., can
be channels for sensitive content or give rise to inappropriate modes of
consumption. This issue is dealt with on a group level through mobilization
across the business units, with the support of Vivendi’s sustainable
development department.

2/ Promoting cultural diversity
Vivendi has chosen to promote cultural diversity, sharing the vision of
UNESCO, whose March 2007 Convention on the Protection and Promotion
of the Diversity of Cultural Expressions states that cultural diversity is
“a mainspring of the sustainable development of communities, peoples, and
nations.” Encouraging diversity in music repertoires and cinematic expressions,
promoting local talents, and promoting heritage are goals shared by all the
group’s business units.

3/ Sharing knowledge
Sharing knowledge refers to Vivendi’s ambition of meeting the following
objectives: maintain an uncompromising attitude towards quality and pluralism
of content, raise public awareness of sustainable development issues, promote
intercultural dialogue, and facilitate access to new technologies. Through
its international positioning, the group has an influence on how cultures are
represented and can encourage mutual understanding.
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The year 2008 was marked by an intensified
dialogue with our stakeholders. Several meetings
with employees and the academic, associative,
institutional, and financial communities at the French,
European and international levels were held. They were
opportunities for Vivendi to better describe its sustainable
development policy and its specificities and to seek
analyses and opinions to aid the group in making
progress in its approach and towards its objectives.

increasED
EMPLOYEE INVOLVEMENT

In 2008, six sessions of the Sustainable
Development Committee attended by
employees of corporate headquarters
and the business units dealt with a range
of themes, including the United Nations
Global Compact, the role and missions of
the Health, Safety, and Working Conditions
committees, the protocol for reporting
on sustainable development indicators,
environmental certification, the work of the
Auditors, etc.
Employees of corporate headquarters
met three times during the year to hear
presentations and discussions relating to
the group’s sustainable development policy
(results and perspectives), the launch of
the Create Joy solidarity program and
preparations for EMAS environmental
certification, expected during the first half
of 2009.

VIVENDI RAISES EMPLOYEES’ AWARENESS
OF THE UNITED NATIONS GLOBAL COMPACT
On December 10, 2008, on the occasion of the 60th anniversary of the Universal
Declaration of Human Rights – whose principles are a source of the United
Nations Global Compact –, Vivendi launched a campaign to increase
the awareness of its 43,000 employees around the world by recalling the issues
and the ten principles of the Global Compact, of which the group is a signatory.
A session of the Sustainable Development Committee attended by the Senior
Executive Vice-President, Strategy and Development, the Senior Vice-President,
Audit and Special Projects and the Executive Vice-President, Communications
and Sustainable Development, along with several executives of subsidiaries,
was devoted to the Global Compact.

A meeting with the Secretary General of
the Work Council continued the exchange
begun in 2007 on the occasion of a training
session held at the initiative of Vivendi’s
Social Affairs department.

A stronger network
of partners

With a concern for making progress in
the analysis of its specific issues, Vivendi
continued its involvement in multi-partner
initiatives. Concerning the protection of
youth, Vivendi, as a member of the E.U.
Commission’s “Safer Internet Plus” program,
regularly consulted with its different

Testimony
Helen Nissenbaum,

business units on the implementation of this
program in a context of self-regulation.

On the theme of cultural diversity, Vivendi,
a member of the Global Alliance for
Cultural Diversity, was invited by UNESCO
to celebrate the World Day for Cultural
Diversity on May 21, 2008 for its action in
favor of promotion of local talents.
Concerning the issue of sharing knowledge,
Vivendi is continuing its reflection to define
appropriate indicators on a group level.
These indicators would serve to assess
progress in the areas of knowledge, wellbeing, and nurturing of social ties by the
services and content produced by our
various business activities.

© DR

On a national level, Vivendi extended
its network in 2008 by working with
“Enfance et Média” collective, which has
100,000 member associations (see page 78).
In the United States, where two of the
group’s five business units (Activision
Blizzard and Universal Music Group)
are headquartered, Vivendi brought
together experts from civil society and
the academic community to build
a network to work on this issue (see
testimony of Helen Nissenbaum).

PROFESSOR OF MEDIA, CULTURE
& COMMUNICATION, NEW YORK UNIVERSITY
In our project Values-at-Play, Mary Flanagan (games
designer and professor, Dartmouth University, USA)
and I suggest ways of taking social, ethical, and political values into consideration in the design of digital
games, one of the most compelling media forms in
contemporary life.
Often criticized for valorizing anti-social actions, games, in fact,
are an ideal medium for heightening players’ awareness of prosocial values such as cooperation, freedom, justice, generosity,
privacy, creativity, peace, diversity, tolerance, and autonomy.
Often by altering players’ perspectives, games can stimulate
meaningful reflection on social and humanistic themes. But can
this be done without being didactic or dull?
In our view: yes. Values can be expressed “in play” in many ways,
not only through narrative, for example, but also through basic
mechanisms. It has been a revelation to see even quite junior
students of games design inspired by this approach to develop
creative and original designs that are innovative, beautiful and,
importantly, fun.

Vivendi is also a founding member of the
Observatory for Corporate Social Responsibility (ORSE) and a member of the
Institute for Management Solidarity in
France.

Yet, we take seriously friendly skeptics who admire the general
aims but question whether it can flourish outside academia in
“the wilds” of corporate life and the commercial marketplace.
Accordingly, it was exciting to meet with Vivendi leadership and
learn about its program for sustainable development, including
as part of its core mission a commitment to values such as
cultural diversity, knowledge sharing, and quality and pluralism
of content.

The group has a correspondent of the
HALDE, a French supervisory body

We look forward to exploring future collaboration and mutual
exchanges of ideas, particularly with Vivendi’s digital games units.

for fighting against discrimination and
promoting equal opportunity. The group
shows solidarity through its support of a
number of associations vivendi.com
During the year 2008, meetings with the
university community were an opportunity
for students from Sciences-Po Paris,
the HEC MBA program and the École
Polytechnique to become more familiar with
Vivendi’s vision in the area of sustainable
development and to discuss our specific
issues.

ONGOING, FREQUENT EXCHANGE
WITH INVESTORS AND ANALYSTS

Vivendi’s financial communication policy
aims to provide all shareholders with
accurate, precise, and sincere information
on the group’s strategy, situation,
results, and financial development. It
complies with the procedures put in

place in application of French standards
(the Financial Security Law). The role of
sustainable development issues in this
communication has grown during the year.
The Investor Relations department, in Paris
and New York, which maintains ongoing
relations with analysts at brokerage firms
and managers and analysts of investment
funds, intensified the role of sustainable
development policy in its communication
efforts. These include meetings held in
world financial capitals and participation in
investor conferences by group executives.
In 2008, 503 institutions were met with to
provide commentary on the group’s results
and its perspectives. 60 days of “road
shows” and meetings with investors were
held. These are complemented by meetings
with analysts and investors throughout the
year. Executives of Vivendi and its business
units also participated in 15 investor
conferences.

© DR

Testimony
Marie-Pierre Peillon,
HEAD OF FINANCIAL AND EXTRA-FINANCIAL RESEARCH, GROUPAMA AM

Sustainable development is an integral part of our approach to investment analysis and choice at Groupama AM.
In our financial and extra-financial analysis division, specialized two-person teams in each sector pool
their research efforts to forge a common position that is the foundation of our investment recommendations.
The knowledge that at Vivendi, ESG*
risks give rise to responses that will fully
inform strategy provides a precious level
of comfort for any financial analyst.
Sustainable development topics are
directly taken into consideration in
analyzing accounts:
• revenue generation can be directly
impacted. At Vivendi, more
specifically, the group’s action plans in
the areas of protecting youth who play

games, promoting cultural diversity,
and the struggle against piracy need
to be studied. Good management of
acquisitions (Neuf Cegetel, Activision)
is key and enables anticipation of
the potential for client retention and
development in the entities acquired;
• profitability forecasts are also enriched
by qualitative analysis of management
reorganisation. Vivendi’s style in this
area is rapid and structural, even
though on a group level, there is

still potential for optimization of the
Human Resources tool.
Groupama AM’s choice of integrating
SRI criteria, then, is a strongly
differentiating approach in which
financial and extra-financial analysts,
informed by complementary spheres of
influence, endeavor to come to a global
understanding.
* ESG: environmental, social/societal, and governance

Solange Maulini,

Vivendi wants to keep its 600,000 individual
shareholders thoroughly informed at all
times. The Shareholder Information Service
contributes greatly to achieving that.

© Patrice Gueritot

Vivendi’s Sustainable Development and
Investor Relations departments held
“road shows” on sustainable development
for analysts and investors in charge
of socially responsible investment. The
shows introduced the group’s approach,
results and perspectives to 32 of the most
representative institutions in Paris, London,
and Holland in 2008, compared to 16
in 2007 and 10 in 2006 (see testimony
of Marie-Pierre Peillon, page 62).

director, PRESS AND SHAREHOLDER
RELATIONS, VIVENDI

In 2009, in the context of its attachment
to corporate governance and sustainable
development best practices, the group
decided to go even further by implementing
a committee of individual shareholders. The
group wants individual shareholders to be
fully involved in its activities and its strategy.

MEETING WITH INDIVIDUAL
SHAREHOLDERS

For all questions relating to sustainable
development and Vivendi’s strategy and
financial policy, shareholders can call
the Shareholder Information Service at
0 811 902 209 (local rates from a fixed line) or
send e-mail to actionnaires@vivendi.com.
Finally, out of concern for good corporate
governance, a Vivendi shareholders
committee is being set up in 2009. It will
enable close, constructive dialogue with
individual shareholders and increase their
involvement in the life of the group
(see testimony of Solange Maulini).

The committee has a set of statutes and
a charter, and has its own section of the
Web site. Made up of some ten members, it
reflects the diversity of Vivendi’s individual
shareholders.

Testimony

Throughout 2008, Vivendi worked to increase
the awareness of its individual shareholders
to sustainable development concerns and
the commitments the group has made in
that area. Many initiatives were taken.
The first of the “Thursday is Vivendi”
meetings aimed at individual shareholders,
held June 5, 2008, was devoted to
the general principles of sustainable
development and Vivendi’s concerns
in that area. The same was done at the
Actionaria exhibition, held November
21 and 22 in Paris, and at the Forum de
l’investissement (Investment Forum) in
Nice on November 6 and 7, 2008. The
group’s sustainable development policy
was a specific focus of an informational
meeting led by Philippe Capron, Vivendi’s
Chief Financial Officer, on October 14, 2008
in Lyon. All these events are scheduled to
be repeated in 2009.

Several working meetings will be held
each year between general management
and the committee to improve and adapt
the information issued by the group to its
individual shareholders, to get to know and
respond to their expectations and needs and
to develop and extend dialogue with them.

Dividend payment
submitted for approval
in 2009 for the 2008
business year

Dividend paid
in 2008 for the 2007
business year

€/share

€/share
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To maintain its position as world leader in communications and entertainment,
Vivendi must rely on a human capital that must be discovered, supported
and protected if it is to continue to meet the expectations of the millions
of consumers looking for original content and innovative services.
This requires a stringent approach to relations with customers and suppliers.
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ccordingly, the Audit
department and the Sustainable
Development department work in
close cooperation to strengthen
the system of prevention of risks related
to sustainable development, including
personal data and human rights (see
testimony of Vincent Vallejo, page 66).

INVESTING IN CREATION
AND LEVERAGING OUR CONTENT

In order to attract and keep the human
capital (artists, directors, games
developers, etc.) that nourishes the
economic development of the group and
its businesses, the business units need
to be certain that they attract top talents.
“Great Games Start With Great People”

Despite the fact that the music industry
is still facing difficulties, Universal Music
Group has maintained its position as the
world leader in recorded music sales
and music publishing, and continues to
discover and promote new talents. UMG’s
executive management is the strongest
and most stable in the sector. It makes
continuous efforts to promote and develop
the new generation of musical artists. In
every country around the globe, Universal
Music Group artists are honoured with
prestigious awards and distinctions.
vivendi.com
The Canal+ Group also plays a major role in
supporting young creators. Canal+ supports
more than 40 French first films each year.
Canal+ is the leading investor in cinematic
creation in France, pre-purchasing 130
original French-language films in 2008 for
a total investment of 167 million euros (+9%
compared to 2007), including 25 million
euros devoted to films with a budget of
less than 4 million euros. Also, thanks to its
artist-watch unit, “Repérages,” set up in

© Félix Broede/DG

sums up the ambition of Activision
Blizzard, whose positioning as world
leader of the video games market creates
a strong force of attraction of the most
creative talents, be they game developers,
designers or musicians. These profiles
are especially motivated by the worldwide
success of games like World of Warcraft,
Call of Duty®: World at War, Call Of Duty® 4:
Modern Warfare® and Guitar Hero®: World
Tour. Each of these games is a benchmark
in terms of quality. According to the
Metacritic site (http://www.metacritic.
com), which keeps track of the scores
given video games by specialists in the
sector, World of Warcraft has achieved
the rare score of 93/100, Call Of Duty 4:
Modern Warfare 94/100, and Guitar Hero:
World Tour 85/100.
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2004, the network is a real hothouse for new
talents for the group’s various channels and
is on the lookout for short and innovative
formats. vivendi.com
To protect and leverage its investments in
content, respect for intellectual property is
a priority for the group. With the emerging
new uses made possible by broadband
and mobility, Vivendi must also meet the
expectations of its customers. As a result
the group works to develop new economic
models for creating ambitious legal
distribution offerings of musical, audiovisual
and cinematic works that respond to its
customers’ needs while continuing to
strengthen technical solutions for fighting
piracy and involving itself in the regulatory
field. vivendi.com
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SENIOR VICE PRESIDENT,
AUDIT AND SPECIAL
PROJECTS, VIVENDI
With the creation of the
Risks Committee, chaired by
Jean-Bernard Lévy, sustainable
development issues are taken
into consideration at group
level and monitored for each
of our business sectors.
In 2008, specific presentations
were made on measures
for protection of personal
data and for monitoring and
preventing health risks from
radiofrequency waves.
These two topics will be
monitored by the Risks
Committee during the year
2009. Also this year, newly
acquired entities like Activision
Blizzard will be included in
our field audits in the areas of
environment and human rights.

Testimony

Vincent Vallejo,

CONTINUOUS PROGRESS
IN ATTENTIVENESS TO CUSTOMERS

Being open and attentive to customers
is a skill shared by all of the group’s
units striving to offer innovative, creative
broadband and mobility services.
The subscription model is an advantage
for facilitating exchange with customers
and anticipating their desires for new
services. Accordingly, the business
units work constantly to improve their
management tools in order to determine
what their customers’ priorities are and
develop new functionalities for improving
technical and sales support.
Care is also taken to provide access
to clear, detailed information on rates,
technical characteristics, and the use of the
products and services provided. Canal+ and
SFR have formalized their commitments in
this area in subscriber charters.
Privileged dialogue with consumer associations also contributes to improving our

informational tools (guide, newsletter, etc.)
and aids in anticipating innovations that can
facilitate use of our services. vivendi.com

ENSURING THE PROTECTION
OF PERSONAL DATA

The specificity of the subscription model
requires a high level of vigilance regarding
the collection and processing of customers’
personal data.
In 2008, Vivendi’s commitments to the
protection of personal data were redefined
by substituting a Data and Content
Protection Charter with the existing
one, in order to better take the group’s
requirements into account in the countries
where it is represented. vivendi.com
This document further defines and
strengthens the commitment of Vivendi
and its subsidiaries to respect certain
fundamental rights in the spirit of fairness
and transparency. The Charter was
adopted on June 30, 2008 by Vivendi’s

billion
euros
invested in content
Risks Committee and is available online on
Vivendi’s institutional site.
In parallel, a transverse working group
was created at the initiative of the General
Counsel. It is made up of the persons in
charge of protection of personal data in all
the subsidiaries. The purpose of this group,
which carries on regular exchanges
among the correspondents, is to pool
the experience of each of them and refine
and strengthen internal procedures in order
to define and harmonize the protection of
personal data in each entity of the group.

STRENGTHENING OUR VIGILANCE
WITH SUPPLIERS

With new business activities being
developed within the group in 2008,
the care taken in the selection of suppliers
intensified. The Audit department and
Sustainable Development department
have a joint process for implementing
analysis and verification criteria, in
particular with the Activision Blizzard

and Universal Music Group subsidiaries.
Activision Blizzard, which markets
the famous Guitar Hero games, has a
stringent policy towards its suppliers to
ensure that they conform to international
labor standards. As owner of Bravado,
the only international multi-service
merchandising company for the entertainment industry, Universal Music Group
integrates social and environmental
responsibility criteria into its purchasing
policy. An inventory was taken of the main
suppliers of SFR and Maroc Telecom in
2008 in order to verify that the equipment
manufacturers selected by the operators
– either via codes of conduct or sector
initiatives – have adopted a responsible
approach to procurement of raw materials
such as columbite-tantalite (cotan).
During the 2009-2010 business year, a new
sustainable development clause based on
the principles of the United Nations Global
Compact will be sent to all entities of the
group to ensure that their major suppliers
adhere to these principles.

VIVENDI RANKS AMONG THE THREE LEADING COMPANIES IN THE GOLDMAN SACHS
GS SUSTAIN CLASSIFICATION FOR THE MEDIA SECTOR, JUNE 2008
Vivendi was ranked by Goldman Sachs among the three European media-sector companies best positioned
to develop a competitive advantage based on a combination of three factors: return on investment, strategic
positioning, and performance in the area of sustainable development.
The GS Sustain Focus List was created in 2007 with the goal of identifying companies in the best position
in terms of the structural evolution of their sectors (see page 30 of the 2007-2008 Sustainable Development Report
and the site www2.goldmansachs.com/ideas/environment-and-energy/gs-sustain/index.html.)

L
A
I
C
O
S
R
U
O ES
U
S
IS
Vivendi’s management of its human resources, which is decentralized
by choice, aids in meeting the challenges of a constantly changing
environment. To attract and keep the most talented people, the group
makes efforts to be attentive to its employees’ expectations and makes
diversity a key factor of performance. It also contributes to territorial
development in areas where it operates.
SUPPORTING EMPLOYEES

To respond to its employees’ expectations
and the challenges of ongoing innovation,
Vivendi makes a point of accompanying and
supporting them throughout their working
career.
Employability and training
In 2008 as in 2007, the majority of the
training (58%) dispensed to Vivendi’s
employees was aimed at the acquisition
of new skills related to developing
employability and career advancement.
Given the technological nature of its
businesses, the group’s units make training
a central focus of their Human Resources
policy. Each one implements specific
training programs – development of
leadership skills at Activision Blizzard, aid
in developing a professional project at SFR
and at Vivendi headquarters, sales training
at Maroc Telecom, and the “En savoir+”
program at Canal+. In this context, SFR has
implemented a highly innovative intranet,

68

MySFR, that provides employees with
a new space where they can express their
wishes in terms of career development.
vivendi.com
Attractivity and motivation
Vivendi feels that the fruits of its
employees’ efforts should be shared
equitably. The profit-sharing measures
put in place encourage employee
shareholding and go well beyond legal
obligations. In 2008, an international
operation called Opus 08 was launched,
simultaneously with the usual annual
operation reserved for employees
of the group’s French companies. This
operation was highly successful, with an
oversubscription of 110% (see testimony
of Dominique Welcomme, opposite).
Thanks to their leading position, all our
business units attract and keep top talents.
The subsidiaries know how to mobilize their
employees’ skills and spirit of initiative.
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By becoming part of the Universal Music
Group Creative Network, for example, or
becoming testers of pilot products and
services at SFR, or by winning the Maroc
Telecom Innovation Trophy, employees
are motivated to be active participants in
innovation. vivendi.com
The initiatives deployed in the area of
sustainable development also play a
motivating role in involving employees.
Vivendi promotes social and environmental
awareness programs aimed at them.

For example, Activision Blizzard sees its
social responsibility program, “Changing
the way the world plays,” as a genuine
force for motivating employees and thus
for attracting new talents. In parallel, SFR
offers its employees many citizenship
programs, and Canal+ organizes “Happy
Planet” challenges internally.
vivendi.com
To actively work towards their well-being,
Vivendi improves working conditions
for employees. UMG has increasingly

Testimony
Dominique Welcomme,
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vice president, employee stock plans, HUMAN RESOURCES DEPARTMENT, VIVENDI
The Vivendi group has adopted a policy of encouraging employee shareholding, and has strengthened its efforts on behalf
of this type of share acquisition over the last two years. In 2008, we launched an international employee shareholding
operation called Opus 08. The goal of this leveraged, capital-guaranteed operation is to enable all employees of
the group, in the major countries where it operates, to benefit from the advantages of employee shareholding without
risk and simultaneously to increase the percentage of capital held by employees. The capital increase was carried out
on July 24, 2008 and resulted in the creation of 4.5 million new shares, or 0.4% of Vivendi’s total equity, raising the rate
of share ownership by Vivendi employees from 1% to 1.4%. Due to the success of Opus 08, which was oversubscribed,
the decision was made to renew the operation and launch Opus 09 in the summer of 2009.

embraced, where appropriate, flexible work
arrangements. These alternative schedules
include modified work hours and work from
home arrangement. SFR, who also signed the
Parenting Charter in April 2008, offers training
on reconciling private life and working life.
Health and safety
Vivendi pays particular attention to
the health and safety of its employees.
In 2008, some 3,700 of them took part in one
of the training and prevention programs
deployed by the subsidiaries. Thanks to
the effectiveness of these programs, the
rate of seriousness of workplace accidents
dropped from 0.13 in 2007 to 0.09 in 2008.
Employees of Universal Music Group
and Maroc Telecom are entitled to social
protection and health insurance programs
over and above the basic systems. In
2008, Maroc Telecom continued the
deployment of its anti-smoking campaign –
awareness raising for employees, training
in tobaccology for medical teams, and
implementation of a voluntary stop-smoking
plan. The company’s subsidiary in Burkina
Faso, Onatel, has deployed a program to
fight AIDS comprising awareness actions,
screening tests and support for HIV-positive
individuals.
Accompaniment measures related
to changes in activities
In a context of technological transformation
and intense competition, the group must
support its employees when restructuring
becomes necessary. In the context of the

creation of the new SFR, the result of the
merger of SFR and Neuf Cegetel, social
measures were defined in association
with the employee representation bodies
to support employees and maximize their
employability internally and externally.
The new organization involved the loss of
450 jobs. Voluntary candidacies for external
mobility had to be justified by a concrete,
viable professional project, and support
measures were offered to employees,
including aid in developing the project,
reclassification leave, financial aid and
assumption of differences in remuneration.
vivendi.com

RECOGNIZING diversity
as a lever for PERFORMANCE

With its Compliance Program in particular,
Vivendi affirms and asserts its attachment
to diversity and the fight against
discrimination, which it holds to be
guarantees of richness and performance.
Diversity and equal opportunity
The group has 43,208 employees around
the world – 47% of them in Europe (36% in
France), 31% in Africa, 18% in the USA and
3% in Asia. This diversity is also reflected in
the group’s governance structures.
In 2008, with the gender ratio remaining
stable with an average of 34% women, the
diversity skills network –founded internally
by Vivendi in 2007– was consolidated and
worked on the theme “Women and top
management: A force for growth in the
Company” (see testimony of Cécile
de Lasteyrie, opposite).

A SUSTAINABLE DEVELOPMENT COMMITTEE MEETING DEDICATED TO THE HEALTH,
SAFETY AND WORKING CONDITIONS COMMITTEES (CHSCTs)
In July 2008, Vivendi’s Sustainable Development Committee brought together the chairs of the Health, Safety and Working Conditions
Committees (CHSCTs) of the French subsidiaries in order to get a better understanding of their respective approaches. The meeting
was an opportunity for the Human Resources department of the corporate headquarters to present its proposed action plan for dealing
with psychosocial risks (awareness campaigns and inclusion of this type of risk in training for employees, managers, Human Resources
departments and employee representatives). SFR also presented its stress observatory and hotline, implemented in 2008.
This initiative of devoting a Sustainable Development Committee meeting to the CHSCTs is to be repeated each year.

Cécile de Lasteyrie,

At Vivendi’s headquarters, specific training
for young women managers will be offered
in 2009.

Bridges for the younger generation
Vivendi makes a priority of encouraging young
people’s entry into the workforce and works
to promote the transmission of knowledge
and expertise between generations. All the
group’s business units develop partnerships
with major professional schools and local
and international universities.
For Activision Blizzard, these special
relationships and encounters between
students and the company play a major
role. SFR is continuing its specific equalopportunity programs, such as “Cercle
Passeport” and “Haut les Filles,” in which
employees can participate directly. In 2008,
UMG France was host to 102 interns and
trainees, while Gabon Telecom provided

© DR

Hassan RACHAD,
executive vice president,
human resources.
member of the management board
of maroc telecom
Internal equity and professional parity are the
two main drivers of the Human Resources policy
conducted by Maroc Telecom regarding women,
both at the time of recruiting and to encourage their
professional development within the company. It
should be noted that gender parity has nearly been achieved
for the 25-35 age group. Women account for more than 51%
of new employees with fewer than five years’ seniority.
The range of activities they engage in is increasingly broad.
They are mainly present in sales and sales consulting,
administrative management, and production, where they
account, respectively, for 48%, 22% and 11% of the
workforce.

Testimony

The other business units are also active.
Activision Blizzard has implemented a
specific program for recruiting and training
American veterans who are returning to
civilian life. In the U.K., Universal Music
Group continues its proactive equalopportunity policy, while in the United
States, employees are regularly made
aware of cultural diversity, the need
for non-discrimination, and the means
of preventing harassment. As for UMG,
the rich variety of its music labels is fed
by the diversity of origins and tastes of the
employees who give the company its vitality.
Finally, Canal+ is undertaking collective
bargaining in 2009 on professional parity
and disability issues. vivendi.com

In 2008, Vivendi devoted a meeting of its
Sustainable Development Committee to the role of
women in corporate decision-making bodies. I was
invited, along with other women who hold positions
of responsibility from a variety of fields, to speak
of my professional experience before several
entities of the group. Our exchanges were enriched
by a presentation of the results of a study on the role of
women in CAC40 companies.

© Maroc Telecom

In the context of its professional parity and
disability agreements, SFR –a company that
is in the forefront in these areas– conducted
several actions in 2008. They include a
program to increase the awareness of
management staff in companies with few
women managers, sponsorship programs,
“HandiPro sur site” (on-the-job training
for disabled persons), use of the protected
sector, and the launch of an association
aimed at improving access to the corporate
world for disabled students (ARPEJE’H).

DIRECTOR OF SALES FRANCE,
DEXIA ASSET MANAGEMENT

In addition, women have made significant progress
regarding access to managerial positions. 37% of our
women managers are currently directors of sales agencies,
36% are department heads, and 9% heads of divisions.
Four women now occupy executive positions, as Director
or General Manager.
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In France
Disadvantaged employment basins
In conformity with the commitments it
made to the public authorities in 2004,
Vivendi contributed throughout 2008 to
create jobs in the regions affected by
unemployment and industrial restructuring
selected by the French Ministry of the
Economy, Finance and Employment. As
of December 31, 2008, with 2,535 jobs
created, Vivendi had exceeded its overall
five-year commitment by 70% in less
than four years (the first programs began
in March 2005). At the end of the fourth
business year, 22.91 million euros had been
paid out, exceeding objectives by more
than 10%.
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12 youth with the opportunity to receive
technical training to complement their
curricula. At headquarters, Vivendi hosted
37 trainees in 2008 (two of whom were
later hired on temporary contracts), 94% of
whom said that they were “happy” or “very
happy” with their internship.

Contribution
TO TERRITORIAL DEVELOPMENT

Vivendi contributes actively, directly
or indirectly, to the development of
disadvantaged areas. The group is
making progress in its evaluation of this
contribution in terms of jobs and investment
in emerging countries.

CLUB AVERROES RECOGNIZES
CANAL+ GROUP’S DIVERSITY
In its 2007-2008 report, Club Averroes, which watches over diversity
in the media in France, stated that: “For the Canal+ Group, 2007’s best
performer, the commitment to diversity continues in 2008. The Canal+
Group has always made efforts to ensure the presence of visible
minorities on its television channels.” Considered “unique in the French
audiovisual landscape for its daily demonstration of diversity,” Canal+
has indeed set itself apart by the on-air and backstage presence of
journalists, cameramen, hosts, humorists and commentators of all
origins and for its broadcasts featuring new talents.

Out-of-coverage areas
Since telecommunications lever territorial
growth, SFR has made commitments
to local authorities regarding telecoms
coverage for areas not covered by any
operator. SFR now provides mobiletelephony coverage (second-generation)
to 97% of the townships for which it
had made commitments in 2003. In 2008,
SFR agreed, along with the other two
mobile-telephony operators, to cover
364 additional townships in all parts of
France. In addition, with its deployment
of several thousand kilometers of fiberoptic cables and the creation of solutions
to encourage the emergence of true
competition in otherwise inaccessible
areas, LD Collectivités, a subsidiary of
SFR, is a pioneer in digital installation and
a major player in the coverage of new
areas (see testimony of Arnaud Lucaussy,
opposite).
In Africa
Out-of-coverage areas in Morocco
Maroc Telecom has committed to
taking responsibility for 80% of the vast
program for reducing out-of-coverage
areas in Morocco, called the PACTE. By
2011, the operator will cover 7,338 of the
Kingdom’s most remote localities, for a
total investment estimated at 2.8 billion
dirhams (close to 255 million euros). Thanks
to mobile telephony, inhabitants of these
localities will be freed from their isolation,
have access to emergency services, and
remain in contact with their loved ones and
with the rest of the world in general.

Arnaud Lucaussy, DIRECTOR OF REGULATION AND ECONOMICS, SFR

© Jean Chiscano

SFR is continuing the deployment of its mobile and fixed networks, an essential dynamic for territorial development.
In July 2003 SFR signed a national convention extending mobile telephony to more than 3,000 municipalities located
in rural areas for a total cost of 600 million euros, 150 million of which was disbursed by SFR.
This program enables towns and villages with a population density of approximately 13 inhabitants per sq. km. (an
average of 112 inhabitants in France) to access nearly all 2G services. With more than 1,800 out-of-coverage areas
opened to service as of year-end 2008 and 2,800 towns covered, the program contributes to the development
of the local economic fabric – for example by calling on contractors with local presence for the construction of
the sites. The deployment also encourages the emergence of tourism and business zones that contribute to the
competitiveness of these areas.
SFR also signed a nationwide agreement in February 2007 for covering priority transportation routes, thus contributing
to ending the isolation of rural communities.
As for fixed-line telephony, LD Collectivités is involved in extending DSL service to out-of-coverage areas in
partnership with local governments. By building and operating public-initiative networks, LD Collectivités contributes
to the economic development of territories and to the emergence of competition through the installation of fiber optics
in business zones. At year-end 2008, LD Collectivités managed 17 Public Service Delegations, with over 7,000 km. of
infrastructures built.

Testimony
Support for jobs for young Moroccans
Job creation is a major issue in Morocco,
and also one of the priority areas of the
National Human Development Initiative
(INDH), launched by King Mohammed VI
to aid in the fight against poverty. In late
2005, Maroc Telecom and Vivendi decided
to implement a fund for the creation of
new businesses and the financing of
scholarships. The Fund receives donations
of one million euros from each of the two
companies. As of late 2008, 83 scholarships
had been awarded and 120 jobs created
in the context of 45 approved projects for
the creation of companies.
The contributions
of Maroc Telecom subsidiaries
Mauritel in Mauritania, Onatel in Burkina
Faso, and Gabon Telecom/Libertis in
Gabon, subsidiaries of Maroc Telecom,
contribute to the human development of
these African nations through significant
investments, direct and indirect creation
of jobs, and proactive training and health
policies. They also conduct citizenship
programs aimed at reducing illiteracy,
promoting sports activities and reducing
the “digital gap.” They take ambitious
environmental initiatives such as the

use of renewable energy sources,
environmental-impact studies, projects
for deployment of fiber optics in
Mauritania and Burkina Faso, a program to
reduce energy costs in Gabon, etc.
(see testimony of Janie Letrot, page 43).
vivendi.com
The contribution of the Canal+ Group
Throughout the year 2008, Canal Overseas
Africa (COSA) continued its training effort
for its African employees. A session for
the 12 sales managers of COSA’s partner
companies took place in June 2008, just
before a seminar in which all COSA’s
personnel and partners took part. COSA
has also financed training programs on
the African continent, with eight two-to
four-day sessions for trainees from eleven
countries (Benin, Burkina Faso, Cameroon,
Ivory Coast, Congo Brazzaville, Gabon,
Guinea-Conakry, Mali, Niger, Democratic
Republic of the Congo and Togo). The
training was an opportunity for some
200 salespersons to draw on the expertise
of a professional consultancy to adapt
their sales techniques to the new strategy,
improve their ability to listen to customers,
and better understand the importance of
customer loyalty.
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While it operates in business sectors where exposure to environmental
risks is relatively low, Vivendi has implemented a formal environmental
policy for several years. It is based on formal commitments – the Program
of compliance with environment, health and workplace safety standards,
an Environment Charter and a Compliance Program. Taking
our environmental responsibility into consideration is an integral part of
the company’s good-governance practices. This proactive process based
on transparency and vigilance requires that close attention be paid to the
issue of health and mobile telephony.

A PROACTIVE APPROACH
Reporting environmental data
Strengthening the process of environmental
data reporting in certain entities of the
group and making progress in verifying
that reporting process were two significant
areas of efforts towards managing
environmental issues in 2008. The move
in 2009 from an external opinion on the
reporting procedures to a moderate
assurance review performed by one of
the Auditors and including verification of
certain environmental indicators confirms
the group’s progress in the area of reporting
(see page 111).
Internal audits
Within the framework of the Program
of compliance with environment, health
and workplace safety standards,
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ten additional sites were audited in 2008,
including Canal+ Poland in Warsaw.
No major non-conformities with regulations
were found during these audits. Of the
93 major group facilities, 31 have been
audited between 2006 and 2008.
The certification process
Various units have undertaken a
certification process in response to
the group’s commitment to improving
environmental performance. In 2008,
SFR completed ISO 14001 certification
for all its mobile-network activities
and the main tertiary sites. Vivendi’s
corporate headquarters has developed
and implemented an environmentalmanagement system in conformity with
Europe’s EMAS, and certification by the
competent authorities is expected in 2009.
vivendi.com

Testimony
Kevin Garabedian

THE ISSUE OF ENERGY
AND MANAGEMENT OF WASTE
OF ELECTRICAL AND ELECTRONIC
EQUIPMENT

We are delighted UMG has been
recognized by a number of national and
local organizations for its sustainable
activities.

© DR

Energy management at the sites
Several business units have focused on
energy management at their sites, including
the California headquarters of the Universal
Music Group (in Santa Monica, USA),
which achieved the Energy Star status in
2008 (see testimony of Kevin Garabedian),
and Maroc Telecom, which has launched
a pilot energy-saving project within the Fez
regional office.

VICE PRESIDENT, ADMINISTRATIVE
SERVICES, UNIVERSAL MUSIC GROUP
SANTA MONICA, USA

On a national level, UMG recently earned
the Environmental Protection Agency’s
Energy Star, the national symbol for energy
efficiency in America, an honor bestowed
on the top of facilities in the country for
energy performance.

Better-performing equipment and facilities
Focused efforts include the use of
equipment with improved efficiency within
the telecoms network infrastructure and
measures aimed at reducing impact of
devices used by customers. In 2008, efforts
reducing the energy impacts of set-top
boxes marketed by Canal+ and “ADSL box”
eco-design studies by SFR. By the end
of 2009, SFR plans to offer environmental
labeling on a selection of equipment.
vivendi.com

© Lon Murphy /Universal Music Group

Locally, UMG’s Santa Monica office is also
the recipient of both the Metropolitan
Water District Water Saving Certification
as well as the City of Santa Monica’s
Green Certification. These two programs
recognize businesses that have taken steps
to incorporate sustainable practices into
their operations.
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The environmentally responsible initiatives
implemented by UMG have been met
with enthusiasm and great support by
the company’s employees. From regular
recycling to the usage of environmentallyfriendly products, UMG imparts green
activities as a way of corporate life. The
company plans to continue to expand its
earth-friendly programs and activities
and is fully committed to protecting the
environment on a corporate level.

Renewable energy sources
For a number of years, the group’s business
units have used renewable energy at some
of their facilities, including two UMG and
four Activision Blizzard sites in California
(USA) that purchase 14% of their electrical
energy from renewable sources. SFR and
Maroc Telecom also use renewable energy
to power some of their telecommunications
vivendi.com
infrastructure.
Waste of electrical
and electronic equipment
Management of waste of electrical
and electronic equipment (WEEE) is
an issue that concerns all the group’s
business units.
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In 2008, the UMG facility in Santa Monica
(USA) increased employee awareness of
this issue by organizing a collection, called
E-Waste Round-Up Day, which resulted
in the collection of 8,216 pounds of used
professional and personal equipment.
SFR continued its collection of used cell
phones via the system deployed in its entire
“Espace SFR” distribution network. In 2008,
more than 100,000 used cell phones were
collected.
Vivendi’s headquarters formalized an
agreement for recycling of its IT equipment
with an e-waste broker.
The subsidiaries implement many
environmental programs, aimed at product
packaging, employee travel and reducing of
vivendi.com
paper consumption.
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HEALTH AND MOBILE TELEPHONY
A stringent, structured awareness process
The group closely monitors the progress
of scientific studies conducted at both
the national and international levels
regarding health and mobile telephony,
such as the Interphone Study. The
Management Board, of which the CEOs
of SFR and Maroc Telecom are members
and the Risks Committee regularly include
this topic in their meetings. SFR has a
dedicated management department
assisted by a scientific committee. Its
objectives are to monitor research and
recommend, if appropriate, measures
recommended by the SFR Sustainable
Development Committee chaired by the
Chairman and Chief Executive Officer of
SFR. The Maroc Telecom departments in
charge of networks and regulations also
coordinate their group’s subsidiaries in this
process.
Strong involvement
The operators within the group are
especially demanding with suppliers in the
area of conformity of cellular telephones.
For relay antennas, SFR has measurements
of electromagnetic fields made by
independent testing laboratories approved
by the French accreditation committee at
the request of individuals. Maroc Telecom
has a three-level system of controls
which includes measurement campaigns
conducted by the operator, by independent
entities such as Bureau Veritas, and by
the Moroccan authority in charge of
telecommunications regulations, ANRT.

SFR and Maroc Telecom are also involved
in associations of professionals in the
sector who take pains to establish
dialogue with stakeholders on the
state of knowledge and the regulatory
environment and closely monitor the
evolution of scientific research in the area
of health and mobile telephony. SFR is a
member of the AFOM (French Association
of Mobile Operators) and supports the
Radio Waves and Health Foundation,
whose role includes financing research
programs on the effects of exposure to
electromagnetic fields. Maroc Telecom
is a member of the MATI (Moroccan
Association of Telecom Industry), founded
in 2008. The role of this association, made
up of the three operators in the sector in
Morocco, includes relaying information.
Ongoing dialogue with stakeholders
Information including applicable
regulations and maximum permissible
exposure values for both relay antennas
and cellular telephones (the Specific
Absorption Rate – SAR) are available on

the mobile operators’ Web sites, in their
sales outlets, and in their sales brochures.
This way, they contribute actively to the
dialogue and to raising public awareness.
Another way to provide information on
the proper use of cell phones is trough
distribution of informal brochures. In 2008
SFR published a revised version of the
brochure “My Cell Phone and My Health”
and also a brochure specifically aimed
at teenagers, “My Cell Phone and Me.”
Maroc Telecom distributes a brochure
entitled “Mobile Telephony and Safety:
Maroc Telecom Informs You.”
SFR and Maroc Telecom have each
implemented a consultation process
with both residents and local authorities
potentially impacted by the expansion of
their telecom networks. The operators
meet with stakeholders concerned with
the installation of relay antennas and
answer their questions. Exchanges with
the French and Moroccan regulatory
bodies are part of this process of
dialogue.

INFORMATION AND DISCUSSION ACTIONS
CONDUCTED BY SFR IN 2008
Public meetings

110

Independent measurements
of electromagnetic fields near relay antennas
financed by SFR

523

Rate of conformity of measurements
to regulatory limits

100 %
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Christian Gautellier,

GENERAL SECRETARY,
ENFANCE ET MÉDIA FEDERATION
OF ASSOCIATIONS (CIEM)

In the context of its work on the influence of images
on very young children, the CIEM had occasion,
at various meetings, to compare its analyses and
proposals with those of Vivendi during 2008. This type
of shared effort is at the core of the CIEM’s project.
Implementing spaces for dialogue and collaboration
between the content industries, civil society (CIEM’s
concerns regarding childhood, youth and education),
and the public authorities is a way of strengthening the
media offering and the usages youth make of it within
a project in which the values of respect, emancipation
and cultural diversity coincide. Developing education
about the media and accompanying youth in the
digital society, promoting efforts to protect children,
and encouraging the youth’s self-expression and
participation in the media are objectives the
CIEM would like to continue sharing with Vivendi,
strengthening their cooperation in the years to come.
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In a rapidly changing technological environment, Vivendi offers
its customers innovative products and services while evaluating the
impact of its offerings on young audiences in terms of both opportunities
and risks and considering the generational approaches
to cultural and media practices.

A CONSENSUAL PROCESS

Vivendi continues its participation in the E.U.
Commission’s Safer Internet program, which
has been renewed for the period 2009-2013.
In this framework, Vivendi contributes to the
work being done to promote a safer online
environment for children and adolescents.
The subsidiaries are associated in this
process, which promotes responsible and
innovative practices in an environment
of self-regulation and is facilitated by the
subscription model, central to the group’s
businesses.
In 2008, Vivendi strengthened its network
of partners in order to share the experts’
analyses (NGOs, physicians, sociologists,
researchers, institutions) participating to the
evolution of young people’s use of the new
media. The Chairman of the Management
Board, Jean-Bernard Lévy, met with this
network of experts in France (see testimony
of Christian Gautellier) and established

a dialogue with experts from American
civil society by holding a meeting of
representatives of NGOs and the academic,
medical, and industry communities in New
York (see testimony of Helen Nissenbaum,
page 61). This new stage in the process, held
in the United States, where two of Vivendi’s
five business units –Activision Blizzard and
Universal Music Group– are headquartered,
demonstrates the group’s commitment to
being involved in a consensual process on an
international level.

PROMOTING RULES
OF PROFESSIONAL ETHICS

In 2008, Vivendi reaffirmed its commitments
to protecting youth in a new Data and
Content Protection Charter. This document,
available on the institutional Web site, recalls
the active role Vivendi plays in seeking a
balance between respect for freedom of
expression and the struggle against the
dissemination of illegal content.
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In it, Vivendi commits to developing means
of choosing or controlling content (filtering
tools and other means of selection), actively
cooperating with the competent authorities
in the struggle against illegal content and
promoting rules of professional ethics
to accompany the development of its
businesses.
Each subsidiary defines rules of professional
ethics and has implemented instruments
appropriate to its business area. Activision
Blizzard (see page 19) and Universal Music
Group (see testimony of Rob Wells, below),
but also Canal+, SFR and Maroc Telecom are
particularly vigilant.
vivendi.com
Maroc Telecom has implemented a
moderation charter for “chats” with
monitoring mechanisms, and its subsidiary

Casanet, the leading information portal on
the African continent, has adopted a code
of conduct.
World of Warcraft, Blizzard Entertainment’s
massively multiplayer online role-playing
game, has rules of conduct that are
extremely well documented on the World
of Warcraft Web site. The rules also apply
to the game’s discussion forums. The game
masters, who are available for online
assistance seven days a week and 24 hours
a day, apply them scrupulously in all regions
of the world where the game is marketed.
Failure to adhere to the rules results in
stringently applied sanctions ranging from
simple warnings to temporary suspensions
from the game to permanent closure of
the account. Tens of thousands of accounts
were definitively closed in 2008 as part
of Blizzard Entertainment’s efforts

© DR
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Rob Wells,
Senior Vice President DIGITAL, UNIVERSAL MUSIC GROUP INTERNATIONAL
Universal Music Group International takes very seriously the
protection of minors in the digital space. We have adopted
and monitored a policy to assure this protection both in terms
of personal data handled by the company, and in terms of
responsible marketing.
In addition, our ongoing conversations with business
partners, particularly Internet Service Providers (ISPs)
and other online gatekeepers, are always mindful of this
important goal: a safer Internet environment for all. Filesharing services and P2P networks are havens not only for

illegal content and copyright-infringing activity, but also
for pornography. A simple search for an artist’s name –for
example, Britney Spears– on Limewire illustrates how
many of the returned results are for pornographic material.
Consider that in the context of children innocently looking for
their favourite artists on the worldwide web.
So, by engaging directly with ISPs and operators, Universal
Music supports legitimate services which not only compete
with piracy, but which also offer a better alternative – and
one which contributes to a safer online environment.

© DR
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to maintain a positive online environment
for those gamers who play by the rules.

INCREASING THE AWARENESS
OF PARENTS AND CHILDREN

Vivendi has a duty to actively contribute
to raising awareness of parents and
children about the risks which youth
may be exposed to in their use of digital
entertainment. The group has committed
itself to promoting its subsidiaries’ good
practices and the initiatives of its partners
who work together to better disseminate
this needed information. In the context of
its partnership with the European Union,
at the initiative of the “Safer Internet”
program and on the occasion of “Safer
Internet Day,” Vivendi presented the E.U.
Commission’s video clip on its institutional
site. The clip is entitled “Block bullying
online! Keep it fun, keep control.”
vivendi.com
Vivendi distributed this video to its five subsidiaries Activision Blizzard, Universal Music
Group, SFR, Maroc Telecom and the Canal+
Group, who posted it on their own sites.

Blizzard has a remarkable information
program on its site, called Ratings Are
Not a Game, aimed at parents and children.
The program, launched in the USA, is
now being deployed in Europe. Activision
Blizzard also plays a proactive role in
promoting the age and content guidelines
drawn up by industry organizations – PEGI
and PEGI online in Europe and ESRB in the
United States (see testimony of George
Rose, page 19).
Public and private television channels in
France are required to participate in an
annual campaign to inform and instruct the
public about the signage system. Canal+,
for example, broadcast a film from the
CSA –the French broadcast regulatory
authority– in 2008 aimed at encouraging
adults to follow the age-group pictograms
the channels assign to certain programs:
-10, -12, -16 or -18. Following the CSA
deliberation of July 22, 2008 on protecting
children under age three from the effects
of television, Canal+, which offers the
BabyFirst channel, informed its subscribers,
using both on- and off-screen means, about
the warning message “Watching television
can slow the development of children under
three, even when it involves channels
aimed specifically at them.”

In France, Vivendi supports three projects
of the Auteuil Foundation –including
“Festi-mobiles” (see testimony of Vanessa
de Lauzainghein, page 83)– which ally
film, television, the Internet and mobile
telephony. They enable some one hundred
teenagers to use collective practices
of expression and communication that
encourage creativity and media education.
The business units are especially involved
in this awareness raising effort. Activision

© Didier Cocatrix

Vivendi’s commitment to promoting
awareness-raising actions is laid out in its
solidarity program Create Joy (see pages 5
and 83). vivendi.com
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OFFERING PARENTAL CONTROL

Vivendi is committed to offering parents the
necessary tools for communicating better
with their children and implementing parental
control over content and uses that may be
inappropriate for young users. vivendi.com
World of Warcraft offers easy-to-use tools
for parental monitoring of game-playing
time. The game’s parental controls system
lets parents precisely define which days
and what times of the day the child playing
on the account is able to log in to the game.
In addition, a number of pre-set options,
such as “weekends only” and “after school
& weekends,” are provided to make things
even easier. Furthermore, the parental
controls system enables parents to manage
their child’s access to the “voice chat”
functionality available in the game. These
tools reside on the World of Warcraft Web
site, which means parents can manage their
child’s World of Warcraft play sessions from
anywhere where they have Web access.
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World of Warcraft also has a built-in Rest
System, an integral game mechanic designed
to enhance gameplay, which rewards players
with an experience boost based on the
amount of time spent between play sessions.
In other words, as a player logs off and allows
the character he or she plays to rest for a set
amount of time, then upon the player’s return,
that character will gain a boost to the amount

© Besnard/Fondation d’Auteuil
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Testimony
Vanessa de Lauzainghein,

SFR is unremittingly vigilant towards the
development of new mobile-telephony
and Internet access services. It was the
first French operator to offer parents the
possibility of activating a two-level system
of control depending on their children’s
age, from the time a new mobile account
is opened. SFR allows parents to activate
parental control free of charge, either at the
point of sale when the line is first opened, by
dialing 900, or from the mobile device itself
by logging on to the sfr.fr site. This system
is combined with a major effort to inform
parents and encourage them to be vigilant,
which includes the distribution of a special
brochure called “Parental control – To make
the most of their mobile lifestyle,” of which
a new edition was published in 2008
(50,350 brochures were distributed during
the year). Also, since 2005 SFR has offered
a free parental-control software application
on the CD-ROM that comes with its neufbox
DSL device. Always concerned with providing
its customers with the best possible service,
SFR is continuing its efforts to continuously
improve the software’s performance.

DIRECTOR OF SPONSORSHIP,
AUTEUIL FOUNDATION
© Besnard/Fondation d'Auteuil

of experience it would normally acquire
from its adventures, which in turn enables
the character to advance at a faster rate.
The duration of this experience boost can
increase considerably based on the amount
of time that the character has rested. This
feature has been in the game since launch.

“FESTI-MOBILES,”
OR USING FILM AS A TOOL FOR PREVENTION
Since September 2008, 26 youth at Notre-Dame de la
Fondation d’Auteuil (Department of Eure-et-Loir) have
participated in the “Festi-mobiles” project developed
with Vivendi’s support as part of its solidarity program Create
Joy. Throughout 16 sessions, five youth groups, accompanied
by film professionals, work on writing, editing and creating short
films made using a cell telephone.
With the development of mobile devices with built-in video
functions and the success of social Web sites, teenagers are
exposed more and more to problems related to the making and
distribution of illicit (violent or pornographic) messages and to
the associated concepts of image rights and the right to privacy.
Rather than using a purely moralizing approach, we decided to
launch this preventive project and use their attraction to the new
technologies and the cinema as a perfect opportunity to combine
learning and creativity. The goal of “Festi-mobiles” is to give
youth the opportunity to express their opinions, talk about their
difficulties and their aspirations, and also reveal their hidden
talents!
On May 12, 2009, the young filmmakers will have the thrill of
seeing their work on the big screen at the Festival of Short Films
– an event where laughter, emotion and pride in work well done
are the keywords.
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Vivendi invests heavily in creation
(2.5 billion euros in 2008) and
promotes cultural diversity as
an indispensable force for the
development of its business
activities. Furthermore, Vivendi
shares the vision of UNESCO,
whose March 2007 Convention
on the Protection and Promotion
of the Diversity of Cultural
Expressions states that cultural
diversity is “a mainspring of
the sustainable development
of communities, peoples, and
nations.” Encouraging the diversity
of music repertoires and cinematic
expression, promoting local
talents and promoting heritage are
objectives shared by the group’s
business units.

NOVETHIC, OCTOBER 14, 2008

“Cultural diversity, a new csr criterion?
A pillar of sustainable development is in the process of emerging, supported by France and the French-speaking countries: linguistic and cultural diversity. Linguo-responsable.org’s observatory [of cultural diversity] has begun to evaluate
companies’ practices and campaigns for the inclusion of this criterion in corporate policy. (…)
Vivendi, in its operations as a producer of cultural content, is one of the only companies to have chosen cultural
diversity as a major progress area.”

ENCOURAGING
CREATIVE DIVERSITY

Vivendi has the responsibility of offering
present and future generations content
that satisfies their curiosity and their desire
to express their talents or get involved in
the cultural industries. These industries
are sources of jobs and wealth creation,
and they contribute to strengthening
social cohesion and encouraging mutual
understanding.
Diversity of talents
and musical repertoires
The diversity of musical genres and artists
nourishes the development of Vivendi’s
music operations. Universal Music Group,
the world leader in recorded music, music
publishing, and the distribution of the digital
economy, includes a broad diversity of
labels (more than 50) that reflect a wide
representation of local and international
repertoires (see diagrams below).
This investment in diversity takes form, first
of all, by signing artists (see testimony of
Max Hole, page 29). In 2008, an average
of 60% of UMG’s physical sales, within a

scope including 48 countries, was with
local artists. International artists (excluding
the domestic market) accounted for 30%
of sales.
The growing number of digital and
mobile partnerships contributes to better
promoting this diversity of repertoires,
according to diverse economic models
for remuneration of the music production
chain – artists, labels, rights holders, etc.
In the U.K., UMG and Nokia worked
together to launch a music service called
“Comes With Music” that gives customers
access to the entire Universal digital
catalogue. In the United States, UMG has
become one of the top online musical
destinations, according to comScore.
This choice of diversity is also illustrated
by UMG’s acquisitions. Following its
acquisition of Univision Music Group,
UMG formed Universal Music Latin
Entertainment, the world’s leading Latin
music company.
In addition, Universal Music Publishing
Group is the first large publishing house

Breakdown of total Universal Music Group revenues
from physical sales in France by music genre
2007

2008

Breakdown of total Universal Music Group revenues
from physical sales in the United States by music genre
2007

2008

French easy-listening

41%

38%

Rap/Urban

21%

17%

International easy-listening

23%

25%

Pop

18%

22%

Compilations

17%

15%

Rock

17%

16%

Classical

7%

9%

Country

10%

13%

Jazz

3%

4%

Latin music

9%

8%

Techno/Dance

2%

3%

Classical

3%

3%
2%

Rap

4%

4%

Jazz

2%

Movie soundtracks

1%

1%

Movie soundtracks

9%

8%

World Music

2%

1%

Other

11%

11%
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to have representation in Dubai, opening the
way to new markets through the granting of
licenses in the United Arab Emirates, in the
Middle East, and in North Africa.
This historic agreement will strengthen
the legal music offering. It also constitutes
a great opportunity for Universal Music
Publishing Group artists to have its
repertoires marketed in a region of the
world where no major music publishing
company is present yet.
The creation of Universal Music Classical
Management and Productions, which
encourages promoting classical artists’
careers, also demonstrates UMG’s desire
to explore the different channels that
contribute to promoting the diversity of its
musical offering.
The other business units relay this musical
diversity through a range of innovative
initiatives. vivendi.com
Diversity in cinematic expression
The Canal+ Group, the principal contributor
to the radiance of cinematic expression in
France, also exercises influence in Poland
thanks to Cyfra+ and in Africa thanks to its
other subsidiary Canal Overseas Africa.
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In France, Canal+’s contribution to
promoting cultural diversity is evaluated
using the following indicators:
- support for French creation: in 2008,
Canal+ financed 66% of the Frenchinitiative films approved by the Centre
National de la Cinématographie
(130 films out of 196);
- support for young creators: in 2008,
Canal+ financed 41 first films, or 31%
of the 130 French films pre-purchased
by the network;
- Canal+ also invests 25 million euros yearly
in films with budgets of less than 4 million
euros.
This promotion of diversity is also evident
in the editorial programming offered to
subscribers (see testimony of Arielle
Saracco, page 53).
Cinematic diversity is one of the pillars of
Canal+, 90% of whose subscribers say that
they feel that the network broadcasts films in
a variety of genres. To respond to all profiles
and modes of television consumption,
the Canal+ Group has developed a digital
offering that is rich, attractive and available
on many networks and media. With more
than 6,000 content items accessible at any
time, including more than 3,000 films –some

Studio
Europ Canal has
e
catalo ’s largest
gue o
f films
.

in HD (High Definition)–, CanalPlay can lay
claim to having the finest cinema offering
on the market. In a little over three years,
Canal+ Group’s legal video downloading
services have logged more than 10 million
orders.
vivendi.com
StudioCanal, a wholly-owned subsidiary
of the Canal+ Group, also contributes,
alongside Canal+, to this expression of
diversity. A major player in France and in
Europe in the financing, acquisition and
distribution of theatre films, StudioCanal
conducts a production policy that reflects
all aspects of world cinema. In 2008,
StudioCanal read approximately
600 screenplays and worked with 14 French
and 36 foreign producers, on all continents.
StudioCanal launched the production
structure of its British subsidiary Optimum
and acquired the German distribution
and production company Kinowelt, thus
strengthening opportunities for financing
and distribution for producers and directors
of all countries.

CONTRIBUTING TO STRENGTHENING
PRODUCTION CAPACITIES IN AFRICA

Vivendi supports production capacities in
Africa via its business activities. Universal
Music France counts among its artists
some fifteen African artists who have
become internationally recognized thanks
to the different distribution channels
previously described. Canal+ Horizons,
a subsidiary of the Canal+ Group and the
benchmark pay channel in Africa, have
accompanied African cinema for many
years. In 2008, Canal+ Horizons was one
of the leading financial partners of African
cinema with three co-productions: Cœur de
Lion by Burkinabe Boubakar Diallo, Wallaye
from Guinea’s Gahité Fofana, and Les Feux
de Mansaré by Senegal’s Monsour Wade.
The channel also offers TV magazines
aimed at increasing African artists’

influence around the world. Maroc Telecom
also conducts many programs in support
of the new artistic scene in Morocco.
Vivendi continued its professional training
program for sound engineers in Mali in 2008.
The purpose of this program, launched
in partnership with UNESCO in 2006, is
to accompany Salif Keita, a Malian authorcomposer and performer and a Universal
Music Jazz France artist, in his commitment
to promoting young talents in Mali and
neighboring countries. In 2008, the young
trainees were able to experiment with
a mobile recording studio, working with
artists who live far from Bamako (see photo,
page 88). The acoustic results were so good
that the trainees, with Salif Keita’s support,
plan to repeat the experiment by organizing
a pirogue expedition along the Niger.
Their goal will be to record and film griots
and musicians in Mali’s various regions.
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This contribution to strengthening local
capacities in Africa is clearly in line with
Create Joy, Vivendi’s solidarity program.
The goal of several projects in Morocco,
in Mali and in Burkina Faso is to train
hundreds of youth to use new information
technologies and to learn about film
professions. vivendi.com

PROMOTING HERITAGE

Diversity of cultural expression is a
common heritage of humanity that must be
celebrated and preserved for the benefit of
all. Vivendi contributes to transmitting that
heritage not only in its editorial choices,
but also in its ambitious policy of content
digitization. vivendi.com
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One of the many artistic choices that
promoted cultural heritage in 2008 and
deserves mention is Universal Music Jazz
France’s release of an uncut, remastered
version of the famous Marcel Camus
film Orfeu Negro (Black Orpheus). The
film, a founding force of bossa nova,
won the Palme d’Or award at Cannes in
1959 and the Oscar for best foreign film
in Hollywood in 1960. It took five years
to produce this unique boxed set, which
makes the film’s legendary soundtrack

available again on CD, along with several
previously unreleased recordings
(see opposite).
Universal Music Group’s pioneering
program of downloadable reissues
continued its growth in 2008. More
European recordings that had become
unavailable were digitized and made
available to a variety of providers of digital
music services around the world. This
initiative generated more than eight million
sales between January 2006 and December
2008. The 54,000 selections available in 2007
were enriched in 2008 with 5,000 additional
titles from France, Italy and Brazil, featuring
artists like Eddie Constantine, Maurice
Chevalier, Gilberto Gil, Jorge Ben, Gianna
Nannini and Roberto Vecchioni. In 2009, the
digital reissue program will be extended to
new repertoires from many other countries
(Sweden, Holland, Norway, Finland,
Australia, New Zealand, the U.K., and the
U.S.). Deutsche Grammophon’s exceptional
contribution to promoting the legacy of the
classical repertoire also deserves mention.
vivendi.com
StudioCanal, a wholly-owned subsidiary
of the Canal+ Group, also contributed

© DR

actively to promoting cinematographic
heritage through the worldwide marketing
of its catalogues. With over 10,000 films
and audiovisual works from more than
a century of cinema –from the first
short films by Georges Méliès in 1896 to
our day– and more than 60 countries,
StudioCanal owns the largest catalogue
of films in Europe. The company devotes
5% of its yearly investments to preserving
and maintaining this priceless legacy.
This major effort involves the restoration
of works, digitizing to optimize the
marketing of films on new media (Video
on Demand, mobile television, etc.),
transferring content to High Definition
(since 2003, more than 800 films have
been restored or remastered in HD), and
the internationalization of the catalogue
(systematic subtitling or dubbing of films in
different countries). In 2008, StudioCanal
produced 434 subtitlings of 157 films and
dubbed some 74 films into six languages.
Also during the year, StudioCanal
undertook the restoration of the British
series The Avengers in its entirety.
The 2009 Cannes festival will include a
presentation of the restored versions of
Senso by Luchino Visconti and Jean-Luc
Godard’s Pierrot le fou.
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PROMOTION OF LANGUAGES
BY VIVENDI

35
8
5
16
2

languages sung by artists signed
by Universal Music France

languages offered in the massively multiplayer
online role-playing game World of Warcraft
languages available for the video game
Guitar Hero: World Tour
languages used by Studio Canal
in subtitling films

languages (Arabic and French) offered
by Menara, the Maroc Telecom portal
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Vivendi has defined the sharing of knowledge as one of its major specific issues
because the responsibility of a leading communications group is defined first
of all in terms of its “intellectual footprint” – that is, the manner in which it
contributes to encouraging openness of the mind and the satisfaction of all its
audiences. Vivendi is particularly vigilant regarding its core business: producing
pluralistic, quality content; raising awareness of sustainable development;
encouraging exchange and openness towards others; facilitating access to the
new information and communication technologies.

PROMOTING PLURALISM
AND QUALITY OF CONTENT

Vivendi supplies content that must
satisfy wide and diverse audiences while
encouraging them to participate in critical
expression. The group’s responsibility is to
nourish this reciprocity of exchange.
The Canal+ Group takes an active role
in this process. Known for its freedom of
expression and the positions it takes on
citizenship topics, the Canal+ channel’s
editorial lines include innovative
programming choices, the representation
of diversity, and humanistic commitments
(see testimony of Arielle Saracco, page 53).
The group’s editorial policy (rigorousness;
clarity and realism in handling topics;
respect for pluralism and independence;
inclusion of an international point of view)
applies to all the group’s thematic channels
and its all-news channel i>Télé.
i>Télé renewed its editorial offering in the
fall of 2008, based on two major orientations:
first, an understandable, in-depth approach
to the news, with programs that stress
debate and analysis on a wide range of
topics; secondly, a predominance of live
news and opinions in the regular editions
of the news, from 6 a.m. through midnight.
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Because it owns the most extensive
catalogue of films and audiovisual works
in Europe, StudioCanal, a wholly-owned
subsidiary of the Canal+ Group, is making
efforts to ensure that this “treasure” is
promoted on an international level and
made accessible to the widest possible
audience. In 2008, StudioCanal films were
sold to television channels in more than 80
countries and in video form in more than
30 countries. After the films of Jean Renoir
and Jean-Luc Godard, the works of Harold
Lloyd have now been widely published. In
2008, StudioCanal launched a new version
of its Web site, enabling part of this rich
heritage to be shared online (see testimony
of Rodolphe Buet, opposite).
Casanet, a subsidiary of Maroc Telecom
and manager of its Menara portal,
contributes actively to the sharing of
knowledge through its positioning. The
Number One bilingual Arabic/French
Internet portal and the leading Frenchlanguage portal in Africa in terms of
audience, with over 50 million Internet users
and 175 million pages read, Menara further
enriched its offering in 2008 by increasing
local information coverage for its users.
Menara Actualités is in essence an

© Maroc Telecom
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Testimony
Rodolphe Buet,
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executive vice president, INTERNATIONAL DISTRIBUTION
AND BUSINESS DEVELOPMENT, STUDIOCANAL
Managing a back catalogue as rich as
StudioCanal’s, including prestigious films and
directors like Senso by Luchino Visconti, À Bout
de souffle (Breathless) by Jean-Luc Godard,
and Carol Reed’s The Third Man –regularly
studied in film schools and included in
retrospectives around the world, and for which
we regularly receive requests for excerpts and
remakes by the greatest filmmakers–, is both
a great privilege and a heavy responsibility. We
must protect, restore, and adapt this priceless
heritage to new use standards in order to allow
the widest possible audience, including both
professionals and cinema lovers, to access
to them.
The new StudioCanal.com site is one of
the levers of this policy, both for our new
productions and also for our back catalogue.
The site, available in French and English, has
a wealth of editorial content. For the 2,000 films
available online in 2009, it offers video, photos,
press reviews, posters in different languages,
excerpts and historic previews. Making works
like Nana, Le Mépris (Contempt) and La Grande

Illusion available to the general public in
exceptional quality is an incredible opportunity
to share this heritage. And “sharing” is one
of the keywords of the project; what we want is
for Internet users to enrich the film commentaries,
blog the video clips, and publish their opinions
and comments so that the site becomes a true
forum for film buffs. This community function
of the site, along with the multitude of entry
points hosted by Studio’s product managers
and by journalists, are a unique way of bringing
these treasures of the cinema heritage to life and
deriving value from them – for example through
the purchases of our films on DVD and Blu-Ray
or Video on Demand via partner sites when they
are available in these formats. Walt Disney cited
Georges Méliès as one of his major influences;
Jean-Pierre Melville inspired, and continues
to inspire, top directors like Johnny To, who will
be doing a remake of Le Cercle rouge this year.
By keeping our back catalogue vibrantly alive
and broadening access to it, we contribute
to the dissemination of the history of the cinema
and to building its future, including through
StudioCanal’s new productions.

SFR’s influence as a supplier of content
is extending thanks to its offering of
news available on its portal and its ADSL
services, but also via its contribution to
encouraging the expression of young
talents in the fields of music, image and
written word. For example, SFR’s “Jeunes
Talents” program, launched in 2006,
promoted writers’ workshops in 2008.
Several youth supported by SFR took part
in the renowned “Les Correspondances”
festival in Manosque (France), and three of
them walked away with awards.

INCREASING AWARENESS
OF SUSTAINABLE DEVELOPMENT

Vivendi, as a world leader in
communications, plays a major role in
increasing its customers’ and the general
public’s awareness of sustainable
development in all of its dimensions. All the
business units contribute to this mission.
Universal Music Group supports its artists
in their commitment to human rights and
a range of important causes such as
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denouncing discrimination and supporting
those persons living with HIV and AIDS.
Promoting respect for the environment also
extends to the messages sent to UMG’s
customers. In the U.S., UMe, the company’s
catalog marketing division, released the
first completely recyclable (both sleeve
and tray) CD package in the music industry.
It is estimated that more than 10 million
of these nearly carbon-neutral packages
had been manufactured by the end of 2008.
UMe estimates the resulting reduction of its
carbon footprint at more than 2,400 tons.
Activision Blizzard is engaged in many
partnerships with the aim of promoting
messages of solidarity and good citizenship.
The group contributed to leading a major
campaign to encourage young women and
men to exercise their right to vote in the
2008 presidential elections in the U.S. (see
testimony of Mike Griffith, opposite).
The Canal+ Group is engaging in
deliberate action in the struggle against
world hunger. It supports United Nations
food and agriculture programs. Within
the Association Alliés, a member of the
International Alliance Against Hunger,
the Canal+ Group has set up a “media
college” made up of many French

© Premiere Ligne (réalisateur : Paul Moreira)

online news channel, updated 24 hours
a day, seven days a week and covering
all aspects of national and international
news (Morocco, the world, the economy,
technologies, science, culture, etc.).

journalists and media executives from the
print, radio, television and Internet press
who want to contribute to increasing
comprehension of the nutrition and
malnutrition problems in the world and
promote awareness messages.

channels on the French market. Made up
of six public and private national channels
from Senegal, Cameroon, Ivory Coast, Mali
and Burkina Faso, it links Africans and
those interested in Africa residing in France
to local news and audiovisual works.

In 2008 Maroc Telecom renewed its
contribution to the “Clean Beaches”
operation, sponsored by the Mohammed VI
Foundation for environmental protection,
and continued its many citizenship
initiatives. SFR, fully conscious of its role
in including sustainable development
challenges in its action programs, transmits
that awareness in its many partnerships
with civil society. vivendi.com

Canal Overseas Africa also offered a
press subscription to some fifteen editorial
departments (television, radios, and print
press) on the African continent. It provides
free access to a bundle of news channels
(Euronews, i>Télé, LCI, CNN, InfoSport,
African channels, etc.) to complement their
journalistic sources.

ENCOURAGING DIALOGUE
BETWEEN CULTURES

With business activities in many different
geographical zones that contribute to
bringing highly diverse groups closer
together, Vivendi facilitates dialogue and
openness towards others.
Canal Overseas Africa (COSA), a subsidiary
of the Canal+ Group, illustrated this
contribution to dialogue between cultures
in two major initiatives taken on in 2008.
COSA, in partnership with Thema, launched
the first bundle of African television

Activision Blizzard offers multicultural game
universes. Blizzard Entertainment’s World
of Warcraft, for example, includes local
cultural references familiar to players in
different regions of the world, and these
promote dialogue within the global player
communities that helps raise and broaden
cultural awareness.
Guitar Hero: World Tour, the video game
that is the worldwide benchmark for
musical games, transforms music gaming
by expanding Guitar Hero’s signature
guitar gameplay into a cooperative band
experience that combines the most
advanced wireless controllers with new

Testimony
Mike Griffith,

© Alan Levenson

Chief Executive Officer Activision Publishing,
Activision Blizzard
At Activision Publishing, we realize that our social
impact is greater than the games that we make. Video
games are an ideal medium to promote social values
and cultural diversity and we are using them to mobilize
and educate youth regarding civic engagement. In the
fall of 2008, we joined forces with Declare Yourself,
a national nonprofit campaign, on an online voter
registration drive called “The Ultimate College Bowl.”
The campaign combined grassroots activities with viral
online technologies in order to entice college students

and their friends to register to vote for the 2008 United
States presidential election.
Between September and November, the Guitar Hero:
World Tour promotional bus stopped at 14 college
campuses. Students who registered to vote themselves
received a copy of Guitar Hero and those who registered
the most voters were eligible to win scholarship money.
We are proud to say that the initiative registered over
133,000 people from more than 1,200 different colleges.

© Activision Blizzard

where other gamers can download and play
an endless supply of unique creations.
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revolutionary online and offline gameplay
modes including Band Career and an
8-player “Battle of the Bands,” which
allows two full bands to compete headto-head online for the first time ever. The
game features a slick newly redesigned
guitar controller, drum kit controller and
microphone, as well as an innovative Music
Studio music creator that lets players
compose, record, edit and share their own
rock ’n’ roll anthems. Music creators will
also be able to share their recordings with
their friends online through GHTunesSM

Vivendi contributes to reducing the digital
gap with the aim of sharing knowledge
with the most isolated or disadvantaged
populations. This is a major focus of the
Create Joy solidarity program
( vivendi.com) launched in 2008. It is also
an ongoing concern for all the group’s
business units.
Maroc Telecom is playing a major role in
the development of the information society
in Morocco. In addition to its contribution
to territorial development (see page 72), the
operator takes many initiatives to facilitate
access to new technologies for the different
populations. For example, it grants reduced
ADSL access rates to schools and provides
free Wi-Fi connections in public spaces.
Maroc Telecom is the principal contributor
to the Nafida program created by the
Mohammed VI Foundation for the promotion
of social programs for education and
training. The program entitles Morocco’s
teachers to special rates for the purchase
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of desktop and portable computers, as well
as for subscriptions to Internet and 3G+
mobile-telephony services.
Finally, Maroc Telecom’s sales policy
contributes to facilitating education in
new uses of technology with offerings like
prepaid 3G+ Internet, which provides mobile
Internet access to a wide population, with
no commitment and no billing.
With its TNTSAT service offering, the
Canal+ Group has facilitated total and
immediate coverage of the entire French
territory by the 19 free DTT channels
(Digital Terrestrial Television) even in
areas where Hertzian digital will be long
in coming. Launched in 2007, the service
was spectacularly successful in 2008.
In January 2009, more than a million
households were using TNTSAT, thus
gaining access to a bundle of unencrypted
channels including the France 3 public
television channel in its national and
regional versions.
SFR has committed to using its expertise
for the benefit of society. In 2008,

numerous actions were undertaken to
facilitate access to the new technologies
for disadvantaged populations. As an
example, SFR launched “Un mobile adapté
à votre handicap” (“A Mobile to Suit Your
Disability”) on the www.sfr.fr Web site. This
service lets disabled persons choose the
most appropriate mobile device and order
it directly online or find the SFR sales outlet
nearest their home. A “Disability” section
of the www.sfr.fr Web site is also available
to enable disabled persons to access the
services offered by SFR quickly and easily.
Access is by type of deficiency – visual,
auditory, mental, or motor. Seven services
are currently listed: Mobile Magnifier;
Mobile Speak; “Votre facture en braille”
(invoices in Braille); “Le guide handi-cité”
and “Le guide handi-tourisme” (travel and
tourism services); “Un mobile adapté à
votre handicap”; and “L’info en LSF” (news
in sign language). SFR has also adapted
the Web site of its Foundation engaged for
equal-opportunity to all types of disability.
The site now has a blog section that
meets the same requirements.
The www.fondationsfr.com site meets
all the criteria of the AccessiWeb label.
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Vivendi joined the United
Nations Global Compact
in March 2008.

Testimony

© DR

Pascale Thumerelle,
Vice President, Sustainable
Development, Vivendi

Vivendi, which has considerably strengthened its business activities
through major acquisitions in recent years, now stands as a world
leader in communications and entertainment. This position requires
that our commitments to corporate responsibility, outlined in several
charters and rules of conduct, acquire a more direct legibility for all
our stakeholders. This transparency is embodied by Vivendi’s joining
of the United Nations Global Compact.
Aware of the fact that the group’s business activities play a major
role in strengthening mutual understanding and social ties, Vivendi
is committed to promoting human rights throughout its sphere of
influence, through its activities as a producer and distributor of
content and its service offerings.
Universal Music Group supports local artists and contributes to
promoting them on the worldwide level, and in particular within
their language communities. Maroc Telecom and its subsidiaries
are investing in solar energy as a means of ending the isolation of
villages in certain African countries. SFR is ensuring that disabled
persons benefit from the innovations of mobile telephony. The Canal+
Group supports cinematic works that enrich dialogue between
cultures and stands out for its production of documentaries that
call attention to racism, sexism, and exclusion. Activision Blizzard,
through its games and its citizenship programs, encourages exchange
and solidarity. These examples illustrate the range of the group’s
actions in favor of human rights.
In these ways, to promote its vision of sustainable development,
Vivendi works to facilitate access to knowledge, close the digital
gap, and encourage the expression of talent, participation in cultural
life and a spirit of openness.

The Ten Principles of the Global Compact

Human Rights
1. Businesses should support and respect
the protection of internationally
proclaimed human rights; and
2. make sure that they are not complicit
in human rights abuses.

Labor
3. Businesses should uphold the freedom
of association and the effective recognition
of the right to collective bargaining;
4. the elimination of all forms
of forced and compulsory labor;
5. the effective abolition of child labour; and
6. the elimination of discrimination
in respect of employment and occupation.

Environment
7. Businesses should support
a precautionary approach
to environmental challenges;
8. undertake initiatives
to promote greater environmental
responsibility; and
9. encourage the development and diffusion
of environmentally friendly technologies.

Anti-corruption
10. Businesses should work
against corruption in all its forms,
including extortion and bribery.

Their implementation within Vivendi

• Vivendi’s Compliance Program formalizes the group’s commitments in the form of rules of conduct. Adherence to these rules
of conduct is a condition for belonging to Vivendi (see site www.vivendi.com > Sustainable development section).
• Vivendi contributes to promoting human rights within its sphere of influence. In 2003 the group defined three specific sustainable development issues:
promotion of cultural diversity, protection of youth, and sharing of knowledge (see pages 78-95).
• Following its signing of the United Nations Global Compact, Vivendi conducted a major campaign to raise awareness of the Ten Principles of the Global
Compact for all its 43,000 employees (see page 60).

• Vivendi states expressly in its Compliance Program that any form of discrimination amounts to behavior constituting an attack on the dignity of persons
and that such behavior is incompatible with the social policy the group is determined to conduct. The rule of conduct regarding the rights of employees,
formalized in the Compliance Program, has been adopted in the different subsidiaries’ codes of conduct (see pages 68-73).
• The Sustainable Development and Audit departments have drawn up a questionnaire for suppliers,
included in the audits conducted in the field (see page 67).

• The environmental policy conducted by Vivendi is based on formal commitments (the Program of compliance with environmental, health and safety
standards, the Environmental Charter and the Compliance Program) and the implementation of instruments for internal and external control: reporting,
audits, certification and verification of the environmental management systems (see pages 74-77).
• Vivendi’s proactive environmental policy requires that the group pay particular attention to the issue of health and mobile telephony (see pages 76-77).
• Vivendi promotes environmentally friendly technologies, including the selection of equipment with optimal energy performance (see page 75).

• The struggle against corruption is among the rules of conduct set down in Vivendi’s Compliance Program
(see the 2008 Annual Report and the www.vivendi.com site > Sustainable development and Governance sections).
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• Post strong operational performance, with a growth in 2008 income
comparable to that of 2007 within the current consolidation scope

√

• Finalize the Activision Blizzard and SFR/Neuf Cegetel projects,
which will further strengthen Vivendi’s position as global leader
in digital entertainment

√

• Put sustainable development issues on the agenda of the Risks Committee
and of the audits conducted in the field

√

• Continue exchanges with the financial community and present Vivendi’s
sustainable development policy to 30 institutions (Paris and International)

√

Social issues

√
• Continue raising trade-union and personnel representatives’ awareness
of the sustainable development policy

√

• Consolidate the “diversity skills network”

√

• Continue our commitments to the Public Authorities
to contribute to creating jobs in regions affected by unemployment
and industrial restructuring

√

• Better evaluate the contribution of our business units to economic
and social development in emerging countries

>

Promoting cultural diversity
Sharing
knowledge

SPECIFIC ISSUES

Protecting youth

Environmental issues

√
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• Set up workshops on environmental management procedures
for employees of Vivendi’s corporate headquarters

√
√

• Conduct the internal audit at Canal+ Poland

√

• Continue our exchanges with our business units to define performance
objectives specific to the business units

>

• As member of the “college of technical experts,” contribute to the work
of the “Internet sans crainte” steering committee as part of the E.U.
“Safer Internet” program

√

• Organize a conference in cooperation with the academic community

√

• Join in the events organized around the European Union’s
“2008, Year of Intercultural Dialogue”

√
√

• Continue the training program to consolidate
the sound engineer career track in Mali

√

• Conduct research in collaboration with Iréné, an institute of the ESSEC
Business School (Paris)

>

Legend: √ Objective reached
Progress 2008

> Underway

Perspectives 2009-2010

• 8.4% growth in adjusted net income, for an identical group scope
(not counting the impact of Neuf Cegetel and Activision Blizzard)
• 7.7% increase in the proposed dividend to be paid to shareholders
(1.40 € in 2008 compared to 1.30 € in 2007)

• Strongly grow EBITA in 2009 and post solid earnings to maintain a high dividend

• Merger creating Activision Blizzard, July 9, 2008
• Acquisition of Neuf Cegetel by SFR, effective as of June 24, 2008

• See the table “Results and strategic priorities of the business units”
on the www.vivendi.com site > Sustainable development section

• See pages 66-67
• Inclusion of a sustainable development questionnaire in field audits

• Monitor sustainable development issues in the Risks Committee
• Deploy the sustainable development questionnaire and monitor the results
• Update the sustainable development clause included in supplier contracts to promote
the Ten Principles of the United Nations Global Compact

• Presentation of the sustainable development policy to 32 institutions in 2008
(see page 63)

• Maintain ongoing dialogue with the French and international financial community

• Strengthening of Vivendi’s commitments as regards to protection
of personal data: the adoption of a new Data and Content
Protection Charter and the creation of a transverse working group
(see pages 66-67)

• Monitor the work of the working group bringing together all of the business units

• Meeting with the General Secretary of the Works Council

• Include strategic sustainable development issues in the Works Council and European
Committee meetings

• In the context of a consolidated network, the June 2008 session of
the Sustainable Development Committee was devoted to the representation
of women in decision-making bodies (see pages 70-71)

• Hold a session of the “diversity skills network” on the theme of disability

• see page 66 and the corresponding indicator, pages 106-107

• Continue our commitments to the Public Authorities to contribute to creating jobs
in regions affected by unemployment and industrial restructuring

• see pages 72-73 and www.vivendi.com site > Sustainable development section

• Continue the evaluation of the business units’ contributions to the economic and social
development of emerging countries

• Successful launch of the international employee shareholding operation
Opus 08 (see pages 68-69)

• Renew the employee shareholding operation by launching Opus 09
in the first semester of 2009
• Continue our approach of anticipating predictable changes in business activities
in order to invest preventively in training and internal mobility
• Capitalize on employees’ involvement in causes supported by Vivendi

• Fifteen workshops on environmental management system procedures
and eight meetings of the Green Team made up of representatives from all
of the headquarters departments

• Continue awareness training actions for headquarters employees
• Continue the process of certification of the group’s sites, including EMAS certification
for Vivendi’s Paris headquarters

• Strengthening of reporting on environmental data of certain entities of the group
and progress in the area of reporting

• Continue the process of making progress regarding reporting

• Ten audits, including of Canal+ Poland, were conducted (see pages 74-75)

• Continue the internal audits in conformity with the program to assess compliance
with environment, health, and workplace safety standards adopted in 2000

• Consultation under way following the extension of the group’s scope

• Have the environmental performance objectives specific to our business sectors
validated by the Management Board

• Vivendi contributed to working groups brought together in the context
of the E.U. Commission’s “Safer Internet program” (see page 81)

• Continue the group’s contribution to the E.U. Commission program, renewed
for the period 2009-2013

• Strengthening of the network of partners (academic, institutional, medical
and professional community): two meetings with civil society in France and
in the United States chaired by Jean-Bernard Lévy (see page 79)

• Strengthen exchanges with experts from the academic, institutional, medical
and professional community, in France and in the United States
• Introduce the issue in the context of a reflection conducted on the sector level
• Hold a working seminar with all the business units

• Official partner of the first Avignon Forum in November 2008, bringing
together 250 major players in the economy, culture, and the media and
the Public Authorities, from numerous countries. The theme of this meeting,
organized in the context of France’s presidency of the E.U., was “Culture,
as a factor for growth.”

• Support for the second such Forum in 2009

• Participation in the work done by the European Commission on online
content

• Participate in future work done by the European Commission

• Training conducted (see pages 87-88)

• Continue the training program to consolidate the career track for sound engineers
in Mali
• Introduce the issue in the context of a reflection conducted on the sector level
• Hold a working seminar with all the business units

• Work undertaken

• Share our ideas with other research centers
• Introduce the issue in the context of a reflection conducted on the sector level
• Hold a working seminar with all the business units
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2008 data

Investments in content made by Vivendi

2.5 billion euros

Impact et audience
Activision Blizzard
Universal Music Group
SFR

Maroc Telecom

Canal+ Group

More than 11.5 million subscribers to World of Warcraft; four of the world’s top 10 video games
More than one out of every four CDs sold in the world; more than one out of every three CDs sold in the United States
19.7 million mobile customers; 3.9 million broadband Internet customers; 5.9 million 3G/3G+ customers;
more than 2.1 million subscribers to the mobile TV-video offering
14.5 million mobile customers in Morocco (close to 2.6 million in Mauritania, Burkina Faso and Gabon via
the subsidiaries); 1.3 million fixed lines in Morocco (227,000 in Mauritania, Burkina Faso and Gabon);
nearly 0.5 million Internet lines in Morocco (40,000 in Mauritania, Burkina Faso and Gabon);
more than 10,000 TV via ADSL customers and nearly 30,000 3G+ broadband mobile customers in Morocco
10.6 million subscriptions; more than 10 million orders via CanalPlay in just over three years; close to 1 million subscriptions
to Canal Overseas (Overseas Territories and Departments and Africa); 1.4 million subscribers to Cyfra+ in Poland

Protecting youth
Code of professional ethics

Vivendi
Activision Blizzard

Tools for parental control

SFR
Maroc Telecom
Canal+ Group
Activision Blizzard

Awareness-raising actions

Data and Content Protection Charter / adopted in the business units (see pages 79-80)
√ (see pages 82-83)
√ (see page 83)
The TV offering comprises only those channels aimed at all audiences
√ (see www.vivendi.com site > Sustainable development section)
√ (see page 81)

UMG

√ (see page 81)

SFR

√ (see pages 81-83)

Maroc Telecom

√ (see page 81)

Canal+ Group

√ (see page 81)

Promoting cultural diversity
UMG

More than 50 music labels; 60% of physical sales by local artists within a scope including 48 countries;
breakdown of total revenues from physical sales by music genre (see page 85)

SFR

The No.1 mobile-music platform in France with more than 10 million titles downloaded;
SFR Jeunes Talents Music: 14,000 artists registered, 24,000 songs uploaded (see www.sfrjeunestalents.fr site)

Musical diversity

Canal+ Group
Audiovisual diversity
SFR
Activision Blizzard
UMG France
Promotion of languages

SFR
Maroc Telecom
Canal+ Group

Financing of 66% of the French-initiative films approved by the CNC; financing of 41 first films;
more than 6,000 items of content accessible via CanalPlay (see pages 86-87)
SFR Jeunes Talents Photo&Graphic: 4,900 artists registered, 65,000 photos uploaded; SFR Jeunes Talents Vidcast
(see site www.sfrjeunestalents.fr)
8 languages available in World of Warcraft; 5 languages available in Guitar Hero: World Tour
35 languages sung by artists signed to UMG France
SFR Jeunes Talents Text (see www.sfrjeunestalents.fr site)
2 languages (Arabic and French) offered by Menara, the Telecom Internet portal;
Tamazight alphabet available in the Maroc Telecom mobile offering
16 languages used by Studio Canal for subtitling films; 5 satellite platforms operated by Canal Overseas (Africa, Caribbean,
Indian Ocean, Pacific, Maghreb) enabling promotion of the French language outside of Metropolitan France

Sharing knowledge
Access to new technologies
Mobile coverage

SFR
Maroc Telecom
SFR

Internet coverage

Maroc Telecom
SFR

Fiber optics
and reduction
of the digital gap
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Maroc Telecom

Nearly 99% of the French population; more than 92% of the territory in GSM/GPRS;
72% of the French population in 3G/3G+
More than 97% of Morocco’s population
21.9% of the fixed-line broadband Internet market
More than 98% of ADSL Internet access; more than 50 million Internet users and 175 million pages read
on Menara, the Maroc Telecom Internet portal (see page 90)
50,000 km of fiber-optic cable deployed (including 7,500 in partnership with local government);
investment of 150 million euros for the “Out-of-coverage areas” program
(end 2008: 97% of municipalities covered) (see pages 72-73)
Morocco: responsibility for 80% of the Pacte universal service program
(coverage of 7,338 localities by 2011) (see page 72)
Mauritania (Mauritel): in 2008, deployment of 500 km of fiber-optic cable for coverage
of 1.03 million inhabitants; coverage of 10 highways, 16 cities and 18 rural localities;
Burkina Faso (Onatel): as of the end of 2008, deployment of Internet access within a radius of 15 km
around 42 rural localities and 9 urban localities
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2008 data

2007 data

Consolidated revenues

EC1

25,392 million euros

21,657 million euros

Breakdown
of consolidated revenues
by geographical area

EC1

see the focus below

see the cover fold of the 2007 report

see the focus below

see the cover fold of the 2007 report

Breakdown
of consolidated revenues
by business unit
Corporate officers’ total
remuneration

•

30 million euros(1)

43 million euros

Determining criteria
for the corporate officers’
and senior executives’
remuneration

•

See the 2008 Annual Report
pages 105 to 113

See the 2007 Annual Report
pages 103 to 107

Number of stock
purchase options
allocated

•

6.3 million stock purchase options(2)
(or 0.54% of equity) including 1.46 million to members
of the Management Board and 860,000(3) (or 0.07% of equity)
for the 11 largest allocations, excluding members
of Vivendi’s Management Board

5.718 million stock purchase options
(or 0.49% of equity) including 1.528 million to members
of the Management Board and 876,000 for
the ten largest allocations, excluding members
of Vivendi’s Management Board

Number of free shares
allocated

•
•

526,496(2) including 122,003 to corporate officers
(or 0.01% of equity)

476,717 including 128,337 to corporate officers
(or 0.04% of equity)

EC1

2,688 million euros

2,390 million euros

Amount distributed to
suppliers and service
providers (distribution,
purchase of programs,
royalties, subscriber
management, etc.)

EC1

15,458 million euros

12,852 million euros

Dividends paid
to shareholders

EC1

1,639 million euros(4)(5)

1,514.7 million euros(4)

Payments to banks
(interest paid on loans;
premium incurred
for early redemption
of loans, etc.)

EC1

320 million euros

215 million euros

Income taxes paid

EC1

1,015 million euros

1,072 million euros

Vivendi group payroll
and benefits

(1) T otal amounts booked by the group under fixed and variable remuneration (including employer’s contributions),
other advantages (stock purchase options and free shares) and all retirement plans (page 275 of the 2008
Annual Report) granted to the members of the Supervisory Board and Management Board as per IAS 24
Paragraph 16.

Focus: revenues by geographical area in million euros

at 12/31/08

France

15,967

Rest of Europe

2,766

United States

2,889

Morocco

2,221

Rest of the world

1,549

Total, Vivendi

25,392

Focus: revenues by business unit in million euros

(2) Meeting of the Management Board on February 26, 2008 and of the Supervisory Board on February 28, 2008.
(3) Excluding members of the Management Board.
(4) Number of entitled shares at January 1, after deduction of cash held at dividend payment date.
(5) Pending approval of the Combined General Shareholders’ Meeting of April 30, 2009.

Rest of the world 6%

France 63 %

Morocco 9%
United States 11%
Rest of Europe 11%

Breakdown
of revenues
by geographic
area

at 12/31/08

Universal Music Group

4,650

Activision Blizzard 8%

Canal+ Group

4,554

Maroc Telecom Group 10%

SFR

11,553

Maroc Telecom Group

2,601

Activision Blizzard

2,091

Non-strategic and other activities, and elimination of inter-segment operations

(57)

Total, Vivendi

25,392

Canal+ Group 18%

SFR 46 %
Breakdown
of revenues
by business
unit

Universal Music Group
18 %
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Independence

of the members
of the Supervisory Board

Presence of at least 50% independent members(1)
on the Supervisory Board(2), at least 50% on the Remuneration Committee(2)
and 100% on the Audit Committee(3)

Supervisory Board
95%

Maximum average term of office of five years
for members of the Supervisory Board(2)
of auditors in relation
to management
of members
of the Supervisory Board
toward each other

Publish a breakdown of the auditors’ audit and consulting assignments(3)
Publish the number of meetings between auditors and members
of the Supervisory Board without presence of the Management Board (2)
Publish the proportion of members of the Supervisory Board
who have no cross-holdings, who do not sit on the same Boards
and who have no common origins (training, career, family)(1)(4)

Involvement in decisions
Maximum of five terms of office cumulated per member
of the Supervisory Board (excluding non-French companies)
Publish the number of meetings and average attendance rate
of members of the Supervisory Board(4)
of the members
of the Supervisory Board

Publish the existence of Audit, Appointment,
and Remuneration Committees(2)
Publish the number of annual meetings(2)

Audit Committee
4 meetings
Attendance rate: 100%

Evaluate the operation of the Supervisory Board
every three years(2)

of the members
of the Management Board

Maximum of five terms of office cumulated per member of the Management Board
(excluding non-French companies)
Number of meetings of members of the Management Board
Participation rate of members of the Management Board

of shareholders

Publish shareholders’ attendance rate in Annual General Shareholders’ Meeting(4)
Publish ballot results of the resolutions submitted to shareholders
Operations on company shares

of other stakeholders

Representation of employees by a member of the Supervisory Board
Percentage of questions on corporate social responsibility
at Annual Shareholders’ Meeting(4)

(1) Definition in the AFEP/MEDEF report: not to be or have been an employee or corporate officer of a group company during the previous five years; not to be under the control of the executive of another company;
not to have had commercial relations with one of the group’s customers or suppliers; not to have close family ties with the CEO, not to be a member of the board of the company for more than twelve years.
Beyond the recommendations of the AFEP/MEDEF report, the extended definition takes into account common university and professional origins, frequently encountered among French board members.
(2) AFEP/MEDEF consolidated report.
(3) European regulation in application of Directive 2004/109 of December 15, 2004.
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Vivendi fully adheres to the consolidated AFEP and MEDEF code
as regards corporate governance and remuneration of its corporate officers.
This document constitutes the corporate governance code
to which Vivendi has voluntarily agreed to abide.
For more information on corporate governance, see the 2008 Annual Report.

Audit Committee

Human Resources
Committee

Corporate Governance
Committee(5)

Strategy Committee

100%

80%

75%

100%

4 years
See the 2008 Annual Report, page 118
0

85%

In compliance
6 meetings; level of participation: 95%
Human Resources
Committee

Corporate Governance
Committee

Strategy Committee

5 meetings(6)

3 meetings(6)

2 meetings(7)

Attendance rate: 80%

Attendance rate: 75%

Attendance rate: 100%

Assessment carried out in January 2009 (see the 2008 Annual Report, page 120)
Existence of internal regulations for the Supervisory Board
and for each of its Committees
In compliance
14
95%
Published the day of the Annual Shareholders’ Meeting on www.vivendi.com
Published the day of the Annual Shareholders’ Meeting on www.vivendi.com
Operations on shares are prohibited during the period of 30 calendar days preceding the day of publication
of the company’s quarterly, biennial and annual financial statements and including said day, as well as in the case of awareness
of information which, if made public, would have an impact on the company’s share price. All hedging operations are prohibited.
Appointment of an employee member of the Supervisory Board as defined in the company bylaws when employee shareholders represent at least 3% of the capital stock
39% in 2008

(4) Other issues put forward by stakeholders.
(5) The appointments to the Supervisory Board are examined by the Corporate Governance Committee.
(6) Including a joint meeting of the Human Resources Committee / Corporate Governance Committee in the context of the examination of the October 6, 2008 AFEP and MEDEF recommendations regarding
the remuneration of corporate senior management of listed companies.
(7) Including a three-day seminar.
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Social data, along with the complete methodology and specifics of the
respective reporting scopes, are detailed in the separate document
Sociographics - Environmental Policy - 2008, page 4. These figures are from
companies in which Vivendi owns a greater than 50% interest, as well as
companies held at less than 50% over which Vivendi has financial and
NRE
Act

GRI

Total headcount

•

LA 1

43,208 (France ★ 15,717)

7,408 (17%)

7,720 (18%)

Total headcount, men

•

LA 1

28,492 (France ★ 8,949)

5,941

4,165

Total headcount, women

•

LA 1

14,716 (France ★ 6,768)

1,467

3,555

Total headcount,
permanent contract

•

LA 1

39,292 (France ★ 14,914)

5,071

6,967

Total headcount,
fixed-term contract

•

LA 1

3,916 (France ★ 803)

2,337

753

Hires

•

LA 1

5,891

1,719 (29%)

1,247 (21%)

Temporary hirings

•

LA 1

51%

36%

35%

Permanent hirings

•

LA 1

49%

64%

65%

Temporary hirings France

•

LA 1

51%

9%

30%

Permanent hirings France

•

LA 1

49%

91%

70%

Recruiting difficulties

•

Group *

Activision Blizzard

UMG

New Hires

No subsidiary has reported any particular difficulty with

Headcount reductions
Layoffs and departures

•

LA 2

7,180

1,486 (21%)

2,037 (28%)

Departures excluding economic layoffs

•

LA 2

5,364

1,050 (20%)

1,474 (27%)

Economic layoffs

•

LA 2

1,816

436 (24%)

563 (31%)

Aids in job transitions
and related programs related
to redundancy plans

•

In France, the reclassification and accompaniment measures offered to employees included the following:
internal job mobility through posting of internal vacancies on the intranet throughout the group,
reclassification leave, training leave to enable employees to increase their qualification level,

Working hours
Average weekly duration - full time

•

37.5

39

38.5

Annual yearly duration - full time(1)

•

1,727

1,893

1,799

Average weekly duration - part-time

•

29

21.7

26

Annual yearly duration - part-time(1)

•

1,323

1,260

1,173

Days of absence by reason in the group(2)

Overtime hours

•

•

Sickness (group average)

3.75

4.20

2.50

Family reasons (group average)

2.19

0.61

1.05

Accident (group average)

0.26

0.02

0.05

Other reasons (group average)

0.48

0.15

0.45

761,139

230,904 (30%)

223,489 (29%)

* Only the details for the five business units are shown here; the delta corresponds to “Corporate” (Paris and New York) and “Other” data.
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operational control and are consolidated as of December 31 of the reference year.
For further information, see also “Social responsability” under the Sustainable development
section of Vivendi’s Web site (www.vivendi.com).
Indicators identified by the sign ★ have been specifically verified by Salustro Reydel,
a member of KPMG International, one of Vivendi’s Auditors.
2008 Data

2007 Data
SFR

Maroc Telecom

Canal+

Group

10,086 (23%)

13,411 (31%)

4,252 (10%)

37,223

5,944

10,231

2,052

-

4,142

3,180

2,200

-

9,631

13,378

3,929

-

455

33

323

-

1,359 (23%)

506 (9%)

1,000 (17%)

5,797

48%

3%

66%

47%

52%

97%

34%

53%

48%

0%

69%

52%

52%

100%

31%

48%

1,509 (21%)

1,170 (16%)

931 (13%)

6,189

1,494 (28%)

410 (8%)

892 (17%)

5,336

15 (1%)

760 (42%)

39 (2%)

853

recruiting during the last three business years

assistance for employees starting their own businesses, and outplacement services. Vivendi also established reclassification measures
for employees outside of France where such measures do not exist, in conformity with the rules of conduct
of the group’s Compliance Program.

28,021

35

38.7

35.8

37.8

1,604

1,750

1,631

1,737

29

-

30.7

29.1

1,331

-

1,381

1,328

6.86

1.11

7.39

-

3.84

1.43

4.58

-

0.34

0.41

0.21

-

0.53

0.65

0.26

-

(1%)

585,831

(4%)

270,663

(36%)

7,884
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NRE
Act

GRI

Percentage of women in the group

•

LA 13

34%

20%

46%

Percentage of women in managerial positions

•

LA 13

32%

21%

40%

Number of disabled workers(3)

•

233

5

29

92

6

34

Group*

Activision Blizzard

UMG

Gender equality

Industrial Relationships and Collective Bargaining Agreements
Collective agreements

•

LA 4

Breakdown of collective agreements
by topic(4)

•

LA 4

Remunerations
Restructurings
Other topics

48%
13%
39%
1,597

Number of personnel representatives
Health and safety
Frequency rate of workplace
accidents with days lost

•

LA 7

2.99

2.08

2.44

Severity rate of workplace
accidents with days lost

•

LA 7

0.09

-

0.02

Employees trained in safety during the year

•

3,699

399

881

0.9 %

Training
Training expenditures/payroll

•

LA 11

2.6 %

Average training duration per employee

•

LA 10

28.3 hours

25.9 hours

11.7 hours

Average training duration per employee
trained in France

•

LA 10

34.6 hours

35.2 hours

18.3 hours

Adapting to
the work station

42%

84%

72%

Changes to
the work station

32%

5%

-

Development
of skills

26%

11%

28%

Breakdown of training per employee
trained by training objective

LA 11

0.7 %

Social and Cultural Activities

•

10.27 million euros

Number of missions of temporary workers

•

4,846

1,023

975

Subcontracting(6)

•

5,956

52

98

Partnerships and projects

•

3,611

54

850

40 (1%)

1

18

Education 3,526 (98%)

52

830

Social and Cultural Activities(5)
External resources

Territorial impact(7)

Hiring of the disabled

Breakdown of partnerships and projects

Contribution to job creation in France(8)

•

Environment

11 (0%)

-

1

Consumers

24 (1%)

-

-

Residents

10 (0%)

1

1

863 jobs created
in the two call centers related
to the group’s business activities.
2,535 jobs created
in the employment areas.

* Only the details for the five business units are shown here; the delta corresponds to “Corporate” (Paris and New York) and “Other” data.
(1) Approaches in terms of working hours diverge from one country to another; consequently the number of hours worked varies. The variations in the weekly and annual duration of work between 2007
and 2008 are due to better understanding of the reality of work in certain countries, in particular in emerging countries where the concept of annual duration is nonexistent.
(2) In 2008, a methodological change was adopted in order to better account for the nature of absences in the group. Among the reasons for absences listed are absences for illness, for family-related reasons
(maternity, paternity, and adoption leave), for workplace accidents (and accidents during travel to work in countries where that concept exists), and absences for other reasons.
(3) See also “Social responsability” in the Sustainable development section of Vivendi’s Web site www.vivendi.com for more information on SFR’s actions regarding hiring of disabled workers.
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2008 Data

2007 Data
SFR

Maroc Telecom

Canal+

Group

41%

24%

52%

34%

31%

27%

47%

34%

157

5

36

249

27

4

14

69
1,251

3.17

3.49

3.63

2.72

0.08

0.20

0.05

0.13

1,857

254

262

2,835

3.3%

7%

3.6%

1.9%

36.1 hours

34 hours

32 hours

20.8 hours

36.1 hours

-

33 hours

30.7 hours

30%

38%

54%

31%

59%

22%

4%

36%

11%

40%

42%

33%

6.65 million euros

1,921

4

913

4,763

4,918

-

888

98

1,090

718

831

911

9

1

3

35

1,052

716

819

840

9

1

-

15

15

-

9

17

5

-

-

4

749 jobs created at both of the call centers
related to the group’s business activities.
1,624 jobs created in the employment areas.

(4) See section 9 of the separate document Sociographics - Environmental Policy - 2008 (page 14) for the other topics dealt with by collective agreements.
(5) In France, the notion of “œuvre sociale” includes social and cultural activities established at the company level mainly for the benefit of employees or their family. This notion is difficult to formulate at a global level.
(6) See the explanations of changes in methodology in section 14 of the separate document Sociographics - Environmental Policy - 2008 (page 21).
(7) The territorial impact of Vivendi’s activities is difficult to measure due to the large number of countries where the group operates. A methodological clarification implemented in 2008 defines each trainee in the company as
a “project” under Education. Thus the data show the number of institutions, individuals, or associations with whom Vivendi has established relations, created partnerships, or participated in projects in various sectors of the local
or regional economy where the group is present.
(8) In 2004, Vivendi made a commitment to the Public Authorities to contribute to the creation of jobs in areas impacted by unemployment and industrial restructurings.
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Environmental data of the impact of
the group’s worldwide operations. Based on
sites meeting criteria of significance
in terms of environmental impact (number
of employees, water and electricity
consumption, waste production, etc.)

GRI
Group

UMG

Water consumption (in thousands of cubic meters)

•

EN 9

497.9

★ 18.6 (3.7%)

★ 56.6 (11.4%)

Electricity consumption
(in millions of kilowatt-hours)

•

EN 3

666

★ 13.6 (2%)

★ 21.8 (3.3%)

EN 4

2.71(1)

EN 16, EN 17

208.7

7.3 (3.5%)

13 (6.2%)

Use of renewable energy sources
(in thousands of megawatts)
CO2 emissions (in millions of kilograms)

•

Electricity
Natural gas
Heating oil
Steam
Fuels

90.90%
1.04%
0.03%
0.02%
8.01%

Breakdown of CO2 emissions
(in millions of kilograms) by source

•

EN 16, EN 18

CO2 emissions associated with business-related
travel, by type of transportation (in tons of co2)

•

EN 16 EN 18

8,614
Rail : 19.1%
Air : 80.9%

-

919

Waste production (in tons)
and breakdown by type of waste:

•

EN 22

2,205

409.6 (18.6%)

488.5 (22.2%)

(8.4%)

6.8 (3.6%)

2.5 (1.3%)

1,842.6 (83.6%)

401.9 (21.8%)

478 (25.9%)

0.9 (0.5%)

8 (4.6%)

Hazardous and special waste (in tons)

EN 22

Non-hazardous waste (in tons)

EN 22

Waste from electrical and electronic equipment (in tons)

EN 22

186.8

175.6

(8%)

Vivendi’s activities have little direct impact on the biological equilibrium, the environment
and protected animal and plant species. Vivendi has established guidelines for improving
the integration of its sites within the surrounding environment.

Measures taken to limit damage
to the biological stability, to the environment
and to protected wildlife and plant species

•

Environmental assessment or certification processes
undertaken in the area of environment

•

Evaluation of conformity
to environmental standards
at 10 group sites

Measures taken to ensure compliance
of activities to applicable legislative
and regulatory requirements

•

See section 2.4 of the separate
document Sociographics
- Environmental Policy - 2008, page 30

Expenditures for prevention of environmental impacts

•

Existence within the company of internal
environmental management staff, training
and information on environmental issues
for employees, resources devoted to the reduction
of environmental risks and a procedure to manage
accidents involving pollution which have
a consequence outside the company.

•

EN 14

EN 30

•

Amount of compensation paid during
the financial year arising from a court ruling relating
to environmental matters and the actions undertaken
to repair environmental damage

•

Health and mobile telephony

2

65

82

Corporate - Paris headquarters and
New York office: 1
Business units: 8

171

Amount of environmental risk
provisions and guarantees

3

1.12 million euros

Number of employees trained in and made aware
of environmental good practices

In 2008, no Vivendi site or company booked provisions

EN 28

In 2008, Vivendi received three non-significant notifications from regulatory entities alleging
non-compliance with environmental, health, and safety requirements.

IO 4
PA 9

see page 77
SFR also supports research on the effects of radiofrequencies

(1) These data include two UMG sites and four Activision Blizzard sites (Vivendi Games in 2007) located in the United States.
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Activision Blizzard

For further information, see “Environmental responsibility” in the Sustainable development section of Vivendi’s
Web site (www.vivendi.com) and the separate document Sociographics - Environmental Policy - 2008, in
particular as regards evolution of data by business segment (page 26).
Indicators identified by the sign ★ have been specifically verified by Salustro Reydel, a member of KPMG
International, one of Vivendi’s Auditors.

2008 Data

2007 Data
SFR

Maroc Telecom

Canal+

Corporate

Group

68.1 (13.7%)

299.6 (60.2%)

40.9 (8.2%)

14.1 (2.8%)

528.4

387.1 (58.1%)

198.1 (29.7%)

41.3 (6.2%)

4.1 (0.6%)

610
1.88 (1)

43.7 (20.9%)

135.3 (64.8%)

8.7 (4.2%)

0.7 (0.3%)

165.5

6,364

-

567

764

971(2)

891.7 (40.4%)

97.9 (4.4%)

256.5 (11.6%)

60.8 (2.8%)

2,706.9

156.5 (83.8%)

15.5 (8.3%)

4.9 (2.6%)

0.6 (0.3%)

302.9

585.2 (31.8%)

82.4 (4.5%)

235.5 (12.8%)

59.6 (3.2%)

1,911.9

150 (85.4%)

-

16.1 (9.2%)

0.6 (0.3%)

492.1

In late 2008, more than 95% of new SFR sites were integrated into the environment
(except for Société réunionnaise du radiotéléphone, TDF and sites in out-of-coverage areas)

1
In late 2008, SFR obtained
ISO 14001 certification
for 14 of its main sites.

2

2

Idem

0

Evaluation of compliance with environmental standards
at nine group sites (two Maroc Telecom sites, one SFR site,
one Canal+ site, two Vivendi Games sites, and three UMG sites).
In 2008, SFR extended ISO 14001 certification
of its environmental management system.
See section 2.4 of the separate document 2007 Statutory Financial
Statements – Sociographics – Environmental Policy, page 62

0.96 million euros

Corporate - Paris headquarters and New York office: 1
Business units: 6

-

-

or guarantees for environment-related risks

For settlement of these cases, Vivendi paid fines totaling an amount
of less than 7,000 euros.

-

24

Idem

In 2007, Vivendi received two non-significant notifications
from regulatory entities alleging non-compliance with environmental,
health, and safety requirements at its business sites.
For settlement of these cases, Vivendi paid fines totaling
an amount of less than 1,750 euros.

on health via the Radio Waves and Health Foundation (730 K€ in 5 years).
(2) These data include the Paris and New York headquarters.
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choice of indicators
and guidelines

The indicators presented in this report concern Vivendi’s
specific issues, corporate governance, and the group’s
economic, social, and environmental performance. The
economic, social and environmental indicators refer to
France’s New Economic Regulations Act (NRE)* and the
Global Reporting Initiative (GRI)** Guidelines. This is the
ninth year Vivendi has reported under the GRI.
The tables shown on pages 101 to 109 show the
correspondences between these two sets of guidelines.

reporting on social
and environmental indicators

Collection, validation and consolidation of social and
environmental data are done in compliance with the
provisions of the Protocol put in place for reporting social
and environmental data from Vivendi Group companies.
This protocol serves as an internal guideline for the group
and is adapted by the different group entities as necessary
to suit their activities. In 2008, no major modifications
were made to the protocol aside from updating the scope
of social and environmental reporting, in particular to
account for acquisitions of companies during the year
2008. All social and environmental data are collected and
processed via an online application developed by Vivendi’s
IT department. The data presented in this report apply to
the 2007 and 2008 fiscal years. The period of reporting
applies to the civil year (January 1 to December 31).

scope

Included in the scope of social reporting are companies in
which Vivendi owns greater than 50% interest or companies
held at less than 50% over which Vivendi has financial
and operational control. New acquisitions of companies
during 2008 resulted in a variation in the scope of social

reporting. Data for the Neuf Cegetel companies have been
consolidated at the level of SFR beginning with the month of
April 2008. Data on Activision Blizzard correspond to the data
on the former scope of Vivendi Games, with the exception of
data on headcounts, which include the Activision companies
which entered the scope of the group in 2008.
The scope of environmental reporting covers sites meeting
precise threshold criteria in terms of environmental impact
(number of employees, annual consumption of water and
electricity, waste production, etc.). Environmental reporting
for 2008 takes into account those sites newly acquired by the
group during the year and which meet the threshold criteria.

controls and consolidation

For social data, automatic coherency checks are made by
the IT system during data entry. Other controls and an initial
validation are conducted by each business. Coherency
checks and a second validation are conducted at each
business unit level. These indicators are then consolidated
and verified at Vivendi’s headquarters, where a third
validation is made during consolidation.
For environmental data, an internal coherency check is
made by the Vice President of Environmental Affairs, Health
and Safety at group level, who is also responsible for data
consolidation.

external auditor’s report

For the seventh consecutive year, the Sustainable
Development Report has been externally reviewed by
Salustro Reydel, a member of KPMG International, one
of Vivendi’s Auditors.
This Moderate Assurance report, compared to the External
auditor’s opinion on the reporting procedures of the
previous years, confirms the group’s improvement process
regarding reporting on social and environmental data.

*	New Economic Regulations Act (NRE). The NRE Act requires all French corporations listed on a regulated securities exchange to disclose their social and environmental
performance in their Annual Report (see Law No. 2001-240 of May 15, 2001, Article 116; Decree No. 2002-221 of February 20, 2002).
**	Global Reporting Initiative (GRI). Launched in 1997 by the CERES (Coalition for Environmentally Responsible Economies) in partnership with the UNEP (United Nations Environment
Program), the GRI is a long-term, international, multi-stakeholder process whose mission is to develop and disseminate guidelines for voluntary use by organizations in reporting
on the economic, environmental and social dimensions of their activities, products and services. The GRI has not verified the contents of this report, nor does it take a position
on the reliability of information reported herein (see www.globalreporting.org).
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• social performance indicators at group level in France,
• environmental performance indicators for two group business units,
for the 2008 fiscal year

A

t Vivendi’s request, in our capacity
as Statutory Auditors, we have
carried out a review in order to
provide, for the first year, a moderate level of assurance on certain performance indicators:
• social performance indicators at group
level in France: total headcount, total
headcount men/women, total number of
employees with permanent contracts /
total number of employees with fixed-term
contracts;
• environmental performance indicators
for two of the group’s business units,
Activision Blizzard and Universal Music
Group: electricity consumption, drinking
water consumption;
hereinafter referred to as “the data.” These
data were selected by Vivendi for the 2008
fiscal year and are identified by the sign ★
in the table on pages 104 to 109.
These data were prepared under the
responsibility of the group’s general
management in compliance with the
protocol for reporting environmental and
social data for Vivendi group companies,
hereinafter referred to as “the guidelines,”
which may be consulted at the group’s head
office and certain elements of which are
given on page 110. It is our responsibility,
based on our work, to draw conclusions

on these selected data. Our conclusions
concern the relevant data only, and not to
the complete Sustainable Development
Report.

NATURE AND SCOPE
OF WORK

We conducted the following work to
provide a moderate level of assurance
that the selected data are free of material
misstatement for the selected business
units. A higher level of assurance would
have required a more extensive review.
• We analyzed the guidelines in light of their
relevance, reliability, understandability
and completeness.
• We interviewed the people in charge
of implementing the protocol at head
office and at site level, in order to update
our knowledge of the reporting process
and system in place, and verify that
the guidelines have been implemented
appropriately.
• We performed detailed work on the basis
of the data available for
- four selected entities(1) as regards social
data, representing 43% of the group’s
consolidated headcount in France;
- two selected sites(2) for environmental
data of Activision Blizzard, representing
60.6% to 61.2% of the consolidated data
for Activision Blizzard;

1/ SFR group: SFR and SFR
Customer Service; Canal+ Group:
Studio Canal and Canal+ SA.
2/ Blizzard Irvine California site
and Blizzard Fresno California
warehouse, USA
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- two selected sites(3) for the
environmental data of Universal Music
Group, representing 25.2% to 27.4%
of the consolidated data for Universal
Music Group.
For these sites and entities, we verified
the understanding and application of
the guidelines, and, on a test basis, we
verified the calculations, performed
consistency controls, and compared the
data with supporting documentation.
- We also verified the consolidation
of the data.

INFORMATION
ON PROCEDURES

We have the following comments on the
reporting process:
• The guidelines describe the reporting
environment and system and provide
definitions of the social and environmental
performance indicators reported by the
group in a clear, complete, and detailed
manner.

3/ UMG Santa Monica California
Headquarters, USA; UMG
Hammersmith, London, UK

Social reporting at group level in France
• At the entities visited, the guidelines are
known and understood, the software
used for social reporting is well
assimilated, and there is a strong datacontrol environment.

Environmental reporting at the level of two
group business units
• the data collection application, which
comprises the definition of the indicators
to be reported to the group, is deployed
and used in the entities we audited. The
people involved in reporting are familiar
with it;
• we recommend ensuring that the
guidelines are used regularly on all sites.
During our work, we did not find any
problems concerning their application;
• on one of the audited entities, we
recommend systematically verifying data
traceability by formalizing the calculations
and archiving all the source documents,
in particular all copies of invoices for the
fiscal year.

Conclusion

On the basis of our review, nothing has
come to our attention that causes us
to believe that the five reviewed social
performance indicators for France and the
two reviewed environmental performance
indicators for the Activision Blizzard and
Universal Music Group business units,
which are identified by the sign ★ and
shown in the table on pages 104 to109, have
not been prepared, in all material aspects,
in accordance with the guidelines.

Paris, April 11, 2009
Salustro Reydel
Member of KPMG International

Philippe Arnaud
Partner
in charge of the Environment
& Sustainable Development Department
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Marie Guillemot
Partner

Benoît Lebrun
Partner
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Adjusted net income

An operating and financial indicator, rather than a strictly
accounting indicator, that Vivendi uses to measure
group performance. Adjusted net income excludes most
non-operating and non-recurring items.

Adjusted price

Price of a share that has been adjusted to reflect
transactions that have modified the capital amount (new
share issues, share splits, etc). This allows prices to be
compared over time.

Adjusted results of operating activities
(Adjusted EBIT - Earnings Before Interest
and Tax)

Vivendi uses résultat opérationnel (results of operating
activities) rather than résultat d’exploitation (earnings
before interest and taxes) to better measure the
operational performance of a group’s activities.
The difference between the two concepts is that results
of operating activities excludes amortization and
impairment losses of the intangible assets relating
to acquisitions.

Administered registered

Registered securities are administered by the
shareholder’s bank for a fee.

Annual General Shareholders’ Meeting

A meeting at which shareholders vote on ordinary
resolutions relating to the financial statements, regulated
related-party agreements, appropriation of earnings, and
the appointment or renewal of members of Management
Board of Directors and Supervisory Board. Shareholders
may put questions to management regarding the business,
the strategy and the proposed resolutions.

AMF (Autorité des Marchés Financiers –
the French securities commission)

The Autorité des marchés financiers is an independent
public body having legal status and financial
independence. Its missions are to:
- protect savings invested in financial instruments
and any other investments made through public offerings;
- provide investors with information;
- ensure that financial markets function smoothly.
It helps regulate these markets at the European
and international levels.

Back-end and upfront sales charges

Fees charged when shares are bought and sold on the
stock market.

Bond

A marketable security issued by a company, generally
with annual interest (coupon).

CAC 40 (Cotation assistée en continue –
continuous assisted quotation)

Main stock market index of the Paris Stock Exchange. It
gives the weighted average change in the share prices
of the 40 largest and most active French companies in all
sectors of the economy. The weighting of each share in
the index is proportional to its market capitalization.
The greater the company’s weighting, the greater
the effect of its share price on the index.

Capital gain

The gain relating to the sale of security, i.e. the positive
difference between the selling price and the purchase
price.

Capital loss

The loss relating to the sale of security, i.e. the negative
difference between the selling price and the purchase
price.

Cash flows from operations

Net cash flows from operations, after net investments and
dividends received from equity-accounted companies
and non-consolidated interests but before tax paid.

Combined General Shareholders’ Meeting

A general meeting at which the company asks the
shareholders to approve resolutions falling under the vote
of both an Ordinary and an Extraordinary Shareholder’s
meetings.

Dow Jones Eurostoxx 50

A stock market index that includes 50 securities listed
in Euro zone countries, including the best-performing
securities with the highest capitalized values.

Dow Jones Stoxx 50

A stock market index that includes 50 securities that are
particularly representative of the European Union and
Switzerland.

Extraordinary General Shareholders’ Meeting
A meeting at which shareholders vote on extraordinary
resolutions (amendments to the by-laws, powers and
authority granted to the Board to increase the share
capital, changes to the company corporate name, etc.).

Financial intermediary

An investment firm or bank acting as an intermediary
between instructing parties (e.g. buyers and sellers,
investors and companies).

Float

Fraction of the capital in a company held by the public
(individual shareholders) and by French and foreign
investors, which is traded on the stock market.

Free allotment of shares

Document issued by the financial intermediary to clients,
advising them that their orders have been executed.

A transaction whereby the company awards free
shares to shareholders in proportion to the shares they
already hold. Such allotments may involve grants to both
employees and senior managers. For the latter, they are
called performance shares, and are awarded subject to
performance criteria set by the Management Board and
the Supervisory Board.

Custody fee

Goodwill

Dividend

Group share of net earnings

Confirmation slip

The fee charged by a financial intermediary for maintaining
a securities trading account; it is usually a percentage of
the portfolio or a flat per-line-item fee. Shareholders whose
shares are registered do not have to pay this fee.
Share of net profits distributed to the shareholder. The
amount is voted by the shareholders at the Annual General
Meeting, after approval of the annual financial statements.
It measures yield (dividend payout ratio). Vivendi paid out
a dividend of E1.30 for financial year 2007 and propose a
per-share dividend of E1.40 at its General Meeting of April
30, 2009, a 7.7% increase representing a total distribution
of over E1.64 billion, 59.9% of the adjusted net income for
financial year 2008.

Dividend – Ex date

The date on which share starts trading without entitlement
to a declared dividend.

Dividend – Record Date

The date on which a shareholder must be the registered
owner in order to be entitled to the dividend.

The recognized difference between the price of
acquisition of a company and the value of its shareholders’
equity on the date the company becomes a reporting entity
in the new group.
Net consolidated earnings excluding those of fully
consolidated but not wholly-owned minority interests.

IFRS (International Financial Reporting Standard)
International accounting standards that came into
effect on January 1st, 2005 to facilitate the comparison of
companies’ financial statements.

Indebtedness

A means of financing for a company. Debt financing
is mainly done through banks or the bond market. The
interest paid on debts is tax deductible.

ISIN (International Securities Identification Number)
Number used to identify cash financial products listed on
stock markets. Vivendi’s is FR0000127771.
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Liquidity of a share

The number of shares traded.

Market capitalization

OPCVM (Organisme de placement collectif en
valeurs mobilières - mutual (investment) fund/
company)

Market value of a company at a given point in time.
It is equal to its current share price multiplied by the
number of outstanding shares.

These companies raise capital and invest it in securities.
There are two types of funds: SICAV and FCP (openended/unincorporated investment funds, aka unit trusts/
mutual funds in the U.K.).

Mnemonic code

Order book

An alphanumeric code used to identify shares, often
relating to the name of the company. Vivendi’s is VIV.

Market price

The market price of a share represents the price at which
a seller is willing to sell a share and a buyer is willing to
purchase such share at any given moment.

Net earnings per share

Net earnings divided by the number of shares outstanding.

Financial Net Debt

This is the sum total of all borrowings and other long-term
financial liabilities less cash and cash equivalents as
recognized in the consolidated balance sheet, as well as
derivative financial assets and loan-backed cash deposits
(listed in the consolidated balance sheet under the
heading “Financial assets“).

Net income (loss) (aka earnings, net profit,
profit, colloquially “the bottom line“)

What is left for the company after all income has been
accounted for and all expenses and debts have been
deducted. Earnings may be distributed to the shareholders
in full or in part, as dividends, or allocated to reserves.

Net industrial investment

Acquisitions of tangible and intangible assets net of
disposals.

Nominal value (aka par value, face value)

The value of each share making up the share capital
which is determined by a company as a minimum price.
Vivendi’s is E5.50.

NYSE-Euronext Paris

A market firm that organizes, runs and develops the
securities market in France. It acts as a market regulator
on the authority of the AMF.

Odd lot (aka broken lot, uneven lot)

The portion of a share that is not distributed as part of
a free share allocation or subscription, if the number of
shares held by the shareholder does not match a whole
trading unit. For example: when one new free share is
awarded for 10 old shares, a shareholder holding 125
shares will be awarded 12 new shares and one half share.
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Presentation of the five best purchase and sale offers at a
given moment. This is used to gauge one’s order level as
accurately as possible.

PEA (Plan d’épargne en actions –
SSP (Stock Savings Plan)

Share Capital increase

This is a way of increasing the company’s equity capital.
This is done either by raising the nominal value of existing
shares or by creating new shares issued in exchange for
cash subscriptions, contributions in kind or capitalized
earnings, reserves or share premiums.

Share Redemption

A company redeems its own shares, subject to being
authorized to do so by its shareholders at the General
Meeting.

Shareholders’ equity, group share

A portfolio of French, E.U., Icelandic and Norwegian
securities, exempt from tax subject to conditions.

The capital belonging to the shareholders, including
subscribed capital, unappropriated retained earnings
and reserves. As of December 31, 2008, Vivendi’s group
share of equity totaled €22,625 million.

PER (Price Earnings Ratio)

Stock options

A ratio that compares the share price to the net earnings
per share. Analysts use it to compare the value of shares
in a given sector or business segment.

Quorum

The minimum percentage of voting shares required to be
present or represented at a Shareholders’ General Meeting
for it to legally deliberate. The quorum varies according to the
type and instance (first or second convening) of the meeting:
one fifth of voting shares for the first Ordinary Shareholders’
General Meeting; no quorum required for the second;
one quarter of voting shares for the first extraordinary
shareholders’ meeting; and one fifth for the second.

Registered

Shares are registered in the owner’s name in the
company’s share register (as opposed to bearer
securities).

Road show

A series of events organized in France and abroad by
the managers of a company to present its activities and
results to financial analysts and investors.

SBF120

An index of the 120 most active listed securities
(the SBF120 index includes all the securities listed
in the CAC 40).

Share

Certificate evidencing ownership of a fraction of
the capital of the company that issued it. Shares
give to its holder -the shareholder- the right to vote
in shareholders’ meetings and to receive a share
of the company’s earnings in the form of dividends.
As of December 31, 2008, 1.17 billion Vivendi shares
were outstanding.

These entitle the holder to subscribe or buy a company’s
shares at a predefined price for a given period of time. They
are generally awarded to employees and managers to align
their interest in the company with that of the shareholders
by giving them an additional incentive to improve company
performance and thereby raise the share price over the
long term.

SRD (Service à règlement différé –
Deferred Settlement Service)

Investors wishing to settle their transactions at the end of
the month place an SRD order for eligible securities. The
trader will record the investor’s D position (date of transfer
of ownership) as being the last trading day of the month.

Subscription right

An exchange-traded option giving shareholders a preemptive right to subscribe for a number of new shares
proportionate to the number they already own whenever
equity is financed by a rights issue.

Volatility

The standard deviation of a share price with a specific time
horizon.

Warrant

A marketable contract entitling the holder to buy or sell an
asset at a predefined price up to a certain date. Warrants
are issued by lending institutions or investment firms.

Yield

The ratio of the per-share dividend to the share price on the
stock market.
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SHAREHOLDER INFORMATION

Shareholder Relations can be contacted by telephone between 9:00 a.m. and 6:00 p.m.,
Monday to Friday (Paris time: UTC/GMT +1 hour or +2 hours daylight saving time).

DE
DWI
L
R
O
ES W
M
A
G

Phone:

- For shareholders calling from France: 0 811 902 209 (price of a local call)
- For shareholders calling from other countries: +33 (0) 1 71 71 34 99
E-mail: shareholders@vivendi.com

SUSTAINABLE DEVELOPMENT
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- Pascale Thumerelle, Vice President, Sustainable Development
- Françoise Le Crom, Director, Sustainable Development Studies
We appreciate your comments and remarks. Please send them
by e-mail to sustainabledevelopment@vivendi.com or by mail to the Vivendi Head Office.
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ADDRESSES
Vivendi (Head Office)

42 avenue de Friedland – 75380 Paris cedex 08 – France
Telephone: +33 (0) 1 71 71 10 00 – Fax: +33 (0) 1 71 71 10 01

New York Office

800 Third Avenue – New York, NY 10022 – U.S.A.
Telephone: +1 212 572 7000
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WEB SITES
Vivendi: www.vivendi.com
Activision Blizzard: www.activisionblizzard.com
Universal Music Group: www.umusic.com
SFR: www.sfr.com
Maroc Telecom: www.maroctelecom.ma
Canal+ Group: www.canalplusgroupe.com
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The 2008 Activity and Sustainable Development Report is available on the group’s web site (www.vivendi.com).
It can also be mailed to shareholders upon request by contacting Vivendi’s offices.
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