Bernard Michel

Born 1954 in Casablanca,
Morocco

Mandorle, 1994
Plasterboard

120 x 120 cm




Activity 2004



Andy Warhol

1928-1987, United States
Flowers, 1971
Screen-print

90 x 90 cm

Retail Banking

The Group's Retail Banking arm comprises the French Networks
(Société Générale and Crédit du Nord group), Retail Banking
outside France and Specialized Financial Services.

The leading 16.4 million ROE A major
non-mutual retail individual customers, after tax: 20.1% European player
banking group in up 7.8% — in business finance

France — and services




Key figures
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Growth in commercial activity
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Growth in revenues and profitability

9,685
8,447 8,980

+7.9%

2,750
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+17%

20.1%
18.3% 190%

2002 2003 2004

NET BANKING INCOME
In millions of euros

2002 2003 2004

OPERATING INCOME
In millions of euros
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ROE AFTER TAX

16%
24%

Retail Banking
outside France

Financial Services 60%

Société Générale
and Crédit du Nord
networks
2004

NET INCOME
BY BUSINESS LINE

Despite a continuing unfavorable environment for retail banking

activities in 2004, the Société Générale Group put in excellent

financial and commercial performances. Net banking income for
the Retail Banking and Specialized Financial Services arm grew
7.9% to account for 59% of the Group’s consolidated revenues.
Net income for the division increased by 17.3% while the ROE
after tax continued to rise, coming out at 20.1%.

These results reflect the Group’s ongoing efforts to expand

the customer base and build up loyalty, while at the same time

harnessing synergies with the Group’s other business lines.

RETAIL BANKING MANAGEMENT COMMITTEE

Didier Alix
Chief Executive Officer of Retail
Banking

Yves-Claude Abescat
Head of Investment Banking
for Mid Caps

Yannick Chagnon
Head of SG Payment Services

Michel Douzou

Deputy Head of Retail Banking
Société Générale France
Jean-Francois Gautier

Head of Specialized Financial Services

Maurice Kouby
Head of Information Systems, Retail
Banking

Claude Labatut
Head of Human Resources, Retail
Banking

Jean-Louis Mattei
Head of International Retail Banking

Emile Noebes

Chief Financial Officer for Retail
Banking

Christian Poirier

Head of Strategy and Marketing,
Retail Banking

Jean-Francois Sammarcelli
Head of Retail Banking Société
Générale France

* Excluding Crédit du Nord Group.

B SOCIETE GENERALE GROUP - 2004 ANNUAL REPORT




Societé Genérale Network

Sustained commercial development

Growth in the franchise
The Société Générale Network
continued to expand its business
franchise at a sustained pace
over 2004, with a 2.3% rise in the
number of current accounts to
over 5.3 million.

This performance is attributable
to the strong commitment on the
part of our staff, successes in all
our market segments and the
quality of the Société Générale
platform in high-growth areas.

A targeted approach
combined with key
partnerships

Over the year, the Network contin-
ued to focus on increasing its mar-
ket share, notably with under-25s
who now account for one customer
in every four. It launched a number
of marketing campaigns aimed at
specific age brackets: Bac 2004 for
children in secondary school, Prét-
a-portable, Coupez le cordon avec
Pack jeunes for students, etc.

This targeted policy led to strong
growth in the number of Livret
Jeunes (young persons passbook
accounts) (+8%) for 12-25 year-
olds and in Eurokid accounts for
the under-12s (+11%).

Mortgage loans are also an excel-
lent tool for attracting new cus-
tomers, and Société Générale
now offers separate Habipack
solutions for both residential buy-
ers and investors, comprising a
housing loan, a home insurance
policy and specific services
(remote security surveillance,
guarantee against unpaid rent,
etc.).

Société Générale's long-term
partnership with Banque Fédérale
Mutualiste (BFM), set up in
1986, also delivered results in
2004 with 32,000 new BFM/
Société Générale current accounts
opened over the year, represent-
ing 8% of total account openings
for the Société Générale Net-
work.

The partnership is designed to
offer civil servants a range of
services tailored to their needs,
and has attracted a total of
600,000 customers since it was
set up.

Constantly adapting

our products and services
Société Générale aims to secure
the loyalty of its customers by
offering a full range of products

Pack Jeunes: a simple
and comprehensive
banking solution for
18-24 year olds

In 2004, over 150,000 young
people signed up for this
package, which combines a bank
card, an insurance policy for
means of payment, no overdraft
charges, a loyalty program, etc.

STRATEGY

m DEVELOP our franchise and the number of products per current account.

m CAPITALIZE on our existing customer base using relationship management tools.

m FINALIZE the rollout of our multi-channel distribution platform.

m HARNESS SYNERGIES with the other Group business lines.

22,450
employees

2,141
branches




and services that are perfectly
suited to their needs (JAZZ pack-
age, Logitel Net, mortgage loans,
etc.). The steady rise in the num-
ber of products per personal cur-
rent account, from an average of
6.6 in 2000 to 7.7 in 2004, bears
witness to the success of our
strategy.

Launched in 1998, the Jazz pack-
age had attracted over 1.9 million
customers by the end of 2004.
Inspired by this success, Société
Générale has created JAZZ Duo,
offering a similar range of services
for joint account holders: a bank
card, insurance for means of pay-
ment, associated services and a
loyalty program.

Customer relationships:
clear-cut commitments

In November 2004, French banks
undertook to “make banking eas-
ier” for their customers.

Over 2005, we should see a
number of concrete measures
implemented to achieve this
objective.

Société Générale had already
taken steps to improve trans-
parency, providing clear price
guides at its branches and over

the Internet, and sending out
account agreements to customers
specifying the conditions for the
day-to-day operation of their
deposit accounts and any other
products or services they use.
Société Générale was also one of
the first banks to appoint an inde-
pendent ombudsman in 1996.
At the end of 2004, the bank
implemented a further series of
concrete measures designed to
meet three key priorities: to pro-
vide customers with adequate
tools to assist in decision-mak-
ing, give everybody access to a
current account and simplify
the functioning of customer
accounts.
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Individual customers

Savings: customers are
focusing on accessibility

and security

In a climate of low interest rates,
persistent unemployment and
volatile financial markets, individ-
ual customers are preferring to
keep large volumes of liquid sav-
ings, as shown by the sharp
increase in current account
deposits (+6.9% compared with
+2.5% in 20083), and in ordinary
passbook savings deposits
(+13%).

Outstanding deposits in PEL
(housing savings accounts) grew
at a slower pace than in 2003
(+1.5%), under the continued
impact of fiscal and regulatory
reforms. Furthermore, in 2004,
customers no longer had the
option of opening PEP (popular
savings accounts).

Stock market uncertainties

Despite exceptionally low interest
rates and the sharp rise in corpo-
rate profits, equity markets
struggled to repeat their 2003 per-
formance, weighed down by a
sliding dollar and soaring oil prices.

Easy access to
information on prices

A price list setting out the terms
and conditions for banking
transactions is now available at
the network branches and via
the Internet.

In March 2004, all individual
customers were sent a brochure
giving them three months’
advance notice of changes to
the service and product prices
indicated in their account
agreement.

5.3 million
current
accounts: +7%
in 3 years

7.7 products
per personal current
account

EUR 78 billion

of outstanding loans:
+7%

197 million
customer contacts
via direct banking
channels: +20%
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Société Générale Network

The Epicea PERP
achieves top rankings
Société Générale's PERP
(personal retirement savings
plan) was voted one of the
best products on the market
by Les Dossiers de I'Epargne
(Label d’Excellence 2005),
Mieux Vivre Votre Argent
(June 2004) and Le Revenu
(June 2004).
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&

However, encouraged by the
slight upturn in stock market
indexes in 2004, the Government
stepped up its privatization plans,
and Société Geénérale actively
helped to place shares in Pages
Jaunes, Snecma and Société des
Autoroutes Paris-Rhin-Rhéne.

Strong inflows into
capital-guaranteed funds
Given the current climate of
uncertainty, customers are tend-
ing to favor capital-guaranteed
funds. Following on from the
success of Sogélyre, Société
Générale launched Sogélyre Cli-
quet, a product that guarantees
the initial investment, and offers
additional returns linked to the
performance of a basket of funds.
These two products attracted
total inflows of EUR 990 million.
All other types of mutual funds, in
particular those most exposed to
risk, saw a decline in inflows, with
the exception of the Déclic
Bourse fixed contribution sav-
ings range (+15%).

A dynamic performance from
life insurance and retirement
savings

The PERP (personal retirement
savings plan) was set up under
the Fillon law in 2004 to encour-
age individuals to build up sav-
ings for retirement by offering
major tax incentives.

Société Générale launched its
own version of the PERP,
Epicea, a fixed or adjustable
contribution retirement scheme
that allows individual or profes-
sional customers to build up an
additional retirement annuity and
also offers immediate tax bene-
fits. The product has proved a
great success, attracting over
71,000 customers by the end of
2004.

This concern with retirement sav-
ings also gave an added boost to
life insurance products which are
already France's most popular
savings product, as they offer
advantages such as flexibility, tax
incentives, wealth planning, etc.
Sales of policies rose 21% in
2004, outstripping the market.
The current preference for secu-
rity also led the Group to shift its
product range towards euro-
denominated and capital-guaran-
teed vehicles.

THREE NEW ADVERTISING CAMPAIGNS IN 2004

Three advertising campaigns were launched in 2004 focusing on

the theme of "the bank that makes life easier":
m two films on free account consultation services via Internet

for individual customers;

m a film by Gérard Jugnot for 18-25 year-olds;
m a series of comedy vignettes by Antoine de Caunes advertis-
ing the fact that customers can contact an adviser up to 10 pm.




Loans: exceptional growth

in mortgages

The mortgage loan market
remained buoyant throughout
2004, thanks notably to attractive
financing conditions. After six
years of sharp growth, loan
issuance in France reached
another all-time high in 2004.
The Société Générale Network
granted over EUR 11 billion of
new loans over the year, up 15%
on 2003. The proportion of float-
ing rate loans increased to 27%,
thanks to the success of the
Préts Immobiliers Double
Sécurité, which offer capped
variable rates.

In consumer credit, the French
Government decided to intro-
duce a tax credit on consumer
loans to boost private spending.
Société Geénérale took the initia-
tive of extending this tax credit
from 2 to 3 years. Outstanding
Expresso installment loans
increased by 5% over the year.
At the same time, outstanding
revolving loans registered 10%
growth.

Professional

customers (1

Faced with an increasingly com-
petitive market, Société Générale
stepped up its commercial drive,
taking advantage of its efficient
organizational structure and tai-
lor-made offering for profession-
als.

Four years after its launch,
the Signature Pro package,
designed to simplify day-to-day
account management, is now
held by over 50% of customers.
The new electronic payment
solution, Progécarte, launched
at the end of 2003, has attracted
more than 56,000 customers.
The Network also asserted its
position as the French market
leader in Visa Business cards with
over 170,000 cardholders.

One of the main areas where
Société Générale seeks to differ-
entiate itself from the competition
is in customer satisfaction.
According to its customer satis-
faction barometer, introduced in
2002, the Bank's efforts in this
area have paid off, with sharp
rises in its satisfaction, confi-
dence and image indicators.

(1) Self-employed professionals, tradesper-
sons, shopkeepers and farmers.
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Awarded the Label

d’Excellence for its PERCO

product, Arcancia Pro

The magazine Dossiers de
PEpargne awarded Société

Générale's Arcancia Pro range of
plans the Label d’Excellence for
2005: these collective retirement

savings achieved top rankings
among the products examined
(between September 2003
and 2004).
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GROWTH IN NUMBER
OF PRODUCTS PER
PERSONAL CURRENT
ACCOUNT
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Société Générale Network

Business customers
2004 saw an improvement in cor-
porate earnings, thanks primarily
to the focus on productivity gains
over recent years. The SME seg-
ment, Société Générale's strate-
gic growth target, remained
robust, with a 7.1% rise in out-
standing investment loans, and a
2% rise in operating loans.
Despite the sharp drop in term
deposits due to low interest rates,
business customer on-balance
sheet deposits remained buoyant
(strong rise in sight deposits).
Société Générale introduced
Sogecash Net in 2004 to allow
business customers to improve
the online management of busi-
ness customer accounts, and
also created Sogetrade Net, a
transactional website for the
management of import docu-
mentary credits. New additions
to the service range are also
planned for 2005.

In 2004, Société Générale intro-
duced the Arcancia PERCO, a
collective retirement savings plan
where employers supplement
staff contributions, and employ-
ees can choose from a lump sum
or an annuity when they retire.
This new product complements

Société Générale's existing range
of retirement savings products for
business customers (Palissandre
Entreprises).

Finally, the end-of-career bonus
fund, Andante Multisupports,
attracted growing numbers of
customers, thanks to its broad
management approach that
offers both security and perform-
ance.

A leading online
trading service

Passeport Bourse, Société
Générale's online trading site,
now covers the New York,
London and Frankfurt stock
exchanges.

In 2004 it was awarded the Label
d’Excellence by Les Dossiers de
PEpargne for the second year
running, in recognition of its
competitive prices and excellent
quality of service.
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AWARDS FOR CUSTOMER RELATIONSHIPS

Société Générale was once again singled out for an award at the
Podium de Ia relation client which focused on “policies to
enhance customer loyalty through services”. The Bank ranked
third in all sectors with a satisfaction rating of 80% (7). Compa-

nies were evaluated by over 3,000 Internet users on the basis of
their integrated service offering, notably Internet and mobile
phones.

(1) Source: TNS Sofres/BearingPoint, December 2004.




Multi-channel banking:
finalization of the new
distribution platform

In 2004, Société Générale contin-
ued its overhaul of the distribution
network, designed to realign its
sales, direct banking and after-
sales service functions.

By the end of the year, more than
two thirds of the network had
been reorganized, with 54 sales
divisions (DEC) in charge of cus-
tomer relationships, 4 multimedia
customer relations centers
(mCRC) to support the network
branches and 18 customer serv-
ice units (PSC) handling all after-
sales services.

Under the new organizational
structure, the departments are all
connected to a central customer
relationship management appli-
cation, Contact, to ensure closer
cooperation and increase com-
mercial efficiency, service quality
and customer satisfaction.

With these major investments,
Société Générale is clearly mak-
ing multi-channel banking a
strategic focus for its Retail Bank-
ing arm.

At the same time, it is reviewing its
sales techniques to better identify
customer needs, exploit commer-

cial opportunities and ensure
closer cooperation between the
different departments.

Direct banking: over
one million customers
now use Logitel Net
Direct banking continued to
attract new customers in 2004,
and is now the channel of choice
for certain transactions: two
thirds of stock market transac-
tions and nearly half of all one-off
transfers by individual customers
are now carried out via direct
channels.

The three most popular direct
banking channels are:

e Internet, where Société
Générale has developed specific
sites for each market segment:
individuals (free access, over 1
million regular users in 2004 and
a 45% rise in frequency of use
compared with 2003), profes-
sionals (over 50,000 users of
Progéliance Net or 350,000 con-
nections per month), businesses
(212,000 connections per
month);

e Mobile Internet (Wap and
[-mode™) with over 1 million con-
nections over the year, representing
nearly a twofold increase on 2003;
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e SMS, with the Messalia mes-
sage alert system. Subscribers
totaled 640,000 in 2004, up
+11% year-on-year.

Société Générale also sells a
selection of products and serv-
ices online, allowing customers to
subscribe from the comfort of
their own home. The individual
customer website now offers
some 30 products and services.

A new website
dedicated to the youth
market

Société Générale has developed
a specific site for 16-25 year olds,
www.jeunes.societegenerale.fr.
This interactive site, dedicated
entirely to banking, is designed
to increase young people’s
understanding of the world

of finance.

GROWTH AND PRODUCTIVITY

W Savings accounts
W Bank cards

M Individual customer
current accounts

[ Total headcount*
Administrative staff
*Including call centers

1998 = 100

140
130
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80
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Crédit du Nord Group Network

An offering adapted

to customer needs

In 2004, the Crédit du Nord
Group took a number of steps to
extend its existing product and
service range:

e Development of the online
"Securities and Stock Market"

CREDIT DU NORD
MANAGEMENT BOARD

Alain Py
Chairman and Chief Executive Officer

Bernard Beaufils
Chief Executive Officer

Marc Batave
Deputy Chief Executive Officer
& Group Chief Client Officer

Jean-Pierre Bon
Deputy Chief Executive Officer
& Group Chief Financial Officer

Patrick Renouvin
Deputy Chief Executive Officer & Group
Chief Information Systems Officer

Pierre Boncourt

Group Chief Human Resources Officer
Francis Molino

Group Chief Banking Operations Officer
Clare Brennen

Group Chief Communications Officer
(attends Executive Committee meet-
ings)

offering in partnership with Bour-
sorama. This new financial infor-
mation website has been
integrated into the Group's exist-
ing web structure, and enables
customers to follow their favorite
stocks online, manage their port-
folio in real time, place market
orders and view research on their
chosen stock.

e Extension of the life insurance
offering, with the launch in
November 2004 of Antarius Hori-
zon Premium, a top-of-the-range,
multi-vehicle policy managed by
Antarius (a life insurance sub-
sidiary half owned by Crédit du
Nord and half by Aviva).

e Launch of two new capital
guaranteed products: Etoile
Garanti April 20710 and Etoile
Garanti December 2010, which
offer a guarantee on both the ini-
tial investment and the fund per-
formance.

e Creation of decision-making
tools: simulators for employee
savings (PEl, PERCO), loans,
savings (PEL, retirement, etc.).

A business model
that has earned
strong recognition

From customers:

In 2004, the Crédit du Nord
Group achieved the following
rankings in the CFI () competitive
surveys of the banking industry:
e No. 1 bank for customer satis-
faction in the business customer
segment (satisfaction rate: 71%,.
e No. 1 for customer satisfaction
in the self-employed professional
segment (satisfaction rate: 65%,.
e No. 2 for customer satisfaction
in the individual customer seg-
ment (satisfaction rate: 74%).

From external bodies:

m Recognition of the quality of the
Group's employee savings offer-
ing:

In 2004, Crédit du Nord came
second in the Corbeilles de I'é-
pargne salariale (employee sav-
ings awards) organized by the
magazine Mieux Vivre Votre
Argent. This underlines the high
quality of investment manage-

(1) Independent research body.

Gilbert Dupont

Gilbert Dupont, a subsidiary of
the Crédit du Nord Group, is a
stock broker specializing in the
mid-cap market. It works with
French and European institutional
investors in a sales and advisory
capacity, and provides a full
range of issuer services. The
company also routes stock
market orders for financial
institutions.

In 2004, Gilbert Dupont achieved
the following rankings:

® No. 4 in the “Top 5” French
research bureaux, compiled by
the American company Starmine,
which specializes in the rating

of analysts;

¢ No. 2 for the quality of its
recommendations for Midcac
stocks, according to

AQ Publications;

¢ No. 3 for the quality of its
recommendations for Paris-listed
stocks, again according to

AQ Publications.

STRATEGY

The banks in the Crédit du Nord Group (Banques Courtois, Kolb,
Laydernier, Nuger, Rhone-Alpes, Tarneaud and Crédit du Nord)
have based their development on the following principles:

m STRONG CUSTOMER RELATIONSHIPS: all customers have
a dedicated customer adviser at their branch, who they can
contact directly by e-mail and by telephone. They also have
access to the Group’s top experts in their particular region.

m ACTIVE DIALOGUE: for the past 10 years, the Group has
conducted annual satisfaction surveys of customers and
prospects to give it an overall vision of their reactions and
help it to identify areas for monitoring or improvement.

The level of satisfaction expressed by the Group’s customers
reflects their strong support for its banking model.




ment for the employee savings
contracts, Etoile Sélection and
Etoile PEI.

m Recognition of the standard
of service provided by its call
center:

Customers of the Crédit du Nord
Group have access to a full range
of Internet, minitel and telephone
banking services. For the fourth
year running, the Group's call
center won the Casque d’Or for
the "best B-to-C relationship” at
the 2004 European call center
exhibition and the Casque d’Or
for the “best French call center”,
awarded by ECCCO (European
Confederation of Contact Center
Organizations).

m Acknowledgement of the qual-
ity of its financial products:
Throughout 2004, the Group's
mutual funds were repeatedly
commended for their perform-
ance by both the Morning Star
and Standard & Poor’s. A total of
19 funds managed by Etoile Ges-
tion were regularly awarded 4 or
5 stars out of a maximum of 5.

An effective business
model

® The number of individual cus-
tomers continued to rise, reach-
ing a total of 1,250,840 at the end
of the year. 67.7% have 3 prod-
ucts or more, and the uptake for
top of the range products is
increasing steadily: 5.8% of these
customers have a Norplus pre-
mier account agreement.

In total, 94.2% (™ of new Crédit du
Nord Group customers say they
are happy with their bank.

m The number of self-employed
professionals rose by 5.2% over
the year, reaching a total of
129,700. 48.8% of these use
Crédit du Nord for both their per-
sonal and professional banking
requirements.

® The number of business cus-
tomers increased by 2.3% in
2004. The Group now has
26,000 business customers and
3,000 institutional clients.

A dynamic business
model

In the second half of 2002, the
Group initiated its “Optimum”
program, a complete review of its
operating procedures, to be con-

ACTIVITY 2004 RETAIL BANKING

ducted in parallel with the mod-
ernization of its IT network.

Over 200 staff took part in a
variety of working groups, cuminat-
ing in the implementation of some
forty modernization projects at
the end of 2008.

The most important assignments,
which have been grouped into a
"branch project", were launched
in 2004 and are designed to meet
three main objectives:

® to reduce the amount of time
staff spend on administrative
tasks so they can concentrate on
customer relations;

® to maximize the skills and com-
petencies of branch staff;

e to generate productivity gains.
Under these targeted projects,
the Group has already expanded
the sales teams at its new
branches and scaled back its
internal administrative proce-
dures. The projects are expected
to be completed in the first half of
2005, and should boost the
Group's profitability and growth
for the coming years.

(1) Source: Survey of new customers carried
out by Crédit du Nord in the second half of
2003.

82 83

Signature

of a partnership
agreement with
Boursorama

Since May 2004, the Crédit du
Nord Group has offered its
customers an innovative financial
information service via the
Internet, designed in conjunction
with Boursorama. This is the first
partnership of its kind between a
banking group and the leading
French Internet provider of stock
market information.

1.4 million
customers: +2%

647 branches

926,600 individual
customer current
accounts: +1.8%

8,400
employees

EUR 14.2 billion

of outstanding
deposits: +6.1%

EUR 16.8 billion

of outstanding loans:
+9.1%
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Retail Banking outside France

A successful strategy

Europe

= Bulgaria = Cyprus = Greece
= Czech Republic « Romania
= Russia = Serbia-Montenegro
= Slovakia = Slovenia

Mediterranean Basin
= Algeria m Egypt = United
Arab Emirates* = Jordan

= Lebanon = Morocco

= Tunisia

Africa

= Benin = Burkina Faso
= Cameroon

= Cote d’lvoire m Ghana
= Equatorial Guinea

= Guinea = Madagascar
= Senegal » Chad

= Argentina®

French overseas
= French West Indies
= French Polynesia

= New Caledonia

= Réunion

* Subsidiary currently being sold.

RETAIL BANKING
OUTSIDE FRANCE

Since its creation in 1998, the
Retail Banking outside France
division has pursued a growth
strategy based on the exportation
of its domestic retail banking
expertise to other high potential
countries.

The division is gradually rolling
out Société Générale's universal
banking model through a combi-
nation of organic growth and
acquisitions, bringing its products
and services to a broad range of
individual and business cus-
tomers, and expanding the global
footprint of the Group’s retail net-
work.

High profitability

The division is using strict selec-
tion criteria to target markets
offering excellent prospects for
growth and profitability with an
acceptable level of risk.

In line with this policy, Société
Générale acquired General Bank
of Greece in early 2004, the 7th
largest bank in the country with a
total of 300,000 customers.

STRATEGY

m ORGANIC GROWTH of the foreign retail banking subsidiaries, taking account of local specificities.
m Controlled ACQUISITIONS that offer sound risk diversification.

m TRANSFER of best practices in domestic retail banking to subsidiaries outside mainland France.
m DEVELOPMENT of intra-group synergies.

m CONSOLIDATION of acquisitions.




At the same time it is continuing
to focus on organic growth, and
has set itself ambitious develop-
ment targets:

e number of individual customers:
+458,000 (;

e outstanding loans: EUR +2.1
billion @);

e outstanding deposits: EUR +2.2
billion @);

e number of branches: +77 (1
Business levels remained robust
over 2004, with revenues rising to
nearly EUR 2 billion, a 16% gain
on 2003, and a return on allocated
capital (ROE after tax) of 33%.

A commercial strategy
based on a solid
business model

The Group is aiming to expand its
presence in the international retail
banking market by adapting its
domestic model to local markets
outside France.

This strategy is based on three
main objectives:

e Development of a global pres-
ence in both the individual and

(1) When adjusted for changes in Group
structure.

(2) When adjusted for changes in Group
structure and at constant exchange rates.

business customer markets and
exploitation of the complemen-
tarities between the two seg-
ments.

e Harnessing of synergies with
the Group's other business lines
in order to extend its range of
products and services. To achieve
this, Société Générale is encour-
aging closer cooperation between
its businesses, such as Corporate
Banking, Wealth Management,
Specialized Financial Services,
Investment Management, etc.
and, where possible, setting up
specialized subsidiaries outside
France, such as the consumer
credit activity recently launched in
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Russia.

e Positioning of the division as a
local bank, in touch with its
customers' needs, through the
opening of branches in high-
growth areas, the use of state-
of-the-art tools such as multi-
channel banking and the eval-
uation of service quality via
satisfaction surveys. The Group is
also allocating customer advisers
to specific portfolio segments,
expanding its sales force at the
branches and providing targeted
training courses for its staff.
Thanks to this strategy, the inter-
national retail banking arm has
seen a steady rise in its customer

MAIN INDICATORS FOR RETAIL

BANKING OUTSIDE FRANCE

2004 1998
Number of branches 1,545 300
Employees 29,500 6,700
Number of individual customers 5,400,000 700,000
Number of business customers 564,000 100,000

Launch of a new branch
concept at BRD

On October 8, 2004, BRD opened
a total of 33 new BRD Express
branches in Romania.

This was an unprecedented
move both on a national and
international level, and highlights
BRD's aspiration to become one
of the leading local banks in its
domestic retail market.

The new BRD Express branches
are dedicated solely to private
clients and are part of an
ambitious growth strategy
involving the creation of 100
outlets by the end of 2005, to
increase BRD's presence in
Romania's main cities and public
areas (chamber of deputies,
ministries, universities and
shopping centers).

At end-2004, BRD had 212
outlets, including 41 BRD
Express branches.

6 million
customers and
31 subsidiaries

EUR 27 billion
in customer deposits

29,500
employees

1,545
branches
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base (+4.4 million in 5 years).

Standardization

of organization

and procedures

Work is continuing to harmonize
banking practices and IT systems
at the international subsidiaries.
One of the main priorities is the
standardization of risk manage-
ment procedures, in particular the
decision-making process for
granting lines of credit and the
risk monitoring tools used
throughout the Group.

A strategy of targeted
geographical
expansion

The Retail Banking outside
France division is focusing its
development on three major geo-
graphical regions: Central and
Eastern Europe, the Mediter-
ranean Basin and Africa.

In line with this policy, the Group is
currently in the process of selling
its Argentine subsidiary and should
complete the transaction in 2005.
As Banco Société Générale had
successfully managed to weather
the economic crisis in the coun-
try, the Group has been able to
negotiate favorable terms for the

disposal.

Central and Eastern Europe:
the keystone of our growth
strategy

Since 1999, Sociéeté Géneérale
has concentrated on growing its
franchise in Central and Eastern
Europe and has become a major
player in the region. It now has
nine subsidiaries in the European
Union and accession countries
(Romania and Bulgaria), which
account for 63% of the division’s
customers and 56% of its out-
standing loans.

The Group is currently in the
process of integrating General
Bank of Greece (GBG), which it
acquired in 2004, and is focusing
in particular on the following
areas:

® renovation and expansion of the
branch network: the Group
began bringing the existing GBG
network in line with its own stan-
dards at the start of 2004, with
the opening of two new branches
in Athens;

e modernization of IT systems
and enhancement of processes
to ensure greater quality of serv-

ice and operating efficiency.

In the Czech Republic, the inte-
gration of Komercni Banka,
which was acquired at the end of
2001, is now complete. The
Group has overhauled the sub-
sidiary's existing structure,
boosted sales, set up partner-
ships with other business lines
and applied Société Générale's
internal management principles.
It has successfully followed
through its development strategy
and is now in a position to capi-
talize on the existing customer
base, which had risen to 1.1 mil-
lion individuals at end-2004
(+180,000 since the acquisition).

Société Générale acquired BRD,
or Banque Roumaine pour le
Développement, in 1999 and
recently increased its stake to
58%. The subsidiary is a prime
example of the success of
Société Générale's