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Persons responsible for the information contained in the Reference Document

Managing Partners

« Mr.Arnaud Lagardere

- Arjil Commanditée-Arco, represented by:
- Mr.Arnaud Lagardere, Chairman and Chief Executive Officer;
- Mr. Philippe Camus, Deputy Chairman and Chief Operating Officer;
- Mr. Pierre Leroy, Director and Chief Operating Officer.

Certification by the persons responsible

Certification of the Managing Partners

“We certify, after taking all reasonable measures to this effect, that to the best of our knowledge, the information set out
in this Reference Document is accurate and contains no omissions which could impair its meaning.

We have obtained from the Auditors a letter issued upon completion of their engagement, stating that they have verified
theinformation concerning the financial position and financial statements presented in this Reference Document and that
they have read the entire Reference Document.”

Paris, 2 April 2008

Arnaud Lagardere For Arjil Commanditée-Arco:

Arnaud Lagardeére - Philippe Camus - Pierre Leroy

Personsresponsible for the Reference Document and persons responsible for the audit of the financial statements
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1-3 Names and addresses of the Auditors

First
appointed

End of current
period of office

Auditors

Ernst & Young et Autres (*)

represented by

Mr.Jean-Francois Ginies

41lrueYbry

92576 Neuilly-sur-Seine Cedex, France
Member of the Versailles Regional Institute

29]June 1987

2011

Mazars & Guérard

represented by

Mr.Jacques Kamienny

61 rue Henri-Regnault

92400 Courbevoie, France

Member of the Versailles Regional Institute

20 )une 1996

2008

Alternate Auditors

Mr. Gilles Puissochet
41 rueYbry
92576 Neuilly-sur-Seine Cedex, France

10 May 2005

2011

Mr. Michel Rosse
61 rue Henri-Regnault
92400 Courbevoie, France

20June 1996

2008

(*) New name of the audit firm Barbier Frinault & Autres.
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2-1 Consolidated key figures

2007 2006

(inmillions of euros) restated ®

Netsales 8,582 7,910
Recurring operating profit before associates 636 521
Non-recurring items 211 (40)
Income from associates 20 104
Profit before finance costs and tax 867 585
Finance costs, net (204) (174)
Income tax expense (99) (92)
Profit for the year 564 319
Profit attributable to minority interests 30 28
Profit attributable to equity holders of the parent 534 291
Equity 4,659 4,610
Netindebtedness 2,570 2,045
Capital expenditure 1,389 1,259

(*) The comparative figures for 2006 have been restated with retrospective application of the equity method to jointly-controlled entities, and the recognition
in equity of actuarial gains and losses on provisions for pensions and similar obligations (see notes 1 and 5 to the consolidated financial statements).

2-2 Persharedata

2007 2006
(ineuros) basic diluted @ basic diluted @
Consolidated profit attributable to equity holders of 4.03 3.99 213 2.09
the parent, per share
Equity attributable to equity holders of 34.47 3421 32.93 3311
the parent, per share
Cash flow from operations before change in working 5.99 595 6.17 6.07
capital
Market price at31 December 51.29 61
Dividend 1300 1.20

(1) Per share data for 2006 is based on the restated financial statements incorporating retrospective application of the equity method to jointly-controlled
entities, and the recognition in equity of actuarial gains and losses on provisions for pensions and similar obligations (see notes 1 and 5 to

the consolidated financial statements).

(2) Including the effect of dilutive stock options and free shares granted to employees.
(3) Dividend to be approved by the General Meeting of Shareholders on 29 April 2008.

Chapter 2 Consolidated key figures for 2007
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Like any corporation, Lagardere is exposed to a variety of risks in the normal course of its business, including:
- changes in major economic factors such as the price of paper or the advertising market environment;

-changes in the laws and regulations governing the Group’s business activities, and damage to property, intellectual
property rights and brand names owned by the Group or third parties;

- market and credit risks;
- harm to people or the environment;
- unforeseen losses of revenue, and civil liability resulting from the Group’s products and activities.

Careful attention is paid to the management of these risks, both at the level of operating entities and at corporate level
where the Group’s risk management activities are reviewed centrally.

The Group takes internal measures to strengthen the risk control culture through information-sharing and consciousness-
raising, and to reinforce the specific visibility of certain emerging risks and the capacity to cope with emergencies.

In particular, Lagardére SCA and its divisions continue mapping their general risks,in order to rank the main risks to which
the Group could consider itself exposed by seriousness, possibility of occurrence and degree of controllability.

Note: Since the contribution of Matra Hautes Technologies to Aerospatiale Matra (1999) and the creation of EADS NV (2000),
the management of risks involving the entities concerned has been the duty of EADS, which has its own risk monitoring
systems, described in EADS’ own registration document.

Market risks (interest rate, exchange rate, equity and credit risks)

Marketrisksare monitored at Group level by the Cash Managementand Financing Divisionin cooperation with the Risks Division,
under the responsibility of the Group’s Chief Financial Executive. Periodic reports are submitted to General Management.
The Group has implemented a specific policy to reduce risks, introducing authorisation procedures and internal controls
and utilising risk management tools to identify and quantify these risks. Derivatives are used exclusively in non-speculative
hedging transactions.

Liquidity risks

Total borrowings exclude the Mandatory Exchangeable Bonds which are redeemable in EADS shares (see Chapter 6,
note 25-3 to the consolidated financial statements) but include the value of hedging instruments (see note 25-4
to the consolidated financial statements). The share of bond borrowings decreased from 40% to 31% of total borrowings.

The liquidity risk is not significant since debt maturing within two years (excluding Mandatory Exchangeable Bonds)
amounts to €850 million, whereas cash and short-term investments total €869 million and unused credit line facilities
€1,721 million.

Risks arising from early repayment clauses included in certain contracts

Bond borrowing or bank loan agreements may include financial ratio covenants. Most financial ratios establish limits in
the form of minimum equity, or maximum indebtedness calculated as a proportion of equity. Failure to meet these ratio
requirements entitles the lenders to request immediate reimbursement of their loans.

Lagardere SCA is subject to such covenants in respect of:
-bonds issuedin)anuary 2001 totalling US$375 million and July 2003 totalling US$38 million and €116 million;
- structured loans obtained in July 2003 totalling €70 million and December 2005 totalling €151 million.

The ratios are calculated every six months on the basis of the consolidated financial statements.

At 31 December 2007, the above ratio covenants were all satisfied.

Interest rate risks
The Group does not use active interest rate management techniques in relation to any of its financial assets or liabilities.

Bank loans and bond borrowings (excluding Mandatory Exchangeable Bonds) bear interest at variable rates, either
because they were originally issued at variable rates, or because they were converted at the outset from fixed rates to
variable rates. The value of derivative hedging instruments corresponding to this conversion is stated in note 25-4 to
the consolidated financial statements (see Chapter 6).

Cash and cash equivalents are invested in non-risk mutual funds, with no derivative instruments.

Chapter 3 Risk factors
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Cash and cash equivalents total €733 million. This cash surplus earns interest at variable rates, thus providing natural
hedging for the Group’s €2,108 million variable rate borrowings (excluding Mandatory Exchangeable Bonds and debt
related to repurchases of minority interests). The risk of arise in the cost of borrowings due to an increase ininterest rates
would only concern the variable-rate portion of total borrowings (excluding Mandatory Exchangeable Bonds) that is not
offset by surpluscash,i.e.atotal of €1,375million. Aone pointincreaseininterestrates would resultin an annual additional
expense of €14 million.

Exchange rate risks

The Group’s exposure to foreign exchange rate risks on commercial transactions is limited owing to the nature of its business
activities in France and in foreign countries. At 31 December 2007, foreign currency transactions to hedge this exposure
only comprise forward currency sales agreements amounting to €25 million, and forward currency purchase agreements
amounting to €49 million.

In general, normal operating activities are financed through short-term and variable-rate borrowings denominated in the local
currency, in order to avoid exchange rate risks.

For longer-term borrowings used to finance assets outside France, the Group occasionally converts borrowings obtained
in euros into the local currency, using currency swaps. In 2007, currency swaps were entered into for periods of less than
three months, and renewed at the end of each quarter. Based on foreign exchange rates at 31 December 2007, the market
value of these swap agreements represented a positive fair value of €5 million.

The principal financial transactions carried out in foreign currencies in France (servicing of the US dollar notes issued in
2001 and 2003) are hedged by forward currency purchase agreements.

Equity risks

The Group’s principal direct or indirect investments in listed companies are:

Percentage Market price on Market value
Number of interest at 31December 2007 | at 31 December2007
Companies shares held | 31 December 2007 (in euros) (in euros)
Lagardére SCA 4,010,793 2.99% 51.29 205,713,573
EADS 101,853,852 12.51% 21.83 2,223,469,589
Deutsche Telekom (formerly T-Online) 2,836,835 0.07% 15.03 42,637,630
Viel et Cie 8,917,677 12.45% 4.80 42,804,850

Changes in the value of treasury stock directly or indirectly held by Lagardere are taken directly to equity.

As a listed company, EADS is subject to stock market changes. However, in view of the consolidation method applied for
the EADS group, the value of this investment in Lagardere’s consolidated financial statements is not affected by these
changes. Also, as a result of the April 2006 issue of Mandatory Exchangeable Bonds (see note 25-3), the Lagardére Group
is guaranteed a price of no less than €32.60 per EADS share for 40% of its total investment.

The Deutsche Telekom shares were received in exchange for T-Online shares in 2006 and are included in “Short-term
investments” at the amount of €43 million, i.e. their trading price on 31 December 2007.

The investment in Viel et Cie is included in “Other non-current assets” at the amount of €43 million, corresponding to
their trading price on 31 December 2007.

Credit risks

The credit risk represents the risk of financial loss for the Group in the event of default by a customer or debtor on
its contractual obligations. This risk mainly relates to trade receivables.

The Group’sexposure to creditriskisnotconsidered significantinview of the types of marketin whichitsvarious businesses
are positioned and the associated customer types.

Customer credit generally amounts to less than 15% of total consolidated assets, and provisions remain stable from
one year to the next at below 10% of total credit outstanding.

Credit risk management is decentralised to each division, in accordance with the specificities of the relevant market
and customer base. Overall, the Group has never experienced a significant rate of default.

Lagardére Reference Document 2007
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Bothinandoutside France, mostreceivables concernlocal customersand nosingle customer represents ahigh percentage
of the sales concerned. For new customers with the potential for large volumes of business with the Group, analyses are
carried out and information (external ratings or bank references) is sought before entering into transactions, and specific
guarantees or credit insurance may be arranged as a result. Counterparty-specific credit limits may also be set.

In newly-consolidated activities, steps are taken for progressive introduction of monitoring procedures appropriate for
credit risks.

Legal risks

Special regulations applying to the Group

Inits book publishing and distribution businesses, the Group is subject to specific local regulations applying in the countries
inwhichitoperates,includingintellectual property rights, legal deposit requirements, rules governing the pricing of books,
and VAT rules. In France, for example, the Group is subject to regulations imposing a fixed book price set by publishers or
importers,and restricting qualitative or quantitative discounts to distributors. Further regulations also apply to publications
for children and young people.

Inboth its book publishing and press and audiovisual production operations, the Group is subject, in particular, to the laws
and regulations concerning copyright, libel, image rights and the respect of privacy.

In its distribution activities, the Group must comply with certain specific regulations, particularly those applicable to
the sale of print media, foodstuffs and tobacco or alcoholic products and duty-free products (conventions are signed
with the Customs authorities where relevant), and regulations governing transport operations. In France for example,
press distribution and the legal structure of cooperatives authorised to conduct this business are subject to a specific law.
Outside France, prior authorisation may be required to carry out certain distribution activities.

The Group’s advertising activities (including the management of marketing and audiovisual rights) are subject to
the relevant legislation, in particular the restrictions on tobacco and alcohol advertising, gambling laws and the laws
concerning misleading advertising.

The law of 30 September 1986 on freedom of communication is applicable to the Group’s French operations in the field
of audiovisual communication. Operation of radio and television services by the Group in France requires authorisations,
which are issued for specific periods by the French broadcasting authority (Conseil Supérieur de "Audiovisuel - CSA).
The resultant obligations are set forth in a convention signed with the CSA, and renewed in compliance with the said
law. The legislation in most other countries in which the Audiovisual Division operates is similar to the French law of
30 September 1986, and overseen by a broadcasting authority. These laws generally define the terms for attribution of
radio and TV broadcasting frequencies and radio and TV channel and programme broadcasting (terms transposed into
the licence agreements signed with the relevant broadcasting authority), the antitrust system and the broadcasting
authority’s powers to verify compliance and apply sanctions. The Group was one of the operators invited by the French
broadcasting authority in 2007 to submit a proposal for licences to offer personal mobile TV broadcasts.

Inthe countries where it exercises its sports sector activities, the Group is subject to the national and local laws governing
sports-related bodies, particularly national federations and supranational organisations, primarily for football.

Risks associated with brands and other intellectual property rights

The Group pays particular attention to the protection of its portfolio of commercial trademarks and intellectual property
rights (see E.4, in Chapter 7, section 7-4-3-1).

As the Lagardeére brand is being increasingly used through the Group’s business, in view of the resulting exposure
the Group hassetupawide-ranging policy toextend international protection of the Lagardére name, which will be pursued
in 2008.The aim of the policy is to cover areas where the Group does not currently operate but which have developmentand
growth potential for the future, such that protection for the Lagardere brand will be established in all the continents.As a
factor for clear identification and unification, the name is also an asset in its own right and the Group intends to protect
and develop it as such.

The Group’s operating units also own a large number of indisputably well-known brands, which they manage and
protectdirectly.

Dependency of the Company on certain contracts - Major customers

The operations of Lagardére Active, Lagardere Services and Lagardere Publishing are highly sensitive to market conditions
and have very short economic cycles. They are mass market oriented with a widely diversified customer base, and are not
dependent on any particular contracts.

Chapter 3 Risk factors
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Lagardere Sports’ operations vary with the time of year as a result of the sports seasons. However, this division has little
exposure to economic environmentrisks, as (i) the average duration of contracts is fairly long, and (ii) its business is spread
across a wide range of countries and events. Given the large number of customers, dependence on customers is low.

Risks associated with pending litigation

The main litigation and claims involving the Group are presented in note 30-2 to the consolidated financial statements
for 2007 (see Chapter 6).

In the normal course of their business, Lagardéere and/or its subsidiaries are involved in a number of disputes principally
related to contract execution. Adequate provisions are established, where considered necessary, to cover any risks
that may arise from general or specific disputes. The total amount of provisions for litigation is shown in note 24-2 to
the consolidated financial statements for 2007.

To the best of the Group’s knowledge, there is no other governmental legal action, litigation or arbitration in existence
which has recently had or may in future have a significant negative effect onits financial position or profitability.

Exposure to governmental, economic, budgetary, monetary or political factors
or strategies with a potentially significant influence on the Group’s operations

Many changes are due to take place in the laws governing audiovisual activities in France, such as stricter regulation
on advertising and child protection, and amendments to the laws for audiovisual production, anti-copyright theft, etc.
The impacts for the various actors concerned, including the Lagardere Group, cannot currently be reliably estimated.

Industrial and environmental risks

The management of industrial and environmental risks makes use of methods, tools and procedures that aim to identify,
quantify and then reduce any significant risks.

Identified risks
The Group’s business activities fall mainly into the service category, and many of its assets are intangible assets.

The Group is exposed to relatively low industrial and environmental risks. Following the sale of the Group’s last remaining
printing operations at the end of 2007 (sale of the regional daily press operations), only activities primarily related to
the warehouses of the Press, Publishing, Services and Automobile replacement parts divisions are potentially exposed,
and the specificrisksinvolved are limited and identified. Some of the sites concerned are operated subject to authorisation
or adeclaration to the administrative authorities, but none of the Group’s sites is classified SEVESO 1 or SEVESO 2.

However, certainsiteshavealongindustrial historyand the Group pays careful attention to the possibility of environmental
damage that may arise or come to light in the future.

Prevention policy

The Group pays particular attention to prevention of industrial risks and protection of the environment, in order to limit
the probability of an adverse event occurring (see Chapter 5, section 5-3-4). The sites where environmental risks have
been identified apply the relevant regulations and implement operational procedures, quality systems and a set of
security measures specific to each individual business sector. For flood risk management, Lagardére Active and Lagardere
Publishing have a business continuity plan for potentially affected properties, including preventive and curative measures
to ensure the safety of people and property, and protection against business interruption.

Assessment of risk impact

The Group has no knowledge of any items or situations likely to have a significant impact on its assets or operating results,
and is unaware of any environmental issue that may affect its use of property, plant and equipmentin its operations.

In view of the Group’s limited exposure to industrial and environmental risks, the costs related to evaluation, prevention
and treatment of those risks are included in the investment and expense accounts concerned, as their relative scale is
too small to warrant separate reporting. Under this policy, the consolidated financial statements for 2007 incorporate
no provision or guarantee for environmental risk, and no expense resulting from a court ruling in an environmental case
or action taken to repair environmental damage.

Lagardére Reference Document 2007
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Insurance policies - Risk coverage

Risks that cannot be totally eliminated are retained or transferred to the insurance market when such measures are
warranted by theirrelative size,depending on the availability of coverage onreasonable terms. The Group (excluding EADS)
has a captive insurance company based in the USA for certain risks of the Distribution Services division in North America.
The relevant insurance policies are not substitutes for the insurance described in section 3-4-1 below, but complementary
to thatinsurance.

The Group alsoreservestherighttobeitsowninsurer forcertain risks thatare difficultorimpossible toinsure. The divisions
may find it necessary to insure part of their high-frequency risks themselves, up to a cumulative ceiling of €1 million.

Insurance policies concerning EADS are taken out and managed under EADS’ sole responsibility, and are described in
EADS’ registration document.

Insurance policies

The major insurance policies cover property, business interruption and civil liability. Depending on the type of risk,
coverage consists of permanent policies and additional or temporary coverage for specific projects.

In 2007 and for the year 2008, Lagardére and its divisions were able to renew insurance coverage for their activities
throughout the world. The Group optimises budgets in many cases through a coordinated insurance procurement policy.

The Group selects its insurers carefully and regularly reviews their creditworthiness.

Risk coveragee

Many insurance policies are taken out at the level of the divisions and their sites. Given the wide diversity of situations,
itisnot possible to give full details of all ceilings.

Insurance for damage/loss and business interruption

Risks insured

Insurance policies cover therisks of fire/explosion, damage caused by lightning, water or high winds, natural catastrophes,
and terrorism. When specific national legislation applies to these risks, the cover is subscribed in compliance with
the relevant laws in each country concerned.

Limits to coverage

As a general rule, insurance for damage and losses or business interruption is taken out for the amount at risk (value of
the assets and cost of businessinterruption);in some cases, the policies comprise contractual indemnity limits agreed with
theinsurer. The excesses are appropriate to the capacities of the divisions and their sites.

The highest insurance coverage subscribed in the Group is €400 million for certain facilities of Hachette Livre. The other
amounts insured are no higher than €100 million. Sub-limits specific to certain risks may also apply within these overall
limits (for storms, earthquakes or flooding, for example).

Civil liability
Risks insured

For liability arising in connection with operations and products causing third party material damage or bodily harm,
insurance cover is subscribed at the level of the division or business line.

Limits to coverage

The maximum severity of exposure to liability claims is difficult to assess, and the levels insured by the divisions and
theirsitesdepend on the availability of coverage atan acceptable economic cost. Excluding the United States, the amounts
of coversubscribed towithinthe Group are generally between€5million and €10 million, with an additional €20 million after
an excess of €10 million for media activities in Europe.

In the United States, the highest limit is $100 million (excluding self-insurance). Sub-limits specific to certain risks may also
apply within these overall limits.

Chapter 3 Risk factors
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In 2008, the global budget for the main insurance policies subscribed by the Group is an estimated €13.4 million (excluding
collective insurance) distributed as follows:

- Damage/loss, and business interruption: €4.5 million;
- Civil liability: €3.4 million;

- Other (mainly automobile, transport, exhibitions, personal insurance and filming insurance): €5.5 million.
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General description of the Company

Corporate name and commercial name
Corporate name: Lagardere SCA

Commercial name: Lagardere

Head office, address, telephone number

- Head office:
4,rue de Presbourg - 75116 Paris, France

- Postal address:
4, rue de Presbourg - 75116 Paris, France

- Telephone number:
+33(0)14069 16 00

Legal form and governing law

Lagardere is a French limited partnership with shares (société en commandite par actions),
governed by the laws of France.

Commercial Register and registration number

Lagardere is registered in the Commercial Register (Registre du Commerce) under number 320 366 446 RCS Paris.

Date of incorporation and duration of the Company

Lagardere was originally incorporated on 24 September 1980 for a term that will expire on 14 December 2079.

History

The original object of Lagardére SCA, named MMB up to the end of 1992, and subsequently Lagardere Groupe until
June 1996, was to unite all media sector assets held by the Matra group in 1982 prior to the French State’s acquisition of
aninterestin Matra’s capital, so that the State would not be in a position of control.

Under the initiative and management of Jean-Luc Lagardere, the Company then took over control of Hachette and
subsequently Matra, which returned to the private sectorinearly 1988. Atthe end 0f 1992, these two sub-groups’ operations
were combined when their two holding companies were merged to form a new company called Matra Hachette. At the same
time, the Company changed its legal form and became a French limited partnership with shares.

The restructuring process was completed in June 1996, when Lagardére Groupe absorbed Matra Hachette, and adopted
its current name of Lagardere SCA.

Since then, the following changes in the Group’s structure have taken place:

- Operations outside the media and communication sector were sold or discontinued, as follows:

-the Transit Systems business (the VAL light railway and railway machinery) was sold in 1994, and certain assets
considered non-strategic (billboard advertising, Grolier Inc) were sold in 1999;

-auto-making activities were discontinued in 2003 when automobile engineering activities were taken over by
Pininfaring;

-the last of Banque Arjil’s businesses were sold in late 2004.

- Major alliances were entered into in the Defence and Space industries. This European alliance strategy was initiated
intheearly 1990s, with animportant developmentin 1999 when Aerospatiale Matra was formed through the contribution
of Matra Hautes Technologies - which held all Matra Hachette’s aerospace businesses - to Aerospatiale. The process was
completed on 10 July 2000 when all of Aerospatiale Matra’s businesses were merged with DaimlerChrysler Aerospace
A.G. and the Spanish company CASA to form the European company EADS NV, in which Lagardere SCA indirectly held
an interest of approximately 15%. This interest was reduced to 12.51% at the end of 2007 following the sale of 2.5%
of EADS’ capital inJune. It will be further reduced to approximately 7.5% over the period June 2008/June 2009, through the
sale of two tranches of 2.5% of EADS’ capital.

Chapter 4 General description of Lagardére SCA
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- Lagardeére strengthened its media and communication activities, by means of:

- a total takeover of businesses in these two sectors, with the bid for Europe 1 Communication (audiovisual activities)
in 1999, and the share exchange offer for Hachette Filipacchi Médias, followed by an offer to purchase all of
the remaining minority interests (Print Media activities) in 2000;

-several agreements signed since 2000, essentially in the audiovisual sector (in 2000, for the acquisition of
a 34% interest in CanalSatellite, replaced in 2007 by a 20% interest in the pay television operator Canal+
France) and Book Publishing (acquisition in 2002/2004 of Vivendi Universal Publishing’s European assets in
France and Spain, purchase of Hodder Headline in the UK, and agreement in 2006 for the takeover of Time
Warner Book Group. The importance of the Print Media and Distribution Services activities also increased,
but through internal growth rather than external acquisitions;

-in late 2006, Lagardere announced the combination of its magazine publishing activities and its audiovisual
and digital activities into a new entity, Lagardere Active. Through this new division, the Group intends to achieve a
position among the leading international content publishers for all media, become a worldwide “brand factory”, and
accelerate its migration towards digital media.

- Finally, Lagardere also set up a Sports division through the acquisitions of:

- Sportfive on 24 January 2007; Sportfive acts as a partner to sporting bodies and clubs, helping them to extract maximum
value from their broadcasting and marketing rights;

- Newsweb, one of France’s leading Internet content publishers, and a specialist sports news provider;

- IECin Sport, a Swedish company specialised in the management of sports rights.

4-3 Organisation chart - Principal subsidiaries - Relations between the parent
company and subsidiaries

Lagardere’s role in respect of its subsidiaries is described in Chapter 7, section 7-4 of this Reference Document, and
in Lagardere SCA’s corporate financial statements (including notes) as contained in Chapter 6, sections 6-4 and 6-5.
Note 6 to Lagardere’s consolidated financial statements also includes segment financial information, by division and
by geographical areas.

Lagardére

SCA @@

100 %

HACHETTE SA ©

100 % 100 % 100 % 100 %
HACHETTE LIVRE SA LAGARDERE ACTIVE SAS LAGARDERE SERVICES SA LAGARDERE SPORTS SAS
All activities of the All activities of the All activities of the All activities of the
Formerly Book Formerly Distribution
Publishing Services

(1) Organisation at 1 March 2008.
(2) At 31 December 2007, Lagardére also held a 20% interest in Canal+ France and a 12.51% interest in EADS, both accounted for by the equity method.
(3) Hachette SA is the ultimate holding company for all Lagardére’s media operations (Lagardére Media).
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As indicated in Chapter 7, section 7-4-1 on the Group’s general organisation, Lagardere SCA is a holding company which
exercises its operational business activities through its subsidiaries.

The principal subsidiaries, owned via the 100%-controlled holding company Hachette SA, are:
- Hachette Livre, a 100%-controlled French company thatis the holding company for the Lagardere Publishing division.

- Lagardére Active SAS, another 100%-controlled French company that is the holding company for the Lagardére Active
division and holds the Group’s investments in the press, audiovisual (radio, TV, production), advertising space sales, and
digital sectors via several sub-holding companies.

- Lagardére Services, also a 100%-controlled French company, the holding company for the Lagardere Services division
(Relay outlets, airport shops and Virgin stores.

- Lagardére Sports SAS, another 100%-controlled French company, set up as the holding company for the subsidiaries
in the new Sports division, including Sportfive.

A detailed list of Group subsidiaries and their locations is included in the notes to Lagardeére’s consolidated financial
statements (Chapter 6, note 33). Details of the positions and appointments held in these subsidiaries by Lagardere SCA
management are presented in Chapter 7, sections 7-2-2 and 7-2-3.

The Group’s economic organisation (i.e. the distribution of activities by sector) is described in Chapter 5, section 5-1. There is
nosignificant functional dependency between the Group’s various entities.

Section 5-2 presents the businesses carried out by the principal Group subsidiaries, and the key financial information
concerning these companies is reported in note 6 to the consolidated financial statements.

Finally, the amount and nature of financial transactions between Lagardére SCA and Group subsidiaries are described:

-in section 7-4-2-1 of this Reference Document and in the Statutory Auditors’ Report on regulated agreements
(see Chapter 6, section 6-8) concerning the amounts paid by Group subsidiaries to Lagardere Ressources;

-in section 7-4-3-1, C 2 concerning the principles governing commitments and cash flows between Lagardere SCA and
its subsidiaries.

Major investments

Investment and innovation policy

Purchases of property, plant and equipment and intangible assets

In the field of the media, the innovation policy is not reflected in capital expenditure policies. The internal costs of
creating a work, principally in the book publishing, print media, Internet websites and digital terrestrial television sectors,
are not capitalised.

(in millions of euros) 2006 2007

Lagardere Media 149 218
OtherActivities 5 9
Total 154 227

Purchases of investments

(in millions of euros) 2006 2007

Lagardere Media 1,030 1,155
Other Activities 75 7
Total 1,105 1,162

(1) Until the end of February 2008.
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4-4-2  Major investments in 2006

4-4-2-1 Time Warner Book Group
See Chapter 5, section 5-2-1-1 - B 2) of the French Reference Document for 2006 filed with the French Financial Market
Authority (AMF) on 3 April 2007

4-4-2-2 Newsweb
See Chapter 5, section 5-2-1-4 - B) of the French Reference Document for 2006 filed with the French Financial Market
Authority (AMF) on 3 April 2007.

4-4-2-3 Canal+France

See Chapter 5, section 5-2-1-2 - B 2-6) of the French Reference Document for 2006 filed with the French Financial Market
Authority (AMF) on 3 April 2007.

4-4-3 Major investments in 2007

4-4-3-1 Sportfive
Value of the transaction: €859 million - (See Chapter 5, section 5-2-1-4 - A 1-1)

4-4-3-2 Jumpstart
Value of the transaction: €61 million - (See Chapter 5, section 5-2-1-2 - B 2-8)

4-4-3-3 |ECIn Sport

Value of the transaction: €39 million - (See Chapter 5, section 5-2-1-4 - A 1-2)
4-4-3-4 Nextedia

Value of the transaction: €48 million - (See Chapter 5, section 5-2-1-2 - B 2-8)
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5-1 Lagardére SCA - Business activities and strategy

Operating in more than 40 countries, the Lagardere Group is a world leader in the media industry. At the end of 2007,
Lagardere also held a 12.51% strategic share in the EADS group, which will be reduced to 7.5% by June 2009.

Attheend of 2006, Lagardére stepped up the pace of its in-depth transformation, firstly by combining its kmagazine publishing»
and «audiovisual» businesses to create a high-performance business segment producing innovative contents for the digital
world, and secondly by asserting itself as a key player in the world of sports, particularly through the acquisition of Sportfive.

Lagardére therefore presentsaradically different profile to the world today: that of a major Media corporation still actively
engaged in the news, education, culture and entertainment businesses, but with a contemporary concern for strategy
adjustment to keep abreast of technological advances in the audiovisual industry.

Resolutely looking to the future and attentive to the demands of today’s globalised market, the Group is demonstrating
its capacity to reinventitself in response to changing lifestyles in the digitally mobile age.

* Kk k

The Group’s decision at the end of 2006 to merge its magazine publishing and audiovisual businesses to form a
new operating division called Lagardére Active paved the way for streamlining of its portfolio of business activities
and instatement of a new management structure in 2007. Also on the agenda was the continuing strategy of transition to
digital media, to boost growth and profitability.

More precisely, the Group has embarked on a plan aimed at:
- enabling the «magazine» division to focus on segments and geographic areas that offer solid growth potential;

- setting up the foundations of the Lagardere Active division, which aims to become the leading producer of editorial,
particularly digital, contents and their aggregation across a range of markets in which the Group is already active.

Lagardere Active’s strategy remains firmly focused on the six priorities defined at the start of the year:
1.the implementation of a new, more marketing and digital-oriented corporate culture,

2.a policy of streamlining the portfolio of business activities, including discontinuation of some magazines, disposal of
certain insufficiently profitable international operations or their replacement by licence agreements, and sale of
the photograph agency business and interests in regional daily newspapers,

w

.the determination to enhance profitability by implementing a cost savings plan in the order of €70 million for a full year
by 2009,

~

~apolicy to restimulate certain traditional activities (magazines, radio, audiovisual),

5. formation of an advertising sales agency combining the businesses of Interdéco (print media) and Lagardere Active
Publicité (audiovisual media), to create a fuller and more innovative cross-media offer to adapt to the changing
requirements of buyers. Through the synergies created, this merger should also improve staying power in the face of
the current decline in growth in the magazine publishing sector,

(2]

.the continued implementation of an ambitious digital strategy, combining organic growth and external growth, as and
when opportunities arise. By the end of 2009, digital revenue is expected to represent 5% to 10% of Lagardeére Active’s
total revenues, depending on acquisition opportunities (compared to less than 1% in 2006).

The management has set itself the following objectives to be achieved by 2010:
- improve the profitability of the division,

- accelerate the pace of the transition to digital and develop a strong cross-media presence on certain editorial segments
foraglobal audience, including women’s interests and cars.

Concerning Lagardere’s share in Canal+ France (the Canal+ group’s pay television business), the agreement signed in 2006
provides full latitude for action between now and 2010 (maintaining the share at 20%, increasing it to 34% or applying
the liquidity clause).

Already theleaderin France fortelevisiondrama, the Group will continue toimplement a growth strategy, taking advantage
of any opportunities arising from the reshaping of relations between broadcasters and producers following the shift in
the standard French format for dramaseries from 90 to 52 minutes, and by stepping up initiatives with the aim of becoming
a key player in entertainment programmes for immediate broadcast.

In the field of book publishing, Lagardére Publishing gave priority to the three major language groups, English, French
and Spanish, (education, general literature, illustrated books, Youth, practical guides, etc.) which together represent 60% of
theworld market. Thelargest European publisherandsecond-largest worldwide, Hachette Livreis therefore one of theleading
players on a market where its most powerful rivals are mainly from the United Kingdom, the United States and Germany.

(1) Lagardére’s Book Publishing Division is now called "Lagardére Publishing".
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The strategic evolution of Hachette Livre has been rolled out at international level since in 1996, drawing first on the success of
the“part works”business, then continuing by significant acquisitions such as the takeover of the assets of Editis (Vivendi group)
in 2003, Hodder Headline in the United Kingdom in 2004, and the Time Warner Book Group in the United States in 2006.
This internationalisation strategy has allowed the Group to rebalance its markets by geographic area and by business
segment. Hachette Livre also improved its profitability, which is now on a par with the best global players.

The key success factors in Hachette Livre’s publishing strategy reside in the combination of well-balanced positioning
(geographic areas, preferential segments) and its decentralised organisation that leaves a large measure of autonomy to
the different entities and publishing houses it comprises.

In the near future, Hachette Livre’s prospects will depend on expansion in certain industrialised countries (particularly
the United States, the United Kingdom and Spain), and in the emerging markets in Asia (Ching, India) and Latin America
(Brazil, Mexico); they are also tied in with Hachette Livre’s capacity to offer appropriate products for the new consumer
trends (correct formats, availability through various distribution channels and media, including electronic). The arrival of
digital technology and the Internet represents an opportunity. One example is education and practical guides, domains
in which Hachette Livre has developed a range of interactive educational products and services available through
an extranet, providing resources for teachers. The company also runs websites specialised in tourist information.

In the distribution and services" business, Lagardére Services, the world leader in press distribution, is focused on
two business lines:

- retail sales, dedicated to services for travellers, and the sale of cultural leisure products,
- press distribution, for both national and international publications, to sales outlets.

Lagardere Services continued to develop retail activities in 2007, testing new commercial concepts and renewing
a large number of franchise agreements in train stations and airports. Lagardere Services’ subsidiaries signed new
press distribution contracts in Europe, North America and Asia, thereby reinforcing their unique expertise as a specialist
distributor of communication products.

For the past three years the variations of the Relay brand, with Relay Services and Relay Livres, have offered travellers
arangeof productsincludingemergency groceriesand other productsand convenienceservices, inaddition to the traditional
range of reading materials.

Under the strategic policy of developing business in transport locations, an agreement was signed in December 2007
for sale of a majority investment in Virgin Stores to Butler Capital Partners. Virgin Stores is a market leader in France
in the distribution of cultural and entertainment products.

Launched in 2006, HDS Digital is an unusual entity offering surfers the possibility of downloading material from over
140 magazine sites through a virtual electronic newsstand.

With a prestigious heritage in sports, in early 2007 Lagardere acquired Sportfive, the leading manager of European football
marketing and television rights. This acquisition is part of a long-term strategy aimed at reinforcing the Group’s presence
in high growth potential media contents of an exclusive nature: it is a concrete expression of the dynamic already set
in motion in the sports business over the past three years, and will also have the support of the Group’s international
advertising space brokers. Today, Sportfive operates mainly in football, the most highly developed and most attractive
sports market in the world; the company has a portfolio of rights representing over 250 clubs and 50 of the principal
European sports federations and leagues, as well as the broadcasting rights for prestigious international events such as
the Euro 2008 tournament matches.

Lagardere alsosigned an agreement for acquisition of Newsweb, one of the leading French Internet publishers and content
producers with particular specialisation in sports news. Newsweb complements Lagardére in three respects: contents,
advertising space brokerage and digital expertise.

In June 2007 Lagardere acquired the Swedish company IEC (International Events and Communication in Sports) which
specialises in negotiating media rights.

In addition to the growth of business in sports, the Group is also implementing an active sports sponsorship policy
(see section 5-3-3 below).

(1) Lagardére’s "Distribution Services" division is now called "Lagardére Services".
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The Group’s principal activities and main markets - Operations during 2007

Lagardére Media
. Meda
2003 2004 2005 2006 Restated 2007
Contribution to consolidated net sales 7,944 7,501 7,901 7,910 8,582
Contribution to consolidated operating income 427
Contribution to consolidated recurring profit 470 503 520 636
before associates®
Number of employees 26,239 30,786 30,863 31,528 32,810

(1) Reccuring operating profit before associates (as defined in note 3-3 of the consolidated financial statements).

Segmentinformation by division is given in note 6-1 to the consolidated financial statements, in Chapter 6.

Lagardére Publishing

Principal activities and main markets

Hachette Livre is now the second largest publishing house worldwide and the largestin Europe. The Division isin a position
to equal its major competitors on each of its markets.

In 1stposition in France, the United Kingdom and Australia & New Zealand, 2nd position in Spain, and 5™ in the United States,
since it was founded in 1826 Hachette Livre has always held the ambition to publish, sell and distribute high-quality
innovative books which satisfy its readers’ thirst for knowledge, culture and entertainment.

This mission is today accomplished by 7,537 employees who contribute to the growth and long-term presence of the Group.

Hachette Livre has a balanced portfolio that is diversified across the editorial spectrum (textbooks, general literature,
illustrated books, part-works, dictionaries, youth works, etc)) and strongly anchored in the three major language areas
(English, Spanish and French). It offers new bases for development by geographic area and business line, so the Group can
capitalise on the most buoyant segments and the most dynamic markets.

* x %

With thisstrong balance established, in 2007 the companiesin the Division achieved sales of €2,130 million (base: contribution
to Lagardeére’s consolidated net sales).

Of the total 7,537 people employed in 2007, 2,926 worked in France, 1,830 in the United Kingdom, 1,167 in Spain and 847
in the United States.

Activities and structure of Hachette Livre

Hachette Livre’s business model is present across the book publishing/distribution value chain: with its reputed publishing
housesandbrand names, the Group knows how to make the mostofits high-quality relationshipswith authors, the expertise
of its sales forces, the rigorous logistics of its distribution network and the commitment of its qualified employees.

The autonomy of the publishing houses, which are independent and fully responsible for their own creative processes and
editorial decisions,encourages both creativity and internal competition. The large degree of autonomy that Hachette Livre
allows each of its operating divisions is one of the key factors in its success: Hachette Livre’s divisions constitute
a federation of small and medium-sized independent publishing houses, each with its own native corporate culture
and specific, not to say unique, editorial tone.

Each publishing house is responsible for relations with its own authors. Individual relationships are of extremely high
quality, enabling control of the copyright portfolio, good supply to the paperback sector and licensing and character
merchandising opportunities.

Central management functions allow the Group to take advantage of economies of scale, maintain a healthy financial
position and make decisions from a global point of view in terms of balance and portfolio.

All of these assets taken together make Hachette Livre France’s leading publishing group:inits main markets, against such
prominent competitors as Editis, Gallimard, Flammarion, Albin Michel, La Martiniére-Le Seuil and Media Participations,
Hachette Livre occupies the leading position both on fragmented markets (general literature) and traditionally more
concentrated segments (such as textbooks and dictionaries).
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A_

1

Outside France, Hachette has succeeded in moving up from 13 to 274 position worldwide in the space of a few years,
in the face of major competitors such as Pearson, McGrawHill Education, Random House, Scholastic, De Agostini,
HarperCollins and Holtzbrinck.

Activities in France®

The Literature Division comprises prestigious publishing houses: Grasset, Fayard, Stock, Calmann-Lévy, Lattes, Hachette
Littératures, Le Livre de Poche and Harlequin. Each has its own predominant lines, but remains in competition with the Group’s
other publishing houses, as well as those of rival publishing groups.

Hachette Illustré covers the entire range of illustrated works, from the ‘useful’ to the ‘entertaining’. The number one in France
for practical guides and DIY, with Hachette Pratique and Marabout, and also number one for travel guides with Hachette
Tourisme and Le Routard, Hachette lllustré is also active in the field of art books with two prestigious publishers, Le Chéne
and Hazan. The Division also includes Hachette )D and possesses valuable editorial archives in children’s works, including
characters such as Babar, Noddy, and Titeuf.

Hachette Livre is France’s leading publisher® of textbooks through two separate entities, Hachette Education and
the Alexandre Hatier group. These sub-groups comprise reputed publishers such as Hatier, Didier and Foucher and strong
brand names - Bled, Bescherelle, Littré, Gaffiot - who also put Hachette Livre in a leading position in the market for
extra-curricular works.

In Reference works and Dictionaries, the most famous assets include Larousse and Harrap’s. Hachette Livre is no. 1
in France for both monolingual and bilingual dictionaries. Larousse enjoys international renown, and achieves over 40%
of its sales outside France. It has become a particularly well-established brand in Latin America.

Part-works are published by the Encyclopaedias and Collections Division, which has seen considerable international
expansion particularly in Europe and Asia, in Spain through the subsidiary Salvat Editores, in the United Kingdom, Japan,
Poland and Italy (with Hachette Fascicoli). Its marketing skills and capacity to create new products make it the no. 2 player
worldwide and a real asset for the global performance of Hachette Livre.

The Division’s Academic and Professional business segment comprises Dunod and Armand Colin. Leaders on the French
market, these publishing houses are carefully preparing for the digitisation of contents in the sector.

Distribution, for Hachette Livre and other publishing houses under exclusive contracts, is achieved through a network
managed from the national centre in Maurepas, in the Greater Paris Region. Hachette Livre handles 251 million copies
per annum and supplies 12,000 bookshops, newsstands and supermarkets in France. Hachette Livre Distribution,
the no. 1 distributorin France, also operates in Belgium, Switzerland and French-speaking Canada.

Activities outside France®

In the United Kingdom, Hachette Livre is the leading trade publisher, with seven divisions: Octopus, for illustrated books,
Orion, Hodder Headline and Little, Brown for general literature, Chambers Harrap’sin the dictionaries sector and Hachette
Children’s Books Group in the youth sector.

These publishing houses and their different brand names have also enabled Hachette Livre to develop operations
in Australia and New Zealand, where the Group occupies the leading position.

Hachette Livre is also a key player in the textbook market with Hodder Education, which is in second position for middle
school and high school textbooks.

Hachette Livre has a distribution activity in the United Kingdom via its two centres BookPoint and LBS (LittleHampton
Book Services).

In Spain, Hachette Livre is the second largest publishing house in the country, and the leading publisher of textbooks
through Anaya. Like Brufio,Anayaisactivein educational publishing,andis also presentin the extra-curricular, general literature
and youth segments. In addition, Salvat Editores, a publishing house with operations in Spain and Latin America, provides
the Group with significant business in Part-works and its position as Spain’s second largest publisher of Reference works.

In the United States, Hachette Livre is the 5" largest trade publisher, with five publishing houses. Grand Central Publishing
(formerly Time Warner Books) and Little, Brown Adult on the general literature market, Young Readers on the Youth segment,
Nashville on the Religious literature segment and Audiobooks on the fast-growing market for audio books.

Hachette Livre also has a distribution activity in the United States.

Worldwide, Hachette Livre is represented either directly or indirectly in more than 70 countries across all of its business lines.

(1) The competitive positions of Hachette Livre take account of the statistics provided by the IPSOS (market survey) panels to which the Group subscribes.
(2) Internal estimates.
(3) Source: Internal data, based on Nielsen Bookscan in the United Kingdom, and internal sources in Spain.
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B) Operations during 2007

Contribution to consolidated sales 2007: €2,130 million

Distribution of sales by activity - France

2007
Education 28%
General literature 18%
lllustrated books 20.7%
Academic and professional 4.7%
Other 28.6%
Total sales 100%

Distribution of sales by geographic area

2007
France 31.8%
United Kingdom 213%
United States 16.5%
Spain 9.8%
Other 20.6%
Total sales 100%

2007 was ayear of organic growth in publishing and distribution across Hachette Livre’s three principal geographic operating
centres: France, the United Kingdom and Spain. The Group’s geographic expansion was also confirmed in the Spanish
language group with the acquisition of textbook publishers Patria in Mexico and Escala in Brazil, and consolidation
of the Group’s positions in France through the acquisition of Pika, a publisher of mangas, and in the United Kingdom,
with the acquisition of Piatkus, a publisher of popular novels and practical works.

2007 was also marked in France by the decision to develop the market for audio books through joint creation with Albin Michel
and France Loisirs of the company Audiolib. The first titles will be available from February 2008.

With sales of €2,130 million, Hachette Livre generates approximately 68% of its sales outside France and remains faithful to
its model: combining a balanced portfolio of activities with profitable growth.

France

In Literature, 2007 was marked as anticipated by the waning of the Dan Brown phenomenon at Lattes, counterbalanced
by the success of Simone Veil’s Une Vie and Philippe Claudel’s Le Rapport de Brodeck (which won the Goncourt des Lycéens
prize) at Stock. This publishing house also won the Prix du Roman de L’Académie Francaise for Ap J.C. by Vassilis Alexakis,
while Grasset won the Médicis essay prize for Lannée de la pensée magique by Joan Didion. Fayard enjoyed considerable
success in Non-Fiction, while Le Livre de Poche enjoyed a second year of growth thanks to good sales for new novels,
particularly Philippe Grimbert’s Un secret.

In Education, Hachette Education and the Hatier group performed well on a textbook market that was expanding for
the middle school sector, with the continuing reform of 3 year scientific subjects and 2" year English, and in the primary
school sector.

Hachette International, following a successful bid in 2006 in response to a call for tenders issued by La Coopération
technique Belge on behalf of the Democratic Republic of Congo, delivered 3.8 million copies of a French textbook for
2" and 3 grade primary school classes.

On the market for /llustrated Books for the general public, Hachette lllustré had an excellent year, both in the high-growth
market for practical works, with resounding successes at Marabout and Hachette Pratique, and in the Youth sector,
withgood performancesfromnovelsintheiroriginallarge formateditions,licences(CharlotteauxFraises)and the success of
Ratatouille titles for Disney Jeunesse, and in Tourism, which saw a return to growth with the rising popularity of short
trip collections.
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In Reference works (Encyclopaedias)and Dictionaries, the corrective measures taken at Larousse the previous year at both
organisational and editorial levels produced a tangible improvement in the results this year, despite the expected decline
in business. The 2008 edition of the Petit Larousse Illustré, which went on sale at the end of 2007, met with considerable
success. Another remarkable success was the Larousse Gastronomique. The entire print run of the modern, revamped
new edition - the first in fifteen years - sold out in record time.

In the Academic and Professional sector Armand Colin had a good year on two segments, works for the general public
and competitive examinations, while business levels were stabilised at Dunod as the fall in Academic sales in adeclining market
was offset by growth in the Professional segments.

In Distribution, the major event of 2007 was the successful merger effective from 1 January in the academic business
segment (Dunod and Armand Colin), which involved the absorption of an additional ten thousand references and
the transfer of astock of six million copies to Hachette Livre. The new business activity of mail order book sales on behalf of
publisherssuch asMassonand Dallozwas alsointroduced. Books ordered directly from these publishers are now delivered
and invoiced to the customer on their behalf by Hachette Livre.

Outside France

The United Kingdom: for Literature, Hachette Livre UK strengthened its leading position with a number of best-selling
Non-Fiction works (R. Brand’s My Booky Wook from Hodder Headline, R. Hammond’s On the Edge from Orion,
Ewan McGregor and Charley Boorman’s Long Way Down from Little, Brown). Meanwhile in Fiction, Hodder Headline had
a particularly prosperous year, with Jed Rubenfeld’s novel The Interpretation of Murder achieving sales of one million
copies after winning the “Best Read of the Year” award on Channel Four’s Richard and Judy show, and Martina Cole
achieving her customary success with Faces. lan Rankin’s Exit Music from Orion and Patricia Cornwell’s Book of the Dead
from Little, Brown provided Hachette Livre UK with 19 inclusions in the Sunday Times’ December bestseller list, which has
45 entries in five different categories. Hachette Livre UK published a total of nine books in the top fifty bestsellers of 2007
in the United Kingdom.

In Education,2007 was marked by adeclinein the textbook sector due to the absence of educational reforms, prior to changes
in the A-level and Key Stage 3 curricula scheduled for 2008.

Onthe market for /llustrated Books, results at Octopusimproved compared to 2006, particularly in the export of co-editions
in foreign languages and to the US market.

Business in Australia again enjoyed strong expansion in 2007 with the successful merger of Little, Brown and Orion in sales
and distribution.

Spain and Latin America: In Education, Anaya registered an excellent performance, particularly in the pre-school and middle
school sectors with the reform of levels 1and 3, while sales in the primary school sector declined following the provision of
free textbooks in the Andalusia region in 2006. Brufio also enjoyed growth in the middle school sector.

2007 was also a good year for Anaya and Brund in General interest books, particularly in the computing segment for Anaya
and with the publication of Asterix and friends for Brunad.

In Mexico, Larousse’s performance was variable, with good growth in the trade sector hampered by a decline in textbooks.

Inthe United States, Hachette Book GroupUSAhad arecordyearintheAdultcategory with five new books fromJames Patterson,
published by Little, Brown, and the success of Stephen Colbert’s | am America at Grand Central; and in Teen Reads with
the publication of Eclipse, the third book in Stephenie Meyer’s saga. These performances and those of flagship authors
such as David Baldacci, Anita Shreeve and Nicholas Sparks, together with a large number of lesser-known authors,
gave Hachette Book Group USA 82 books in the New York Times’ bestseller lists in the hardcover fiction category, thirteen
in the trade size paperback category, fourteen in mass market paperbacks and twenty-two in the Youth category.
Hachette Book Group USA also signed contracts for the memoirs of Ted Kennedy and Ted Turner, and with Tom Wolfe for
his next novel, scheduled for publication in 2009.

On the markets for Part-works, 2007 saw further growth despite the decline in backlists on mature country markets, which
was counterbalanced by a strong programme of new titles in Italy and the United Kingdom, and growth in Germany, Japan
and Latin America, where the strategy of repeating the major European successes continued to bear fruit, providing a new
source of future growth.
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Disposals of assets

Hachette Livre sold the Brufio warehouse in Spain after Anaya took over distribution.

Investments

With the acquisition of Pika Editions in February 2007, Hachette Livre entered the high-growth market of manga publishing
in France, reaching third position.

In the United Kingdom, the acquisition of Piatkus, a publisher of popular novels and practical works, including bestsellers
by Nora Roberts and David Allen, strengthened the market positions of Little, Brown on the UK trade market.

Hachette Livre also continued to implement a policy of reinforcing its market positions in the Spanish language group,
with theJuly acquisition of majority investmentsin the textbook publishers Escala Educacionalin Brazil,and Patria Cultural
in Mexico.

Outlook

Strengthened by its new position as the second-largest book publisher worldwide, Hachette Livre intends to continue
the strategy announced over the past few years:

-To reap the benefits of synergies made possible by the recent acquisitions, its new size and its diversity, particularly
by coordinating international resources to seize hitherto inaccessible opportunities, with priority given to English and
Spanish. Anin-depth examination of the relations between Hachette Livre UK and Hachette Book Group USAis under way,
to identify potential synergies, particularly in terms of the acquisition of rights.

-To expand the Group’s reach to new geographic frontiers, particularly India, where a Hachette Livre UK subsidiary
has beensetup. Itsinitial mission is publishing books for which the Group holds the English language rights for the Indian
market, with the longer-term aim of becoming a fully-fledged Indian publishing house.

-To continue to implement an aggressive digital strategy: a digital strategy cell has been set up within Hachette Livre’s general
management. Its mission is to identify opportunities and take the requisite initiatives to ensure the Group’s leadership
inthefieldofdigitaltechnologyacrossthevaluechain:rights,storage,sales, marketing and promotion.IntheUnited States,
following a call for tenders, the company LibreDigital was chosen to handle the digitisation, encoding and warehousing
of all the Group’s titles, with a view to web-based sales through the emerging e-book market.

These directions for growth will allow Hachette Livre to continue its ascension in the global publishing landscape and
confirm its positions on all the markets and languages in which it operates.

Lagardére Active

To take advantage of the opportunities offered by the rapid changes taking place in its various business lines,
the Lagardére Group’s press, audiovisual and digital activities have been brought together under the name of Lagardére
Active. The legal provisions for the reorganisation, which was announced at the end of 2006, were completed in the last
months of 2007 through a series of contributions, transfers and mergers. The end result was the official formation of
a new holding company, named Lagardere Active on 31 December 2007, for the Division’s various sub-holding companies:
Hachette Filipacchi Presse for Press publications, Lagardére Active Broadcast for Radio and Television, Lagardére Active
Digital for the digital business, etc.

As part of these transactions, to simplify Lagardére Active’s ownership structure, Hachette Holding was absorbed
by parent company Hachette SA on 31 December 2007.

This processof combining the various businessactivitiesinto new entities created by Lagardere Active should be completed
by the end of the first quarter of 2008.

The division’s goal is to become the leading producer of contents, particularly in digital form, and aggregation of content
across a range of markets in which the Group is already present. The pooling of existing skills, resources, contents and
brands will create a broad portfolio of assets, internationally as well as nationally. An ambitious digital strategy is being
implemented, comprising a mixture of internal growth drawing on the large portfolio of contents produced by the Group,
and external growth as opportunities arise.

In addition, the merger of the press, audiovisual and digital advertising sales businesses into Lagardere Publicité has created
the second-largest advertising sales network in France in terms of advertising revenue, responding to the changing requirements
of advertisers by building a fuller, more innovative cross-media offering.

The new division launched a performance improvement scheme in January 2007, called ‘Active 2009’, to streamline the portfolio
and achieve savings of €70 million by the end of 2009.
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A) Principal activities and main markets

Lagardeére Active encompasses the Press activities, Regional Daily Newspapers (which was sold in 2007), Licensing,
Radio, Special interest television channels, Audiovisual production and distribution, Advertising sales brokerage, digital
publishing and digital agency businesses, as well as a 20% share in Canal+ France.

-1 Press

Lagardere Active is the world’s largest publisher of magazines for the general public in terms of titles (close to 260 titles
published) and international operations (present in 41 countries as an operator, in a joint venture or through licence
agreements) representing over a billion copies and more than 130,000 pages of advertising.

Women’s magazines are Lagardere Active’s core magazine portfolio, which also covers themes such as Current affairs,
Automobile, Interior decor, Youth, Leisure, Men’s magazines, Celebrities and Television, in France and internationally.

Lagardere Active is in number 1 position in France®, number 2 in Spain®, third position in Italy® and Russia®, seventh
in the United Kingdom, and is the leading foreign magazine publisher in the United States®, Japan® and China".

The Press division includes Magazine publishing in France, Supplements (including Version Fémina, the most widely
distributed women’s magazine in Europe -almost 3.7 million copies are distributed by 38 daily newspapers all over France)
and International Magazine Publishing. Lagardere Active deploys variations of its proprietary brands across the countries
it operates in, with flagship publications such as Elle, Car&Driver, Woman’s Day, Red, 25ans, etc. and also Psychologies
through alicensing agreement with the Psychologies Magazine group.

Magazine publishing represents 69% of Lagardére Active’s total sales, 63% of which are achieved outside France.

Lagardere Active also owns a 42% share in the Marie-Claire group, a 49% share in the Psychologies Magazine group
and a 25% share in the Amaury group.

Inthe field of magazines for the general public, market players are either non-specialist groups presentin one or two countries
(Primediain the United States, Time Inc.in the United States and the United Kingdom, Mondadori in Italy and France, EMAP
inthe United Kingdom, etc.), or groups with global brand policies (Hearst, CondéNast).

38% of Lagardere Active’s press sales, excluding digital sales, come from the sale of magazines (a quarter of which are sold
by subscription), and 58% from the sale of advertising pages.

Over the past five years, changes in circulation have varied depending on the country and the readership segment. The
magazine market in developed countries is already quite mature, with an apparent stability resulting from continuous
renewal of the magazine titles on sale. Lagardere Active also launched and withdrew a number of titles over this period.

In the emerging countries, press circulation growth is driven by the relatively recent opening to the market economy and
the gradual improvementin the standard of living. Lagardere Active has been positioning itself on these markets for some
years, particularly in China and Russia. In Russia, through its subsidiary IMG, Lagardeére Active is the leader on the market
for TV guides (14 million readers).

As regards the magazine advertising market, 2007 ended with moderate growth in investments in the principal mature
countries, with the exception of Japan and France, where there was a perceptible declinein business mainly attributable to
the transfer of large supermarket advertising investments towards terrestrial television. In the emerging countries, growth
in advertising investments continued at a good pace, with particularly robust growth in Russia.

(1) Sources: 0JD for distribution and TNS-MI for advertising.

(2) Source: Total sales published by INFO ADEX. Total number of copies sold (0)D); Total number of readers (EGM).

(3) Source: Accounts officially published by the publishers (total sales).

(4) Source: Sales, distribution at retail price (distributors).

(5) Sources: Ad Age Top Consumer Magazine Company (total sales); TNS Media Intelligence Report (advertising sales).
(6) Source: Tax Office, Tokyo.

(7) Source: Classification of foreign publishers entitled to "copyright cooperation” with direct control.
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Changes in the advertising market 2007
France - 4.4%
United States 5.0%
Russia 30.0%
Italy 2.6%
Spain 4.5%
United Kingdom 0.8%
Japan -1.0%
China 16.0%

Adbarometer estimate, September 2007

The Group has also developed complementary activities such as Licensing, which handles variations of the “Elle” brand,
particularly in fashion, through licence holders all over the world.

Daily Regional Newspapers

Lagardeére Active decided to re-focus its press business on magazine publishing, and in September 2007 signed
anagreementtodisposeofitsRegional Daily Newspapers Divisioncomprising the Nice Matin, Corse Presseand La Provence
groups. The transaction was approved by the competition authorities on 7 December 2007. This division accounted for 10%
of Lagardere Active’s total sales in 2007.

Radio
Radio broadcasting represents 11% of Lagardeére Active’s total sales, 48% of which are achieved outside France.
In France, Lagardere Active is one of the major players in the radio broadcasting market, with three national networks:

-Europe 1, a non-specialist radio station, remaining faithful to its values of liberty, rigour and innovation. It broadcasts
dynamic news and discussion programmes. Every day, Europe 1 attracts an average 4.6 million listeners aged 13 and over®.

-Europe 2 was renamed Virgin Radio on 1 December 2007, following a licence agreement signed with the Virgin group
inMarch 2007, and the authorisationissued by the French broadcasting authority (Conseil Supérieur de 'Audiovisuel- CSA)
on 17 )uly 2007. Virgin Radio is a music channel for 15-to-34 year olds. With the key concepts of creativity, flights of fantasy
and bold originality, this pop-rock music station has its roots in the 90s and fosters the emergence of new talent.

-RFM “The best of music from the 80s to today”,is a music station aimed at the contemporary adult, which enjoys continuing
success with a3.3% audience share®.

Outside France, Lagardére Active Radio International (LARI) makes full use of the Division’s radio broadcasting skills
in seven countries (Eastern Europe, Germany and South Africa). Its 23 radio stations, mostly music channels, attract more
than 33.5 million listeners each day.

In almost all the countries it operates in, LARI is the leading group in the private radio station market: no. 1 in Russia,
Poland, Romania, the Czech Republic, the Saar region of Germany and South Africa.

In Russia, LARI operates Europa Plus, the third-largest private radio station in the country® with more than 8 million daily
listeners, and Retro FM, the number 2 in Moscow.

InPoland, LARIis the largest private operator, with RadioZet in particular reaching an audience of almost 8 million listeners
each day®.

Europa FM is the leading radio station in Romania, with 2.6 million listeners in the over-11 category out of a population
of 22 million.

In the Czech Republic, Evropa 2 and Frekvence 1 reached 2" and 3™ positions in the private radio market.

In France and abroad, these radio broadcasting activities are subject to authorisation under the national legislation
(1) Source: Médiamétrie Survey 126,000 radio 13+ age group, Nov-Dec 2007.

(2) Source: Médiamétrie Survey 126,000 radio 13+ age group, Nov-Dec 2007.

(3) Source: TNS Gallup Media.
(4) Source: SMG / KRC.
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and regulations governing the audiovisual and telecommunications industries. Within the European Community, they are
also subject to EU regulations.

Attheendof 2005, Lagardere Active held 556 French broadcasting authorisations from the national broadcasting authority (CSA),
half of which were scheduled to be submitted to the CSA for renewal between 2006 and 2008 (FM+ plan). At 31 December 2007,
90 additional broadcasting permits had been granted by the CSA, and 56 have now been putinto operation.

Over 90% of these radio stations’ revenues come from advertising sales, which largely depend on audience ratings and
the advertising market.

In France, given the cyclical, volatile nature of this market, which is highly dependent on the economic context, it is increasingly
difficult to predict developments over several months. The radio broadcasting business in France was slow in 2007, with a
decline estimated at -2.6%™. This decline is partly related to changes in the advertising investments of the large supermarket
chains following removal of the ban on supermarket advertising on terrestrial television, but results more particularly from the
considerable drop in investments from the telecommunications sector (directory enquiries, land lines, etc.).

A certain number of countries in Eastern Europe nonetheless continued to experience two-figure growth in the radio
advertising sector. Lagardére Active Radio International, which recorded strong, steady growth in both sales and profitability,
isone of the growth engines for Lagardere Active. More specifically, growth in the radio advertising market in Russia and
Romaniais estimated at 20% for 2007 and 20082, although the pace of growth in Poland and the Czech Republic has slowed.

Lagardere Active is also involved in websites for the legal purchase and download of music via the subsidiary
Virginmega.fr, co-owned with the Virgin group (majority investment in the process of being sold by Lagardere Services
to Butler Capital Partners).

Television channels

Lagardere Active is presentin two fields of special interest channels, broadcast on Digital Terrestrial Television (DTT) and
on cable and satellite:

- music, with Europe 2 TV, broadcast free on DTT, renamed Virginl7 following a licence agreement signed with the Virgin
group in March 2007, and the authorisation issued by the CSA on 17 July 2007, and 6 cable and satellite channels (MCM,
MCM Top, MCM Pop, MCM Belgium, and Mezzo - in which France Télévisions owns a 40% share).

- children and teenagers, with Canal ) (for children aged 7 to 14), on cable and satellite and as a pay channel on DTT, TiJi,
(forthe under sevens), Filles TV (for girls aged 11 to 17), and Gulli, in which France Télévisions holds a 34% share, available
on free DTT since November 2005.

With this offer, Lagardere Active occupies the leading position in France for music and children’s channels®. More specifically,
Gulliis the third largest DTT channel for children over four in households equipped with a DTT adapter, with a 3.5% audience
share. Including the terrestrial channels, it is in 8" position, ahead of Canal+ and Arte®.

These television broadcasting activities are subject to the French and European legislation and regulations governing
the audiovisual and telecommunications industries.

Mostoftherevenuesfromthesechannelsarisefromthefeespaidbythebroadcastingoperators,exceptforGulliandVirgin17,
which are freeview Digital Terrestrial Television channels, and whose revenues come entirely from advertising. However,
they have the advantage of an extended pool of potential viewers and a dynamic advertising market in this fast-growing
medium. In 2007, DTT coverage reached approximately 85% of the French population®; the number of people viewing by means
of a set top adapter (households equipped with DTT adapters plus households receiving DTT via cable or satellite) can
be estimated at 40 to 50% of the population®.

Audiovisual production

In the film and TV production and distribution business, Lagardére Active supplies all the terrestrial channels with
programme archives (drama, documentaries, animation) and programmes for immediate broadcast (features, light
entertainment, prime-time access), through its subsidiary Lagardere Images. In 2007, Lagardere Active remained the
premier producer of prime-time drama in France?” (in number of hours of programmes broadcast) and the third-largest
producer of programmes for immediate broadcast®.

Therevenue of these companiesincludes financing from the broadcasters or co-producers, along with funding from bodies

(1) Source: Adbarometer survey, September 2007.

(2) Source: Adbarometer & Zenith survey - September 2007.
(3) Source: MédiaCabSat Survey December 2006 - June 2007.
(4) Source: Médiamétrie Survey December 2007.

(5) Source: CSA.

(6) Source: Médiamétrie.

(7) Source: Ecran Total.

(8) Source: Ecran Total.
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such as the French national cinema board (CNC). The sales for a given production do not depend directly on audience
ratings, which means there is less risk involved than in the production of films for viewing in cinemas, for example.

Advertising sales brokerage

Created through the merger of Lagardeére Active Publicité and Interdéco, Lagardeére Publicité is France’s second-largest
agency in terms of total managed advertising sales, and the leader in advertising brokerage on multiple media (press, radio,
television and the Internet):

- Theleading French press advertising agency with a 28% market share, Lagardere Publicité has also developed a powerful
international network through Lagardére Global Advertising. Its subsidiaries manage non-Group publishers’ titlesin addition
to Lagardere Active’s own publications in France and internationally;

- Number 1 in radio advertising sales, with a commercial audience share of 32.8% in the 13 plus age group™: Europe 1,
Europe 2,RFM, Les Indépendants (a network of 112 independent radio stations), Oui FM, Autoroute Info and 107.7 FM;

- Television advertising sales with Lagardére Active’s channels, RTL9 and Arte;

- Web advertising sales: Elle.fr, Europel.fr, MCM.net, Infosbébés fr, Le Guide du Routard, C-Discount, etc.

Diversity is the key word, with almost 180 brands represented in a wide range of media.

Digital
Inresponse to the challenging transition to digital media and the high rate of growth of web advertising, Lagardeére Active
increased the pace of digital development from less than 1% of sales in 2006 to more than 3% in 2007.

Lagardére Active is particularly involved in:

- the field of digital publishing, with around a hundred websites all over the world, totalling 25 million unique visitors
and 400 million pages viewed by the end of December 2007, approximately double the results for 2006. Capitalising on
its strong brands, the Group’s main websites in terms of audience are Car & Driver in the United States, Elle in France
and the United States, etc. In France, Lagardere Active is the 2" largest media group in terms of Internet audience with
8.1 million unique visitors per month®;

- advertising brokerage, particularly with Lagardére Publicité, which in France attracted almost 15.3 million unique visitors®
per month and Jumpstart, an advertising agency specialising in the automobile sector in the United States;

- the media agency business with Nextedia, the no. 1 independent digital agency in France.

Lagardere Active’s websites draw their revenue mainly from advertising.

The growth of the web advertising market is related to the increasing number of users, as broadband connections become
the norm, and more time is devoted to this medium.

Growth rates are high in all countries, as the Internet is the driving force behind growth in the advertising market as a whole.

Lagardere Active also has a share in Cellfish Media, a specialist in mobile phone services in the United States, France and
Germany.Ashareinthecapital of Cellfish Mediawas opened toNorth American investorsin September 2006, and this company
isnow accounted for by the equity method.

Changes in the advertising market 2007
France 42%
United States 28%
Russia 70%
Italy 45%
Spain 40%
United Kingdom 35%
Japan 25%
China 40%

Adbarometer estimate, September 2007.

(1) Source: Médiamétrie Survey 126,000 radio 13+ age group, Nov-Dec 2007.
(2) Source: Médiamétrie - NielsenNetRatings - Dec 2007.
(3) Source: Médiamétrie - NielsenNetRatings - Nov 2007.
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B) Operations during 2007

Contribution to consolidated sales for 2007: €2,292 million

Distribution of sales by activity

Distribution of sales by geographic area

2007

Press 78.2%
Details: Magazines and supplements 67.9%
Daily Regional Newspapers 9.6%

Other 0.7%

Audiovisual 21.8%
Details: Radio 12.8%
Television 9.0%

Total sales 100.0%
Including - Digital 3.0%

2007
France 51.2%
United States 13.9%
Asia Pacific 5.2%
Italy 51%
Spain and Portugal 5.2%
Russia 9.4%
Other 10.0%
Total sales 100.0%

-1 Performance improvement plan
Athree-year performance improvement plan, comprising several components, was implemented in 2007:

- disposal of non-strategic assets: disposal of the Daily Regional Newspaper division (approved by the competition
authorities in December 2007); disposal of production companies such as Films d’lci in July 2007 and 13 Production
in September 2007; discontinuation of the radio activity in Hungary, where the multiple media anti-trust laws prevented
Lagardére Active from achieving the requisite critical size.

- concerning magazine publication, rationalisation of the portfolio of countries, with a transition from acting as operator
tolocal partnerlicence agreements. This concerned Norway (retroactive to 1)January 2007), and in the last quarter of 2007
Sweden, press activities in Poland, and Portugal;

- withdrawal of insufficiently profitable titles: 12 titles were withdrawn for this reason between November 2006 and
December 2007, in the United States (Shock and Premiére), France (Match du Monde, ’Echo des Savanes, Isa), Italy (Quark,
Rakam, Tuttomoto, Gente Mese), Spain (Asi son las Cosas), Japan (Vingtaine) and Taiwan (Elle Girl);

- programme to reduce costs by €70 million by the end of 2009.
The initial effects of this cost-cutting plan were perceptible in 2007, and were achieved through:
- aworldwide call for tenders on paper and optimisation of specifications;

- a call for tenders regarding printing services in France, revised specifications (detailed specifications, formats, offset/
rotary mix) and the renegotiation of the contractual agreementin the United States;

- aworkforce reduction of more than 10% in France, excluding the digital sector,on completion of a voluntary redundancy
scheme, the effects of which should be felt from 2008.

Lagardére Reference Document 2007
39



B-2-1

B-2-2

Lagardére Reference Document 2007

Operations in 2007 by business sector

The Division’s sales increased slightly due to strong growth in the emerging countries (mainly Russia) and the digital
business, which offset the effect of magazine portfolio restructuring, unfavourable dollar and yen exchange rates and
the mediocre performance of magazine and radio advertising markets in the mature countries, particularly France.
Circulation sales remained stable.

Press market trends varied with the different segments: there was a considerable decline in men’s magazines and hobby
magazines, but anincrease in the women’s magazines and celebrity segments.

Magazines and supplements in France

In terms of business scope, 2007 was marked by the takeover of SPF, the publisher of Version Fémina. SPF is fully
consolidated from 1 April 2007 (previously the 50% interest was accounted for by the equity method).

Circulation increased in 2007 except in the men’s magazine segment, generating a 2.9% increase in circulation sales on
a like-for-like basis compared to 2006 (0.6% with men’s magazines included):

- The major weekly magazines in particular enjoyed strong growth in circulation sales: 5.5% for Elle, 9% for Paris Match
and 24.6% for Public;

- Concerning monthly magazines, the women’s segment confirmed its sustained performance with increased sales of
Jeune & jolie, Mon Jardin Ma Maison and a good performance from Parents, which confirmed its leadership on
the parental segment;

- Télé 7 Jours stabilised its circulation (-1.3%) in a generally declining market, thanks to a renewed editorial line;

- the men’s magazine segment was challenged: the weekly edition of Choc was unsuccessful and changed to bimonthly
publication during the summer, while Entrevue saw a 12.5% decline in circulation;

- in contrast, Automoto increased circulation by 0.8% and market share also rose;

- circulation of the supplements also increased: +5% for Version Fémina, which outperformed the mass market women’s
segment, and +1.5% for TV Hebdo.

2007 was a bad year for advertising, with a 9.8% decline on a like-for-like basis. In a difficult market context, Lagardere Active
was burdened by its strong exposure to supermarket advertising, which played a major role in TV magazines in the past, and
the weakness of the men’s magazine segment. Against this background of a generally declining market, the women’s magazine
segment continued to record good performances: an increase in sales for Elle Décoration (+5.9%), Jeune & Jolie (+4.8%),
Elle a table (+16%) and Version Fémina (+3.9%). Elle magazine declined slightly (-1.5%). The good circulation figures achieved
by Public were also beneficial in terms of advertising, with a rise of 27.6%.

Magazines outside France

In the United States, 2007 was a year of restructuring, with the discontinuation of Shock and Premiere, a change in the
publication frequency of Home, the editorial repositioning of Woman’s Day, and the implementation of the performance
improvement plan (particularly as regards paper, manufacturing and distribution). With stable advertising sales and
circulation sales slightly increasing, the profitability rate of the American subsidiary increased by more than 2 points over
the previous year.

Strong growth in Russia placed the country in 3 position in 2007 in terms of press sales, behind France and the United States.

This growthis driven by the buoyant Russian market, the excellent performances of Lagardere Active’s magazine titles and

adynamic launch policy. 2007 saw the following new magazine launches:

-in March 2007, Domoi was launched on the home decoration segment, enjoying success in keeping with the boom
in the Russian building industry;

-in November 2007, the weekly women’s celebrity magazine StarHit, distributed from the outset in local editions through
18,000 points of sale in all the major Russian cities.

In Italy, the restructuring commenced in 2006 continued, and was further developed through the performance improvement
programme and the discontinuation of certain titles, leading to improvement in results with a 3 point rise in the profitability
rate. Thiswas achieved despite adeclinein salesrelated to the reduction in free-gift and cut-price bundled offers, particularly
with the weekly magazines Gente and Gioia. On the other hand, Elle and Elle Decor continued to expand, in terms of both
advertising and circulation. In September 2007, Italy launched a new monthly men’s lifestyle magazine, Riders, which quickly
received a positive reception from readers and advertising buyers.

Results improved in Spain with the positive impact of the withdrawal of Xtreme Tuning and Maxim in 2006 and Asi son
las Cosas in 2007. Spanish sales declined overall due to the discontinuation of titles; on a like-for-like basis, an increase
in advertising sales (especially for women’s magazines) compensated for the fall in circulation sales (mainly on the TV and
celebrity segment). At the same time, the Group restructured operations in Barcelona by buying out minority shareholdings
in CYPSA and merging its administrative teams with those in Madrid.
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In the United Kingdom, Lagardere Active outperformed the market in advertising, thanks to the growth of Elle, Red
and Psychologies, and in circulation (mainly due to titles such as Inside Soap, All About Soap and Psychologies). Combined
with the effect of the restructuring undertaken in 2006, this performance boosted the profitability rate by 3 points. However,
the situation remained difficult in the teenage magazine press: Sugar was adversely affected by an escalation of free gifts
and intends to seek new web-based growth.

In Japan, the economic context remains difficult and advertising sales declined (-2.4% on a like-for-like basis in terms of
titles and exchange rate) although circulation sales achieved stability in 2007. Hachette Fujingaho nonetheless maintained
profitability through the continuing streamlining operations.

Lagardere Active continued to benefit from the strong economic expansion in China, with sales increasing 18% on a like-for-
like basis. Development continued with the launch of new magazine titles: following Psychologies in 2006, Lagardere Active
launched Quo, a monthly lifestyle magazine, in April 2007.

Daily newspapers
For theregional dailies, operating results improved in 2007, particularly due to:

- savings achieved on a full-year basis through the replacement of the rotary presses (new rotary presses commissioned
in Marseille in January 2007 and in Corsica in June 2006);

+ Marseille+ free daily reaching break-even point, taking advantage of extra-local advertising revenues (Villes+network)
since the launch of Matin Plus in Paris;

- theimpact in 2006 of the strike by Corsican newspaper carriers in April and May, which had a strong adverse effect on results.

Radio

Europe 1, France’s benchmark radio station for current affairs, continued reworking its programme grid after the 2007
summer break, intensifying its positioning with the accent on the values of innovation, discussion and leadership. Europe 1
gained 0.2% in audience share between the start of the autumn 2006 and 2007%.

Of all France’s musical radio stations, bolstered by its pop-rock positioning, Europe 2 showed the greatest increase over
the year in the 13-plus age group®?. Europe 2 is the only radio station to increase its cumulated audience share through
six successive surveys. The brand change to Virgin Radio from 1 January 2008 should enable the station to accelerate
its rate of development.

With a contemporary music format summed up as “The best of music from the 80s to today” and DJ)s Jean-Luc Reichmann
and Bruno Robles, RFM is the no. 2 adult music radio station among 35-to-49 year olds®.

Outside France, Lagardeére Active Radio International (LARI) continued to expand in 2007:
- in Slovakia, with the acquisition of Okey Radio in March, providing a foothold in a high-potential growth market;

-in Romania, with the acquisition of 30 frequencies in July and August, extending the Radio21 network, and enabling
the launch of a 3™ format;

- inPoland, the acquisition of 20 stationsin the Adpoint network in August made it possible to initiate a strategy of targeted
local networks complementary to RadioZet;

- in Russia, a 4" format, KEKCfm, was launched in November 2007, offering a more comprehensive and diversified range for
listeners and advertising buyers.

These developments, combined with high audience ratings, particularly in Russia and Romania, enabled LARI to consolidate
its positionsin all seven countries where it operates. LARI’s radio stations attracted over 16 million daily listeners in Russia®,
9million in Poland®, 4 million in Romania®, 2 million in the Czech Republic”, 1 and a half million in South Africa® and 1 million
in Germany®, a total 33.5 million listenersi.

In parallel to its editorial content activity, LARI has systematically developed its own advertising brokerages with exclusive
contracts for a number of external broadcasters such as Radio Impuls, the leader in the Czech Republic and the PN network
in Poland, in addition to its own radios.

(1) Source: Médiamétrie Survey 126,000 radio 13+ age group, Sept-Dec 2006 & Sept-Dec 2007.
(2) Source: Médiamétrie Survey 126,000 radio 13+ age group, Nov-Dec 2006 & Nov-Dec 2007.
(3) Source: Médiamétrie Survey 126,000 radio 13+ age group, Nov-Dec 2007.

(4) Source: TNS Gallup Media, May-Oct 2007.

(5) Source: SMG/KRC Aug-Oct 2007.

(6) Source: SAR Sept 2007.

(7) Source: Radio Project April-Sept 2007.

(8) Source: RAMS Sept-Oct 2007.

(9) Source: AS&S May 2007.

(10) Sources: TNS Gallup Media Régions Aug-Oct 2007; MML Sk April-Sept 2007.
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Through this strategy LARI has reinforced its commercial leadership, becoming the top radio advertiser in Russia, Poland,
Romania, the Czech Republic and South Africa.

Television channels

2007 was marked by theroll-out of Digital Terrestrial Television in France, and audiences grew in line with the increasing number
of subscribers and extension of coverage. The audience share for “Other TV (DTT, cable, satellite and DSL) increased from 14.4%
t019.7%Y, largely due to the expansion of DTT. These audience results are beginning to be reflected in advertising revenue: gross
sales of the DTT, cable and satellite channels increased more than 45% in one year®?, largely driven by DTT.

In the specific fields of cable and satellite, 2007 saw mergers between French satellite operators, the extension of Lagardere
Active’s Youth channel audiences to TPS subscribers, the merger of cable operators and the introduction of broadband
television as an additional, complementary broadcasting method.

In an intensely competitive environment, the good audience results® registered confirm the excellent performance of
the Group’s channels, both on DTT and on cable and satellite:

- Europe 2 TV strengthened its leadership in the 15-24 age group, with an increase of more than 80% in this target audience.
With the change of name to Virgin 17 in 2008, the channel will strengthen its programme grid and extend its range of
services, particularly with a catch-up TV offer.

+ MCM was the number one music channel on cable and satellite for the 10" year running, with a 1.1% share of audience
in the 15-24 age group.

- Gulliis the 3" largest DTT channel, with a 3.5% audience share.

- Lagardére Active’s Youth channels represent a 10.7% share on national audience in the 4-10 age group, ahead of France 5.
Canal ) and Tiji are respectively in 51" and 6% positions on cable and satellite, for all audiences categories together, with
a1.0% and 0.9% share of audience in the 4+ age group.

- Mezzo continued to expand internationally: it is viewed by 15.4 million subscribers in 37 countries

Audiovisual production and distribution

Through its film and television production and distribution activities, Lagardére is a major partner of the terrestrial
channels for prime-time drama and programmes for immediate broadcast (features, light entertainment programmes,
etc.). Approximately 800 hours of programmes were produced, including 12 of the 100 best prime-time audience ratings
obtained in 2007 (all categories)®, which attracted between 9 and 11.3 million viewers each.

Lagardere Images was the premier producer of prime-time drama in 2007% for the sixth year running, with 102 hours of
programmes broadcast over the 2006/2007 season.

Lagardere Images excels in the production of prestigious series and one-off dramas, producing mini-series such as
Ali Baba (GMT Productions for France 2), flagship series with a recurrent hero such as julie Lescaut, Diane Femme Flic
and Famille d’accueil (GMT Productions for TF1), Joséphine ange gardien (DEMD Productions for TF1), and Pére & Maire
(Aubes Productions for TF1). Lagardere Images is also expanding business in the 52-minute format, for instance with
Merci les enfants vont bien (DEMD Productions for M6).

Lagardere Active is also in a leading position in the field of programmes for immediate broadcast, particularly through
Maximal Productions (C dans l'air, daily on France 5), Léo Vision (La grande course for Canal+), and Image et Cie (Ripostes
for France 5).

Advertising sales brokerage

The merger of Lagardere’s two advertising space and airtime brokerage companies and the resulting reorganisation gave
adynamic impetus to media sales, particularly in the press, despite a difficult market context. The Group’s paid magazine
circulations are now published quarterly, a contributing factor in the modernisation of the press advertising sector.

As the leading multiple-media advertising brokerage in France, Lagardere Publicité is developing a rich, varied media
offering to meet the requirements of advertising buyers: cross-media sales (campaigns involving at least three different media)
more than doubled during the year.

Putting the accent on digital development, Lagardeére Publicité acquired ID Régie in August 2007 and adapted its sales
organisation. Lagardere Publicité’s web advertising sales increased by more than 50% in 2007.

(1) Source: Médiamat November 2007, on the 4+ age group.

(2) Source: SNPTV.

(3) Source: Survey MédiaCabSat December 2006 - June 2007, Médiamat November 2007.
(4) Source: Mediamétrie/Médiamat on the 4+ age group.

(5) Source: Ecran Total.
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Digital
In 2007, a large number of websites were launched or revamped as part of the deployment of Lagardere Active’s digital business:

-in France, redesign of Elle.fr and launch of premiere fr in January 2007, launch of lejdd.fr in February 2007, launch of
parents.frin summer 2007 and of tele7fr in October 2007;

- redesign or launch of the Elle websites in the United Kingdom, Italy, Spain, etc. in the second half of 2007;
- redesign of the Car & Driver website in the United States, for delivery early in 2008;

- launch of the pointclickhome.com interior décor website in the United States in May 2007;

- launch of the sugarscape.com website in the United Kingdom in December 2007.

By the end of 2007, Lagardere Active had around a hundred websites, attracting more than 25 million unique visitors
every month and more than 400 million page views, an increase of 100% in just one year. In France, the audience
figures after adjustment for multiple visits showed 8.1 million unique visitors® in December 2007, an increase of 58%
from December 2006.

In the field of advertising brokerage, Lagardere Active strengthened its leadership in the automotive segment in
the United States through the acquisition of Jumpstart Automotive Media in April 2007. Jumpstart has developed unique
expertise in contextual advertising and behavioural marketing in the automotive segment, enabling it to achieve sales
growth of over 50% in 2007.

The acquisition of Nextedia, the top independent agency for marketing interactive services in France, provided Lagardere
Active with a foothold in the online media agency segment, in anticipation of changes in the digital business value chain.
Nextedia offers a full range of services, from strategic media planning to online space buying, including traffic building
and e-marketing systems to customers who wish to increase their Internet audience. Nextedia enjoys a sustained rate of
growth and doubled its size in 2007. Just over two years after it was founded, it had more than 300 employees specialising
in the new interactive marketing business lines.

Outlook
First and foremost, the performance improvement plan will be stepped up in 2008 to produce its full effects from 2009.

Advertising market visibility remains low for both magazines and radio. The Internet s the sole medium expected to continue
to benefit from sustained growth.

Inthe magazinesegment, Lagardére Active remains attentive tochangesin the competitive landscape (launches,dynamics
by segment and by country)in order to instil dynamic portfolio management and take optimum advantage of any growth
opportunities that arise.

Forthe audiovisual businessin France, theissues atstake over the coming years are still largely related to the broadcasting
networks:

- The development of the new FM+ frequency grid will be completed in 2008 with the last calls for applicants;

- The public consultations conducted by the Direction du Développement des Médias (Media Development Department)
and the CSA in autumn 2006 on the standards and roll-out of digital radio showed a wide consensus among the major
playersinradioin France,who have joined forces as the Groupement pourla Radio Numérique. Following the introduction
of legislation fixing the standards for digital radio in December 2007, the first calls for applicants with a view to allocating
frequencies will be launched in early 2008. The advent of digital radio could open up the radio market and facilitate access to
new entrants operating in competition with Lagardere Active. However, digital radio should also be an opportunity to
reinforce both brands and contents, through a streamlined portfolio of stations and an optimised cost structure;

- The roll-out of Digital Terrestrial Television continued throughout 2007, reaching 85% coverage of the population of
mainland France. Legislation dated 5 March 2007 defined the conditions for the extension of DTT coverage as well as
the legal framework for Personal Mobile Television and High Definition Television: on 10 July 2007, Lagardere Active
committed to extending coverage in the long term to 95% of the population of mainland France forits three DTT channels,
in exchange for a five-year extension of authorisations, as allowed by law. 2008 will see the start of coverage extension
beyond the 85% initially stipulated by the legislation before it was revised in 2007, and the withdrawal of analogue
broadcasting is scheduled for 2011. The terms fixed by the CSA in the decision dated 10 July 2007 will enable a gradual
roll-out as appropriate to the pace of development of the new DTT channels.

- The CSAlaunched a call for applicants on 15 November 2007 with aview to the allocation of 13 Personal Mobile Television
channels. The Lagardere Group is optimistic about the development of this new medium, which brings a new individual,
nomadic dimension to the world of television broadcasting. On the basis of a free, conditional access model, the Group
therefore decided to submit 6 application files; two for contents for children (Gulli TMP and Canal ] MP), two for music
(Virgin 17 and MCM Top), and two new projects concerning content for women (Elle TMP) and interactive entertainment.

(1) Source: NielsenNetRatings December 2007.
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- Lastly, in 2007, the first authorisations for high definition broadcasting were issued to three terrestrial history channels.
Lagardere Active did not respond to this call for applicants, given the scarcity of the radio frequency resources available
at the time, but considers the transition of all DTT channels to high definition inevitable when analogue broadcasting
ceases, releasing the required frequency resources.

Furthermore, changes in the regulatory framework implemented in 2007 or scheduled for 2008 will have an impact on
the business activities of Lagardére Active:

- revision of the Audiovisual Media Services directive (formerly known as the “Television without frontiers” directive)
authorising product placements and increasing the flexibility of television advertising regulations, which could have
an adverse effect on the magazine and radio advertising markets;

—-anincreasein the scale of rates applicable to radio for the fair compensation of performers and producers;
-reform of the legislation governing relations between producers and broadcasters;

-and by any decisions the French government may reach concerning changes in public broadcasters’ use of advertising
resources and its impact on the advertising market as a whole,

Outside France, LARIremains well positioned to take advantage of the growth expected in the countries where it operates,
and to continue to implement its development policy.

Lagardeére Active will pursue the transition to high-growth digital activities, with the objective of generating 5 to 10% sales
growth in 2009 through digital activities. In this respect, Lagardere Active’s strategy remains firmly focused on two priorities:

-internal growth in editorial contents, by continuing to develop website audiences, improve their profitability and launch
new sites, together with growth in the advertising brokerage and online agency businesses;

-acquisitionsand strategic partnerships toaccelerate redeployment to the digital media, and to build the basis for future
growth through the synergies generated and the diversity of skills secured.

The acquisition of Doctissimo, announced in February 2008, is an integral part of this strategy, and strengthens Lagardere
Active’s presence on the key segment of women’s interests (see Chapter 9, section 9-1-1).

In the coming years, Lagardere Active will therefore seek to capitalise on all of the relevant technological advances that
can underpin the sustainability and reinforcement of its current market positions. The digital media landscape is rapidly
changing, creating many opportunities that Lagardere Active will endeavour to seize, drawing on its responsiveness and
the expertise of its teams combined with the rigorous analysis that is characteristic of a major group.

Lagardére Services

Principal activities and main markets

Lagardére Servicesistheworld’s leading playerin pressdistribution, with the largestinternational network of sales outlets
for communication and cultural leisure products (3,600 stores) under international store names (Relay, Virgin) or store names
with a strong local identity (Payot, Le Furet du Nord, Inmedio).

In 2007, Lagardére Services achieved consolidated sales of €3,721 million, of which 64.2% were earned outside France.

Lagardere Services continued to develop its retail sales activity in 2007, testing new sales concepts and renewing
a large number of concession agreements in travel areas. Lagardere Services’ subsidiaries signed new press distribution
contractsin Europe, North AmericaandAsia, confirming their unique expertise as aspecialistdistributor of communication
products. In the course of 2007, Lagardere Services continued to develop HDS Digital, the platform for downloading
magazine publications.

Afew key figures:

- Lagardeére Services has built up a unique network of 3,600 stores in 18 countries all over the world.

- Lagardere Services is the top-ranking player in press distribution in Belgium, Canada, Spain, Hungary and the Czech Republic.
- Lagardeére Services daily supplies over 50,000 retail stores in Europe and 180,000 in North America.

- 1,200 sales outlets trade under the Relay store sign in 16 countries, serving a million customers every day.

Lagardére Services’ development focuses on two business lines: (1) retail sales, comprising sales outlets dedicated to travel
areas and the sale of cultural leisure products, and (2) press distribution to the sales outlets.
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Retail sales in travel areas

Lagardere Services is the world leader in retail sales dedicated to travellers, with companies such as Relais H, Newslink
and Aelia, and has set up new sales outlets in airports and train stations in the 18 countries where its store names
are present. With Relay, Lagardére Services currently runs the largest international network of press retail stores. Taking
advantage of new sales outlets opened in Germany, Spain, Poland, the Czech Republic, Romania and Serbia, Relay offers
an increasing number of customers a wide range of products for consumption while travelling: newspapers, magazines,
books, confectionery, souvenirs and food products, etc.

The variations of the Relay brand, with Relay Services and Relay Livres, complement the traditional offer of reading
materials to keep ahead of customers’changing needsin several countries (Switzerland, Poland, Belgium, etc.) by providing
travellers with a wide range of emergency groceries and other products, and convenience services.

In airports, in addition to the Relay outlets, which are present in around eighty international airports, and the Newslink
storesinAustraliaand Singapore, Lagardere Services also has duty-free salesand specialist store operations through Aelia,
France’snumberlcompany forretail salesinairports(based onsales figures for 2005). Aelia manages over 133 sales outlets
in 14 French airports. In addition to franchise stores such as Virgin and Hermes, Aelia possesses a portfolio of its own store
names, such as Pure & Rare, Beauty Unlimited, French Days, The Gourmet Shop, Cosmopole, etc. Aelia also handles onboard
sales of top of the range products on behalf of certain airlines, particularly Air France, and operates sales outlets in
the United Kingdom, at Belfast and Luton airports.

In train stations and airports, Lagardere Services also operates a large number of stores selling music, reading materials
andsmallelectronicdevices under the Virgin name (in France, Australia, Germany and the United States). Lastly, the Découvrir
storesin France, America and Australia sell tourist products that promote local culture and regional produce.

Competition in the field of press retail outlets in travel areas is mainly local: Hudson News, Paradies and HMSHost
in North America, Valora in Switzerland, Valora and Eckert in Germany, Areas in Spain, Ruch and Kolporter in Poland, etc.

The principal global players in duty-free sales and specialist stores in travel areas are DFS (LVMH group), TNG (The Nuance
group), Aldeasa, Heinemann and Dufry, while the European market includes players such as Aelia and World Duty Free
(BAA group).

Specialist trade in communication products

Lagardere Services manages 35 multimedia cultural stores under the Virgin Megastore sign in France. In addition,
the “Le Furet du Nord” stores in the North of France (12 sales outlets), and “Payot Libraire” with 11 stores and over a third
of the book sales market in the French-speaking part of Switzerland, are the standard-setters in their regions.

Virgin continues to develop the website virginmega fr, the third largest website for the legal purchase and download of
music in France, with 6.3 million downloads purchased in 2007.

Meanwhile, Virgin is extending its geographic reach through the development of a network of franchise stores outside
France, in the Middle East (Kuwait, Lebanon, Egypt, the United Arab Emirates and Saudi Arabia), Turkey and Reunion Island.

As part of the strategic policy of developing business in transport locations, an agreement was signed in December 2007
for acquisition of a majority investment in Virgin Stores by Butler Capital Partners. The agreement is subject to a set of
legal pre-conditions.

National press distribution and press imports and exports

Supplying the sales outlets with newspapers and magazines is a crucial function in press sales, exercised by Lagardére
Services in fifteen countries at two levels:

- The world’s leading national press distributor, Lagardere Services is the largest distributor in the United States, Belgium, the
French-speaking part of Switzerland, Spain and Hungary, and is also active in Poland. In many countries, Lagardere Services
supplies networks of convenience stores: Lapkerin Hungary (13,000 sales outlets, 1,000 of which are operated by the company)
and SGEL in Spain (18,000 sales outlets). In North America, the leading national magazine distributor Curtis Circulation
Company runs a network of independent wholesalers and manages the sale of press titles to the major retail sale chains.
Marketshare decreased in 2007 to 34%". Competitors are majorlocal playerssuch as TDS/WPS (Time Warner Group), Kable, and
Comag (Hearst/CondéNast). In Spain, SGEL, the leading national press distributor, holds over 20% of the market® and its main
rival, Midesa, is similar in size. Lagardére Services has no significant competitors in Hungary, Belgium or Switzerland.

- Lagardere Services is also a leading enterprise in the import and export of international press, with operations in eleven
countries (Belgium, Bulgaria, Canada, Spain, the United States, Hungary, the Czech Republic, Romania, Serbia-Montenegro,
Slovakia and Switzerland).

(1) Source: internal survey.
(2) Source: internal survey.
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B) Operations during 2007
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Consolidated sales 2007: €3,721 million. Sales increased 2.9% in the course of 2007 on a pro-forma basis (equity method)
compared to 3.5% on a like-for-like basis.

Distribution of sales by activity

2007
- Retail 68.7%
-Distribution 313%
Total sales 100%

Distribution of sales by geographic area

2007
-France 36.8%
-Europe 54.0%
-North America 5.6%
- Asia/Pacific 3.6%
Total sales 100%

In 2007, Lagardere Services consolidated its positions throughout the world and met the goalsithad setitself:tostrengthen
the business activities in traditional retail sales and electronic sales via the Internet, to develop new sales concepts,
to win new contracts and to renew existing contracts for concessions in travel areas, and to strengthen its positions in
the Asia/Pacific region.

At the end of 2007, the retail sales and press distribution activities represented respectively 68.7% and 31.3% of
Lagardere Services’ consolidated sales, once again reflecting an increase in the relative share of retail operations
(67.3% at the end of 2006).

The marketenvironmentin 2007 was marked by the continuing recovery of air traffic, the less severe security procedures in
airports,and the negative impactin France of transport strikesin the last quarter of the year. North America was adversely
affected by the devaluation of the dollar. The press and music markets also continued to decline in 2007.

Retail sales in travel areas

In France, Relais H achieved a slight increase in business (+1.3%), particularly through the opening of 24 sales outlets
onthenew TGV high-speed trainlinein Eastern France, three sales outletsin terminal S3 at Roissy Charles de Gaulle airport
and six sales outlets at Saint-Charles train station in Marseille.

These new sales openings were complemented by the very good performance of non-press products (including foodstuffs
(+18.2%), books (+4.5%) and souvenirs (+19.6%)) sustained by an innovative sales policy of product diversification and
the creation of new concepts (Moa, Petit Casino, Relais H Bleu Café). These increases were nonetheless hindered by
the declinein telephone product sales (-8.1%) and tobacco sales (-3.4%), while press sales were stable(+0.8%). The company
also renewed the key franchise for sales outlets at the Eiffel Tower at the beginning of 2007.

In the rest of Europe, growth registered varying levels.

Business in Germany increased by 4.5% and the network continued to expand with the opening of 11 new sales outlets
in 2007, including two at Berlin Tegel airport and two at Frankfurt airport. The Dusseldorf platform contract was also
renewed for a further ten years.

Belgium also experienced a 3.1% rise in sales following modernisation of its sales network and the opening of new sales
outlets, which totalled 290 at the end of 2007.

In Switzerland, business stabilised (+0.7% at constant exchange rates). The Naville brand name fared well against a flat
market for press (-2.7% against a 1.3% market decline) thanks to stable sales of telephone products (+0.8%), sustained
business in tobacco goods (+3.5%) and an increase in the sale of foodstuffs (+7.2%).

Spain had a good year in 2007 (business increased by 3.3% compared to 2006) with very good performances from airport
sales outlets, particularly the new outlets opened in Madrid Barajas airport in February 2006 (+17.7% compared to 2006).
At the end of 2007, the network counted 180 sales outlets, a number that has been declining since 2005 following closures
related to the adoption of new legal restrictions on tobacco sales.
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In Central Europe, Lagardere Services continued to enjoy strong growth, particularly in:
- Poland (sales increased 28.6%), with 96 sales outlets added to the network in 2007 (bringing the total to 518);
- the Czech Republic (sales increased 28.1%): 15 new sales outlets opened in 2007 (bringing the total to 144);

- Hungary: development of the network trading under the “Relay” and “Inmedio” store names, with 9 sales outlets opened
(332 sales outlets in total) and sales growth of 7.7% in 2007;

- Romania (sales increased by 113.1%): 46 new sales outlets opened in 2007 (bringing the total to 101).

In North America, retail sales remained stable at constant exchange rates (-0.3%) with a slight disparity between Canada (-1%)
and the United States (+1.8%). The devaluation of the dollar had a severely adverse effect on retail sales in tourist locations
in Canada; meanwhile, increased air traffic in the United States and the economic recovery at certain airlines provided
strong growth in airport sales (+10.2%), with a decline in downtown sales.

In the Asia/Pacific region (Australia and Hong Kong), sales increased sharply (+18.1% compared to 2006) driven by 10%
growth at existing sales outlets and the opening of new sales outlets. There are now 75 sales outlets in Australia and 14
in Hong Kong. In 2007, two new markets were penetrated: mainland China (Shanghai domestic airport; 9 sales outlets)
and Taiwan (in the train stations used by the new high-speed train: 5 sales outlets).

In 2007, Aelia was able to achieve 15% growth in managed sales, partly due to increased air traffic at Paris airports, partly
through the development of recent concessions in French regional airports and the United Kingdom (in Luton and Belfast
airports) and the recent developments in Poland at Krakow airport.

Aelia maintained its top position in France for retail sales at airports, and in 2007 won three awards from duty free
magazine DFNI for the quality of its sales outlets at the new Roissy S3 terminal (operated by SDA in partnership (50/50) with
Aéroports de Paris). SDA now operates the spirits/tobacco/perfumes concessions at the Paris airports of Charles de Gaulle
(Terminals 1, 2, and 3), Orly Sud and Orly Ouest, and gourmet shops at certain terminals. Aelia also continued to develop
business in the fashion sector.

Specialist retail in communication products

In2007,Virgin opened two Music Railway stores,oneat Garede I’Estin Parisand the otherat Gare Saint-Charles in Marseille.
Atthe 35Virgin stores (including six Music Railway stores) and the twelve Furet du Nord sales outlets, sales were up by 4.1%
compared to 2006.

Through efforts invested to direct sales towards new products, books have now become the leading product for Virgin
stores, accounting for 29.3% of sales, ahead of music (22.6% of sales), video (19%) and small electronic devices (18.8%).
Sharp declines in music (-15%) and video (-9.4%) sales were more than offset by increased sales of books (+7.1%),
stationery (+38.5%) and small electronic devices (+38.3%).

In 2007, Virginmega.fr, the pay-for-download music and video website which went online in 2004, sold nearly 6.3 million
music downloads and 293,000 video downloads. Despite a partnership with Alice for video on demand, the website lost
its position as France’s 2" largest French legal online music service: its market share is now only 15%™.

The Virgin brand also continued its development in travel areas, with a total of seven sales outlets in train stations (five in
France and two in Germany) and 22 sales outlets in airports: eleven in France, two in Germany, five in North America and
fourinAustralia. The Virgin Megastore chain also benefited from the sustained growth in franchise activities.

In Switzerland, 2007 was a very good year for business for the Payot bookshops (+5.6% at a constant exchange rate), with
anincreasein the number of customers and favourable developments in the average purchase value, sustained by adynamic
literature market which included the launch of the 7' Harry Potter book.

National press distribution and press imports and exports
Asin 2006, the Press Distribution business saw a slight decline in the majority of its activities in 2007.

In Spain, the distribution business experienced a further fall in sales (-2.5%). This decrease is mainly due to a noticeable
decline in magazines (-2%) related to negative market trends, a less successful year for the Part-works collections (-3.6%)
and adeclinein sales of telephone cards (-27%).

In Belgium, AMP distribution activities saw a 4.9% decline in sales in 2007, particularly in magazines and telephone cards, while
books were adversely affected by operational difficulties related to the launch of SAP software at the beginning of the year.
AMP has introduced action plans to reorganise and modernise its activities, in order to improve the company’s profitability.

The erosion of press sales also affected Naville’s distribution activities in Switzerland, with press sales down by 1.3%
and volumes adversely affected by the launches of two free daily newspapers in French-speaking Switzerland in 2006.

(1) Source: Internal estimates.
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However, there was marked growth in Hungary in 2007 (+11.1% at constant exchange rates), particularly due to the positive
impact of a lower VAT rate for magazines (1 July 2006), and a sharp increase in sales of non-press products (particularly
telephone top-up cards).

Consolidated sales fell by 4.7% in the United States, where the first-quarter impact of the withdrawal of the Bauer contract
(in April 2006) was combined with the downward trend in newsstand magazine sales.

In Canada, on the other hand, the distribution of imported press increased by 3.9% with very good performances from
British publications.

Outlook

Once more, Lagardere Services’ prospects for business expansion in 2008 partly depend on airport traffic levels, which
could be adversely affected by the international financial crisis which emerged at the end of the summer.

Nonetheless, throughout 2008 and beyond, Lagardeére Services intends to maintain steady growth in its core businesses,
while at the same time entering new markets through internal growth or acquisitions, systematically seeking out geographic
or operational complementarities with existing activities.

Retail trade goals will focus on:

- strengthening leadership positions in transport areas, particularly through variations on a number of sales concepts;
- development of sales outlets under well-known brands in transport areas and shopping malls;

- continued development of activities in the Asia/Pacific region and Central Europe.

Lagardere Services, which is reputed for its leadership positions in its business lines, its operational rigour, corporate
culture of performance and international brands, has a number of assets in hand to meet its objectives.

Lagardére Sports

In 2006, the Lagardére Group initiated a business diversification strategy targeting contents in the sports sector, with
the creation of Lagardere Sports.

Through this new division, Lagardere implemented an organic growth and acquisition strategy geared towards companies
operating in the marketing and management of sports rights and contents, a sector with a high potential for growth.

Lagardére continued dynamic implementation of this development strategy throughout 2007, through targeted
acquisitions to build a portfolio which now includes companies positioned at the heart of the sports sector, each one the
leader on its specific market: Sportfive, Europe’s leading football marketing and television broadcast rights management
company, Newsweb, France’s leading web content producer and IEC (International Events and Communication in Sports),
a Swedish specialist in the negotiation of media rights, acquired in June 2007.

Lagardere Sports was also able to consolidate its international position in 2007 with the signing of a number of strategic
contracts (Hamburg stadium “naming rights”, renewal of the rights to the African Nations Cup, renewal of the contract with
the Olympique Lyonnais football club, etc.).

Principal activities and main markets

Lagardére Sports’ business activities in 2007 focused on three main domains:

- TV rights and production (€313 million in 2007);

- marketing rights (€118 million in 2007);

- new media (€9 million in 2007).

Distribution of sales by activity in 2007

TVrightsand production 71%
Marketing rights 27%
New media 2%
Total sales 100%
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Distribution of sales by geographic area in 2007

Europe 82%
Asia/Pacific 7%
Middle East 5%
Africa 2%
America 4%
Total sales 100%

Lagardére Sports’ main market is Western Europe - and, to alesser degree, Eastern European countries - where more than
80% of the sales activity is concentrated.

Asia’s contribution to the businessisincreasing, and represented 10% of sales in 2007.

Football is the principal discipline in Lagardere Sports’ portfolio, and accounts for more than 80% of the total business
activity.

Distribution of sales by sport

Football 84%
Boxing 3%
Rugby 3%
Other sports 10%
Total sales 100%

This is partly due to Sportfive’s leading position on this market, and partly to the relative economic strength of football
in relation to other disciplines.

Sports rights and TV production

TV and media rights comprise all broadcasting rights, which are bought by television channels and other content
distribution platforms (satellite, cable, Internet, mobile telephones, etc.).

TheTVandmediarights managed are mostly second party and third party rights(rightswhich donotinclude the broadcasting
of matches in the event’s host country).

Regarding football, the range of products that can be marketed extends from qualifying matches to international competitions,
including the rights for certain friendly matches.

TV production consists of the implementation and financing of all the resources necessary to record an event or a
programme intended for broadcast on television or another medium.

In this field of activity, Lagardére Sports draws on the expertise of two entities: Sportfive and IEC In Sports.

Sportfive

Sportfiveis the European leaderin the management of sports broadcasting and marketing rights, particularly football rights.
Itsunique positioning and unrivalled expertise offer clubs, federations and sports events the skillsand experience required
to draw maximum benefit from their rights.

Sportfive operates across all the continents through a network of 11 offices with a particular focus on football, the most
highly developed and popular sports market in the world.

Sportfive manages a portfolio of over 40 international federations, 270 clubs, marketing the TV and media rights for
the major European football leaguestobroadcastersin more than 180 countries,and the broadcasting rights to prestigious
international sports events such as the Euro 2008 tournament matches and the African Nations Cup.

Although Sportfive has become the European leader for the marketing of football-related TV and media rights,
the company’s portfolio has been considerably extended over the years and today includes a range of popular sports
including handball, boxing, rugby, WRC rallies and ski jumping.

The management of this vast portfolio of sports broadcasting rights requires first-class TV production standards. To this end,
Sportfive has developed specialist entities, and provides a digital platform to optimise the exploitation of the media rights
of original rights holders (multiple-channel archiving and broadcasting).
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Specific expertise and the use of the latest technology are essential to supply international broadcasters with the best
possible pictures of an event.

IEC In Sports

IEC In Sports (International Events and Communication in Sports) specialises in the management and negotiation of
commercial sports rights, focusing on Olympic sports and tennis, athletics, volleyball and gymnastics.

The company markets over 225 sporting eventsin Europe (aregion that represents 75% of IEC’s contracts), the United States
and Asia, acting primarily as agent but also as rights holder.

Drawing on its diverse sports rights portfolio it offers bulk deals encompassing several sporting disciplines, providing
customerswith afull array of turnkey sports programming solutions. IEC’s client base mainly comprises television channels
and multimedia broadcasting platforms from a wide range of geographic regions (Europe, Asia, the United States, etc.).

IEC has also developed sporting event television production and post-production services, including live production
(“host broadcasting”), dubbing, editing, commentary, collection of additional data (statistics), television branding and
transmission (satellite pools), etc.

IEC can perform practically the entire range of production operations on behalf of its clients. This high-growth business
complements rights marketing services and provides TV broadcasters and new media with turnkey solutions.

Marketing rights

The marketing rights to professional sports events enable advertising buyers to communicate across a range of media
(shirt sponsoring, stadium advertising, corporate hospitality, etc.).

Sponsoring is now the form of advertising which involves the largest sums of money after TV and press advertising.

Sponsoringisan efficient corporate communication instrument. The main objectives of sponsoring - in addition toincreasing
brand recognition and sales - are to enhance brand image, develop the loyalty of existing customers and generate
employee motivation.

With the Olympic Games, football is the sport that generates the most interest around the world. It therefore receives
acorresponding amount of attention in the media, and the extent of its TV presence makes it the most extensive marketing
platformin the world. The TV audiences and TV market shares of football exceed those of any other sport.

Sportfive marketing

Sportfive is the leader for the management of sports rights marketing, with a strong focus on the major sport of football.
The company handles global rights management for more than 30 European football clubs.

These clubs include Hamburg SV, Hertha Berlin SC, Olympique Lyonnais and Paris Saint-Germain.

Inthis configuration, Sportfive acts as exclusive agent for the clubsand manages theirrights with the sponsors. This approach
meets marketexpectations,enabling the clubs todeal with asingle contact person who will handle commercial constraints
for them, while they retain control over their property.

Other examples of the rights Sportfive manages:

-Football:
- Sportfive holds the marketing rights of the French men’s National Football Team, the French women’s National Football
Team and the French U21s National Team;
- Sportfive also manages the marketing rights for all French Cup, African Cup of Nations and CAF Champions league
matches;
-Rugby:
- Sportfive managed and marketed corporate hospitality operations for the 2007 Rugby World Cup, and holds the marketing
rights related to the French Rugby Federation’s hospitality village for the Six Nations Tournament;

-Sportfive is also involved in other sports including tennis, handball and basketball.

New media

The acquisition of Newsweb in 2006 and the launch of a digital platform at Sportfive strengthened the Lagardere Group’s
presence in the world of new media, a high- growth sector, particularly in the sports segment.

These developments are part of the dynamic, long-term strategy for the Group’s expansion in the field of digital contents.
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Newsweb

Newsweb’s principal activity is the real time production and distribution of editorial content through Internet and
mobile communication mediq, particularly blogs, and it is currently the male target audience leader in four main areas:
sports news, financial information, automobile news and entertainment, through five websites (Sports.fr, Sport4fun.com,
Football.fr, Boursier.com and Autonews.fr). Traffic to the company’s websites increased greatly, particularly to Boursier.
comwhich doubled betweenJanuary and December 2007, and passed the symbolic milestone of one million unique visitors.
The number of unique visitors recorded at Newsweb websites was more than 3 million.

Newsweb complements Lagardére in three respects:

-in terms of contents: Newsweb reinforces Lagardere’s press and digital contents offering: Onze Mondial (football),
Auto Moto, Europe 1 (sport and stock exchange), Journal du Dimanche and Paris Match;

-in terms of advertising brokerage: Newsweb’s offering enhances that of the Lagardére Group in the digital field;

-in terms of digital expertise: the know-how, technical and sales skills of the Newsweb teams help increase the pace of
Lagardeére’s roll-out of the production and marketing of digital contents.

Sportfive

In addition to TV rights, to take advantage of the convergence of conventional media rights towards the web, Sportfive
greatly expanded its New Media business in 2007. Sportfive now possesses its own state-of-the-art digital platform, and
recently produced a web TV service for the Paris Saint-Germain football club, and handled web marketing for the 2007
World Handball Championships. In Germany, Sportfive signed multimedia broadcasting agreements with the national
handball, basketball and volleyball leagues.

The platform that Sportfive designed and created optimises therights and contents of its clients across the media (TV, Internet,
mobile phones, etc.).

Operations during 2007
TV production rights

Sportfive

In 2007, Sportfive stepped up its marketing of the TV broadcasting rights to the Euro 2008 football championship in Europe
and won a contract for the management of these same rights for the rest of the world. Sportfive’s service provision for
the UEFA was in line with objectives and made it possible to further increase the value of the competition.

With the signing of a long-term agreement in October with the African Football Federation (CAF), Sportfive consolidated
its positions with respect to football in Africa. This contract makes Sportfive exclusive agent for the CAF, from 2009 to 2016,
for the global media rights to the following competitions: African Cup of Nations, CAF Champions League, Confederations
Cup and Africa Juniors Championship.

In 2007, Sportfive expanded its Production department to provide global media coverage. Business included the delegated
production of the Le Mans 24 hours races, the Women’s World Handball Championships, and most importantly, the company
has managed production of Ligue 2 images since August 2007 for the French Professional Football League.

IEC In Sports

The major event for IEC in 2007 came in November, when the company obtained the TV broadcasting rights for the Men’s
and Women’s World Volleyball cups for the whole world.

IEC had also sold the international TV rights to the Asian Men’s and Women’s Volleyball championships.

These activities helped to strengthen IEC’s position as principal distributor of volleyball TV rights in the world.

In 2007, IEC also renewed its contracts for the production and marketing of the TV rights to two of the main football tours
in Asia: one by Barcelona FC and the second by Manchester United.

The company increased its involvement in professional tennis.
IEC currently handles the broadcasting rights for close to 50 tennis tournaments (men’s, women’s and seniors).

2007 was also the first year of cooperation between IEC and the FINA world cup swimming series for broadcasts of a large
number of international competitions.

Lagardére Reference Document 2007
51



B-2

B-3

0

Lagardére Reference Document 2007

Marketing rights

Consolidating the portfolio of football rights was a priority for the future development of Sportfive, and this was marked
by a substantial agreement signed in France: the renewal of the contract with the Olympique Lyonnais football club for
a period of ten years, starting from the delivery of the new stadium (scheduled for 2010). Furthermore, Sportfive renewed
and strengthened its contractual relations with a number of European Football Federations and clubs: Bayer Leverkusen,
Hanover 96, Hamburg SV, A) Auxerre and Real Madrid (friendly matches) etc.

Drawing on the negotiations conducted with the Olympique Lyonnais club, which take the new stadium and related
revenues into account, in 2007 Sportfive initiated an innovative policy for approaching rights holders by offering them
expert “stadium consulting” services. Sportfive’s dedicated team now has the capacity to assist clubs with a complete
service starting from the design of the stadium through to its funding and commercial exploitation. This new expertise
will be a clear asset for attracting new clubs and further reinforcing Sportfive’s portfolio of football rights.

In Germany, Sportfive developed a technique called “naming rights”, which consists in re-naming and commercialising
asports ground in the name of a sponsor. For example, Hamburg stadium was renamed “HSH Nordbank Arena” as part of
anaming operation.

In 2007, Sportfive also strengthened its position in rugby in the capacity of Official Hospitality Agency for the 2007
Rugby World Cup, and extended its reach to new sports such as tennis (Official agent for Roland Garros and the Paris Bercy
Tournament) and rally driving (exclusive marketing of partnerships for the Transorientale marathon rally raid).

Thesigning of an exclusive agreement with the African Football Confederation enabled Sportfive to consolidate its leading
position ininternational marketing and sponsoring.

In media rights, Sportfive is now the exclusive agent for all the marketing rights of CAF competitions from 2009 to 2016
(African Nations Cup, African Champions League, etc.).

New media

2007 was marked by the generation of powerful synergy with the launch of the Journal du Dimanche website (www.lejdd.
fr). Working in close cooperation with the teams at Lagardere Active and the )DD, Newsweb launched a live news website
in March 2007, which quickly became the benchmark in its field. With 933,000 unique visitors in December 2007 (source:
Nielsen NetRatings) the website www.lejdd fr enjoyed the highest growth among news websites in the course of the year.

As part of the same policy of creating synergies, Sportfive’s expertise in the world of football enabled Newsweb to acquire
the marketing rights to the Olympique Lyonnais football club’s website (with an eventful sports yearin 2008 - the Euro 2008
in football and the Olympic Games - Newsweb intends to continue to develop its audience in the world of sport by creating
the most powerful sports offer on the Internet).

Outlook

The operations conducted in 2006 enabled Lagardere to achieve a strong position in the segment of sports mediation,
and the Group will continue to implement the strategy announced on the occasion of the launch of Lagardere Sports:
-Establish a market leadership position by 2012;

-Reinforce existing market positions by developing professional expertise;

-Extend the Group’s presence significantly in areas outside Europe;

- Diversify the portfolio of sports disciplines;

-Become a key playerin all segments of the value chain.
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Lagardére has powerful ambitions for 2008.

Three major operations are planned to strengthen the positioning of Lagardére Sports:

- Accelerate the growth of the business through acquisitions, but also through internal growth operations (as with the launch
of the marathon Transorientale rally raid to take place for the first time in June 2008);

-Integrate the new entities and adapt the organisation to market trends;

- Foster and develop a policy of proprietary events to optimise the portfolio’s risk level.

Other business activities
EADS

Governance

In2007,afteranin-depthreview of the governance system at EADS NV, its principal shareholders,i.e.the French government,
Lagardere SCA and Daimler, concluded together with EADS’ management team that a simplified management structure
would be more appropriate for the unified leadership needed in the next phase in the EADS group’s development. It was
therefore decided to modify the company’s governance arrangements.

This modification was announced on 16 July 2007 and implemented at the EADS general shareholders’ meeting of
22 October 2007. The principles guiding the reform are efficiency, cohesion and simplification of the group’s management
structure, in line with the best governance practices and with full respect for the balance between French and German
shareholders.

The resulting amended organisation of the EADS group remains faithful to the founding principles of EADS NV as defined
in 1999 by the French government, Lagardére SCA, Daimler and the Spanish government (via the holding company SEPI),
which are the following:

Principle of parity

- In the structure of the controlling body: this principle of parity is primarily reflected in the French holding company
represented by the limited partnership Sogeade, in which equal rights are held by the French government and Lagardere SCA,
although their respective investments are changing

The capital of Sogeade, which until 30 June 2007 was held half by Sogepa (fully-owned by the French government) and half
by Désirade (fully-owned by Lagardeére SCA), is now owned 54.54% by Sogepa and 45.45% by Désirade after the remittal of
EADS shares by Lagardére SCA to holders of the Mandatory Exchangeable Bonds (see below).

Sogeadeis managed by Sogeade Gérance (owned 50% by the French government and 50% by Lagardére SCA); on 22 October 2007,
the shareholders agreed to change its governance system. The Chairman of Sogeade Gérance is now appointed after
nomination by Lagardere SCA, following this procedure, Arnaud Lagardére has been Chairman of Sogeade Gérance since
25 0ctober 2007.
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The principle of parity is also visible in the Dutch “Contractual Partnership” empowered to exercise the voting rights
of Sogeade, Daimler and SEPI at EADS general shareholders’ meetings, in accordance with the shareholder agreement.
Sogeade and Daimler each hold identical percentages in this partnership.

« At managerial level: prior to the governance reform of 22 October 2007, Sogeade had four directors on EADS’ Board of
Directors, appointed after nomination by Lagardére SCA, and Daimler appointed the same number of directors.

The Board also had two independent members, one nominated by Sogeade and one by Daimler. Although SEPI no longer
had the right to designate a director, Sogeade and Daimler proposed a Spanish director, who was appointed at the EADS
shareholders’ meeting of 11 May 2005.

To better reflect EADS NV’s profile as an international company by conforming to international governance principles,
EADS Board of Directors now comprises the following members, appointed at the shareholders’ meeting of 22 October 2007
for terms of office that will terminate at the annual general meeting of 2012. Subsequent terms of office will last five years:

-two representatives of Sogeade, appointed after nomination by Lagardere SCA - Arnaud Lagardere and Dominique D’Hinnin -
and two representatives of Daimler appointed after nomination by Daimler - Rolf Bartke et Bodo Uebber,

-the Chairman of EADS NV - Rudiger Grube,
-its CEO - Louis Gallois,
-arepresentative of SEPI, appointed after nomination by SEPI-Juan Manuel Eguiagaray Ucelay, and

-fourindependent directors-Hermann-Josef Lamberti, Lakshmi N. Mittal, Sir John Parker and Michel Pébereau - appointed
after joint nomination by the Chairman and CEO of EADS NV to contribute their experience and outside point of view
to the Group.

Decisionsof theBoard, which previouslyrequired aqualified majority (7 votesinfavouroutof11),nowrequireastraightforward
majority of 6 votes, except for decisions concerning a limited list of reserved subjects. These include the appointment of
the Chairman or CEO of EADS NV, appointment of the CEO of Airbus and decisions on strategy or major investments,
and require the approval of four directors representing Sogeade and Daimler.

Initsnewsimplified managementstructure, EADSNVisnolonger managed by two Chairmen and two CEOs (appointed after
nomination by Sogeade and Daimler respectively), but by a single Chairman and a single CEO nominated for appointment
by Sogeade and Daimler jointly, currently Ridiger Grube and Louis Gallois, appointed at the Board of Directors’ meeting
of 22 October 2007.

The Chairman of EADS NV and the CEO of Airbus must be of the same nationality, either French or German, while the CEO
of EADS NV and the COO (Chief Operating Officer) of Airbus must both be of the other nationality. Consequently, when
the terms of office of Rudiger Grube and Louis Gallois expire upon the annual general meeting of 2012, the nationality of
the holders of these positions will change. The French government, Lagardére SCA and Daimler have agreed that Arnaud
Lagardere should succeed Rudiger Grube as Chairman.

The Chairman of EADS NV is in charge of overseeing group strategy - teaming up with the CEO for top-level strategic
discussionswith third parties - and relations with principal shareholders. In particular, he chairs the Board’s newly-formed
Strategy Committee (see below). The CEO of EADS NV is more particularly in charge of the management team for execution
of group strategy, and handles the company’s relations with institutional and private shareholders.
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Principle of consistency

- In compliance with the wishes expressed when the company was founded, EADS NV has only one General Management,
one Financial Division, one Strategy Division, etc.

- IThe Executive Committee of the EADS NV group, which is jointly responsible for the executive management of the group
along with the CEO comprises twelve members.

The new governance arrangements give the CEO of EADS NV and its Executive Committee greater autonomy in the
day-to-day management of the company. In particular, investments of under €350 million are the exclusive responsibility of
the Executive Committee, as is the appointment of the management teams for the main subsidiaries and operational
entities (apart from the CEO of Airbus - see below).

The members of EADS’ Executive Committee are appointed by the EADS NV Board of Directors after nomination by the CEO
of EADS NV and approval by the Chairman of EADS NV.

Other changes resulting from the new governance arrangements

Appointments of senior managers in the EADS group aim to select the “best man for the job”, while maintaining the group’s
balance and diversity in coherence with its heritage and founding shareholders.

At Airbus, Thomas Enders is the CEO (candidates for this post are now nominated by the CEO of EADS NV and submitted for
approval by the Chairman and Board of Directors of EADS NV), and Fabrice Brégier is the COO (candidates for this post are
now nominated by the CEO of Airbus and require the approval of CEO and Chairman of EADS NV).

The Audit Committee and Remuneration and Appointments Committee of EADS NV now each consist of one director
representing Sogeade, one director representing Daimler and two independent directors, and are both chaired by
anindependent director.

A Strategy Committee has recently been formed to provide support for the Board of Directors. It consists of one director
representing Sogeade, one director representing Daimler, one independent director, the CEO of EADS NV and the Chairman
of EADS NV, who acts as committee chairman.

* * k

Changes in the shareholder structure of EADS NV - Partial withdrawal from EADS NV by Lagardere SCA
and Daimler in 2006 and 2007

Since 1July 2003, the controlling shareholders of EADS NV within the Contractual Partnership have been entitled to freely
transfer their EADS shares on the market, subject to a pre-emptive right between Sogeade and Daimler.

On 6 April 2006 Lagardere SCA concluded a contract with IXIS Corporate & Investment Bank and Nexgen Capital Limited
for subscription of Lagardere bonds exchangeable for EADS NV shares subject to an adjustment mechanism (Mandatory
Exchangeable Bonds). Under this contract, on 11 April 2006 Lagardere issued and IXIS Corporate & Investment Bank et Nexgen
Capital Limited subscribed a bond with nominal value of €1,992,186,000, exchangeable for a maximum of 61,110,000 existing
EADS shares, in three tranches concerning a maximum of 20,370,000 shares each, on 25 June 2007, 2008 and 2009 respectively.

When the bonds are exchanged, Lagardére SCA is entitled to receive the full benefit of any rise in the EADS share price up
to a maximum of 115% of the reference price set at £32.60 per share, by reducing the number of EADS shares to deliver to
bondholders to a number no lower than 53,139,130 shares. Conversely, Lagardére cannot be obliged to deliver more than
61,110,000 EADS shares in the event the share price declines to below the reference price.

61,110 Mandatory Exchangeable Bonds were issued at the price of €32,600 each, paying an annual coupon of 7.7%.

Lagardére’s partial withdrawal took place in parallel to another operation by Daimler, which sold a 7.5% share in EADS NV
on the market, immediately reducing its holding in the capital of EADS NV from approximately 30% to 22.5%.

In 2007, Lagardere redeemed the first tranche of the Mandatory Exchangeable Bond issue maturing on 25 June 2007
by remitting 20,370,000 EADS shares to the holders of the bonds at that date.

On 13 March 2007, Daimlerinitiated a plan to transfer the equivalent of 7.5% (one third of its current holding) in the capital
of EADS NV to German investors, while retaining the attached voting rights. In 2010, if Daimler decides not to renew
this arrangement, it will be entitled to sell the 7.5% stake concerned directly to the said investors, and in such a situation
Sogeade and the German government would then each benefit from a pre-emptive right, which if exercised would enable
them to ensure an equal French-German balance of control in EADS NV. Daimler is expected to continue to exercise
the voting rights attached to the EADS shares acquired by the German government, which would only be transferable
as stipulated in the EADS NV shareholder agreement.

These partial withdrawal operations had no effect on the balance of powers which remains unchanged between
the French governmentand Lagardére SCAin France and between the French and German sides of EADS NV. Lagardeére SCA
retainsitsrole as principal shareholder in the control structure of EADS NV.
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Key financial data published by EADS

2007 2006
RevenuesYME 39,123 39,434
EBITDEIME 52 399
Netincome (loss)? M€ (446) 99
Number of employees 116,493 116,805
Order intake®® M€ 136,799 69,018
Order backlog™“ M€ 339,532 262,810

(1) MBDA was consolidated on a 37.5% basis in 2007 and a 50% basis in 2006. The 2006 figures have not been adjusted, and to arrive at a comparable basis
the following impacts of changes in the scope of consolidation should be taken into account: -€418 million on 2006 sales, -€30 million on 2006 EBIT,
-€249 million on net cash for 2006, -€329 million on 2006 order intake, -€1,691 million on the order backlog for 2006.

(2) Operating profit before interest, tax, depreciation, amortization and exceptionals.

(3) EADS continues to use the term “Net income”. It is identical with Profit for the period attributable to equity holders of the parent as defined by IFRS.

(4) Contributions from commercial aircraft activities to EADS order intake and order book are based on list prices.

Principal activities and main markets®

With total revenues of €39.1billion in 2007, EADS is the leading aeronautics, space and defence group in Europe and the second
largestintheworld. In terms of market share, EADS is one of the world’s two leading manufacturers of commercial aircraft,
civil helicopters, commercial launch vehicles and missile systems. It also holds leading positions in the field of military
aircraft, satellites and electronic defence systems. In 2007, EADS achieved approximately 77% of sales in the civil sector
and 23% in the military sector.

Organisation of EADS’ activities

EADS comprises five major Divisions: (1) Airbus, (2) Military Transport Aircraft, (3) Eurocopter, (4) Defence and Security and
(5) Astrium (formerly EADS Espace).

Airbus

Airbus is one of the world’s two leading suppliers of commercial airliners with more than 100 seats. From its foundation
in 1970 up to 31 December 2007, Airbus received 8,555 orders for aircraft from 287 customers all over the world. In terms
of worldwide aircraft deliveries, its market share grew from 15% in 1990 to 52% in 2007, placing it ahead of its competitor,
Boeing, for the fourth year in succession.

At 31 December 2007, orders booked (3,421 aircraft) represented 83.5% of the total worldwide orders received by EADS.
Total orders amounted to 1,458 aircraft and the firm order book net of cancellations stood at 1,341 aircraft. In 2007,
the Airbus Division of EADS achieved sales of €25.2 billion, representing 64.5% of total EADS revenues.

(*) Detailed information on EADS’ activities and main markets are available from the company’s website (www.eads.net).
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Military transport aircraft

The Military Transport Aircraft Division (MTA Division) manufactures and sells small and medium capacity military
transportaircraft. Itisin charge of project development for the A400M high-capacity European military transport aircraft.
The division also manufactures and sells mission aircraft derived from existing aircraft for use in special missions such as
marine surveillance, anti-submarine weaponry and in-flight refuelling. The MTA division also designs and manufactures
aerostructure components. In 2007, it achieved sales of €1.1 billion, representing 2.8% of total EADS revenues.

Eurocopter

Eurocopteris one of the largest helicopter manufacturers in the world and is in the leading position for civil and military
helicoptersin Europe. The Management of Eurocopter anticipates a significant increase in sales of military helicopters for
several reasons: the start of deliveries of the NH90 military transport helicopter and the Tigre combat helicopter; the high
volume of orders for military aircraft from several European countries; and the increasing demand in the international
military and paramilitary export markets. In 2007, Eurocopter had a 50% share of the world civil helicopter market.
The Eurocopter Division achieved sales of €4.2 billion, or 10.7% of total EADS revenues.

Defence & Security

The Defence and Security Division (DS or the DS Division) operates in the field of integrated solutions for defence and security,
particularly missile systems, combat aircraft, defence electronics, military communications and interior security. Its customers
are the armed forces and police forces of countries all over the world. In addition to active involvement in the production
of drones, its Military Aircraft Operating Unit is a major player in the Eurofighter consortium. The DS Division is also a key
playerin the European defence electronics market and plays a major role in the market for secure and encrypted military
communications. In 2006, the DS Division achieved sales of €5.5 billion, or 14% of total EADS revenues.

Astrium

Astrium is the third-largest supplier of space systems in the world, behind Boeing and Lockheed Martin, and the leading
European supplier of satellites, orbital infrastructures, launch vehicles and related services. The Astrium Division
comprises three main Operating Units: Astrium Satellites, Astrium Space Transportation and Astrium Services, through
which it designs, develops and manufactures satellites, orbital infrastructures and launch systems, and provides space
services. Astrium also provides launch services via its shareholdings in Arianespace, Starsem and Eurockot, as well as
satellite telecommunications and earth observation services. In 2007, Astrium achieved sales of €3.5 billion, or 9% of
total EADS revenues.

Operations during 2007

2007 was a particularly dynamic year for EADS in terms of business. With record orders of €137 billion, the group’s order
bookstoodattheunprecedented level of €339.5 billion, with major contributions from Airbus and Eurocopter. Airbus passed
an important milestone in its history in the course of the year with the delivery of its 5000th aircraft. Another symbolic
delivery was that of the first A380 to Singapore Airlines on 15 October 2007.

These commercial successes had a positive effect on net cash position (which stood at €7 billion at 31 December 2007)
offering a certain degree of financial flexibility for the future of the group.

2007 was also marked by a major change in the group’s corporate governance. The Management structure has been
considerably simplified, with the appointment of a sole Chairman of the Board of Directors (the Board) and a sole Chief
Executive Officer, and the appointment of four independent directors. The new operating rules have given a new impetus
to exchanges between the Board and the Management. The Board is committed to enhancing the decision-making process
and providing shareholders with increased transparency.

2007 was also a difficult year for EADS, which faced challenges regarding the management of several of its ongoing
development programmes. Delays were experienced with the A400M military transport aircraft and the NH90 military
transport helicopter, particularly the naval version, while Airbus was still confronted with the complexities of increasing
the pace of production of the A380. For the A400M programme, EADS announced delays of 6 to 12 months and recorded
a provision of €1.4 billion in 2007.

The value of the US dollar has fallen 40% in five years. Against the substantial challenge of a euro/dollar exchange rate of
1.35, Airbus launched Power8in February 2007. The initial results of this recovery plan reflect EADS’ determination to take up
the challenges of competitionin order to guarantee long-term profitability, with the selection of the “best bids” for the sale of
six Airbus factories. The continuing slide of the US dollar is nonetheless forcing EADS to consider additional measures.

(*) Detailed information on EADS’ activities and main markets are available from the company’s website (www.eads.net).
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2007 sales remained stable overall despite the unfavourable euro/dollar exchange rate and the delays in the A400M.
EBITwas strongly burdened by the provisions related to the A400M, Power8 charges and the costs of the launch of
the A350. However, excluding these non-recurring items, EBITincreased. Orders booked increased 29% despite the negative
exchange rate effect, which amounted to €20 billion.

The Defence order book recorded slight growth of 3% due to Eurocopter and Defence & Security contracts.

In 2007, EADS’ business environment was characterised once again by an excellent year for the aeronautics industry.
Despite the favourable economic context, the volatility of the market is still a decisive factor. The record level of the euro
compared to the US dollar acts as a handicap to Europeans in competing with their rivals, while rising oil prices present
a severe challenge for EADS’ customers. Instability in the Middle East and the threat of terrorism fuel the atmosphere of
uncertainty, while in defence, investment budgets remain under pressure. At the same time, new initiatives on the part of
the public authorities aimed at reinforcing defence capacity and increasing national security in response to the growing
climate of threat may create new opportunitiesin thelong term. The European institutional space market is experiencing steady
annual growth of 2.5%, a level which will continue until 2010, while the business environment remains extremely competitive.

Airbus

2007 was a record year for Airbus in terms of both deliveries and orders. Airbus delivered 453 aircraft in 2007, and received
1,458 orders, establishing a new record after 2005 (1,111 orders). Net of cancellations, firm orders booked stood at 1,341 aircraft.
The principal source of this growth was demand from the airlinesin the Asia-Pacificregion, India and the Middle East, while
demand also remained strong from the low-cost airlines and the traditional European airlines.

33 new orders were received for the A380, bringing the total orders booked for this aircraft to 189. The A350 attracted
290 new orders, demonstrating the market’s interest in the new aircraft.

Military transport aircraft (MTA)

Delays in the A400M programme overshadowed the rest of the Military Transport Aircraft Division’s activity and burdened
the results of the Division. In October 2007, EADS issued a new provisional delivery schedule for the first units to customers
of the A400M military transport aircraft, including OCCAR. The first deliveries are now scheduled to take place six months
after the initially stipulated date, with a further risk of delays of up to six months. Measures have been taken to reduce
the impact of these delays, and the financial consequences are currently under evaluation. The first A400M is in the final
assemblystagein Seville, Spain,and theinaugural flightis scheduled for summer 2008. Following the appointment of Carlos
Sudrez as new Director of MTA, the Division has been restructured to enhance programme integration and management.
SaudiArabia has placed an order for three A330 Multi-Role Tanker Transport (MRTT) aircraft. As the contract was signed in
December, this order will be posted in the accounts in 2008.

Five orders have already been placed for this aircraft from Australia, and the inaugural flight of the first was in June 2007.
In addition, the AirTanker consortium (in which EADS holds a 40% share) launched an operation to raise approximately
£2 billion to fund the construction of fourteen A330 MRTT for the British Future Strategic Tanker Aircraft (FSTA) programme.

Eurocopter

Inahighly buoyantworld helicopter market, Eurocopter’s deliveries and orders reached an all-time high. With its comprehensive,
modern range of helicopters, Eurocopter has a 50% share of the world market for commercial helicopters, while business
continues to expand in the military sector. Orders booked at the end of 2007 represented more than €13 billion. Orders
increased 35%, particularly in the para-public sector and in the field of oil and gas exploitation.

Deliveries have grown by 76% over the past three years, from 279 to 492 units, while the Management has initiated
reorganisation measures to accompany the increased production levels. The NH90 military transport helicopter was also
a preoccupation, with the pace of production increasing. However, the large number of versions is a source of difficulties.
The programme has therefore been restructured, new industrial measures have been implemented and discussions with
the customers have beeninstigated, particularly regarding the naval version. Meanwhile, the Army version of the NH90 was
delivered to Australia, Sweden and Italy.

Defence & Security

Defence & Security (DS) received an order for 72 Eurofighters from Saudi Arabia. MBDA confirmed its position as leading
global supplier of tactical missile systems, with sales of more than €3 billion. DS also achieved considerable success in
the field of security, particularly through the contract with Qatar for a national territorial global surveillance system.
Considerable progress was made in particularly promising sectors such as drones, with several research contracts signed
with Germany, France and Spain.
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Astrium

Withthebenefitof severalyearsofinnovationandoperationalimprovement,Astriumhasstrengtheneditscompetitiveness,
leading to increased profitability and an all-time high level of orders booked. Paradigm, the United Kingdom’s secure
military telecommunications programme, made considerable progress, with the launch of three Skynet 5 satellites,
which will enable EADS to supply the British Defence Ministry with telecommunications services in 2008. The commercial
satellites business gained a significant market share on the telecommunications sector. The launch vehicles activity won
half of the launch service contracts. Furthermore, the operating unit built six Ariane 5 launch vehicles, version 10T. Astrium
signed a framework agreement with Arianespace for the delivery of 35 Ariane 5 10T launch vehicles, while the Galileo
programme was completely re-organised.

NMPP

Faced with the challenging context of press distribution in France and the difficult situation it has been experiencing over
the past few years, at the end of June 2007 the main players involved reached a consensus on the conditions of the long-term
future and development of the activity. This took the form of unanimous support for the ‘Défi 2010’ modernisation plan
presented by the General Manager of NMPP.

This ambitious strategic plan, which is designed to reverse the trend of the past few years, is based on four main components:
-an aggressive policy to reconquer sales, through the development of the network and the strengthening of network motivation,
-achievement of significant savings through in-depth restructuring of the distribution organisation;

-capitalising on the skills and know-how of NMPP in terms of logistics, through diversification;

-matching the product offer and pricing.

As the operator, Hachette SA receives a fee which has a fixed and a variable component, and has decided to forego
the variable component for the duration of this plan. The publishers, for their part, have agreed to absorb a considerable
increase in the distributors’ remuneration. To illustrate their intention to support the plan, the public authorities decided
toincrease their financial assistance for the distribution of daily newspapers.

In 2007, the aggressive policy of developing the sales network began to bear fruit, with the total number of sales outlets
increasing by 574. In previous years, the average number of sales outlets, taking into account new openings and closures,
was declining by 400 to 500 annually.

These networkoperationshadastrong positiveimpacton theactivity, with presssales(dailiesand publications)decreasing
by only 0.6% in 2007 compared to 2006. Only the non-press products segment continued to decline. For all products taken
together, principally due to the non-press segment, total sales declined by 3.6% in 2007 compared to 2006.

As aresult of these measures, NMPP’s operating result increased by €4.5 million in 2007 compared to 2006.

Including the high level of financial income, State aid and exceptional result, and including a provision of more than
€60 million in respect of the future restructuring plan, NMPP incurred a net loss of €28 million in 2007.

These results arein line with NMPP’s 2006 pluri-annual commitments to shareholders.

Matra Manufacturing & Services (formerly Matra Automobile)

In the course of 2007, Matra Manufacturing & Services continued to implement the strategy for industrial reconversion
of its automobile spare parts business to the design, manufacture and distribution of light electric vehicles, particularly
electric bicycles.

The spare parts business for Renault experienced a further decline as anticipated, with sales amounting to €48 million.

The light electric vehicles business continued to expand. As the company is still at the phase of development and launch of
part of the range of electric vehicles, sales were not yet significant.

The company’s net cash position remained at a high level (€59.5 million), such that it was able to fully self-finance
the development of its new activities.

Le Monde
Lagardere’s share in the capital of Le Monde SA has remained the same as at 27 October 2005, 17.27%.
Le Monde SA heads a group that owns the publishers of titles such as Le Monde, Télérama and Courrier International.

Control of the company continues to be exclusively in the hands of Le Monde & Partenaires Associés (itself controlled by
in-house shareholders, in particular the Société des Rédacteurs du Monde), thereby ensuring the newspaper’s continued
editorial independence.
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Despite achieving an operating profit (+€5.3 million) for sales of close to €630 million, the netincome of the Monde group in
2007 is expected to be negative due to the combined effect of the financial debt and restructuring costs.

Also, the subsidiary Le Monde Interactif (publisher of the website Le Monde fr) in which the Lagardere group holds a direct
investment of 34% had very good results in 2007 (particularly from advertising revenues), validating the viability of its
economic model.

In 2007 and early 2008, a certain number of changes had a significant effect on the membership of Le Monde group’s
governance and control structures. Lagardere has monitored these changes attentively and is open to all possible options
regarding the group’s recapitalisation, which is necessary both to improve results and to protect the economic and
financial balance.

Canal+ France

Key figures

(in millions of euros) 2007 2006
Sales 3,747 3,001
EBITAMR 311 (32)
Net result 151 (160)

(1) Adjusted operating income (EBITA) corresponds to operating income (EBIT) before depreciation and amortization and impairment of intangible assets
arising from business combinations.
(2) Including non-recurring transition costs related to the merger with TPS: €88 million in 2007 and €177 million in 2006.

Description of activities

On 4 )anuary 2007, the Lagardere Group acquired a 20% interest in Canal+ France as part of merger operations involving
the production and broadcasting of TF1, M6, Vivendi and Lagardere’s pay television services,and Lagardere’s contribution
to Canal+ France of its 34% share in the capital and voting rights of CanalSatellite (see Chapter 8, section 8-3-1).

Canal+ France is a key player in the delivery of premium television, special interest channels and the broadcasting of paid
television in France and other French-speaking countries. The company is also a pioneer in the field of new television services.

At 31 December 2007, its range of offers attracted more than 10.5 million subscribers.

Production activities
Canal+ Le Bouquet / TPS Star

Canal+ Le Bouquet comprises six premium channels, each with a distinctive editorial line and brand identity: Canal+,
Canal+Cinéma, Canal+ Sport, Canal+ Family, Canal+ Décalé and Canal+ Hi tech. At 31 December 2007, Canal+ had 5.3 million
subscribers, 71% of which were for Canal+ Le Bouquet.

TPSStaris an exclusive channel that broadcasts mainly films and sport events, and completes the premium offer of Canal+
France.

Special interest channels

Canal+ France produces around twenty special interest channels covering the most sought-after subjects on television:
films (CinéCinéma), sports (Sport+, Infosport), documentaries (Planete), entertainment (Comédie !), lifestyle (Cuisine TV, Seasons),
series (Jimmy) and Youth (Piwi, Télétoon).

Broadcasting activities
CanalSat

Canal+ France operates the CanalSat platform, the leading digital special interest channel package in France with
5.2 million subscribers at the end of 2007.

Following the merger of CanalSatand TPSinJjanuary 2007, asingle multiple channel of fercombining the best of the two packages
was launched in March 2007 under the CanalSat brand name. This offering comprises more than 280 channels and services,
including 55 exclusive to satellite broadcasting.

Chapter 5 Information on the business activities of the Company and the Group

60



Chapter 5 Information on the business activities of the Company and the Group

B)

0

Canal Overseas

CanalOverseas(formerly Media Overseas)operates Canal+and CanalSatin the French overseas territoriesand departements
and in Sub-Saharan Africa. Canal Overseas develops channel packages in French for direct satellite reception, and had
818,000 subscribers at the end of 2007.

Broadband television

Canal+ France became involved in broadband television in 2003: Canal+ Le Bouquet and CanalSat packages are available
from ISPs Neuf Cegetel, Orange, Free and Darty Box.

Digital Terrestrial Television (DTT)

Canal+ France broadcasts two paid television packages on DTT: a premium package comprising Canal+, Canal+ Cinéma
and Canal+ Sport, and a mini package marketed under the CanalSat brand name including Canal ), Eurosport, LCl, Planéte,
Paris Premiere and TF6.

In June 2007, Canal+ France launched TNTSat, a free satellite DTT package offering 18 free channels, along with France O
and the 24 regional variations of France 3, to 100% of the French population all over mainland France. TNTSat is available
on Astra and does not require a subscription.

Television on mobile telephones and mobile television
Canal+ France offers two television packages for mobile phones:

-CanalSat Mobile, comprising more than 30 channels available direct, covering the most popular specialties in paid
television (films, sport, Youth, discovery, etc ), available from mobile phone operators SFR and Bouygues Telecom;

-Canal+ Mobile, a multimedia VOD offering based principally on the editorial contents of Canal+, available from mobile
phone operators Orange, SFR and Bouygues Telecom.

Canal+ France has more than 250,000 customers for its CanalSat Mobile and Canal+ Mobile offerings (February 2008).
Personal mobile television

Adriving force in the development of new television usages, particularly personal mobile television (PMT), Canal+ France
applied to obtain three PMT channels in response to the call for applicants issued by the French broadcasting authority
on 8 November 2007.

Legal video download and video on demand

Canal+France’s legal download video service, CanalPlay, is available on PCor television via the DSL television service from
ISP Free. The offer comprises arich and varied catalogue of more than 3,000 titles and is also the sole platformin France to
offer permanent downloads burnable to DVD.

Onaverage, CanalPlay receives more than 250,000 orders amonth and has recorded more than six million downloads since
itwas launched two years ago.

Sales and subscriber portfolio in 2007

Salesin 2007 amounted to €3,747 million compared to €3,001 million in 2006, representing an increase of €746 million (+25%).
This growth is mainly due to the positive effects of the acquisition of TPS, complementary revenue related to the rise in
subscriptions and increased advertising revenue.

At the end of December 2007, the global portfolio of subscribers stood at 10.5 million (individuals and groups in France,
including overseas territories and Africa) representing anetincrease of 280,000 compared to the end of 2006. This variation
takes into account a negative impact estimated at approximately 50,000 subscribers following changes in scope to retain
sustainable forms of subscription only. Canal+ has 5.3 million subscribers and CanalSat/TPS has 5.2 million. Canal+ Le Bouguet’s
(digital) subscribers account for 71% of the channel’s total portfolio (compared to 61% at the end of 2006).

Outlook

On 6 February 2008, Canal+ France acquired the rights for nine of the 12 packages on offer from the Ligue de football
professionnel (LFP) for the period 2008-2012, for an amount of €465 million per year (compared to €600 million under the previous
call for applicants.

With these rights, the Canal+ group continues to be the leading promoter of French Ligue 1 football; this full coverage of
the Ligue 1 championship is now part of a football offer which already includes the top championships outside France
(the Premier League in Britain, Calcio in Italy, Liga in Spain, etc) and the Champions League.
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Corporate social responsibility and corporate citizenship - Ethics

The Lagardere Group firmly intends to pursue business development through an approach that reconciles growth
and responsibility towards employees, the community and the environment. The pursuit of excellence and success can
only be promoted by incorporating the concerns of the men and women who work for the Group, shareholders and society
atlarge.

Over the past few years, considerable progress has been made. The Group has endeavoured to:

-Create a stimulating, appealing work environment that fosters creativity, independence and the imagination of
employees, all key factors for success.

-Meetthe changing expectations of viewers, readers and listeners by providing them with quality contents; and continue
topromote the corporate values of excellence, respect for the individual and team spirit, particularly through the action
of theJean-Luc Lagardere Foundation.

-Reconcile business expansion with the necessary respect for the environment.

This same determination will guide us through the challenges to come, with the commitment of all of the employees of the Group.

The Group’s commitment

Implementation of the CSR (corporate social responsibility) policy

Inorder tointegrate CSR concepts and instruments into the daily life of the Group’s various companies, the operating units
and their respective managements are responsible for defining labour, social and environmental policies.

In 2004, a Steering Committee (the CSR committee) was set up by the Managing Partners to formally define the Group’s position
on labour, social and environmental responsibilities, initiate discussions and implement the resulting actions in cooperation
with the divisions.

The players in the CSR process

The CSR Committee

At Group level, the CSR committee is run by the Group’s Legal Division and comprises representatives of the Human
Resources and Finance Divisions. The committee’s mission is to:

- Provide information, raise awareness and motivate a network of divisional correspondents on matters relative to
the Group’s labour, social and environmental responsibilities;

- Oversee continuous improvement of the Group’s actions in this respect, particularly:
-promote and organise the sharing of good practices,
-reflect on ways of improving existing actions,
-actas asource of proposals for launching new initiatives,
-encourage the creation of working parties on given themes or for specific situations,

- Implement, coordinate and improve internal reporting

- Communicate with the CSR ratings organisations and respond to their queries regarding CSR issues.

Human resource divisions

The Human resource divisions and teams of the different entities are responsible for their own “human resources” policies
and labour-related and social information reporting. The Group Human Relations Department and the Human Resource
Directors of each division examine the Group’s labour-related and social issues at bimonthly meetings. The Group’s strategy
is discussed, defined and formalised in cooperation with the operating managers of each division.

General secretaries and technical departments

In cooperation with the CSR committee, the General Secretaries and Technical Departments of the divisions are in charge
of the continuous improvement of environmental actions, and play an active role in environmental reporting.

The Group procurement division

The Group Procurement Division implements environmental actions, in particular through Procurement Coordination,
which involves all of the divisions. Sustainable Development criteria are also being progressively incorporated into
contracts with suppliers (see section 5.3.1.2.B) and the Group’s procurement policy, implemented in 2008, includes
Sustainable Development as one of its eight fundamental principles.
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Creation of new dedicated entities within the divisions

In 2007, a dedicated Sustainable Development department was set up within Lagardeére Active; the aim of the department
istoraisetheawarenessof decision-makers and employees of the social and environmental issues at stake for the Division,
and to promote and facilitate the implementation of actions for Sustainable Development. One practical example is
the participation of a Group representative in the new Sustainable Development Commission set up by the French Press
and News Magazines association, the Syndicat de la Presse Magazine et d’Information, in 2008. With the support of
the Corporate Communications Division, Lagardere Active intends to make Sustainable Development one of the major
themes of its “mission statement”.

The very nature of Lagardere Active’s business accentuates the importance of the company’s
responsibility with respect to Sustainable Development: the media help to build social fabric,
acting as an instrument for positive change in society and mindsets, and a vehicle for spreading
cultural diversity.

The aim of the Group’s Sustainable Development action is to integrate economic, social and
environmental concerns into its projects both within and outside the company, as part of a long-term
process based on:

- creating value to ensure the company’s growth and long-term existence;

-respect for all contributors to the business: employees, customers, suppliers and partners;
-responsibility towards present and future generations.

Lagardere Active is well aware of the issues at stake, and intends to intensify its Sustainable
Development action, making it an integral part of its mission statement.

Anne-Marie Couderc - Secretary General of Lagardére Active,
in charge of Human Resources and Sustainable Development

Similarly, as part of the Group’s overall approach, in early 2008 Lagardere Publishing set up a Sustainable Development
Commission to take charge of implementing the division’s CSR policy.

The Group’s approach to its main stakeholders

Governing laws and standards

Legislation and regulations

Lagardére attaches great importance to the principles of the Universal Declaration of Human Rights and the International
Labour Organisation (ILO), and to the OECD guidelines for multinational corporations; the Group’s Code of Conduct (see section
2 below) affirms the Group’s commitment to applying these international standards by defending principles such as:

- Freedom of association;
- Prohibition of forced labour, compulsory labour and child labour;
- Recognition of the right to negotiate enterprise agreements;

- Equitable employment practices and equal treatment, which presupposes, among other things, the avoidance of
(i) all forms of discrimination for reasons of an individual’s race, lifestyle, age, gender, political or religious opinions,
union membership or disability, and (ii) all forms of harassment;

- Respect for privacy;
- Prohibition of corruption.

Lagardere joined the United Nations Global Compact in 2003, marking its attachment to Universal values. In so doing,
the Group undertook to promote the respect of the Compact’s ten principles of good governance, taken from the Universal
Declaration of Human Rights, the fundamental principles of ILO on labour rights and the Rio principles on the environment
and development, and the OECD guidelines.

The principle of strict compliance with legislation and regulations in force is repeated in the procurement policy the Group
implemented in 2008.
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The Lagardére Group’s Code of Conduct

The Code of Conduct in force within the Group draws its inspiration from the fundamental values on which Lagardere
has built its legitimacy and reputation - respect for others, team spirit, striving for excellence, loyalty and independence.
This Code is intended to serve as a reference for the business practices of each member of the Group. This document
states a certain number of fundamental principles concerning the Group’s relations with employees, outside partners
and competitors, customers, shareholders and the community at large.

- Concerning the Group’s relations with employees, the Code addresses the following issues in particular:
-working conditions, health and safety conditions;
-respect for fundamental rights and equitable practices in terms of employment (particularly, avoidance of all types of
discrimination and harassment);
-respect for employee’s privacy.

The Group intends to foster the development of professional skills by means of training and promotion.

- Concerning relations with non-Group partners and competitors, the Group reaffirms the principle of respect for fair
business practices and free competition; it prohibits all forms of corruption in France and elsewhere, and forbids
contributions to political parties by or on behalf of the companiesin the Group. The Code also stipulates a certain number
of rules regarding the giving and receiving of business gifts.

The principle of strict compliance with the code of conduct for relations with suppliers is repeated in the procurement
policy the Group implemented in 2008.

- Concerning customer relations, the Group reaffirms the principles of honouring commitments to customers and
the confidentiality of customer information; its objective is to provide customers with high-performance products
and services appropriate to their needs and expectations, and information that is as accurate and fair as possible.

The Group intends to act in the interests and in consideration of its shareholders and, in this respect, the Code states
that Lagardeére will strive:
-notonly to achieve an optimum level of asset valuation but also to protect assets to the best of its ability;
-to provide shareholders with information that is intelligible, relevant and reliable, and to be attentive to shareholders,
particularly through the intermediary of the Shareholders’ Committee.

- Concerning Group relations with the community at large, the Code stipulates the principle of strict compliance with
the laws and regulations in force and its determination to contribute to Sustainable Development.

Incorporating ethical, social and environmental criteria into relations with our partners

Beyond the principles stated in the Code of Conduct (see above), Lagardere considers that its Sustainable Development
actions must be conducted in close cooperation with its various partners. This is why the Group has been progressively
incorporating ethical, labour-related, social and environmental criteria into both calls for tender and the general terms
of new contracts and framework agreements since 2006, particularly through the Sustainable Development Charter.
The Procurement policy implemented by the Group in 2008 includes this Charter.

The Group also conducts an active programme of supplier/partner awareness raising and the monitoring of performance levels.

Incorporating specific criteria into calls for tender and contracts
- Lagardere has drawn up a Sustainable Development Charter to convey the Group’s social, ethical and environmental principles.

The criteriain the Charter concern, in particular:
-respect of the principles defended by the International Labour Organisation (including the prohibition of child labour
and all forms of forced or compulsory labour);
- prohibition of illegal employment;
-anti-corruption measures;
-compliance with applicable social welfare regulations;
- existence of risk prevention measures for work safety;
-implementation of a labour policy based on a quality approach;
-respect of the fundamental principles of environmental protection;
-compliance with the environmental legislation in force;
-control of the environmental impact of business activities through the implementation of an environmental policy
based on the principle of continuous improvement;
-promotion of the above principles to business partners.
In the event of any failure by a business partner to honour these commitments, Lagardere reserves the right to consider
terminating the partnership if the partner concerned does not remedy the situation in a timely manner.
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The example of Lagardére Active

i In December 2006, Lagardere Active launched a call for tenders with the intention of optimising i
; its portfolio of paper suppliers over the period 2007-2008 for the Group’s magazines in around ;
: twenty countries in Europe, the United States and Asia. The final selection of partners, in 2007, :
E was conditional on the signature of a Sustainable Development Charter, under the terms of which E
| the paper suppliers undertake to respect certain social, ethical and environmental principles. |
i Furthermore, to date, all the printers working for the Press division in France and elsewhere i
have signed the Sustainable Development Charter and committed to respecting the principles
i contained therein. i

-In 2007, a new code of conduct covering the three components of Sustainable Development (social, environmental
and economic) was drawn up at Lagardere Publishing®; this new code will be implemented progressively with
the division’s paper suppliers and printers. The provisions of the code will be imposed contractually on new partners,
but also on existing providers who will commit to applying the code by signing an addendum to their original contract.

The publishers of Hachette Collections have issued a specific code of conduct as a formal statement of the fundamental
principles of human rights and children’s rights to all suppliers and subcontractors directly or indirectly involved in
the book production processes. To this end, contracts signed with external service providers stipulate the enforceability
of this code, so that the principles are binding on the suppliers and subcontractors.

The code sets forth a certain number of fundamental values to be respected by the company’s suppliers and
subcontractors, mostly derived from the principles of the International Labour Organisation (ILO): prohibition of
child labour, discrimination, forced labour and disciplinary measures; a commitment to ensure health and safety in
the workplace, acceptable terms of remuneration and reasonable working hours.

Lastly, the Hachette Collections code stipulates that the publishing houses are entitled to verify that these principles
are applied by their suppliers and subcontractors, and consequently may initiate compliance audits during the term of
the contracts on the premises of suppliersand subcontractors, oron any of the suppliers’and subcontractors’ production
sites. In the event of failure to respect the provisions of the code, sanctions including cancellation of the contract and
financial penalties, may be applied against the defaulting party.

In Asia, such audits were carried out by independent third parties. Some gave rise to requests for corrective action on
the part of the suppliers and subcontractors concerned (principally a reduction in employees’ weekly working hours and
application of therules for working conditions and hygiene). Follow-up inspections performed in 2006 led to five suppliers
being excluded. In 2007, four further audits were performed.

B-2 Supplier/partner awareness raising and monitoring of performance levels

- The Press division regularly requires all its paper suppliers and printers to state their policy and environmental
performances by means of questionnaires.

Paper suppliers are questioned about issues relating to environmental management, sustainable forest resource
management, traceability of supplies, use of chlorine-free technology and production of paper incorporating recycled
fibres.

The printers are questioned on subjects such as health & safety policy, use of hazardous substances, emission of pollutants
(particularly volatile organic compounds resulting from the evaporation of inks containing solvents) and waste
management. Up until 2006, only French printers were questioned about their environmental performances; in 2007,
the Pressdivision extended printer performance monitoring toits principal subcontractors (in Italy, Spain, the United Kingdom,
the USA and Russia), which represent approximately 65% of printing expenditure outside France.

The answers to these questionnaires are presented in section 5-3-4-4 below.

(1) Regarding people, this charter stipulates the respect of children’s rights, (particularly the refusal to employ “child” labour) and human rights (refusal of
all forms of slavery and discrimination); it guarantees decent pay and satisfactory working conditions with respect to health, safety and hygiene.
Regarding the environment, the charter obliges suppliers to respect the provisions of the environmental laws and regulations in force, particularly by
abstaining from the use of hazardous or toxic products, adopting a responsible waste management policy and encouraging the use of recyclable paper.
The charter also obliges suppliers to optimise the quality of their production, the integrity of their business, and their independence with respect to
employees
and representatives of Lagardére Publishing.
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- The book publishing division - Lagardére Publishing - conducts a policy of promoting environmental and social issues
toits paper suppliers and printers, in France and abroad, through a certification incentive scheme.

Lagardere Publishing requires its partners to initiate action to obtain ISO 14001 environmental certification;
to date, more than 95% of Lagardére Publishing’s paper suppliers are ISO 14001-certified (compared to 90% in 2006
and 80% in 2005).

In terms of raising supplier awareness on employee issues, Lagardere Publishing’s efforts initially focused on
subcontractors operating in countries where social and environmental legislation is less strict than in Europe. Primarily
as aresult of these awareness-raising operations, to date, half the Group’s French and European printers, representing
at least 1% of Lagardere Publishing’s procurement expenditure, have signed framework agreements comprising a
labour clause, or have obtained labour-related certification: working conditions, health and safety, OHSAS 18001.
Outside Europe, 45% of suppliers have already obtained OHSAS 18001 certification (a standard that is recognised the
world over for health, safety and working conditions). These awareness-raising operations will be continued not only
with subcontractors outside Europe, but also with Lagardeére Publishing’s European printers which currently handle
85% of the Division’s printing work. This fosters continuous improvement of the environmental performances of printers
working for Lagardere Publishing, which carries out regular monitoring of subcontractors’ certification status.

C) Ourapproach to Group employees

Inaddition tothe provisions of the Code of Conduct concerning employees(seesection5.3.1.2A), the Group has implemented
several charters thatemployees undertake torespect. Lagardere also conducts operations to raise employee awareness of
Sustainable Development issues by means of the Group’s intranet site.

The charters

A “Charter for Transactions carried out on Lagardere SCA shares by employees of the Lagardere Group” contains
adetailed description of the legal obligations incumbent on company employees in possession of “Privileged Information”
(they may not undertake transactions involving the shares concerned or divulge the corresponding information) as well as
the corresponding administrative and/or criminal sanctions applied in the event of infringement of these obligations.
The charter also sets forth the additional prohibitive measures intended to reduce the risk of such misdemeanours being
committed; GroupemployeeswhohaveregularaccesstoPrivileged Information concerning Lagardere SCAby virtue of their
position may only carry out transactions on the Group’s listed shares three times per year: during the four-week periods
following presentation of the annual results, the half-yearly results and the Annual General Meeting of Shareholders,
naturally on condition that they are notin possession of Privileged Information; employees of the Group who through their
position may have occasional access to Privileged Information, and the beneficiaries of Lagardére SCA stock options, may
only carry out such transactions during the forty-five day period preceding the publication of the annual and half-yearly
results and during the thirty-day period preceding the Annual General Meeting.

Incompliance with the applicable stock market legislation, a procedure was introduced to establish the list of persons with
regularoroccasional access to Privileged Information concerning Lagardére SCA. At the same time, the Managing Partners
setupaninsider Committee comprising arepresentative from theirranks, the Group’s Legal Director, the Financial Director
and the Human Resources and Communications Director. This Committee is responsible for compiling and updating
the lists of persons with access, and proposing measures to reduce the risks of misdemeanours or failure to comply with
the relevant legislation.

The Group also has an IT charter specifying the rules governing the use of computer tools; this charter applies to all of
the Group’s employees.

Raising employee awareness of Sustainable Development issues

Lagardere also has a dedicated “area” on its Intranet for Sustainable Development, which went online in March 2007, with
the aim of raising Group employees’ awareness of Sustainable Developmentissues and encouraging them to become involved.

This mini-site comprises a number of topics providing employees with information on Sustainable Development issues;
itisalsointended to present the Group’s commitments and action in terms of CSR.
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D)

Customer relations

In addition to the provisions of the Code of Conduct concerning customers (see section 5.3.1.2.A), Lagardere attaches
particular importance to attentiveness to customers’ needs and raising customer awareness.

Being attentive to our customers

Being attentive to the Group’s television viewers, listeners, readers, web surfers and customers is a prerequisite
for providing them with editorial contents that match their expectations. This is why the Group listens carefully to
its customers’ opinions.

In France, the Relay sales outlets provide a freephone number for customer complaints, suggestions and remarks. Calls are
processed systematically and a personal reply isissued to resolve the situation described. Furthermore, Relais H conducts
regular customer opinion surveys, particularly through consumer surveys (general or specifically targeted, for instance
concerning new concepts), or postage paid cards to be returned to the company.

The majority of Lagardere Active’s subsidiaries have set up their own customer relations system: in the past, this took
the form of readers’ opinions pages but more recently, blogs and forums have been set up and are widely used, since
they enable direct contact. Quality and satisfaction surveys conducted by independent agencies are also increasingly used.

Here are some illustrations of this practice:

- The various French and international editions of Elle magazine have a “readers’ letters” section, and highly interactive
websites. In France, the Elle magazine website has a tailor-made page with facilities for readers including subscription
to the RSS feed of www.ellefr; in December 2007, the website attracted 1,191,000 unique visitors (source: Nielsen
NetRatings). Qualitative and quantitative reader surveys have been conducted in China, the Netherlands, Russia,
the United Kingdom, Italy and Germany.

+ Auto Moto devotes two pages to readers’ opinions and the magazine website’s forum has the highest trafficin this sector
of activity.

- Viewers of youth channels sentin 14,000 emails in 2007 (5,708 to Tiji, 1,864 to Gulli, 1,400 to Filles TV and 4,748 to Canal }));
the channels also conducted satisfaction surveys in 2007 (brand recognition of Youth channels in the 7-14 age group,
observatory of cable and satellite channels, qualitative perception studies conducted by Canal ) in October 2007,
Filles TV in March 2007 and Gulli in January 2007).

- Médiamétrie’s audience ratings and certain “quality” surveys conducted by the communication departments of
broadcasters provided Image & Cie, one of the Group’s production companies, with feedback on the satisfaction of
television viewers, the end-consumers of the productions.

«The Journal du Dimanche does not have a readers’ letters section, but the editorial committee and the Delegated
Managementreplied toall the correspondencereceived (emails and letters). The Journaldu Dimanche website, which went
online in 2005 and was re-styled in 2007, provides daily editorial contents that differ from the printed newspaper content.
Through the site web surfers can interact with each other, but also with the journalists via the “editor’s blog”, more blogs
are planned for 2008. At the end of December, the site had attracted 933,000 unique visitors (source: Nielsen NetRatings).

- The “Relations” unit of Télé 7 Jours magazine answers readers’ messages and takes telephone calls; in 2007 a mediation
servicewassetup,andrelayed onthe magazine’s website. The magazine contains afull page devoted to readers’ letters
and mediation every week. The Télé 7.fr website went online in October 2007, and offers highly interactive content with
blogs and forums; this site attracted more than 1 million unique visitors in December 2007 (source: Nielsen NetRatings).
The magazine assesses the level of customer satisfaction each year through a reader survey. Télé 7 Jours also has
“quality rating” surveys conducted by an independent agency and publishes results in the “Survey news” section of
the magazine. Theseratings cover subjects such as programme quality, new programmes, delays, punctuality, the sound
level of advertising and programme cancellations.

- Version Fémina has added a “readers’ letters” section to all its issues. Ipsos studies on quantitative and qualitative
aspects of contents have been conducted every six months for the past five years and round tables are organised
once ayearin four French cities. The www femina.fr website has a section devoted to “female surfers”, enabling a wide
community of women from a variety of cultural, social and ethnic backgrounds to exchange views, and contribute to
the contents of the site.

- The Group’sradio stationsand television channels make particular use of the audience ratings compiled by Médiamétrie
to measure the satisfaction of their listeners and viewers; they have all created blogs and/or forums on their websites.
Europe 1's site, for example, was the leading general site with1,065,000 unique visitors (source: Nielsen NetRatings).
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D-2 Raising the awareness of our customers

- The Group aims to raise the general public’s awareness of Sustainable Developmentissues through its editorial contents
and distribution activity: some of the contents produced and delivered (whether books, magazines, newspapers,
internet sites, radio and television programmes or film and television productions) deal with the subject of Sustainable
Development, thus making the general public conscious of the related issues.

In 2007, these awareness-raising operations were stepped up in both the audiovisual business and magazine publishing sector:

- Europe 1devoted more than 100 hours of broadcasting to environmental discussions (not counting the relevant coverage in
other programmes) and almost 50 hours to social issues;

- The Group’s magazines devoted a large number of pages to items related to the environment: more than 50 pages in Elle
France, almost 130 pages in Version Fémina, 112 pages of articles and advice in Mon Jardin ma Maison, more than 35
pages in Auto Moto, etc,;

- Approximately 5% of the editorial contents of the weekly Télé 7 Jours dealt with environmental issues in 2007, and
the magazine even produced two “greenissues”, onein Apriland one in October. The title of the three-page feature article
published inside these issues was used as the catchline on the cover, and the editorial team intends to increase the
number of pages devoted to Sustainable Development in 2008;

- The Journal du Dimanche produced more than 50 full pages devoted to the environment, ecology, climate change,
pollution, etc, not counting articles related to environmental themes in other sections (economy, society, foreign news,
etc.)

- In Paris Match, more than 100 pages covered the subject and in April a separate eight-page supplement was produced
about the CNRS (French National Centre for Scientific Research), along with a DVD entitled “From the big bang to
tomorrow”, inserted in 50,000 copies of the magazine

Certain channels and magazines took part in innovative projects intended to raise public environmental awareness,
including the following: Virgin Radio (formerly Europe 2) provided live broadcasts of the eight mega-concerts organised by
Al Gore to combat climate change; from May to July 2007, a number of international editions of Elle magazine published a
“dreenissue” (Hong-Kong, USA, and the magazine was even published on recycled paperin Sweden, Turkey, Japan, Croatia,
Thailand, Singapore, Belgium, Germany, Poland, Holland, and other countries) covering a number of environmental themes
eitherin the cover story orinside the magazine.

Awareness-raising extends to youth audiences: the “Youth” channels produced many reports on environmental issues
to encourage responsible behaviour from an early age; for example, Gulli broadcast specific programmes as part of
World Water Day in March 2007.

As part of this approach to raising the awareness of the general public, the majority of Lagardere Publishing’s French
publishers added the following statements to their publications: “Itis the publisher’s principle to use papers composed of
natural fibres that are renewable, recyclable and manufactured from wood produced in forests that adopt a sustainable
management system. In addition, the publisher expects its paper suppliers to take the requisite steps to obtain recognised
environmental certification”. Similarly, some of the publishers at Lagardére Publishing UK include a statement of
their forestry resource management policy in their books, thereby declaring their commitments to their readers.

- Lagardeére Publishing has published a number of books that contribute toraising the awareness of Sustainable Development
issuesinreaders of all ages. Examples include: Hatier, Didier, Foucher, Hachette Education and Dunod, in particular, published
a wide range of textbooks from primary school to higher education level dealing with issues related to Sustainable
Development. For example, the books in the “Citoyens en herbe” and “En avant ma planéte” collections are published
by Hatier for primary school pupils. Marabout also published works for young readers (“Eco Citoyen a vous d’agir !”
“L’écologie des paresseuses”, etc.)

- Calmann-Lévy, which publishes a collection of essays and major documents in the field of ecology, released “Pour un pacte
écologique” by Nicolas Hulot, “Ces foréts qu’on assassine” by Emmanuelle Grundmann, prefaced by Jane Goodall, “Le plan B:
pourun pacte écologique mondial” by Lester R. Brown (the French edition of Plan B: Rescuing a Planet under Stress & a Civilization
in Trouble), and “C’est bon pour la planéte” by Evelyne Dhéliat.

- Fayard publishing house and its subsidiary Mille Et Une Nuits published more than 25 essays on Sustainable Development topics;

- Stock, Grasset and Lattés also published a certain number of works related to Sustainable Development (“Vers un nouveau
capitalisme” and “Vers un monde sans pauvreté” by Muhammad Yunus and “Réparer la planete” by Maximilien Rouer and
Anne Gouyon at Lattes, “Le Krach écologique” by Genevieve Férone at Grasset, etc.)
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5-3-1-3

A)

« Raising the awareness of children and defending children’s’ rights

Lagardére Active is particularly attached to raising the awareness of children and defending children’s’ rights through
various initiatives:

-As part of Operation Brikkado in partnership with UNICEF, Canal ] keeps young viewers informed of UNICEF’s actions,
particularly regarding the protection of the environment, solidarity and friendship.

-TiJi and Gulli strive to convey positive values in their TV programmes, such as mutual aid, friendship, respect for others,
etc. During children’s rights week in November 2007, Gulliadapted its programme schedule and broadcast “Ados le débat”,
a programme dealing with the subject of “children’s rights” Gulli organised a conference on 13 November 2007, on the theme
of “Children - Screens: who’s eating who?” dealing with the problems inherent to children’s relationship with the media
(narrative media- television, DVD, etc- and interactive media- video games, the Internet, etc.).

- Elle magazine in France produced 22 pages on defending children’s rights; outside France, at the end of 2007 Elle Croatia
organised a special operation (and documentary features) denouncing violence against children, which ran for several issues.

- Paediatrician and pedopsychiatrist Marcel Rufo has aslot on Europe 1radio two days a week, from 23:00 to 23:59, as part
of a programme devoted to the subject of young listeners.

In all the countries where it operates, Lagardere Services supports charity organisations that defend children’s rights:
UNICEF in France, Child Focus in Belgium, SOS Kinderdorf in Germany, Caritas in Poland, Intervida in Spain, Calcutta Espoir
in Switzerland and Make a Wish in Canada.

« Health and public health issues are another preferential domain for the Group’s operations in public awareness-raising.
The major areas of medical research - principally cancer and AIDS - are given considerable coverage, particularly
inmagazines, television channels and radio stations. Lagardere Active’s television channels and radio stations give wide
coverage to public health issuesin order to raise awareness in their respective audiences. For example:

-1n 2007, in addition to live evening discussion programmes, Europe 1 devoted more than 75 hours to public health subjects
such as AIDS, smoking, cystic fibrosis, and danger to children and child abuse; there is also a weekly one-hour programme
in which a health professional answers questions put by listeners.

- All the Youth channels also broadcast programmes related to health: the Fille TV channel broadcasts a live programme
every Wednesday devoted to discussions of subjects such as anorexia, the campaign against AIDS, relationships with
parents, healthy eating, etc,; Gulli and Tiji broadcast “patches” related to nutrition and health.

-In partnership with Unesco, Paris-Matchregularly organises public forums on public healthissues. Leading academics and
celebritiesin theirrespective fields areinvited to take partin the discussions. In January 2007, the subject of the forum was
“cancer and the advances that save lives”.

- Version Fémina regularly publishes articles about the operations performed by “Mécénat Chirurgie Cardiaque Enfants
du Monde”, an organisation which provides surgery and care to children suffering from cardiac conditions.

-Elle magazine regularly covers health-related subjects (58 pages in 2007): food, nutrition, obesity, anorexia, AIDS,
smoking and cancer; the subjects related to food, nutrition, obesity and anorexia are always covered in conjunction with
recognised consultants or specialists.

-Thejournaldu Dimanche devoted several pages to health articles (for example, nutrition, Alzheimer’s disease, handicaps,
smoking, etc.).

Performance indicators - summary and monitoring

The labour and social information presented in this Reference document is collected by means of a specific reporting
system and the environmental data items concerning water and energy consumption have been integrated into
the Group’s financial data consolidation system since 2006.

Scope of consolidation

The reporting system used to collect labour and social information is deployed in all subsidiaries within the scope of
consolidation which are operationally managed by the Group, with the exception of:

- Entities that were disposed of or deconsolidated in the course of the financial year,

- Certain entities acquired in the course of the year, for which the reporting system will be implemented gradually as
they are integrated into the Group, and

- Certain entities which have fewer than five salaried employees.
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The labour and social data presented below (with the exception of data pertaining to changes concerning the total
number of Lagardere employees) therefore covers 170 Group companies, representing more than 85% of Lagardere’s total
workforce. The coverage rate is almost 90% for Lagardere Services, 90% for Lagardére Publishing, 80% for Lagardere Active
(Press, audiovisual) and 90% for Lagardere Sports. Geographic coverage varies from 90% to 100% of employees depending
on the area.

The environmental information concerning water and energy consumption has been integrated into the Group’s financial
data consolidation system. The corresponding data covers 100% of Lagardere’s consolidated subsidiaries, representing
about 550 companies. The full list is appended to the consolidated financial statements.

Variations in scope

Changesin the scope of labour and social reporting are related to the development of the Group’s business activities over
the past few years, principally through external acquisitions, and internal legal reorganisation.

Variations in scope between 2006 and 2007 were related to the following:

- Integration of new companies, particularly those acquired by Lagardeére Sports and acquisitions to strengthen the digital
arm of Lagardere Active in France (Nextedia) and the United States (Jumpstart).

- Mergers of certain activities which led to legal reorganisation within the Group.

- The disposal of certain activities, particularly at Lagardere Active and Lagardere Services:
-disposal of the Daily Regional Newspaper business;
-Lagardere Active’s withdrawal from certain countries (Sweden, Portugal, Poland, etc.);
-disposal of stores in the Virgin Stores and Furet du Nord networks.

It should be noted that some of the entities concerned were still in the financial consolidation scope at 31 December 2007
as the transfer operations had not been fully completed at that date, but were not integrated into the scope of labour
and social reporting as the Group was no longer operational manager at that date, and the “operational management”
criterion forinclusion was therefore not met.

As water and energy consumption indicators have been incorporated into the financial reporting system, changes in
the scope of this system are identical to changes in the financial reporting scope (companies acquired in the course of
the year are included in the scope for the entire year in which the acquisition took place, and companies disposed of
are removed from the scope from the date of disposal, the relevant data being taken into account up to the actual
disposal date).

Choice of indicators and reference base used for reporting

Labourreporting follows the Group’s Human Resources policy, while taking into account the specificneeds of each business
line and geographic area. In 2006, driven by a concern for continuous progress, the Group improved the indicators used by
refining the range of selected indicators in order to obtain a greater level of detail and precision. Certain parameters were
alsoredefined to enable theirapplication across the board of Lagardere’s global scope. In 2007, the Group decided formally
define the procedures included in the reporting reference base.

The reference base for labour and socialreporting can be accessed through the Intranet by the 148 staff contributors;
this reference base specifies the procedures for collection and reporting of data, as well as the definitions of the selected
indicators and the calculation formulas used, to ensure satisfactory, uniform comprehension by all contributors.
The dataisentered foreach Group subsidiary that falls within the reporting scope, and then validated either by the Human
Resources Director, where relevant, or by the subsidiary’s management; a second level of validation by each division
is planned. Consistency checks are run on the data entered, including comparison with the data for previous periods
and a systematic alert requiring explanation when the variances are deemed significant. These consistency checks
guarantee data integrity data and therefore contribute to the reliability of the information system. At each level of
contribution or validation, operators can extract consolidated reports on the dataentered in order to make use of the data
for operational management within their particular scope.

Regarding environmental reporting:

- The instructions for information on water, energy and paper consumption define the selected indicators and
the procedures relative to data collection and reporting. This reference base is sent to all the employees involved in
reporting such information. Data is input by a contributor in each subsidiary in the Group’s consolidation scope. A data
presence check is run and a consistency check is implemented (the data is compared to data from previous periods,
with a systematic alert whenever a variance is deemed significant, requiring explanations from the contributor).

- The other environmental indicators selected correspond to the specific environmental issues of each business division;
the corresponding data is consolidated and verified at the level of the business divisions, on the basis of the information
communicated by their subsidiaries.
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D) Methodological limitations
The methodologies relative to certain labour-related and environmental indicators may present limitations due to:
- Difficulties in interpreting the data by some contributors, due to the absence of internationally-recognised definitions;

- The necessary use of estimations, or the practicalities of data collection and entry.

5-3-2 Labourinformation

The high performance levels of the Lagardere Group owe much to the skills of its staff. For optimum deployment of human
resources that takes into consideration the specific features of the Group’s various business lines, the operating units
manage human resourcesindependently. Nonetheless, the principal concerns guiding human resource policies have been
defined and formalised by Lagardere, in agreement with the Human Resources Directors of the divisions.

The principal concerns for the Group are as follows:

- preserving balance in the workforce, in a fair environment based on the principle of equitable employment practices
(5-3-2-1);

- fostering personal creativity and fulfilment, particularly through skills development and internal career development
(5-3-2-2);

- providing an attractive remuneration package that is fair, based on the recognition and reward of merit and
performance (5-3-2-3);

- promoting dialogue between the workforce and management (5-3-2-4) and
- protecting health and safety at work (5-3-2-5).
In addition to the information given below, labour indicators consolidated in the labour reporting for 2007 are reported in
the appendix (5-3-2-6).
5-3-2-1 Preserving balance in the workforce
One of the major lines of the “labour” policy in each of the Group’s divisions is the search for balance in all its forms:
- Employee numbers appropriate to the needs of the business line;
- Balanced diversity;

- Aproportion of supervisory staff appropriate to the business line.
A) The Group’s employees

Changes in the workforce

At 31 December 2007, the permanent workforce® totalled 27,597 compared to 30,487 at the end of 2006. This decrease is
mainly due to the disposal of the Regional Daily Newspaper activity at the end of 2007 and of 80% of the Virgin group. These
two operations, which led to a sharp fall in employee numbers in France, were not offset by acquisitions in the course of
the year by the different divisions.

Number of employees on permanent and temporary work contracts (in full-time equivalents)
2001 2002 2003 2004 2005 2006 2007
Lagardére Média 27,774 27,147 26,600 31,126 31,324 31,522 28,545

(1) Permanent work contracts.
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The recruitment and separation table clearly shows these effects for Lagardere Active and Lagardere Services. The voluntary
redundancy schemes set up at the end of 2007 at Lagardére Active are not yet visible in the figures for 2007, as their effects

will mostly be apparent from the beginning of 2008.

Recruitment and separation of permanent workforce by division

Total Lagardére Sports

Hl Total separation of permanent workforce . Total recruitment of permanent workforce ll

—4 +89
Total Lagardére Active :
- 1,475 : +1,635
| ——
Total Other Activities :
-43 + 144
Total Lagardére Publishing
-853 : +934
[ |
Total Lagardére Services :
-3,276 +2,686
- 4,000 -3,000 -2,000 -1,000 1,000 2,000 3,000

Typology of permanent staff separations

Resignation
59%
— ——

By mutual agreement
10%

Dismissal for individual reasons
9%

Redundancy for economic reasons
5%

Retirement
3%

Internal transfer
5%

Other
9%
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Breakdown by geographic area

The international expansion of the Group, with operations in 30 countries, is reflected in employee numbers: from 60%
at the end of 2006, at the end of 2007 66% of the workforce was based outside France. The Group remains predominantly
French-based, however, with 34% of the total workforce in mainland France. After France, the next two principal countries
in terms of employee numbers are Russia and Spain. In 2007, the countries in which our presence increased were Germany,
through the sports activities of Sportfive and Upsolut, and Sweden, with IEC.

Permanent workforce at 31 December by division and by geographic area

Lagardére Sports

120 [ 250

[ France
Lagardére Active
C0339%6 [ES006TT 942 a7 Il Rest of Europe
Other Activities [0 America
[_s88

Bl Asia
Lagardére Publishing 187
L2573 2823 1,093 W17 Bl Other
Lagardére Services
0 2,000 4,000 6,000 8,000 10,000 12,600 14,600

Breakdown by occupational group

For France, Lagardére maintained the classification distinguishing between executives/managers and other employees/
non-managers rather than the statutory reference of “cadre/non-cadre” used for local labour reporting. The workforce
of Lagardere is therefore divided into four occupational groups: Executives (Cadres Dirigeants), Managers (Cadres), Journalists
(including photographers) and Other Employees.

The breakdown of the workforce by occupational group varies from one division to another, and reflects the diversity of
the Group’s activities and business lines. At Lagardere Services, for instance, the proportion of managers is 17% which
can be explained by the large number of unskilled positions inherent to retail trade; in the other divisions, this proportion
is between 40 and 60%, due in particular to the nature of editorial content publishing: journalists and photographers
atLagardere Active, editors at Lagardere Publishing, etc. This distribution remains stable from year to year.

Permanent workforce at 31 December by occupational group

Lagardére Sports
|

[ Total Executives
Lagardére Active

I Total Managers
e

(excluding Executives)

other Activities Il Total Journalists
[ and photographers
Lagardére Publishing [ other employees, total

Lagardére Services

0 2,000 4,000 6,000 8,000 10,000 12,000
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A predominantly female workforce

Women are still in the majority in Lagardere’s total workforce (58.5% in 2007 and 57% in 2006). In 2007 they represented more
than 62% of total recruitments. Women account for 30% of executive job positions, 53% (up 3% over 2006) of managers and 65%
of journalists (up 6% over 2006) and the proportion of women in the “other employees” group remains at 61%.

Permanent workforce at 31 December by occupational group and by division

Lagardére Sports
[ Male executives
in permanent workforce

Lagardére Active Il Female executives
in permanent workforce

|

I Male managers
Other Activities in permanent workforce

Female managers
in permanent workforce

Lagardére Publishing Il Male journalists and photographers

in permanent workforce

Il Female journalists and photographers

Lagardére Services in permanent workforce
0% 20% 40% 60% 80% 100% [ Male Other employees

in permanent workforce
Il Female Other employees
in permanent workforce

Arelatively young workforce with high loyalty to the Group

The Group’s age pyramid reflects the balance between a youthful workforce, with almost 60% of employees under 40 and
25% under 30, and experience, related to the seniority of employees, which is a requisite in the field of the traditional media.

Breakdown by age and by division
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Breakdown by seniority and by division

Lagardére Sports

Il Total workforce

Lagardére Active with less than 5 years seniority

Il Total workforce
with 6 to 10 years seniority

o
~
=
o
2
>
n
(=4
<.
(=3
o
w

Total workforce
with 11 to 20 years seniority

Lagardeére Publishing Il Total workforce

with 21 to 30 years seniority

R . Il Total workforce
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0

With an excellent reputation and strong brand names, Lagardere has the benefit of tangible staff loyalty (30% of the
Group’s total workforce have more than ten years’ seniority, a figure that rises to 40% in France) and has great appeal to
potential applicants (165,000 job applications were received in 2007 compared to 170,000 in 2006 and 150,000 in 2005). Staff
turnoverincreased from 10% to 14% this year,areasonable figure given the nature of the business. This change reflects the
effect of anincrease in the turnover rate among sales staff.

Furthermore, due to the nature of the press and audiovisual production business lines in France, Lagardére utilises specific
occupational groups: freelance journalists and seasonal entertainment workers, known as “intermittents du spectacle”.
Aware of the special status of these categories, the Group is involved in global discussions of changes affecting them,
and in particular takes part in the divisions’ various negotiations regarding social security coverage, unemployment
benefits and professional training. In 2006, Lagardere Publishing signed an agreement concerning professional training
and social security coverage for home workers, and Lagardere Active implemented a system geared towards contributing
to the continuous professional training of freelance journalists, through Mediafor, the organisation which collects
contributions for the profession.

The Group’s attachment to equal opportunities

Guaranteeing equal opportunities and treating all individuals fairly is Lagardére’s philosophy. With a diversity of activities
and business lines, and staff skilled in their domains, the Group encourages diversity in the divisions. It endeavours to
develop cross-divisional actions in this field, particularly by identifying good practices in the different entities and sharing
them across the Group.

In 2006 the Lagardere Human Resource Division initiated a meeting of the business divisions’ Human resources teams
to consider the subject of equal opportunities and their implementation within the Group. This work was continued in
France in 2007, leading to a partnership project with a voluntary organisation that assists newly-qualified people from
underprivileged areas in finding jobs. This partnership is expected to lead to concrete action from the beginning of 2008.

Concerning disabled employees, in 2007 Lagardéere employed an average 8.5disabled people forevery thousand employees,
with the proportion reaching 12 per thousand in Europe. At Lagardére Active, for instance, the mission to promote
the integration of disabled employees continued its action in 2007 in terms of recruitment and industrial placements
for disabled people, job security, outsourcing to sheltered workshops and staff awareness-raising on the subject of
disability. An enterprise agreement regarding the integration of disabled workers was implemented, and the application
for certification was validated in 2007 by the Labour and Employment board in the Hauts-de-Seine department, testifying
to the fulfilment of the employment obligation.

Flexible work organisation

The Group takes care to respect the legal regulations specific to each country, both in terms of working hours and
the management of overtime. The entities of the Group have implemented a work organisation scheme that provides
the flexibility to meet the specificrequirements of the business lines while taking into account the aspirations of the workforce
and the use of replacement staff in the event of sick leave or maternity leave. This scheme includes part-time work, overtime
hours and temporary work contracts.

Employment of temporary staff (on fixed-term work contracts or through temporary staffing agencies) is an inherent
part of the specific nature of certain business lines. This is particularly true for seasonal peaks in business at Lagardere
Publishing and Lagardére Services (the publication of new works of literature, generally scheduled from September
to November in France, school textbook orders and the Christmas season). Another factor is the constraints related to
distribution activities (extensive opening hours, training of store managers, etc.).

The Group has invested considerable efforts in optimising the use of temporary staff (who represent 4% of the total
workforce, on a full time equivalent basis), leading to a reduction in the number of fixed-term work contracts in 2007
to 2,219 (compared to 2,789 in 2006). Lagardére aims to preserve the degree of flexibility and responsiveness required for
the management of its business activities, and at the same time maintain the proportion of staff on such contracts
ataround 10% of the global workforce.

As flexibility and the optimisation of labour costs are essential to the distribution activities, Lagardere Services makes
considerable use not only of temporary staff (see above), but also of overtime and part-time work, mainly in Asia and
Central Europe. This situation explains the significance of overtime hours (68%), part-time work (which is decreasing;
67% compared to 74% in 2006) and temporary agency staff contracts (39% of total temporary jobs) in the Services division
compared to the Group as a whole. This type of organisation is also to be found, to a lesser degree, in the distribution
activities of the Book Publishing division, which is faced with the same needs.
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Flexibility of work by division
Part-time work
I s B Lagardeére Services

I Lagardére Publishing
I U — Other Activities

Overtime hours

Temporary work (temp. contracts and agency staff) Bl Lagardére Active

Il Lagardére Sports
0% 20% 40% 60% 80% 100%

Absenteeism
The average number of days’ absence per person, taking all reasons together, fell from13.96 in 2006 to 9.58 in 2007. Paid sick

leave and maternity or parental leave accounted for the vast majority of all paid leave.
Breakdown of paid leave of more than one day for permanent workforce, in days per person

Sick leave
60%

Maternity/paternity leave
29%

Accidents
5%

Other reasons

|
|
.

6%

|

Average days’ paid leave for permanent employees, by division (day/person)

Accident-related Other paid Total
Sick leave Total Total average leave Total average leave other
average | Paternity | Maternity maternity/ accident-related paid
2007 M F |sickleave leave leave paternity leave M F leave M F leave Total
Lagardere
Services 6.60 | 6.93 6.78 0.08 3.75 211 0.62 0.66 0.65 0.7 0.5 053] 2259
Lagardere
Publishing | 422 | 566 5.03 0.18 4.99 2.9 0.65 05 057 | 046 | 0.61 0.54 | 20.80
Other
Activities 314 | 499 373 0.23 3.38 1.24 0.79 031 0.64 | 0.06 | 011 0.07 8.35
Lagardere
Active 341 6.18 5.07 0.19 6.08 371 0.39 0.07 02 1] 063|119 076 | 19.22
Lagardere
Sports 436 | 612 5.02 0.04 317 122 141 0.01 0.88 | 0.19 0 012 1159
Divisions 4.86 6.3 5.67 0.14 4.86 2.8 0.58 0.41 0.49 | 058 | 0.75 0.62 9.58
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5-3-2-2

A)

B)

0

Fostering personal creativity and fulfilment

In compliance with the principle of autonomy of the Group’s individual divisions, skills development and internal
mobility measures are undertaken at the level of each entity. This illustrates Lagardere’s commitment to investing in
the development of the professional skills and individual responsibilities of staff and fostering their career development
through increased internal mobility.

In 2008, as in 2007, the Group’s main concerns will revolve around:
- Acquiring the skills related to digital technologies, and in particular, their use in combination with traditional media, and
-Improving the management of talents on a cross-business line basis, as well as between the divisions.

Encouraging skill development

In terms of training, each division endeavours to foster and develop the skills of its employees. Training programs have been
drawn up atevery level and training efforts in 2007 were sustained: almost 41% of the Group’s permanent workforce attended
atleastonetraining course, foranaverage investment of €1,655 peremployee trained in France (€985 for the Group asawhole)
over an average duration of 2.58 days.

Furthermore, the Group strives to build a corporate culture with its managers, and to foster development of the key
values of creativity, independence, audacity and entrepreneurship. These values are conveyed through the in-house
university “Media Campus”, which offers training designed for managers in the Group. Three programmes - “Leadership”,
“Integration” and “Young Managers” - provide support to managers and serve to strengthen their management skills.
In 2007, manager training represented 11% of the Group’s training budget.

Breakdown by type of training

32%
I
20%
|
I Occupational
15%
| ;
I Health & safety or environment
o [l Computing - management,
12% [ editorial or office automation
B Languages
. [ B Management
Personal development, interpersonal
10% and communication skills
0

Encouraging integration of young people in the Group

Each entity has a significant policy for exchanges with schools and universities, particularly through work placements.
In 2007, Lagardere welcomed some 1,440 placement students, 42% fewer than in 2006. The decline is mainly due to the merger
of the press and audiovisual businesses, which prevented Lagardere Active from taking on as many students as before.
The number of alternate work/study contracts increased by 12% in 2007, to 430.

Promoting internal mobility

Managed essentially by each of the business divisions, career management, internal promotion and internal career
opportunitiesinvolve each entity’s management and Human resource teams. For example, annual interviews for assessment
and promotion are gradually being introduced systematically throughout the Group.

The Group’s Intranet contains tools with information on mobility which employees can use to help define and facilitate
their plans. The Intranet also contains information on positions available within the Group, with the possibility of setting
up personalised alert messages for notification when new vacancies of potential interest are published on line.

Internal transfers represent 9% of recruitments in France, varying from one division to another. Although it is an important
issue for the Group, mobility between divisions is hindered by the specific nature of the different entities, their business
activity and distant geographic locations. Further organisation is required to amplify the movement, especially for support
positions: special efforts will be made in this domain in 2008.
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5-3-2-3 Providing an attractive pay package

In a highly competitive environment, the Group’s approach to salaries consists of offering attractive packages in tune
with prevailing market practices (in terms of business activity and the economic and labour conditions in each country
concerned).

Lagardere’s determination to maintain employees’ purchasing power and its aim to encourage commitment and
performance is unaffected by its concern to control labour costs.

The Group also has the medium-term objective of promoting the notion of global remuneration (salaries, variable salary
components, social security, savings schemes, etc).

A) Payroll, minimum salary and salary scales

Lagardere’s salary policy follows fair, equitable and consistent practices. Salary practices comply with local legislation and are
also attuned to the economic and labour conditions prevailing in each country, and, where relevant, to agreements negotiated
with the employee representative bodies of the business sector concerned (particularly in terms of minimum salary and general
salary increase scales). In France, for example, the existence of a minimum wage is the result of national legislation applicable
to the entire workforce; in certain other countries where the notion of a minimum wage may sometimes be purely symbolic,
or there is no minimum wage, salary practices are defined according to the practices of the local labour market.

The average annual salary worldwide (including bonuses and variable remuneration) for all occupational groups taken
together was approximately €39,260 in 2007 (compared to €37,844 in 2006).

Gross annual salary (€) of permanent workforce, by occupational group and by division

Journalists and

2007 Executives | Managers | Photographers | Otheremployees All occupational groups

Lagardere Services 122,009 44,245 - 20,686 25,947
Lagardére Publishing 152,736 46,366 - 28,964 42,379
Other Activities 196,422 61,023 36,000 29,976 52,728
Lagardere Active 190,916 65,389 50,201 27,013 49,636
Lagardére Sports 211,608 95,378 - 49,652 75,600
Divisions 162,906 53,619 50,035 24,617 39,260

These averages are given as an indication only, and should be interpreted with care. They correspond to a wide diversity
of situations due to the very nature of the activities and geographic locations, with the cost of living varying greatly from
country to country.

Lagardere firmly intends to encourage equal pay for women and men, under equal conditions of employment and
qualification. The differences observed in the table below are essentially due to disparities in the nature of the positions
and responsibilities held, as well as differences in age, seniority and level of qualification between the two groups.
The salary scales implemented in some of the Group’s subsidiaries are one means of achieving this equality. 55% of all
employees work in an entity which has defined salary ranges for each level.

Gross annual salary (€) of permanent workforce, by occupational group and by gender

I other employees

2332 e F
™ )ournalists and photographers
26.55 I M
[ Managers
52.27 e F Il Executives
47.38 T m
48.03 g
59.73 T
148.12 I ——
168.85 T\
0 20 40 60 80 100 120 140 160 180

Thousands
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B)
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5-3-2-4

A

B)

Salary increases

TheGroup’s policyistoencouragesalaryincreasesthatrewardindividual performance levels,assessed onquantitativeand
qualitative criteria defined by the subsidiaries. To take into account employees’ levels of skills, training and responsibility,
and the specific nature of the sectors they are working in, individualised pay rises are therefore increasingly common.

A complete range of variable components of pay

In addition to basic salary, most of the Group’s entities make use of individual and collective performance incentives
(such as bonuses or a variable component of pay). These practices make it possible to link an employee’s remuneration
to the achievement of personal targets and collective objectives at the level of the subsidiary concerned. More than 45%
of the Group’s workforce has avariable component of pay (thereis a certain disparity between different geographic areas,
particularly due to different local market practices, with salary policy remaining the prerogative of local management).
Schemes thatallow employees to sharein the financial results of their company are common within the Group; they mainly
take the form of profit sharing and employee savings schemes. 36% of employees in France belong to an employee savings
scheme. 1.84% of the shares issued by the Group are held by employees, including 0.72% held through mutual funds.

In France, Group employees also benefit from complementary health and social welfare plans partially funded by
theemployers.Some also have aspecial pension fund for one or more specific categories of employees, in addition to the general
pension scheme.

Furthermore, the Group implements aspecific policy of profit sharing with employees according to their level of responsibility,
performance and results, and encourages the development of a certain degree of loyalty in high potential employees.
Each year, the Group allocates shares to employees, through stock options until 2006, and since 2007 through a free share
allocation plan. A total of 594,350 shares were granted to 387 employees under this plan in 2007.

Promoting dialogue between the workforce and management

Dialogue between employee representative bodies and the Group is an essential component of Lagardere’s human
resources policy, based on the clear principle of seeking continuous balance between economic and labour issues,
at all levels of the organisation (entities, divisions and Group).

The Group Employees’ Committee and the European Works Committee

Beyond the principle of the autonomy of the divisions, the Group aims to promote cooperation and dialogue with employee
representative bodies and between the various subsidiaries, in France and the rest of the world. Two Works Committees
have been set up to this end: the European Employees’ Committee, set up in January 2003, and the Group Employees’
Committee, set up injanuary 2002. These two bodies have regular exchanges with the Management about the main issues
and the transformations necessary for the Group’s business activities.

The Group Employees’ Committee comprises 30 members representing Lagardere Group employees and five “observers”
representing the EADS group (one for each nationwide union). The European Employees’ Committee also comprises
30 members who are employees of the Lagardere Group in Europe (France holds 15 seats, and the remaining 15 are held
by representatives from six other European countries - Spain, Belgium, Hungary, the United Kingdom, Italy and Germany;
Poland and the Czech Republic could also have been represented, but as the Group’s companies in these countries have no
employee representatives, no seats could be allocated to them).

The respective articles of association of the Group Employees’ Committee and the European Employees’ Committee
stipulate that each of these bodies must hold an annual meeting. In addition to the plenary sessions, meetings of the
members of the Bureau and the Union Representatives may be held if required by the current situation. In 2007, the Bureau
of the Group Employees’ Committee met three times. These meetings were the occasion for discussions of the measures to
accompany the voluntary redundancy schemes at Lagardere Active, and the company’s organisation and strategy.

The Group Employees’ Committee was renewed at the end of 2007 and the first meeting will be held in the first half of 2008.
This renewal took account of changes in structure and was attended for the first time by representatives from the audiovisual
sector. Under the cover of the Group Employees’ committee, an agreement was signed for the implementation of a special
welfare fund.

Employee representation

In 2007, employee representation concerned 73% of Lagardere’s total workforce. In France, the rate was over 94%.
Employees not covered work in very small entities with only a few employees.
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Collective agreements

81 collective agreements were signed in the course of 2007; these agreements generally concerned pay, working hours,
social welfare coverage, etc.

Percentage of the workforce covered by a collective agreement, by type:

+76.32% of the workforce is covered by an agreement concerning working hours;

- 59.66% of the workforce is covered by an agreement concerning health & safety and working conditions;
- 72.06% of the workforce is covered by an agreement concerning pay;

+60.14% of the workforce is covered by an agreement concerning social welfare;

+26.97% of the workforce is covered by an agreement concerning training.

Representative bodies in the media business

The Group belongs to a large number of representative bodies in the media, such as the Press and Book publishing Unions.
In this capacity, it plays an active part in negotiations between management structures and employee representative
bodies in France (particularly concerning freelance journalists, entertainment workers and home workers, see above
(A relatively young workforce with high loyalty to the Group).

Inpublishing, Lagardere Publishing is actively involvedin joint negotiations between the French national Publisher’s Union
and the trade union organisations. 2007 saw the application of a new divisional agreement concerning home workers: pay,
workshop fees, the use of flexible part-time working and training.

In press-related occupations, Lagardeére Active plays an active role at the level of the general union and takes part in
negotiations in France. In 2007, efforts focused on the rights of freelance journalists, intellectual property in the digital
sector and vocational training.

Promoting health and safety at work

The Group’s business activities are mainly concentrated in the services sector, where health and safety issues are of
relatively limited importance, although those entities which comprise logistics and distribution activities have arelatively
greater “safety culture”.

Nonetheless, in each of its divisions, Lagardere implements a policy of reducing health and occupational risks through
preventive action and training. Among recent topics to emerge is the prevention of risks related to stress and more
generally malaise in the workplace.

Inorder to reduce the frequency and severity rates of work accidents®, Lagardere’s various divisions conduct continuous
prevention campaigns as appropriate to the specific nature and constraints of their business lines. In 2007, the Group’s
frequency rate decreased (an average of 9.68 for the Group compared to 12.45 in 2006 and 14.01 in France compared to
15.21in 2006) and in 2007 the severity rate of work accidents remained stable (an average of 0.31 for the Group compared
to 0.29 in 2006 and 0.41 in France compared to 0.49 in 2006), at levels below those observed in France for retail activities
(source: CNAMTS). Similarly, training in hygiene and safety is organised within the individual entities of the Group
(see section 5-3-1-2 above).

Appendices: Additional indicators
Preserving balance in the workforce (see section 5-3-2-1)

Permanent workforce (2007)

Permanent workforce at 31 December by division and by geographic area

2007 France Rest of Europe America Asia Other Total

Lagardere Services 2,635 4,722 2,106 170 363 9,996
Lagardeére Publishing 2,573 2,823 1,093 7 189 6,685
OtherActivities 588 588
Lagardere Active 3,396 5,006 942 547 67 9,958
Lagardere Sports 120 250 370
Total 9,312 12,801 4,141 724 619 27,597

(1) Frequency rate = (number of work accidents resulting in sick leave x 10°):number of hours worked.
Severity rate = (number of days sick leave x 1,000): number of hours worked.
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Permanent workforce at 31 December by occupational group and by division

Journalists %

2007 Executives Execzotives Managers Man‘:/:gers photo%r:gphers ]pohl'lortnoaglirsatpshaenr(s:l em%tlr(;;trees Non mZonagers Total

Lagardere Services 123 1% 1,579 16% - 0% 8,294 83% 9,996
Lagardere Publishing 306 5% 2,885 43% - 0% 3,494 52% 6,685
OtherActivities 41 7% 179 30% 24 4% 344 59% 588
Lagardere Active 258 3% 2,787 28% 2,616 26% 4,297 43% 9,958
Lagardere Sports 28 8% 118 32% - 0% 224 61% 370
Divisions 756 3% 7,548 27% 2,640 10% 16,653 60% 27,597

Permanent workforce at 31 December by occupational group and gender, by division

Journalists
Executives Managers and photographers Otheremployees

2007 M F Total M F Total M F Total M F Total M F Total
Lagardere

Services 107 16 123 890 689| 1,579 - - -l 3,335| 4,959 8,294 4,332 5,664 9996
Lagardere

Publishing 186 120 306/ 1,279| 1,606| 2,885 - - - 1,418 2,076| 3,494 2,883| 3,802| 6,685
Other

Activities 36 5 41 118 61 179 23 1 24 225 119 344 402 186 588
Lagardere

Active 179 79 258| 1,149| 1,638| 2,787 8971 1719| 2,616 1,378 2,919| 4,297) 3,603| 6,356] 9,958
Lagardere

Sports 24 4 28 91 27 118 - - - 120 104 224 235 135 370
Divisions 532 224 756| 3,527, 4,021 7,548 920\ 1720, 2,640 6,476 10,177| 16,653| 11,454 16,143| 27,597

Breakdown of permanent workforce at 31 December by age and by division

2007 under25age group | 25-to-30age group | 31-to-40 age group | 41-to-50 age group | 51-to-60 age group | over 60 age group
Lagardeére Services 14% 16% 27% 24% 16% 3%
Lagardére Publishing 5% 16% 31% 26% 19% 3%
OtherActivities 3% 14% 28% 29% 21% 4%
Lagardere Active 9% 23% 37% 20% 10% 1%
Lagardere Sports 4% 21% 54% 16% 5% 1%
Divisions 10% 19% 32% 23% 14% 2%

Breakdown of permanent workforce at 31 December by age and by geographic area

2007 under 25 age group | 25-to-30 age group | 31-to-40 age group | 41-to-50 age group | 51-to-60 age group | over 60 age group
France 5% 17% 33% 25% 18% 2%
Restof Europe 10% 19% 34% 23% 12% 2%
America 17% 18% 24% 21% 15% 4%
Asia 13% 31% 39% 12% 5% 0%
Other areas 11% 26% 29% 20% 11% 3%
Areas 10% 19% 32% 23% 14% 2%
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Breakdown of permanent workforce at 31 December by seniority and by division

2007 e emiority | " sentonty ooty Heaniory | " ooty
Lagardere Services 50% 22% 18% 7% 3%
Lagardére Publishing 40% 24% 21% 9% 6%
Other Activities 38% 14% 24% 15% 9%
Lagardere Active 57% 22% 14% 5% 2%
Lagardere Sports 60% 33% 6% 1% 0%
Divisions 50% 23% 17% 7% 3%

Breakdown of permanent workforce at 31 December by seniority and by geographic area

less than 5 years 6tol0years 11to20years 21to30years more than 30 years
2007 seniority seniority seniority seniority seniority
France 39% 24% 22% 10% 5%
Rest of Europe 52% 22% 16% 6% 3%
America 62% 20% 12% 5% 1%
Asia 67% 19% 10% 3% 1%
Otherareas 68% 23% 8% 1% 0%
Areas 50% 23% 17% 7% 3%

Permanent workforce (2006)

Permanent workforce at 31 December by division and by geographic area

Reporting scope

(Divisions) France Rest of Europe America Asia Otherareas Total
Distribution 4,197 4,907 2,174 159 323 11,760
Press 3,705 3,963 899 514 9,081
New Media 157 68 61 286
Audiovisual 1,138 920 58 2,116
Books 2,713 2,804 1,100 3 183 6,803
Corporate 441 441
Total 12,351 12,662 4,234 676 564 30,487

Permanent workforce at 31 December by occupational group and by division

%

2006 Executives Execzntives Managers Manot/;gers ]pohuortnouglirf:lt;hc:anr‘si ]pohugtnocgli'zt;hc:enrg em(:)tlgfuraes mzon,\tllgrs Total

Distribution 133 1% 1,743 15% - 0% 9,884 84% | 11,760
Press 159 2% 2,239 25% 2,768 30% 3,915 43% 9,081
New Media 13 5% 127 44% 19 7% 127 44% 286
Audiovisual 94 4% 579 27% 223 11% 1,220 58% 2,116
Books 346 5% 2,865 42% - 0% 3,592 53% 6,803
Corporate 34 8% 131 30% - 0% 276 63% 441
Divisions 779 3% 7,684 25% 3,010 10% 19,014 62% | 30,487
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Permanent workforce at 31 December by occupational group and gender, by geographic area

Journalists and
Executives Managers photographers Other employees Employees
2006 M F M F M F M F M F Total
France 231 93 2,073 2,278 704 638 2,633 3,701 5,641 6,710 12,351
Restof Europe 244 | 109 1,119 968 426 925 3,577 5,294 5,366 7,296 12,662
America 41 17 474 553 115 198 892 1,944 1,522 2,712 4,234
Asia 7 9 50 76 4 - 147 383 208 468 676
Other areas 18 10 43 50 - - 166 277 227 337 564
Areas 541 | 238 3,759 3,925 1,249 1,761 7,415 11,599 12,964 17,523 30,487

Breakdown of permanent workforce at 31 December by age and by division

2006 under 25 age group | 25-to-30 age group | 31-to-40age group | 41-to-50age group | 51-to-60age group | over60age group
Distribution 14% 18% 29% 23% 13% 2%
Press 4% 17% 34% 26% 17% 2%
New Media 4% 29% 54% 11% 2% 0%
Audiovisual 10% 24% 39% 18% 8% 1%
Books 5% 15% 31% 27% 19% 2%
Corporate 2% 10% 27% 32% 27% 2%
Divisions 9% 17% 32% 24% 15% 2%

Breakdown of permanent workforce at 31 December by age and by geographic area

2006 under 25 age group | 25-to-30 age group | 31-to-40age group | 41-to-50age group | 51-to-60age group | over60age group

France 6% 17% 33% 25% 18% 2%
Restof Europe 9% 17% 32% 26% 14% 2%
America 19% 17% 25% 21% 15% 4%
Asia 16% 29% 37% 15% 4% 0%
Otherareas 13% 25% 28% 19% 12% 3%
Areas 9% 17% 32% 24% 15% 2%

Breakdown of permanent workforce at 31 December by seniority and by division

2006 less than 5years seniority | 6to10yearsseniority | 11to 20 yearsseniority | 21to30yearsseniority | more than 30 years seniority
Distribution 50% 24% 16% 8% 3%
Press 39% 23% 21% 13% 5%
New Media 59% 33% 7% 1% 0%
Audiovisual 50% 31% 14% 3% 2%
Books 35% 30% 21% 8% 6%
Corporate 31% 18% 27% 19% 5%
Divisions 43% 26% 19% 9% 4%
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Breakdown of permanent workforce at 31 December by seniority and by geographic area

2006 less than 5years seniority | 6to10yearsseniority | 11to20years seniority | 21to30years seniority | more than 30 years seniority
France 34% 26% 21% 13% 6%
Rest of Europe 43% 27% 19% 7% 3%
America 61% 21% 12% 5% 1%
Asia 67% 16% 12% 4% 1%
Other areas 72% 20% 7% 1% 0%
Areas 43% 26% 19% 9% 4%

Temporary workforce (2007)

Average workforce on temporary contracts, in FTE, by division and by geographic area

2007 France Rest of Europe America Asia Otherareas Total

Lagardere Services 231 552 11 5 172 970
Lagardeére Publishing 176 99 8 - 20 303
Other Activities 24 24
Lagardere Active 201 559 5 92 7 865
Lagardere Sports 3 53 56
Total 636 1,263 24 97 199 2,219

Breakdown of workforce on temporary contracts, in FTE, by job position and by division

Accounting/
Marketing/ Finance/ Industry/
Sales/ Management/ | Production/ HR/Legal/
2007 Procurement Strategy Logistics Media | Administration | Communication IT Other
Lagardere Services 54% 6% 17% 1% 2% 1% 1% 19%
Lagardeére Publishing 17% 4% 18% 52% 4% 1% 2% 1%
Other Activities 12% 2% 8% 0% 24% 5% 1% 48%
Lagardere Active 14% 4% 5% 53% 8% 2% 1% 12%
Lagardeére Sports 81% 11% 2% 0% 2% 3% 0% 1%
Divisions 34% 5% 12% 28% 5% 2% 1% 14%

Average workforce on temporary contracts, in FTE, by occupational category, by gender and by division

Journalists and Employees on Total employees on

Executives Managers photographers Otheremployees temporary contracts | temporary contracts

calculated on basis of

2007 M F M F M F M F M F occupational category
Lagardére Services 0% 0% 0% 0% 0% 0% 18% 25% 18% 26% 44%
Lagardére Publishing 0% 0% 1% 4% 0% 0% 3% 6% 4% 10% 14%
OtherActivities 0% 0% 0% 0% 0% 0% 1% 0% 1% 0% 1%
Lagardeére Active 0% 0% 2% 2% 6% 11% 7% 12% 14% 25% 39%
Lagardere Sports 0% 0% 0% 0% 0% 0% 2% 1% 2% 1% 3%
Divisions 0% 0% 3% 7% 6% 11% 29% 44% 38% 62% 100%
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Temporary workforce (2006)

Average workforce on temporary contracts, in FTE, by division and by geographic area

Reporting scope

(division) France Rest of Europe America Asia Otherarea Total
Distribution 373 716 13 3 143 1,248
Press 208 535 - 99 842
New Media 12 1 - 12
Audiovisual 54 248 3 305
Books 192 111 30 - 41 374
Corporate 8 8
Total 847 1,611 43 102 187 2,789

Breakdown of workforce on temporary contracts, in FTE, by job position and by division

Accounting/
Marketing/ Finance/ Industry/
Sales/ Management/ Production/ HR/Legal/
2006 Procurement Strategy Logistics Media | Administration | Communication IT Other
Distribution 55% 5% 15% 0% 1% 1% 0% 22%
Press 15% 2% 12% 63% 4% 2% 1% 1%
New Media 0% 0% 0% 87% 6% 0% 5% 2%
Audiovisual 9% 4% 0% 47% 20% 3% 1% 16%
Books 19% 4% 23% 44% 5% 2% 2% 2%
Corporate 12% 10% 12% 0% 18% 10% 25% 12%
Divisions 35% 4% 14% 26% 4% 2% 1% 14%

Average workforce on temporary contracts, in FTE, by occupational category, by gender and by division

Employees

Journalists and ontemporary Total employees on

Executives Managers photographers Otheremployees contracts temporary contracts
calculated on basis of

2006 M F M F M F M F M F occupational group
Distribution 0% 0% 0% 1% 0% 0% 15% 29% 15% 29% 45%
Press 0% 0% 0% 1% 8% 12% 3% 6% 11% 19% 30%
New Media 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Audiovisual 0% 0% 0% 0% 1% 1% 4% 5% 5% 6% 11%
Books 0% 0% 1% 3% 0% 0% 4% 5% 5% 9% 13%
Corporate 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Divisions 0% 0% 2% 5% 9% 13% 26% 45% 37% 63% 100%
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Recruitment - Separation (2007)

Permanent staff recruited by type, by gender and by division

Number of people Number of people
recruited on Number of people joining Number of people joining whose temporary
permanent the entity’s permanentstaff | theentity’s permanent staff contractwas
contracts following internal transfer following a merger convertedintoa
during the year during the year oracquisition during the year | permanentcontract Total

2007 M F M F M F M F M F Total
Lagardére Services 865 1,426 46 57 48 88 55 101 | 38% | 62% | 2,686
Lagardere Publishing 289 542 11 11 8 6 13 54 | 34% | 66% 934
OtherActivities 45 26 3 7 38 17 7 11]65% | 35% 144
Lagardere Active 522 855 44 72 - 45 97 | 37% | 63% | 1,635
Lagardeére Sports 27 13 12 7 5 3 17 5169% | 31% 89
Divisions 1,748 2,862 116 154 99 114 137 258 | 38% | 62% | 5,488

Typology of permanent staff recruited, by geographic area

2007 Recruitment Internal transfer | Mergers & acquisitions Conversion of contract fotal preercrlr:'uqiT:gtSmﬁ

France 77% 10% 4% 9% 1,469
Rest of Europe 76% 6% 7% 11% 2,077
America 99% 0% 1% 0% 1,316
Asia 93% 0% 0% 7% 397
Other areas 99% 1% 0% 0% 229
Areas 84% 5% 4% 7% 5,488

Permanent staff recruited by type, by gender and by geographic area

Temporary contract
Internal Mergers/ converted into
Recruitment transfer acquisitions permanent contract Total Total
permanent
2007 F M F M F M F M F M staff recruited
Total Lagardére Services 1,426 865 57 46 88 48 101 55| 1,672 | 1,014 2,686
Total Lagardére Publishing 542 289 11 11 6 8 54 13 613 321 934
Total Other Activities 26 45 7 3 17 38 1 7 51 93 144
Total Lagardére Active 855 522 72 44 0 0 97 45| 1,024 611 1,635
Total Lagardére Sports 13 27 7 12 3 5 5 17 28 61 89
Total 2,862 | 1,748 154 116 114 99 258 137 | 3,388 | 2,100 5,488
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Number of separations, permanent staff, by division

Dismissal for Redundancy sepl?;.ililons
2007 Resignation tllggyr?euéiﬁlt ir;gilvsigrl:gl forrgzzgﬁrsnic Retirement Itrr](tlirsr}gll' Other per::gfr}ent
Lagardére Services 59% 13% 6% 5% 2% 4% 10% 3,276
Lagardeére Publishing 58% 2% 16% 5% 9% 2% 8% 853
Other Activities 40% 0% 26% 0% 7% 21% 7% 43
Lagardere Active 57% 5% 16% 6% 2% 7% 7% 1,475
Lagardere Sports 59% 7% 27% 2% 0% 2% 2% 41
Total 58% 9% 10% 5% 3% 5% 9% 5,688

Number of separations, permanent staff, by type and gender, by division

Dismissal for | Redundancy
By mutual individual | foreconomic Internal Other Total Total
Resignation agreement reasons reasons Retirement transfer reasons separations | separations
permanent
2007 F M F M F M F M F M F M F M F M staff
Total Lagardere
Services 1,292 638 | 279 | 157 | 115 83 85 95 45 31 98 46| 123 | 189 | 62% | 38% 3,276
Total Lagardere
Publishing 344 148 10 10 66 70 28 15 33 43 10 9 39 28 | 62% | 38% 853
Total Other
Activities 5 12 0 0 3 8 0 0 2 1 3 6 3 01 37% | 63% 43
Total Lagardére
Active 538 305 50 28 | 122 | 107 47 40 13 14 65 42 54 50 | 60% | 40% 1,475
Total Lagardeére
Sports 7 17 1 2 1 10 0 1 0 0 0 1 0 11| 22% | 78% 41
Total 2,186 | 1,120 | 340 | 197 | 307 | 278 | 160 | 151 93 89| 176 | 104 | 219 | 268 | 62% | 38% 5,688

Recruitment - Separation (2006)

Number of people recruited on permanent contract by type, gender and division

Number of people
Number of people Number of people joining Number of people joining whose temporary
recruited on the entity’s permanent staff the entity’s permanent staff contractwas
permanentcontracts | followinginternal transfer following a merger convertedintoa
during the year during the year oracquisition during the year permanent contract
2006 M F M F M F M F Total

Distribution 955 1,560 31 31 23 79 144 251 3,074
Press 216 580 30 56 30 29 65 64 1,070
New Media 40 16 4 2 - - 4 6 72
Audiovisual 101 168 16 13 3 10 27 36 374
Books 327 569 16 18 32 50 47 68 1,127
Corporate 26 13 - 2 84 23 4 1 153
Divisions 1,665 2,906 97 122 172 191 291 426 5,870
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Typology of permanent staff recruited, by geographic area

2006 Recruitment | Internal transfer | Mergers & acquisitions | Conversion of contract | Total permanent staff recruited
France 65% 9% 10% 16% 1,927.00
Restof Europe 69% 2% 8% 21% 1,914.00
America 99% 0% 1% 0% 1,360.00
Asia 98% 0% 0% 1% 325.00
Other areas 98% 1% 1% 1% 344.00
Areas 78% 4% 6% 12% 5,870.00

Permanent staff recruited by type and gender, by geographic area

Typology of permanent staff separations, by division

Number of people Number of people joining Number of people
recruited on Number of people joining the entity’s permanent whose temporary
permanent the entity’s permanent staff following a merger contractwas
contracts staff following internal oracquisition converted into
during the year transfer during the year during the year apermanent contract Total
2006 M F M F M F M F M F Total
Total France 524 730 74 102 106 82 145 164 849 | 1,078 1,927
Total Rest of Europe 407 911 18 19 61 99 142 257 628 | 1,286 1,914
Total America 469 872 3 0 5 8 1 2 478 882 | 1,360
Total Asia 129 191 0 1 0 0 1 3 130 195 325
Total Other areas 136 202 2 0 0 2 2 0 140 204 344
Total Areas 1,665 2,906 97 122 172 191 291 426 | 2,225 | 3,645 5,870

Percentage separations, permanent staff
2006 Resignation ggr?eun::ﬁ{ ind[i)\jisgzjigls?égl(;:)ns elgg:g%(iicupecgsfg;s Retirement L?gﬁrs?g: Other T;é?rlnsueﬁélr:g:it%?fs'
Distribution 58% 15% 14% 2% 2% 1% 7% 3,632
Press 50% 2% 15% 8% 4% 4% 16% 1,202
New Media 47% 3% 19% 5% 0% 19% 7% 59
Audiovisual 47% 14% 21% 3% 1% 8% 6% 287
Books 50% 2% 23% 5% 7% 4% 9% 980
Corporate 10% 3% 34% 7% 24% 21% 0% 29
Divisions 54% 10% 16% 4% 4% 3% 9% 6,189
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Number of separations, permanent staff, by type and gender, by division

Percentage separations, permanent staff
By mutual Dismissal for Redundancy for Internal Other
Resignation | agreement |individual reasons|economicreasons|Retirement| transfer reasons Total

Total separations,
2006 F M F M F M F M F M F | M F M F M permanent staff
Total
Distribution 1,397 705| 324 231 297 213 41 24| 53| 33| 24| 18| 141| 131| 63%| 37% 3,632.30
Total Press 460 137 14| 12 99 82 73 271 20| 29| 34| 18| 149| 48| 71%| 29% 1,202.00
Total
New Media 8 20 0 2 4 7 3 0 0 0 5 6 2 2| 37%| 63% 59.00
Total
Audiovisual 74 62 21| 20 29 30 6 3 1 3| 16 6 8 8| 54% | 46% 287.00
Total Books 343 | 145 8 7 115 111 35 17| 36| 35| 18| 18| 65| 27| 63%| 37% 980.00
Total
Corporate 2 1 1 0 6 4 1 1 5 2| 0] 6 0 0| 52%| 48% 29.00
Divisions 2,284(1,070| 368 | 272 550 447 159 72| 115| 102| 97| 72| 365| 216| 64%| 36% 6,189.30

External workforce (2007)

Number of staff from temporary staffing agencies, in FTE, compared to average permanent

and temporary workforce in FTE, by division

2007 France Rest of Europe America Asia Other areas Total

Lagardére Services 0.01 0.06 0 0 0 0.03
Lagardere Publishing 012 0.05 0.02 0 0 0.07
OtherActivities 0.01 0.01
Lagardere Active 0.01 0.03 0 0.02 0 0.02
Lagardere Sports 0 0.01 0.01
Total 0.04 0.05 0.01 0.02 0 0.04

External workforce (2006)

Number of staff from temporary staffing agencies, in FTE, compared to average permanent

and temporary workforce in FTE, by division

Reporting scope (division) France Rest of Europe America Asia Otherareas Total

Distribution 0.01 0.06 0 0.01 0 0.03
Press 0.01 0.05 0 0.02 0.02
New Media 0 0 0 0
Audiovisual 0.01 0 0 0
Books 012 0.06 0.02 0.29 0.01 0.08
Corporate 0.01 0.01
Total 0.03 0.05 0.01 0.02 0 0.04
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Working hours (2007)

Minimum working hours

Minimum
(geoaraptu apes i | Comespondingumberol | conespondingrumber o
France 1,372 196 7
Rest of Europe 0 0 0
America 1,610 230 7
Asia 1,666 238 7
Other areas 1,786 235 7.6

Maximum working hours

Maximum
omonrapic oren) Jloximum | Corresponding numbercf | Corresponding numberc
France 1,778.40 228 7.80
Rest of Europe 2,200.00 220 10.00
America 2,080.00 260 8.00
Asia 2,640.00 264 10.00
Otherareas 2,288.00 286 8.00

Working hours (2006)
Minimum

il iagial glinimar | Comespondingoumberof | Carespontingpumber of
France 1,372 196 7
Rest of Europe 1,449 207 7
America 1,610 230 7
Asia 1,694 242 7
Other areas 1,733 231 7.5

Maximum working hours

Maximum
(geopraphic aes) aasium | comspondiogumberof | cortapondiag uncerof
France 2,115 235 9
Rest of Europe 2,080 260 8
America 2,080 260 8
Asia 2,510 251 10
Otherareas 2,288 286 8

Chapter 5 Information on the business activities of the Company and the Group

90



Chapter 5 Information on the business activities of the Company and the Group

Overtime (2007)
Number of hours overtime worked in 2007, by division and geographic area
America Asia Otherareas Rest of Europe France Total
Lagardeére Services 51,380 10,984 157,291 53,819 273,474
Lagardere Publishing 2 - - 21,438 39,427 60,867
OtherActivities 5,249 5,249
Lagardere Active 38,862 - - 21,990 3,495 64,347
Lagardére Sports 779 - 779
Total 90,244 10,984 - 201,498 101,990 404,715

Overtime (2006)

Number of hours overtime worked in 2006, by division and geographic area

Reporting scope

(division) America Asia Otherareas Rest of Europe France Total
Distribution 1,583 119,436 98,190 6,190 225,399
Press 38,748 - 23,077 33,808 95,633
Books 2 - - 19,655 23,624 43,281
Corporate 539 539
New Media 50 - 198 248
Audiovisual - - 562 562
Total 40,383 - 119,436 140,922 64,921 365,662

Part-time work (2007)

Permanent workforce at 31 December in part-time work

Permanent % permanent Permanent % permanent
2007 nparctimamork | " male | ‘nparttmewark | " emale” | workforce | inparttime work
Lagardére Services 642 15% 1,695 30% 23% 2,337
Lagardére Publishing 72 3% 467 12% 8% 539
OtherActivities 36 9% 22 12% 10% 58
Lagardere Active 96 3% 436 9% 7% 532
Lagardere Sports 7 3% 19 14% 7% 26
Divisions 853 8% 2,639 18% 14% 3,492
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Conversion of permanent employees to part-time work

Number of Number of employees
employees changing changing to part-time Total number of

to part-time work work during the year employees changing to | % compared to

during the year at at theiremployer’s part-time work part-time
2007 theirown initiative | % of total initiative % of total during the year workforce
Lagardere Services 101 65% 54 35% 155 7%
Lagardére Publishing 94 85% 17 15% 111 21%
Other Activities 3 75% 1 25% 4 7%
Lagardere Active 23 66% 12 34% 35 7%
Lagardere Sports 1 100% 0 0% 1 4%
Divisions 222 73% 84 27% 306 9%

Part-time work (2006)

Permanent workforce at 31 December in part-time work

Permanent % permanent Permanent % permanent Total workforce
2006 nparctimework | "maie | ‘inpartiimomer | jemale. | workjorce | | work
Distribution 915 18% 2,397 36% 28% 3,312
Press 52 2% 466 11% 7% 518
New Media 10 6% 15 14% 9% 25
Audiovisual 40 4% 67 6% 5% 107
Books 68 2% 443 12% 8% 510
Corporate 5 2% 9 6% 3% 14
Divisions 1,090 9% 3,397 21% 16% 4,486

Conversion of permanent employees to part-time work

Number of Number of employees
employees changing changing to part-time Total number of

to part-time work work during the year employees changingto | % compared to

during the year at at theiremployer’s part-time work part-time
2006 theirown initiative | % of total initiative % of total during the year workforce
Distribution 162 93% 12 7% 174 5%
Press 12 46% 14 54% 26 5%
New Media 3 100% 0 0% 3 12%
Audiovisual 6 86% 1 14% 7 7%
Books 93 94% 6 6% 99 19%
Corporate 3 100% 0 0% 3 21%
Divisions 279 89% 33 11% 312 7%
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Part-time staff by geographic area (2007)

Permanent workforce in part-time work by gender and by geographic area

Part-time staff by geographic area (2006)

Permanent workforce in part-time work by gender

2007 Parttime employees, male | Part-time employees, female | Total parttime employees
France 596 156 752
Rest of Europe 1,271 423 1,694
America 656 241 897
Asia 52 18 70
Other areas 64 15 79
Total 2,639 853 3,492

2006 e marttmamork o | e et imemork | inparttimework

Total France 214 993 1,206
Total Rest of Europe 406 1,357 1,763
Total America 274 787 1,061
Total Other areas 196 260 456
Total 1,090 3,397 4,486

Integration of disabled employees (2007)

Number of disabled employees per thousand permanent employees at 31 December

2007 France Rest of Europe America Asia Otherareas Total

Lagardere Services 5.69 18.85 0.47 0 0 10.5
Lagardeére Publishing 11.66 8.15 0 0 0 793
OtherActivities 1871 18.71
Lagardeére Active 6.77 4.48 3.18 5.48 0 535
Lagardere Sports 0 8 5.41
Total 8.48 11.88 0.97 4.14 0 8.36
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Integration of disabled employees (2006)

Number of disabled employees per thousand permanent employees at 31 December

Reporting scope

(division) France Rest of Europe America Asia Otherareas Total
Distribution 6.19 18.14 0.46 0 0 9.86
Press 21.86 4.82 334 195 1321
New Media 6.37 1471 0 6.99
Audiovisual 2.64 217 0 236
Books 12.9 7.49 091 0 0 8.38
Corporate 20.41 20.41
Total 12.55 11.42 1.18 1.48 0 9.93

Local employment and regional development (2007)

Permanent workforce at 31 December by division and by geographic area

2007 France Rest of Europe America Asia Other areas Total

Lagardere Services 2,635 4,722 2,106 170 363 9,996
Lagardeére Publishing 2,573 2,823 1,093 7 189 6,685
OtherActivities 588 588
Lagardere Active 3,396 5,006 942 547 67 9,958
Lagardere Sports 120 250 370
Total 9,312 12,801 4,141 724 619 27,597

Local employment and regional development (2006)

Permanent workforce at 31 December by division and by geographic area

Reporting scope

(division) France Rest of Europe America Asia Otherareas Total
Distribution 4,197 4,907 2,174 159 323 11,760
Press 3,705 3,963 899 514 9,081
New Media 157 68 61 286
Audiovisual 1,138 920 58 2,116
Books 2,713 2,804 1,100 3 183 6,803
Corporate 441 441
Total 12,351 12,662 4,234 676 564 30,487
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Fostering personal creativity and fulfilment (see section 5-3-2-2)

Training (2007)

Proportion of the permanent workforce at 31 December, by occupational group,

who attended at least one training course, by division

2007 Executives Managers ][::)huc.‘ortnouéir?lt;huenr(s:l Other employees Total

Lagardere Services 2% 21% 0% 78% 40%
Lagardere Publishing 5% 47% 0% 48% 42%
Other Activities 15% 31% 0% 53% 32%
Lagardere Active 2% 41% 22% 35% 45%
Lagardére Sports 5% 29% 0% 65% 15%
Divisions 3% 35% 7% 55% 41%

Proportion of the permanent workforce at 31 December, by occupational group,

who attended at least one training course, by geographic area

2007 Executives Managers ]pohl'lortnoagl:'Scttpshaenr(;l Otheremployees Total

France 2% 52% 8% 38% 45%
Rest of Europe 3% 21% 8% 67% 44%
America 5% 43% 7% 45% 18%
Asia 3% 14% 0% 83% 55%
Otherareas 5% 16% 0% 80% 72%
Areas 3% 35% 7% 55% 41%

Proportion of each type of training course in relation to total

(number of employees who followed at least one training course, by sector)

Personal development, Computing -
interpersonal and Health &safety | management, editorial Occupational
2007 communication skills | orenvironment or office automation Languages | Management | training course | Total
1,325 2,648 2,032 1,543 1,490 4,376 | 13,414
Lagardere (9.88%) (19.74%) (15.15%) (11.5%) (11.11%) (32.62%)

Average number of days training of permanent employees who attended training, by division and by geographic area

2007 France Rest of Europe America Asia Other areas Total

Lagardere Services 45 25 12 09 12 2.8
Lagardeére Publishing 2.7 2.7 0.7 11 2.4
OtherActivities 4.3 4.4
Lagardere Active 2.8 2.0 03 13 2.8 2.4
Lagardére Sports 03 2.2 2.0
Total 3.4 2.4 0.8 11 14 2.6
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Average expenditure on training of permanent employees, by division and by geographic area

2007 France Rest of Europe America Asia Other areas Total

Lagardeére Services 1,890 576 428 41 427 923
Lagardére Publishing 2,040 370 226 362 899
OtherActivities 2,454 2,454
Lagardere Active 1,248 807 175 774 88 1,004
Lagardére Sports - 3,986 3,551
Total 1,655 606 267 459 379 985

Percentage permanent workforce at 31 December having followed at least one training course by gender,

occupational group and division

Journalists and
Executives Managers photographers Otheremployees
2007 M F M F M F M F Total
Lagardere Services 1% 0% 12% 9% 0% 0% 31% 47% 40%
Lagardere Publishing 3% 2% 18% 29% 0% 0% 18% 30% 42%
Other Activities 12% 4% 18% 13% 0% 0% 35% 18% 32%
Lagardere Active 1% 1% 16% 25% 7% 15% 11% 24% 45%
Lagardere Sports 5% 0% 22% 7% 0% 0% 36% 29% 15%
Divisions 2% 1% 15% 20% 2% 5% 21% 34% 41%

Training (2006)

Proportion of the permanent workforce at 31 December, by occupational group,

who attended at least one training course, by division

2006 Executives Managers ]pohuortnoagl:"Stlltpshaenr(s1 Other employees Total

Distribution 1% 16% 0% 82% 53%
Press 1% 38% 23% 37% 44%
New Media 4% 41% 13% 42% 41%
Audiovisual 6% 31% 2% 61% 38%
Books 5% 49% 0% 46% 50%
Corporate 7% 39% 0% 54% 46%
Divisions 3% 31% 5% 61% 49%

Proportion of the permanent workforce at 31 December, by occupational group,

who attended at least one training course, by geographic area

2006 Executives Managers Journalists and photographers Other employees Total

France 1% 34% 9% 56% 57%
Rest of Europe 4% 27% 2% 67% 48%
America 4% 38% 3% 55% 25%
Asia 2% 14% 0% 84% 51%
Otherareas 4% 18% 0% 78% 75%
Areas 3% 31% 5% 61% 49%
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2006 Total number of permanent staff who attended at least one training course in:
; Personal development, Computing - Occupational
Reporting interpersonal and Health &safety | management, editorial training
scope communication skills | orenvironment or office automation Languages | Management course Total
1,397 3,841 2,478 1,335 1,607 6,239 | 16,897
Lagardere (8.27%) (22.73%) (14.67%) (7.9%) (9.51%) (36.92%)

Average number of days training of permanent employees who attended training, by division and by geographic area

Reporting scope

(division) France Rest of Europe America Asia Otherareas Total
Distribution 2.1 19 17 0.0 15 19
Press 36 22 02 09 3.0
New Media 2.5 4.6 10.0 3.4
Audiovisual 23 25 39 25
Books 2.4 3.0 0.4 13.0 18 2.3
Corporate 53 53
Total 2.8 2.4 0.6 0.5 1.8 2.4

Reporting scope

(division) France Rest of Europe America Asia Otherareas Total
Distribution 709 448 388 32 369 558
Press 1,181 1,863 105 749 1,208
New Media 993 1,875 8,039 1,415
Audiovisual 1,386 1,232 118 1,249
Books 1,788 298 221 3,000 494 710
Corporate 1,986 1,986
Total 1,094 610 244 428 359 812
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Providing an attractive remuneration package (see section 5-3-2-3)

Salary increases and variable components of pay (2007)

Proportion of permanent workforce, by occupational group and by gender, who received a salary increase, by division

Journalists and All occupational
Executives Managers photographers Otheremployees groups together
All occupational
2007 M F M F M F M F M F groups together
Lagardére Services 77% 106% 68% 74% 0% 0% 83% 82% 80% 81% 81%
Lagardere Publishing 83% 83% 90% 84% 0% 0% 87% 87% 88% 86% 87%
Other Activities 47% 80% 60% 62% 87% 0% 85% 83% 75% 76% 75%
Lagardere Active 34% 57% 57% 62% 64% 60% 44% 48% 53% 56% 55%
Lagardeére Sports 21% 0% 41% 26% 0% 0% 63% 53% 50% 46% 49%
Divisions 61% 76% 72% 73% 65% 60% 77% 75% 74% 73% 74%

Proportion of permanent workforce, by occupational group and by gender, who received a salary increase, by geographic area

Journalists and
Executives Managers photographers Otheremployees
2007 M F M F M F M F Total
France 77% 100% 68% 74% 0% 0% 83% 82% 81%
Restof Europe 83% 83% 90% 84% 0% 0% 87% 87% 87%
America 47% 80% 60% 62% 87% 0% 85% 83% 75%
Asia 28% 38% 53% 54% 55% 46% 31% 35% 43%
Other Areas 21% 0% 41% 26% 0% 0% 63% 53% 49%
Areas 58% 67% 70% 69% 56% 46% 73% 69% 68%

Proportion of permanent workforce at 31 December, by occupational group and by gender,

who received a variable component of pay, by division

Journalists and All occupational

Executives Managers photographers Otheremployees groups together
All occupational
2007 M F M F M F M F M F groups together
Lagardére Services 91% 100% 93% 99% 0% 0% 34% 35% 47% 43% 45%
Lagardere Publishing 92% 101% 68% 55% 0% 0% 57% 50% 64% 54% 58%
Other Activities 69% 80% 34% 20% 0% 0% 3% 3% 18% 11% 16%
Lagardeére Active 69% 92% 56% 61% 17% 9% 34% 37% 39% 37% 38%
Lagardeére Sports 71% 75% 80% 52% 0% 0% 73% 55% 76% 55% 68%
Divisions 82% 97% 70% 65% 17% 9% 39% 39% 49% 44% 46%
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Proportion of permanent workforce at 31 December, by occupational group,

who received avariable component of pay, by geographic area

2007 Executives Managers ];hugpo(girflt;hinr(si Other employees /g\:'lo(ijcpcsufo(gei(t)ll:grl

France 76% 71% 17% 73% 67%
Restof Europe 92% 56% 8% 25% 31%
America 91% 78% 7% 25% 37%
Asia 100% 45% 0% 58% 57%
Otherareas 88% 82% 0% 28% 38%
Areas 87% 67% 12% 39% 46%

Salary increases and variable components of pay (2006)

Proportion of permanent workforce, by occupational group and by gender, who received a salary increase, by division

Journalists and All occupational
Executives Managers photographers Other employees groups together
All occupational
2006 M F M F M F M F M F groups together
Distribution 80% 94% 71% 73% 0% 0% 89% 85% 85% 83% 84%
Press 49% 48% 67% 72% 60% 60% 55% 64% 61% 65% 63%
New Media 58% 100% 74% 85% 100% 100% 48% 45% 64% 66% 65%
Audiovisual 36% 39% 46% 44% 34% 31% 25% 24% 33% 30% 32%
Books 88% 95% 88% 86% 0% 0% 87% 87% 87% 87% 87%
Corporate 54% 67% 58% 62% 0% 0% 53% 69% 54% 67% 59%
Divisions 71% 80% 74% 76% 57% 59% 78% 77% 75% 75% 75%

Proportion of permanent workforce at 31 December, by occupational group and by gender,

who receive a variable component to pay, by division

Journalists and All occupational

Executives Managers photographers Other employees groups together
All occupational
2006 M F M F M F M F M F groups together
Distribution 91% 94% 86% 75% 0% 0% 33% 33% 44% 38% 41%
Press 86% 84% 42% 54% 5% 4% 15% 30% 22% 28% 26%
New Media 100% 100% 42% 59% 13% 0% 16% 21% 34% 33% 34%
Audiovisual 76% 68% 64% 64% 45% 50% 43% 45% 52% 51% 51%
Books 94% 100% 65% 55% 0% 0% 53% 48% 61% 53% 56%
Corporate 64% 67% 58% 56% 0% 0% 7% 37% 27% 44% 33%
Divisions 88% 92% 64% 59% 10% 7% 34% 36% 43% 40% 41%
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Proportion of permanent workforce at 31 December, by occupational group,

who received avariable component of pay, by geographic area

2006 Executives Managers Lohugpoaglliilt;haeﬁ(si Other employees jg\:'lo?Jc[fsutpo(gei(t)ngrl

France 85% 68% 10% 57% 56%
Restof Europe 95% 55% 6% 21% 28%
America 90% 46% 7% 25% 29%
Asia 94% 33% 0% 51% 48%
Otherareas 82% 86% 0% 28% 40%
Areas 89% 62% 8% 35% 41%

Salary scales and employee savings schemes (2007)

Permanent workforce at 31 December in an entity that has defined salary ranges, by geographic area

2007 e ecember O ary ranges | an entity that hat defned salary ranges

France 9,312 6,117 66%
Rest of Europe 10,694 5,067 47%
America 4,141 2,106 51%
Asia 724 385 53%
Other areas 619 363 59%
Areas 25,490 14,038 55%

Permanent workforce at 31 December in an entity that has an employee savings scheme, by division

2007 P e December employee savings scheme | thathas an employed sauingt schome.

Lagardeére Services 9,996 7,712 77%
Lagardeére Publishing 6,685 1,373 21%
Other Activities 588 383 65%
Lagardeére Active 7,851 4,750 58%
Lagardére Sports 370 - 0%
Divisions 25,490 14,038 55%

Salary scales and employee savings schemes (2006)

Permanent workforce at 31 December in an entity that has defined salary ranges, by geographic area

2006 Proportion of the workforce in an entity that has defined salary ranges

France 80%
Rest of Europe 44%
America 52%
Asia 54%
Other areas 57%
Areas 61%
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Permanent workforce at 31 December in an entity that has an employee savings scheme, by geographic area

2006 Proportion of the workforce in an entity that has an employee savings scheme
France 38%
Rest of Europe 12%
America 14%
Asia 0%
Other areas 0%
Areas 23%

Employee social welfare contributions (in thousands of euros)

Social welfare contributions by division

2005 2006 Change
Distribution 77,275 78,155 880
Press 120,000 121,035 1,035
Books 72,165 75,055 2,890
Audiovisual 57,845 59,195 1,350
Corporate 10,210 11,340 1,130
Total 337,495 344,780 7,285

Social welfare contributions by geographic area

2005 2006 Change
Total France 259,725 259,390 -335
Total Rest of Europe 59,410 61,235 1,825
Total America 11,965 18,910 6,945
Total Asia 6,240 5,045 -1,195
Total Africa 50 50
Total Latin America 155 150 -5
Total 337,495 344,780 7,285

Promoting dialogue between employee representative bodies and the Group (see section 5-3-2-4)

Labour relations (2007)

Proportion of permanent workforce at 31 December in an entity with employee representation, by geographic area

2007 % covered by employee representation

France 94%
Rest of Europe 75%
America 38%
Asia 30%
Otherareas 0%
Areas 73%
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Proportion of permanent workforce at 31 December in an entity with employee representation, by division

2007 Total permanent workforce at 31 December

Lagardeére Services 83%
Lagardéere Publishing 79%
Other Activities 100%
Lagardere Active 27%
Lagardére Sports 0%
Divisions 61%

Labour relations (2006)

Proportion of permanent workforce at 31 December in an entity with employee representation, by geographic area

2006 % covered by employee representation

France 97%
Rest of Europe 77%
America 39%
Asia 31%
Other areas 0%
Areas 77.67%

Proportion of permanent workforce at 31 December in an entity with employee representation, by division

2006 % covered by employee representation

Distribution 88%
Press 70%
New Media 55%
Audiovisual 49%
Books 78%
Corporate 95%
Divisions 77.67%

Collective agreements (2007)

Collective agreements, by geographic area

2007 Existing collective agreements in force at 31 December Collective agreements signed during the year

France 340 67
Rest of Europe 67 12
America 3 0
Asia 3 2
Otherareas 0 0
Areas 413 81
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Collective agreements, by division

2007 Existing collective agreementsin force at31 December | Collective agreementssigned during the year
Lagardeére Services 19 95
Lagardére Publishing 19 134
Other Activities 7 24
Lagardere Active 36 140
Lagardere Sports 0 20
Total 81 413

Collective agreements (2006)

Collective agreements, by geographic area

2006 Existing collective agreementsin force at 31 December | Collective agreements signed during the year
France 500 73
Rest of Europe 53 12
America 3 2
Asia 1 1
Otherareas 0 0
Areas 557 88

Collective agreements, by division

2006 Existing collective agreementsin force at31 December | Collective agreementssigned during the year
Distribution 95 22
Press 243 27
New Media 12 0
Audiovisual 55 19
Books 131 18
Other Activities 21 2
Areas 557 88

Promoting health and safety at work (see section 5-3-2-5)

Health and Safety training (2007)

Proportion of type of training in relation to total

(number of permanent staff who attended at least one training course per sector)

Computing-
Personal development, management,
interpersonal Health &safety | editorial or office Occupational
2007 and communication skills | orenvironment automation Languages | Management | training course Total
1,325 2,648 2,032 1,543 1,490 4,376 13,414
Lagardere (9.88%) (19.74%) (15.15%