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YAEHbI NPABAEHINS AKMP

Supancoiss e

2. @ [ mene

Accoumaunsi AMPEKTOPOB MO KOMMYHMKALMSIM U KOPNopaTUBHbLIX Meana
Poccuun beina co3gaHa 6 okTsabpsa 2004 roga.

. Yypegutenamm AKMP gaBnsaioTca kpynHenwme komnaHum Poccun:
«AapodnoTt», «YPAJICUB», Shell Exploration & Production Services, Philip

Morris Sales & Marketing, HJIMK, «MYKOWUN-UHDOpM», «AND»,
«KOHuneBepy», a Takke N «MeanaXaycy.

bonee nogpobHasa nHdopmauma o6 AKMP no agpecy B UHTepHeTe:
http://www.corpmedia.ru/akmr/ob_associacii/

www.corpmedia.ru
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KopnopartusHbie CMU — 3¢pPeKTUBHBLIN MHCTPYMEHT yNpaBAeHMA KOMMNaHUEN. ITO aKkCUoMma.
OcHoBHOM 3aga4ven KopnopaTmBHbix CMW aBnaeTca onepaTtuBHOeE, CTPYKTYPUPOBAHHOE U
LueneHanpasneHHoe MHPOPMaLNOHHOE BO34eNCTBME Ha NepPCOHa U conpAraemble ayguTopun.
Taknum o06pa3om, OHU COAEMNCTBYIOT CO34aHUIO YETKOM CMbICIOBOW CUCTEMbI KOOPAUHAT, B KOTOPOW
B3aMMOAEMNCTBYIOT COTPYAHMKM U 334a0TCA NPaBuUaa, NO KOTOPbIM XUBET KOMMNAHMUA, @ TaKXKe
co34a€eTca UMUAXK KOMNAHWUK B TNa3ax KIMEHTOB M NAapTHEPCKOro U npodeccMoHanbHOro
coobuiecTBa.
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[NaBHas LUenb KOPNopaTUBHOIO U3AaHUA (BHYTPUKOPNOPATUBHOIO U34aHUA) :
3dPeKTUBHbLIN gnanor paboToaaTena n HaeMHbIX COTPYAHNUKOB, MOUCK NO3UTUBHbIX TOUYEK
CONPUKOCHOBEHWSA U 06LIUX UHTEPECOB.

KPUTEPUA SO PEKTUBHOCTMU:

NONYyNAPHOCTb U34aHUA Y ayaUTOPUM

afleKkBaTHOE BOCMNPUATUE MeCcCeKell OT PyKOBOACTBA

@ koppecnosgeHw: 141014, Poccus, 1. Memauw- 14, a/n 34




YAEHbI NMPABAEHIST AKMP
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MEOUAHOCUTE/N

MNMe4yaTHbIe Meauna — raseTbl, XKypHarbl, UHOPMALMOHHbIE NTUCTKK, OIONNeTeHuN.

AnNeKTPOHHbIE Meaua — paano, BuaeoHocutens (TB, Buaeoponukuy,
MYNbTUNbMBbI, LOKYMEHTarbHble (PUNbMbI, Tenenepenaym, BUAEOKOMUKCHI).

HoBble Mmeauna — VIHTepHeT (canTbl, pacckinku), MHTpaHeT, CoumanbHble ceTw.

OvpekT-meunn.

HapyXHble KoprnopaTuBHble Meauna — AO0CKM OO BbABEHUN, PACTAXKN B
KOMMaHWUN, CTEHTa3eThl.

CyBeHMpHas NpoayKuusa Kopnopauuu.

www.corpmedia.ru
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YAEHbI MPABAEHISI AKMP
@ YPAANCUE T o [ AYKéAn %

[ rocor |
o B @D T ewmeso

BYMAIA. MEOUA-TPEHODbI MPOPOYAT CMEPTDb

B 2037 roQy 3aKOHYUTCA NCTOPUS LLenon MHOYCTPUKN — BbingeT
nocnenHsisi bymaxkHasi raseta. Tak cuMTaeT poCCUUCKUN Meana-
doyTtyposnor AHgpen MmnpoLHUYEHKO.

2 peBpangd 2011 roga 3HamMeHUTbIM MegnamarHat Pynept Mepgok,
Brageney He ogHoro gecsitka obblYHbIX ByMaXKHbIX ras3eT, 3anycTtun The
Daily, nepByto B M1pe exxeqHEBHYIO raseTy, NpovYnTaTb KOTOPYH MOXHO
NCKNIOYNTENBHO Ha iPad, Tak Ha3biBaeMOM MaHLEeTHUKe, MOABUBLLUMMCA |
B npoAae Tosnbko B 2010 roay.

KopnopatmBHon  npecce  mMegua-pytyponorm  npodatr  bornee
NPOAOIMKUTESNBHYIO XWU3Hb, YEM OObIYHBLIM razetam K xypHanam. OHu
CBA3bIBAOT 3TO CO CTAOUIIBHOCTLIO LENeBON ayauTopuun, NOHATHLIMU
NCTOYHMKaMWN U3roTOBJIEHUS U OOCTaBKU U34aHUN, KOHCEPBATUBHOCTLIO
noaxoaa 60onbLWMX KOMMAHMA K pa3HOoro poaa N3MeHeHUsIM.

YkpaunHckuun pytypornor Amutpun OntapXeBCKnn BooOLLE CHNTAET, YTO
B Oyayuwem He byaeT Hukakux apyrnx CMU, kpome KopnopaTUBHBLIX.
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Tak ympyT num [NeyaTHble Meamna?

95% BCEX KPYMHbIX AMOHCKUX KOMMaHUM
NMEIT COBCTBEHHOE NeYaTHOe N3gaHue.
B EBpone cBon CMW nmetrot okono 80%

donpm.
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Tonbko ne4yatHoe CMU

MO>XHO NONOXUTb Ha
BMAHOE MEeCTO B odouce

[loCcTynHO caMou LLIMPOKOU
aygutopuu

MoxeT BbITb NPOYUTAHO BHE
octhuca v Bganu ot
KoMrnboTepa
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YAEHbI NPABAEHIST AKMP

4PrYMEHTu (:::) ] ¢9 T3 pyaEAKO
e Illw(-”lnu'::lun\w‘lr W 0 e

New Media Ha crny>kbe Kopnopaunm

e CouunanbHble CETU 3aHANM NEPBOE MECTO NO OOLLEN
aKTUBHOCTU B IHTepHeTe, 0TOOpaB NanbMy NepBeEHCTBA Y
nopHorpaguu.

e 10 MJTH YernoBeK KaXkAabl AeHb CTaHOBATCS «PaHamMmn»
Kakoro-Hmbyab bpeHaa B Facebook ..

¢ 34% Bnorepos BbICKa3blBalOT MHEHWE O NMPoAyKTax u e

bpeHaax

B Facebook bgnee 1,4 MnH bpeHanpoBaHHbIX CTpaHUL
35% KomnaHunnm n3 cnucka Fortune 500

nonb3oBanmck B 2009 Twitter. |
B 2010 rogy — yxe 60%.

-
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BoLunu B couceTb M YTO AanbLie?

KypHanuct «KommepcaHTa» ApTtyp Benbd 3aHnmaetcsa
nHterpaunen CoepbaHka c counanbHbIMN CETAMM
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Ho ecTb Nn nyTb Ha3aa? KakoBbl pUCKnN?
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88% KOMMaHUN B HEMELLKO-TOBOPSLLMX CTpaHax Ucrnosnb3ytoT Digital Media B
KadecTBe KopnopaTuUBHbIX n3gaHun. [lommmo Beb-cantoB U MHPOPMAaALMOHHbIX
OronneTeHen.

Kakue 13 cneayolimx Digital Media ucnonb3yeT Balua komnaHusa?

Websites 19.7

Newsletter / E-Newslettern 66.8

Videos / Corporate TV, ‘ 39.8

" Social Networks / Social Communitieﬂ‘ 33.2
Online-Magazines / E-Magazines‘ﬂ 30.7

Audio (e.g. Podcasts* 19.8 |

Corporate Blogs‘ 18.8 ‘
Microblogging (e.g. Twitter) 18.4 ‘
SMS / MMS 17.3 ‘
Mobile Web‘ 15.7 ‘

Mobile Downloads (Games etc.ﬂ‘ 5.1 ‘

Media (TOMnbKO

No Digital Media, Print onl 5.2
9 o neyatb unu HeT CP Ha Bcex)
No CP at all 6.5 ‘ |

12% KOMMNaHUM He Ncnonb3ytoT Digital

[
0 10 20 30 40 50 60 70 80 90

www.corpmedia.ru

% of respondents, multiple answers, n = 320
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Cnacnbo, 3a BHUMaAHMe.

McnonHuTtenbHbIM anpekTop Accoumaunm QUPEeKTOPOB No KOMMYHUKAUMAM 1 Megua
Poccun
+7 495 741 49 05
M +7 903 969 18 34
Email ddd@medianews.ru

www.corpmedia.ru




Nestle

NocTpoeHue 3apdpeKTUBHOro agnasnora C
COTPpyAHMKAMM Ha NpUMepe nporpaMmmbl

«Ky/ibTypa BbICOKMX JOCTMXKEHUWN>
HIGH PERFORMANCE CULTURE

o 0 |ENE
0k 2

KYNbTYPA BbICOKWUX AOCTUMEHMI

Tauncna MupoHoBa

MeHeaxep no BHYTPEHHUM KOMMYHUKALIMAM
HECTJIE Poccus




AKTYaN1lbHOCTb NPOrpaMmbl

" BbicOKas AMHaMMKa Ha pblHKe TpyAa
= JIroamn VvS. TEXHOJIOFMU U CTpaTerum

" PbIHOK CcOMCKaTesnA VS. pbIHOK paboTtoaartens

" BbiCOKasAs KOHKypeHuus

" BbICTPbIA KapbepHbIA POCT

KoMnaHua He MOXKET yaep)XaTb JIMAEPCTBO HA PbIHKE U CTaTb
nyqywum paboroparenem 6e3 nsmeHeHuss CBoen BHYTPEHHEeN
KY/IbTYPbl U CO3AaHUA KYJIbTYpPbl pa60Tbl, OpUEHTUPOBAHHON HA. ...
pe3y/ibTarT. Ok
. Nestle

NIbTYPA BbICOKWX JOCTUMEHWUIA




Llenu n 3apgaum

3A4YEM?

Cratb npuBneKaTeanoifl KOMIMaHueu gnsa TEX, KTO OTKPbLIT ANsA

Pa3BUTUSA U CTPEMUTCSA K AOCTUIKEHUIO BbICOKUX pe3yJibTaToOB B
paboTte

KAK?

Co3paTb KOPNOPATUBHYIO KYJNIbTYPY, KOraa Ka)XxAbl COTPYAHUK:
= yeTKO MOHMMAET CBOM 3aAa4un U OCO3HAET CBOM BKNIaA B pe3y/bTaThl
paboTbl KOMMNAHUM

" aKTUBHO COTPYAHMYAET CO CBOMMM KOMMEraMmm Ans AOCTUXEHUS 0OLLmnX
Leneu

" MOOLLPSETCH 33 INYHbIE AOCTUXKEHUS U YCMEXM B KOMaHAHOW paboTe

" Nosly4aeT BO3MOXKHOCTU A/151 pa3BUTUS U POCTa

U3MEHU CEBA — UIBMEHUTCA KOMIMNAHUA!

HIGH PERFORMANCE CULTURE
.
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Nestle

KYNBLTYPA BbICOKMX JOCTUMEHHUA




Kak Bce HAQUMHANOCh...

B 2006 roay komnaHusa "Boston Consulting Group” npoBena
nccnepoBaHue noanbHoctu cotpyaHukos HECTJIE Poccu4:

KopnopaTuBHas KyJ/ibTypa
HECTJIE Poccusa

30HbI oNnA pa3BUTUA

CepBucHasa | KynbTtypa PasBurtue BHyTpeHHuUe
KynbTypa | oby4yeHus [ nepcoHana KOMMYHMUKaL UK

HIGH PERFORMANCE CULTURE

30k
®
KY/IbTYPA BLICOK

Nestle
{UX JOCTUMEHHUWN




Mo kaXxaoMy HanpasBsieHuto paboTa Benacb Tak:

* Ha3HaueHb! Jinaepbl U3 YNC/Ia aKTUBHbIX COTPYAHUKOB
ANS KayX[oro u3 6-tM HanpaBJIeHUU NpPoeKTa

= OnpepeneHbl 2-3 cnoHcopa u3 uucna Coserta [ljupeKTtopoB
ONS KQXKAO0ro U3 6-tm HanpaBJIeHUN NPOeKTa

= TlpoBOoAATCA eXxeMecsa4YHble Ynpasnawouwue KomMmureTbl
(Steering Committee) ans orcnexxnBaHusa cratyca
NPOEKTOB U YTBEepP)XXAEHUSA HOBbIX aKTUBHOCTEMN

= (O6ecneuMBaeTcss KOMMYHMKaLMA CTaTyCca NPOEKTOB U
AHOHCbl HOBbIX aKTUBHOCTEM Ha exeMmecssvyHoun/
KBapTaJZibHOMW/ roaooBon OCHOBE C NOMOLLbIO Ny6ankauum
B KOPNOPaTUBHOM )XYpPHaJie/ MHTpaHeTe U cneuunaibHbiX
MeponpuaTUmn

HIGH PERFORMANCE CULTURE

YN )
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[NMPOEKT: BHYTPEHHVNE KOMMYHUKALI %

«O NOABAEHNA YNOPADOUUTE U CDEAATL

HOBbIX MPODYKTOB MEKCUMAABHO 3dPermuBHEIM
obleHue BHYMpU KoOMNaHuu

B HALWLEM

ACCOPTUMEHTE

A OBbIYHO Y3HAIO HOBbIA UHTPAHET: onepamueiil

OT HALLUKX egocmyn K Hy>Hol uHdopmauuu

KAUEHTOB. . .» & PACCBIAKA COOBLUEHMIA:

4emue, KOpo4e U No agpecy

CompygHuk KoMnaHuu &

MEXAHWU3M OBPATHOW CBA3MU:

\ BAXHO MHEHUE KaXgo20 compygHuKa

KOFMOFATUBHBIE U2DAHUA:
euie uHmepecHee

- 3aunmepecoparHbix U UHPOpMUpPOBaHHEIX COMPYgHUKOR

—=> CnAoueHHblll KoAreKMUB

H¥NBTYPA BRICORFE LOCTAMERHA

MHeHua compygHUKOR Ha pazHele meMel PERFORMANCE
ll:ﬁl.lLTl..lFIE R




CkazaHo? CaenaHo!

= XXypHan «MWUP HECTJIE»
Nepe3anyck B 2008 roay

] [T
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» KHECTN EU OHNauH 3> ) S = =i
E>xeMecsi4HbIN HOUBOCTHOM AanOXXECT Ha s —
PYCCKOM M @HIIMACKOM S13blKax Ee=—— S

= SAMMYCK HOBOI'O MHTPAHETA
* CTPYKTYPUPOBAHHDIE E-MAIL PACCbBIJIKA

" PETMOHAJIbHbIE A3ETbl HA ®ABPUKAX

* KOMMYHUKALMNOHHbBIE KAMIMAHUUA
OcBelLeHNE 1 NPOABMKEHNE KOPrOPATUBHBIX MHULIMATUB
NMPOEKTOB

= KOPIMOPATUBHbLIE MEPOINPUATNA

-- KBapTanbHble BCTPEYM MEHEI)KEPCKOrO COCTaBa
-- ExkeMecsiuHble BCTPeYM reHepasibHOro AMpekTopa
C COTPYAHMKaMU

HIGH PERFORMANCE CULTURE
B

Nestle
OKHUX JOCTUMEHHW




Elbrus, 2007 Elbrus, 2007

co MITM‘E TEAMWORK

Getting t Getting to the top together top together

Nestle



NMpoekT Winning Attitude

Awmnk Upen

NHdOopMaLMOHHbIE AOCKHN
CO cBOAKaMM no busHecy

KapTouku

= Bosne 400 kapTouyeK NpPU3HaHUS C anpens «lNpu3HaHua 3acnyr»

2009 ropa + 3NeKTpPOHHbIN popMaT NO Npocbbam
COTPYAHUKOB

= KOHKYpCbl naen mexay ortaenamm — 6onee 40

naen ot otaena IOrMCTUKM B HOMUMHaLMAX
«MpocToe pewieHne» n «HoBbIN B3rnag Ha ii ‘&f
npo6bnemy>» | Nestls




CnoBo coTpyaHuUKaMm

UccnenoBaHue nosnibHOCTU «HECTJIE n A>»:

2007 ropn:

"  «5 [40BOJIEH, KaK MEHS MHEOPMHUPYIOT O BJIMSIHHUH TTPONCXOAALLNX

HM3MEHEHNH Ha MO0 pabory >
+63%
2010 ropa:

" «VY MeHs eCcTb YeTKOEe MMOHMMAaHHNE CBOMNX LIEJIEH N MX B3aNMOCBSA3H C
paboTou gpyrux nogpasgesieHmm > + 9 0 0 /

"  «S xopoLo OCBEAOMJIEH O MPONCXOAALLIEM B BU3HEce»

+73% on Bt

KYNbTYPA BbICOKMX [ W




BHYyTpeHHMe KOMMYHUKaLumn
—BBTVITPANN B LL€JIOM

CTPYKTYpPUPOBaHHOCTb YHUKaNbHbIN ONbIT
BHeapeHus

U3MEeHEeHUM

Pa3Hoob6pa3ue
MHCTPYMEHTOB

Mbl 60sblLUE

Cn104eHHOCTb yer
OY€HHOCTb 3a cve y3Hanm o ce6e

Kpocc-(byHKLMOHAIbHbIX
KOMaHA

HIGH PERFORMANCE CULTURE

0k B

Neste




BNP Paribas Group in Russia

W EWAT (]
Brand, Communications and Advertising
BNP Paribas Retail Banking Russia

BNP PARIBAS | The bank for a changing world




BNP Paribas Group’ Story

Year 1999 2000 December 2010
=i, =i |[0 PARIBAS ?tqm, ——— BNP PARIBAS
Number of 50 000 30 000 ~ 80000 205 300
Employees (Including 55 000 in France)

International

France, North African
countries, India,

Main Financial
Markets: London,
New York,

83 countries

83 countries

resence
P Hong Kong... Frankfurt, Paris,...
Retail Retail Bank
- - etail Bankin
Retalil Investment Banking| corporate & Investment Banking c o 8 Invest gt .
N . . orporate & Investment Bankin
Activities Corporate Banking Specialized Specialized Financial Services P g

Financial Services

Asset Management & Services

Investment Solutions

BNP PARIBAS | The bank for achanging world

27




Staff By Geographical Areas

/ A group of 205 300 employees

ELGIUM

= LUXEMBOURG

162 200 |

AMERICAS

LUXEMBOURG
19 500 3900
NORTH AMERICA BELGIUM
s
4 400 9 800 OCEANIA /"
T 600

BNP PARIBAS | The bank for achanging world

28



One of the Largest Banks in the World

e Standard & Poor’s
With AA rating BNP Paribas ranks amongst the 6 most solid banks
Funds raised generally at lowest market prices

STANDARD

&POOR’S

e Fortune Global 2010 "“:"ﬁ'
3rd bank worldwide

e Brand Finance 2010
6th among global banking brands
value of the brand estimated at $ 14.1 billion

BNP PARIBAS | The bank for a changing world 29




A Corporate Culture of Openness and Cohesion,
Founded on Common Values

Responsiveness Creativity

» Speed in the assessment of new
situations and developments, and in » Encouraging initiatives and new ideas
identifying opportunities and risks

» Efficiency in decision making and in

action
N\ J g

» Recognising contributions

Commitment Ambition

) e
» Aspiration for challenge and leadership
» Commitment to the service of clients > Desire to obtain team success in the
and collective accomplishment competition where the referee is the
client

» Exemplary behaviour

BNP PARIBAS | The bank for a changing world 30



Tennis Sponsorships: at the service of the Brand

4

® An ambitious sponsoring policy for last 40 years

Sponsorin kind of Tenni #\?
ponsoring every kind of Tennis & l{FEdCUp

Huge visibility and significant payback DAVIS CUP NP PARIBAS

=HNPF PARIBAS

® Strengthening client relationships

® Creating brand value

Organizing special promo activity or events

BNP PARIBAS | The bank for a changing world 31




Corporate Philanthropy by BNP Paribas

BNP Paribas’ corporate philanthropy
initiatives reflect a distinctive and carefully
conceived communications policy. As part
of the Brand, Communications and Quality
Function, the BNP Paribas Foundation is
committed to:

* Encouraging education, integration and
better health conditions — especially for
disabled people.

» Medical and scientific research programmes
in state-of-the-art fields.

e Cultural heritage

e Artistic creation

BNP PARIBAS | The bank for a changing world 32




Brand, Communications & Advertising Team

/ Internal PR-agency

serving the needs of business

Corporate Communications &
Social Responsibility

Brand & Advertising

Special

Advertising events Internal Web PR
) > S & social
& Sales Brand Identity (sponsoring, Communication Communication .
. L responsibility
Promotion exhibitions
etc)

Our mission:

- Ensure the development of the brand - a major asset of the Group - by enhancing its reputation and
communicating the promise of an attractive brand consistent with the bank’s actions

- Define the strategy for the brand, Retail Banking communications and advertising in Russia

- Promote initiatives and reputation for quality and innovation on Group level

- Keep internal and external audiences fully informed in order to promote BNP Paribas image, businesses,
products and services

- Create tools, communication channels and events for internal and external communications

- Contribute to the development of the business through support of marketing-related communications

BNP PARIBAS | The bank for a changing world 33




3 Core Businesses of BNP Paribas in Russia

“BNP Paribas” ZAO

Corporate & Investment

Banking

Corporate & Investment

Banking

aul BNP PARIBAS

* . CORPORATE & INVESTMENT BANKI

CB “BMNP Paribas Vostok”
LLC

Branch Banking

Cetelem (“BNP
Paribas” ZAO)

Consumer Finance

“‘ARVAL” LLC

Equipment Solutions

i ARVAL
L BNP PARIBAS GROUP
L
&
LK
* ‘f

TKB BNP Paribas
Investment Partners

“Insurance Company
CARDIF” LLC

Investment Solutions

TK BNP PARIBAS

INVESTMENT PARTNERS

s CARDIF
* BNF PARIBAS GROUP
*
&
'l‘-:"'l'

Energy & Commodities
Finance

Corporate &
Transaction Banking
Europe

Financial Institutions
Group

Corporate Finance

Fixed Income & ALM /
Treasury

Coverage (Oil & Gas;

¥ Retail Banking for
Individuals

L
*

X
L

¥ 26 branches
" 5 cities of presence
¥ > 530 employees

" Point of Sale
loans

" Car loans
" Credit
cards

" Operational
leasing and car fleet
management

® 50% BNP Paribas
IP

® AUM over 2 bn

i

ke

#*

A

&

* % % ¥

EUR

® 8th Asset Manager
by AUM in Russia

Metals & Mining)
L]

L 3

-
-
-

200 employees

" > 5,700 employees
¥ 62 regions

BNP PARIBAS | The bank for achanging world

¥ 70 employees

¥ 9 Branches in
Russia

¥ 5,800 vehicles
financed and
managed in Russia

® 25 local and 10
off-shore mutual
funds

® 15 distributional
partners

® |nstitutional clients

® Bancassurance

® Protection
Insurance (both life
and non-life)

® Long-term life
insurance and
investment products
(project)

L
*

LR
&
*

® 40 employees

® over 80
professionals in St.
Petersburg and
Moscow

34




Retail Banking: Branch Banking

/

Retail Banking - since 2007, banking license
CB “BNP Paribas Vostok” OOO Ne 2168 from
20.06.2007 r. (www.bnpparibas.ru)

Products:

« >530 em.plo.ye.es . personal financial services (deposits, internet

« > 90,000 individual clients and phone banking:

« 26 branches consumer finance services (consumer loans,

« Payroll projects with major companies through banking cards, mortgages, auto finance and
Corporate Sales credit insurance).

« Geography: 5 cities (Moscow, N. Novgorod, Membership in Associations:
St.Petersburg, Rostov-on-Don, Yekaterinburg) - Association of Russian Banks

« > 1,000 ATMs through partnership with Master- - Association of Regional Banks
Bank - American Chamber of Commerce in Russia

- Club France (CCIFR)
- Association of European Businesses in
Russia

BNP PARIBAS | The bank for a changing world 35




Retail Banking: Personal Finance

GROUP
BonnoTtum B M3Hb Balwu nnaxbl

Personal Finance - operates in Russia since 2007 as a
structural unit of “BNP Paribas” ZAO under the brand
Cetelem (www.cetelem.ru)

- No 1 in Consumer Finance in Europe

Key Partners in Russia:

ﬂ,ﬁ..{,?u!i Domo

BNP PARIBAS | The bank for achanging world

/ Consumer Credit

Multi-market specialist
Express purpose loans in Retail networks, Car loans,
Credit cards

Top-tier Partner
For major retail brands, Insurance companies, Car
dealers

Cetelem in Russia

> 5200 Points of sale
62 regions
> 5700 employees
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Retail Banking in Russia today:
a growing regional presence

o Bl
X

SainPe- 2 rc
PSKOV ‘J |

BRYANSK

OREL . Ao T
PEg  Kurs 17| YOSHKAR-OL
e %’%E?c?r{ g = W 7HEvsK
Rostov-on-Da n PENZA | CHEBOKSARY

. SSPIANSLy

'tb"'
® Cetelem regional coverage - 62 regions, March 2011
Presence of BNP Paribas branch banking (CB “BNP Paribas Vostok” OOO)
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Talking to our employees: main tools

/ * Printed and electronic communication (monthly newspaper, info-boards,
Intranet, emails, management’s address on special occasions, INFO
MONTH projects)

 Internal brand-promotion (contests, surveys, motivational programs)
» Corporate sports (football team)

« Special events (New Year Party, Summer Outdoor event, Conferences and
meetings)

« Collecting feedback (surveys, feedback section on Intranet, by word of
mouth at events)

All these projects do not require huge financial input, thinking creatively we
have interesting projects and motivate people for work.
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Brand Promotion: Our communication channels

/ 4 main channels involved:
-
Direct Emailing to employees
(weekly announcements) weesesieestiiestittesstiesentenssnann .
........................................................ : Regular internal :
[ mnp PaARIBAS. i e : newspaper

JR—— i i, | kg
. I ————
™ BT
-
i Ve it s .

RB Focus N2

*Using standardized Group email signature s Office & PC
DT P P . decoration :
: Intranet s .........................................
§ (set as homepage for all users) § R RRRRIR R R R RS .
: ssLogos :
»Posters

ssWall pictures
+*Info boards

*Internal branded
material

% Screen Savers

................................................

BNP Paribas family!
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Internal promotion: Office decoration

/

A uro ecnu...

Bank Bbin Hbl

nocTpoeH

Ha B3aUMHOM ,D,OBEpHH?

9 000000000000000000000000000000000000000000000000000000000,

All inside areas are
decorated with recent
advert posters, logos and
inspiring wall-papers

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

- 3ruKa - Aywa Hawero buaveca

- YnpaBnerHe PHCKAMK -
cepAue Hawero Buareca

L HPWOPHTEYOM ANA HaC ABNAOTCA,
npexae Bcero, wutepecsl Kaventa

BNP PARIBAS

=

[, Sstelem

i

< |
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Internal Newspaper: RB Focus

/

RB Focus is the internal 2 page bi-linqual

newspaper delivered once a month to all

employees in Russia. One of the main

communication channels.

Distribution:

*Emailing each issue to employees + link to

Intranet location

<Uploading to Intranet —- BC&A page Main articles focus on:

“*Printing in colour for Info Boards :
*Group News :

*Local BNP Paribas Vostok & Cetelem News

RB F 0 C u S *Results or announcements of internal

promo-campaigns and contests :

: ~Usefu| information (discounts, special offers, :
partners’ information) :

: *“Fun” part — interesting things to do and

places to visit :

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo
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Internal promotion: Info Boards

Info boards are located in the most visited areas: kitchens, halls, corridors,
areas near printers etc.

Contain most important information to be delivered to all employees.

In terms of switching from paper/visual media to electronic is the most
effective tool

Specially designed to correspond with Brand’s values (colors,
positioning etc)
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Intranet: main features

/

Purpose: connecting information tool for employees in bi-lingual environment of
regionally spread Retail Banking subsidiaries - BNP Paribas Vostok Bank and
Personal Finance — Cetelem.

Special Intranet Digest delivered to employees when pages are updated

BNP PARIBAS Main sections:
About the Group and Russian subsidiaries
@ *News on local/corporate level

@ ‘Welcome to BNP Paribas Family
% \Q e s e Connection to Echo’Net Media
‘Departments’ pages

*Access to documentation
Total amount of employees:

over 5000 people in 62 regions *Phone directory

BNP PARIBAS | The bank for achanging world




Intranet Home Page Structure:

Top banner refl

BNP

/
paribas

Group 1090

Main Menu

> FNABHARA TPYMNA MPECC-KNYEB AENAPTAMEHTbI TANEPEA MPANOMHEHAA OBPATHARA CBA3DL
(¥ |®PF/het™| EchoNet’ | | os3ce puiskos

TEMbI HEQE A

News Block

ects main Group’s values

MPAKTHHECKAS MHDOPMALLAS KOPMOPATHBHBIE,

» Mporpanma Mprsinersi Bavica BUP Paribas

/ *|nternal contest

‘Links to Echo’net

R
» DBHOBREHHBIE NpesenTalH o Fpynne A g A
- { \ GROUE L -«
» TONOCYATE 3A HALL BAHK! i
“
KOHKYPChl ANA COTPY AHAKOB
+ Konkypc [leTCKoro pHcyHKa
AHA POXAEHMA [
~ —0 o B | rth d avs
1205 Anexcamap Myxbawankos  CeTensw
13/05 Enesia Nexanosa CeTensn
PEKJTAMHAS KOMMYHMKALIMA
+ Pesynbratni [pynne: 3a 1 keapran 2010 1505, [ebeapira st Capame R R ki WA 6
H - / ¥ [pynna b pefitumre wsaiin Forbes 15/05 TavenHs Kysheuosa BAPY.
° ra( LI C ;a N o » Ryumse s Tane 1505 Avesa Mpoxoposa Caranen

F MeponpusTia Ans o7 BHI NapwGa 15/05  Maxchm Knouso BHPY.

b Harpaaa Amepkanciol Toprosod MNanars L — BNPY
16/05 Epeara Caakss BMPY

/Oo6po noxanoBath —

/ B cemblo BNP Paribast —
.
*Promo campaign
.
\Welcome Kit
Veazasmue K L AoEoaHm ro bopmauns myBnuxyes TRANHWEX VIHTPAHET oans B
P& @ o npACKAE P " Npoerthan Koman, A4 VNTpANET CARTA,

BNP PARIBAS | The bank for achanging world
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Info Month project: how we deliver the Information

/ 1 WEEK =1 TOPIC WITH INTERVIEWS FROM MAIN SPEAKERS
WITH A SEPARATE PAGE ON THE INTRANET

> 5t — 9t April: Ambition Week

>
>
>
>

12th - 16" April: Responsiveness Week
19th — 23rd April: Commitment Week
26t — 30t April: Creativity Week

Review of the month

MONTH RESULTS:

Statistics: increase of Intranet use (approx. 500
page visits per week)

Interest in the subject (main pages visited:
Expert’s Opinion and Management’s Word)

*Choosing the question of the month
Announcing most active employees
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Green Game: example of easy motivation

/

Collection of Green @ o
things in the office,
when introducing new
brand style to
employees.

Fun and no additional
costs!

BNP PARIBAS | The bank for achanging world

We ARE collecting green things!

How to succeed in career growth?

- To combine work and pleasure!
[ SRETAARYERN 1. To make the biggest collection of green
things in the world
2, To decorate your working place, or that

of your colleague, or the office in general

E the game is the
game itself*
*#(Already forgotten what it means 'just to

play’? To know more: you may ask your kids,
your friends’ kids, any kids. They will explain)

Tangible asse

ssets and production facilities
Develops reactivity

Communications skills

Ability to tell green color from all others

Fill cne of the following vacancies:
Good Mood Director;

itellectual Equity Whip.
Intensive entertainment is quite a job, isn’'t it?

SurPriZe - don't miss the chance!
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Keep the spirit alive! Corporate sports team

BNP PARIBAS

) ] ) United
Retail Banking Football Team
Corporate & Investment city level

Banking

0 000 000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000,

. Advantages:

»Team game (up to 15 players involved) ;
»>Anyone can support (team spirit) P BRI s e =
»Visibility (uniform/field as a visual aid — promoting Bank’s brand) : | |
» Cost-effectiveness (relatively cheap field rent)

»Popular game in Russia: strong interest from employees
»United team presenting the Bank at city level (brand awareness)

.
ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo
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The heart of internal communications: Special events
& contests

Events & Contests:

* New Year, Summer Event, Beaujolais
Nouveau party, Company’s Birthday,
Men’s and Women’s Days, greeting
the best performers etc.

* Photo contests (New Year and
summer holidays with voting for the
best on the Intranet)

« Academy of Innovation: mechanism
of employees’ innovative ideas
collection and implementation

BNP PARIBAS | The bank for a changing world 48




Talking to your
employees

AEB Event

March, 23 2011

IBeE M A ZARS




Internal communication or How to
create and diffuse the Mazars Way?

B M A ZARS



"8 AGENDA
N

= \Who are we...

= From Group guidelines to local application

= Welcoming the new employees — Mazars in Russia practice

= Day-to-day communication

= Diffusing and promoting Group news and projects

= Employee Satisfaction Survey

= Qur Experiments
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.= Who we are...

International, Integrated, Independent
13,000 employees in 61 countries

= Created in France in 1940
= Qur specialization:

Financial

Reporting Financial

Audit and Advisory Consulting
Advisory Services

Accounting
&
Outsourcing

Our challenge: create the Mazars’ Way in all the 61 countries where
we are by respecting the countries’ cultures

53
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From Group guidelines to local
application

B M A ZARS



.= From Group guidelines to local application

Our best added value - our employees

= Seeking for the best talents “You make all the difference”

= Retaining the best talents (mentoring process, integration process,
international career promotion, employees trainings and development) by
respecting 2 core ideas: DIVERSITY and RESPECT

The Mazars Way, the Mazars DNA
.... To share our values, our vision of the world and of the work

Tools: Booklet, video, seminars, Group internal newsletters (Mazars in
Brief), Group internal magazines (Nomad), Mazariades (get-together party
at Group level)
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Welcoming the new employees

Mazars in Russia practice

B M A ZARS



'= Welcoming the new employees — Mazars in Russia practice

AOOBPO MNMNOXAJIOBATb B MAZARS!

Welcoming procedure
= Message to all the company in Russia with photo of the new employees
= Office visit, presentation to the team and main interlocutors

= Desk in the kitchen with the photos of each employee per department and
function

* Induction Seminar: to present Mazars in the world and in Russia, the
values in an interactive way (videos, ...)

The Mazarian Guides

= Welcome booklet: to know all about Mazars and the internal working
procedures

= Communication Guideline: an insight in the way Mazars communicates
(key information, how to present the company, tips to write a proposal,
graphic rules, participation/organization in event)

= All other relevant documents linked to the profession
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Day-to-day communication

Making you feel the Mazars Way...
Making you feel as part of the team...

= 2 main corporate events during the year to federate all the employees:
Business Season End, New Year

= Messages for birthdays, 23™ February, 8" March

= Presents from the company for birthdays, 23 February, 8" March, New
Year

= Messages for births, weddings, promotion, etc

= Presentation of CSR projects, employees initiatives, and other important
information/events
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Diffusing and promoting Group news
and projects

B M A ZARS



.= Diffusing and promoting Group news and projects

TO REMEMBER THAT WE ARE AN INTERNATIONAL GROUP

= Group internal newsletters (Mazars in Brief), magazines (Nomad)
= Annual reports

= Other Group achievements through ponctual internal messages

= Green office, CSR policy

= Promoting Diversity

Mazars in Russia also shares its projects and achievements with the
Group Direction and the other countries: creation of a two-way
communication

61
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Employee Satisfaction Survey

B M A ZARS



W8 Employee Satisfaction Survey
]

TELL US WHAT WE CAN DO TO MAKE YOU FEEL BETTER WORKING
TOGETHER...

= Every 2 years. Last was in 2009. Next one forecasted for 2011

= Anonymous

= To understand their needs and expectations

= To evaluate the function support work

= To make their life more comfortable at Mazars in Russia

63
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.= Our Experiments

WORKING WITH SOCIAL NETWORKS
WORKING WITH NEW TECHNOLOGIES

= Pages created on VKontakte, Facebook, Linkedin
C But... how to keep them alive?

= Newsletters: every 2 months. But heavy in terms of organization
= Intranet: in progress.

C Would it be the solution to effectively and interactively communicate
internally?
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Thank you for your attention.

Questions?
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MAZARS

Mazars in Russia

24/27 Sadovaya-Samotechnaya Street
127051 Moscow - Russia

Tél. : +7 (495) 792 52 45/46

Fax : +7 (495) 792 52 47

E-mail: info@mazars.ru

www.mazars.ru

Praxity :

BAL ALLIANCE 0
INDEPENDENT FIRMS
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Maria Vernomudrova, =
Media & Internal Communications Manager
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Talking to your employees - the DHL Express RU story

AEB Open Event, “Talking to Your Employees”
MOCBa, 23 mapTa 2011
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dakThbl

2500 coTtpygHukos: 20% HE nmetroT goctyna K
9NEKTPOHHOWM Nno4Te

Pa3BeTBneHHas dunnanbHas ceTb, BKIHOYas
areHTcTBa: 23 cobcTBeHHbIX dunnana + ~100 areHTCTB

dopmarnbHas, UeHTpanm3oBaHHasi CTPYKTypa
KOMMYHUKaLUMW: B ounnanax HeT BblaesieHHbIX
COTPYOHWUKOB, OTBETCTBEHHbIX 3a BK

DHL Express | March 23 2011 Page



3agayn BK B DHL

CosgaHne eanuHoro MHAOPMaLIMOHHOIO
NpocTpaHCcTBa

NHopmMmupoBaHne COTPYAHUKOB O AEATENBHOCTH
DHL 1 0 ToM, Kakyto BaXKHYHO pOrSib UrpaeT Kaxabin B
busHec-npouecce

[TonyyeHne obpaTHOW CBA3WN OT COTPYAHMKOB U
paboTta C Heu

ConpoBoXaeHne N3MeHeHU B KOMMNaHnK
YKpenneHue nosnbHOCTK nepcoHana

YKpenneHne KOMaH4HOro ayxa n 4yyBctea OBLLHOCTU
[MopgoepxaHne u pa3BUTUE rOPU30OHTAalIbHbIX CBA3EN

BHyTpn DHL
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MpunHumnel BK B DHL

BoBneyeHHOCTb
[wnarnor
KomaHaHbIN ayX

[TepcoHuukauma

[Tp3HaHMe 1 NooLLpeHME yCcnexos

OTKpPLITOCTb

DHL Express | March 23 2011
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i

| - "
EVERY ONE COUNTS
Employee Opinion Survey
EXXeroaHbin onpoc MHeHus
COTPYOHNKOB — OCHOBHOM

MHCTPYMEHT OLIEHKH
BOBJ1IEHYEHHOCTU NepCcoHarsa
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KomnnekcHbIN noaxond K KaHanam pacrnpocTpaHeHus
NHpopmauum I

nside -

o wsppewe Ans: copypasoes DHL Express

KopnopaTuBHbie XXypHansbl

NHTpaHeT

ONEeKTpoHHasa novTta, SMS

NHopMaLMOHHLIE OOCKM e =L B

HacTeHHble/HacToNbHbIE NHPO.CpeacTBa .

WOLUNTEER DAY
”
Detrrag wei Loy

3naromeTece: DHL Global Mail

CKpuHcensepsbl

CaKpaTEl YENBUWHBD NP0 A

Geoea

BpndonHrun
dopym

| 1

EUBCLECOUECE|]] i |

MeponpuaTtuga

Kypcbl 4519 HOBNYKOB

Blind Dates
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[MocTosiHHOE 1 nocnegoBaTenbHOE MHOPMAaLMOHHOE
COnpoBOXAeHWe OeATeSIbHOCTU KOMMaHUU C pacvyeToOM Ha pasfinyHble

LieneBsble rpynnbl
.|

R (M
.

OTtpensl JInHenHble Ton-meHemxepsbl
MeHeKepbl
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[Mpuoputnsaumsa n otbop nHdpopmaumnm

[[nobanbHaga wTab- Obuwepabouas
kBaptupa (BoHH) T nepenucka
PernoHanbHas

wrab-ksaptmpa —» BuaHec-
(CuHranyp) pesynbTaTbl
INokanbHaga wrab- —— CouuarnbHble
kBapTupa (Poccus) NHULMATUBBI
OnepaumoHHas 7 HR-

MHOPMaLUS NHdpopmaums
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KommyHMKaummn B nogaepkky ousHec-3agav

PASDICRHBAETGH!

NVYILIMH U3 NYYLLKK,
TEHEPATOP I'I’V3llll'

|

T HATRA G mn ﬂmmmamunl

nony4An .ﬂEan-‘I 3A KAWOBIA FPY3 CBEPX MNAHA, __gee e
MOMHW — NPOAABATE MOMET KAK(IbIA! e

DHL Express | March 23 2011

MPOAABATb MOXET [T
JOKA3AHO KYPLEPAMU DHL.

N
ﬁ~

i
I.UM T lu“ YBENUYUM [OMO AOMAL

- 2rrs

P

MONYUAR AEHBIV 3A KAKALIA MPY3 CBEPX MNAHA, __ jEm sy
W NOMHWA — NPOOABATE MOXET KAMIBIA! v
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KCO: yactb KopnopaTUBHOW KynbTYpbl

3, LIVING
@ RESPONSIBILITY

_-:--. W

] 2 Tkl e

3almTa oKkpyxaroLen MomMoLLb NpU CTUXNNHBIX MoMOoLLb B MONyYeHUN
cpeapl bepcTBusX obpasoBaHus

JlokanbHbIe NPOEeKTbI

HEESEREEYEDS
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Passutue nmoepcrea
.|

Mol BCce paboTaemMm He NpOCTO Ha KoMnaHuw. Mbl pabotaem gpyr ¢
APYroMm... n yxoad, nokngaem He KOMMNaHuio, a apyr gpyra

Jlrogsim HEeT gena o Toro, Kak MHOro 3HaeT nunaep, rnoka oHu
YyBCTBYIOT, KaK CUJIbHO OH O HUX 3aboTutcs

Co BpeMeHeM noan 3abyayT, YTO Bbl CKasanu u gaxe To, YTO Bbl
caenanun. Ho oHW HuKorga He 3abyayT Bawe K HUM OTHOLUeHue
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