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overview

2 French market shows growth potential across all segments
of our addressed territories

3 we capture growth by leveraging our position as an integrated 
operator 

4 continuous improvement dynamics is now anchored to offer 
best-in-class client experience at optimal cost

5 our 2008 priorities

we delivered our commitments and comforted our market 
leadership1
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we delivered our 
commitments and 
comforted our market 
leadership

1

44

we have delivered our 2007 commitments

2007 priorities (Dec 06 investor day) 2007 achievements  (Q3-07)

create customer loyalty through convergent 
offers & transversal programs

1
over 6m clients benefiting from our fidelity program 
"davantage"

drastically develop content-based offers
2

60+ channels on TV on mobile / 100+ channels
on IPTV, 3.3m VOD downloaded

maintain our broadband leadership
3

49.3% market share maintained through
our segmented marketing approach

deploy our mobile broadband network
5

98% population covered with EDGE, 66%
with 3G/3G+ (end 07), HSUPA launch

focus on market high-end and increase 
MVNOs partnerships

6 increased share of postpaid (80% of 07 net adds), 
high densification of existing MVNO contracts 
(Virgin mobile as the 4th operator)

decrease our opex base
7

increased margin and over 300M€ gains on OPEX 
field costs base

master our PSTN retail position
4

84% market share on PSTN maintained thanks
to our new offers ("optimales“…)

1
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France key figures at the end of September 2007

4.7 million Livebox

+ 60.1% increase yoy

6.9 million ADSL clients 

+ 24.7% increase yoy

3.5 million VoIP customers

+101.3% increase yoy

550k users Business Everywhere

+18.3% increase yoy

23.5 million of mobile customers

+ 4.3% increase yoy

~1 million Orange TV customers 
+131.6% yoy

6,3 million mobile customers with broadband

+ 149%  increase yoy

Orange has comforted in 2007 its leading 
positions in France

1

66

(% French market) (% French market)

23.5m mobile customers at the end
of September

increase of market share including MVNO 
customers at 46.8%

improved contract mix at 65.3%

6.9m ADSL customers at the end
of September

market share stabilized slightly below 50%
in 07 thanks to:

– high success of the Net offers 

– new services with Livebox: 68%
of ADSL customers, VoIP: 51%, TV: 14%

51.7%
47.8%47.6%45.1%48.0%50.3%47.4%

49.3%49.2%49.2%49.6%49.7%49.7% 49.3%

1Q06 2Q06 3Q06 4Q06 1Q07 2Q07 3Q07e

net adds market share market share

46.8%46.7%46.5%46.7%46.5%46.4%46.6%

44.4%44.5%44.5%45.0%45.2%45.5%46.0%

1Q06 2Q06 3Q06 4Q06 1Q07 2Q07 3Q07

market share incl MVNO market share excl MVNO

despite an aggressive competition, we have maintained 
our market share

1
ADSL market share mobile market share
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our revenues are stable, as growth from new usages
and services compensates traditional activity erosion

1
home France (revenues in m€)

-38

17442718313

-188 -385-342

13,336 13,137 13,135

9M05CB PSTN internet carriers perimeter
& others

9M06CB PSTN internet carriers others 9M079MO5
06CB

9MO6
07CB

9MO7

personal France (revenues in m€)

45
19

314

-300 -21

857,229

260
1167,351 7,385

-133-228

9M05CB customer
base

impact

CTR
Impact

voice non-voice eqpt &
others

9M06CB customer
base

impact

CTR
Impact

voice non-voice eqpt &
others

9M079MO79MO5
06CB

9MO6
07CB

88

505 539 570
637

sept-06 march 07 june 07 sept-07

61 live channels (free-to-air, TNT, thematic TV)

active user base (000s)

average monthly usage of active customers
of 32 mn in 3Q07 (+33% yoy)

more than 100 live channels

421

745
837

975

sept-06 march 07 june 07 sept-07

active user base (000s)

more than 3.3m VOD + SVOD downloads
in the first 9 months 07

content and usage are taking off1
TV over ADSL TV on mobile

+132% +26%
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French market shows
growth potential across all 
segments of our addressed 
territories

2

1010

usage will continue to shift traffic and revenues from voice to 
data and infotainment creating opportunities for new services

source: Arcep, IDC, Screen Digest, ZenithOptimedia, Pyramid Research, Jupiter Research, IDATE, FT

17
32

16

832.8

2005 2010 e

data/content*

voice

0

5

10

15

20

25

30

2006 2007e 2008e 2009e 2010e

in Bn€

usage services (VOD, games..)

IPTV
home integration services

broadband

line rental

voice fixed

mobile

2

French market average ARPU

average mobile ARPU in €/month

CAGR +1.8%

CAGR 
5%

40

* including access + Internet + TV + miscellaneous content

5 10

27 22

32

2005 2010 e

data/content

voice

stable 32

average fixed ARPU in €/month

French market outlook

addressed market evolution
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2005-2007:  VoIP take off
fast growing broadband penetration
total fixed access market increasing, 
thanks to ADSL attractiveness
development of VoIP as a second line

2007-2010:  migration to full IP

customer base transfer to full IP:
– from shared ULL to full ULL

– through naked ADSL in other areas

development of FTTH

while the total number of wireline accesses is expected 
to stabilize, the ADSL penetration will continue

2006 2007 2008e 2009e 2010e

PSTN

ADSL/PSTN

DSL only

FTTH
Cable(1)

(1) internet access
source: company estimates

French market access evolution (number of access)

2
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unlimited offers competition will continue with probable 
generalization of cross-net offers, allowing market penetration

1999 2003 2004 2005

type of  unlimited

2006

3G unlimited 
offer (24/24 7/7)

unlimited all 
networks evening
& weekend traffic

3 preferred 
number 
(SFR #)

unlimited 
offer WE

unlimited offer 
evening & WE

unlimited offer 
evening & WE

Unlimited offers
(evening / day …)

3 preferred 
number 

(Orange #)

1st phase 
launch of unlimited offers through 
limited offers

2nd phase 
unlimited, core of mass 
market offer

today

3rd phase
generalisation of 
cross-net offers

abundance all 
networks evening
& weekend traffic

multi
abundance

1st break 
on-net + fixed
with price premium

price premium ~ 25€

price premium ~ 0€

price premium ~ 10/15€
(when unlimited)

2nd break 
on-net without 
price premium

3rd break 
all networks range

2
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1313 Source: ARCEP, Pyramid Research 2007
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17France

Switzerland
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2010e2007
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34

we expect the French market to continue leading the 
European IPTV penetration with a three-digit growth 

2
IPTV penetration in French marketIPTV penetration in Europe

CAGR 05-07
177%

CAGR 07-10
126%

1414 Source: ZenithOptimedia, company estimate

internet will continue to represent an increasing share 
of the advertising market with a two-digit growth

0

2 000

4 000

6 000

8 000

10 000

12 000

14 000

2004 2005 2006 2007 2008e 2009e 2010e

newspaper magazines TV radio cinema outdoor Internet

07-1004-0720102004

TV

internet

4%3%34%32%

17%31%6%2%

CAGR
share in 

advertising
market

Internet

TV

French advertising market  in m€

French operations 
advertising addressable market

2

CAGR +2.7%

CAGR +2.8%
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client experience and brand will continue to be
a key differentiating factor

source : survey TNS Soffres / Bearing Point, company data

client experience represents 48% of client attributes
vs price

for both fixed/internet and mobile, response time,
and after sales are the highest criteria for clients

secure online payments

respect for privacy

respect for customer

information (self-care)

quality of contact

transparency of information

meeting the requirements

innovation

good corporate citizen

reactivity

after-sales service

ease of contact

customer loyalty

mobilefixed/internet

2
client experience,
a key factor for the client ... ... and a battlefield for all brands

we capture growth by 
leveraging our position as 
an integrated operator 

3
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single commercial
provider

customer benefits

economics operational

higher value
for money

one bill
one customer    
care
one point of   
sale
etc…

service 1

service 2

service n

service i

on the move
devices

home
and office
devices

convergence across services
shared user profile
single sign on
platforms integration

convergence across devices
simplify user experience
integration of applications

convergence across networks
seamless handover
between networks (UMA)
integrated QS supervision

3-play 4-play

convergence remains the cornerstone of our strategy 
since client benefits go far beyond simple "bundling"

fixed mobile

3
client usages and “absolute ubiquity” benefits “bundling" benefits

1818

the Orange footprint is unique in France

: brand and customer experience intimacy

French market segmentation

other 
mobile

no mobile

Orange 
mobile

mobile

Orange BB no BB other BB

broadband

mobile offer
leveraging client 
exposure to the 
brand and Orange 
client experience

convergent offer
aiming to increase 
customer loyalty

BB offer to capture non-Orange mobile clients

uphill battle

difficult 
to address

easy to
address

BB offer
leveraging client 
exposure to the 
brand and 
Orange client 
experience

3
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we will capitalize on our Livebox ecosystem
to develop client usage

3D

Liveradio livemusic …

game platform

contactless
Payment

card

geolocation/mapping
portal 
audience

advanced services
on IP communications

photo frame

Map me

Find nearest

Browse local

Guide me

Share this

w
ire

le
ss

premium

promini

w
ireline

Livebox
universe

3

2020

Unik is the flagship of our consumer convergent offers

negative ‘repricing’ effect for both mobile 
and fixed clients compensated by additional 
revenue:

– generated with unik option
– reduction in churn levels 

(customer retention effect)
– increased customer base (get effect) 
– fixed ARPU uplift

base: over 500k

device range: 5 models (8 by year-end)

14 34
63 83 102

132
177

232

324
375

430

573
502

oct nov dec jan feb march apr may jun jul aug sept oct

reprice
effect

revenues
of  unik
option

retention/
acquisition

effect

ARPU
uplift

value
creation

mobile

fixed

traffic Home ZONE: + 50%

homes equipped with UNIK churn 3 times         
less on their mobile contract than others 

2006 2007

3
“Unik" business model Unik offer update (000s)
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we will amplify our segmented market approach 
to leverage community and niche dynamics

deeper 
on existing targets

wider
on new targets

new jobers

family

pros

premium

students

seniors

mass market

urban young
people

stronger
on communities

3
at home at workon-the-move

efficiency

peace of mind 

entertainment / fun

2222

we will enhance our broadband position
by focusing on 5 key objectives

communicate on Livebox ecosystem

communicate alternatively on brand and solutions

deliver the best-in-class QoS

fidelity programs leadership

innovation: fiber, livebox “mini”, devices, internet everywhere, TV

tariffs attractiveness: simplified offers, selected promotions, etc.

segmented approach for offers: seniors, young, families, techies

TV for everybody: TV eligibility increase, offers in non-eligible areas

a selected Naked ADSL strategy in dense areas

sales on line and through distribution partners 

entertainment: TV, music, VOD, games

home networking: offers incl. PC financing, installation, training

convergence: Unik, NET & Unik, internet everywhere and contents

3
continue to increase Orange broadband notoriety  

continue to be the clear leader on our fundamentals 

reinforce our offers attractiveness 

optimize our distribution strategy

become the reference on new usages
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indoor 
wiring 

ground 
level 

duct (FT and /
or others) 

sewer

FTTH pre-deployment phase is on track
and prepares us for the future

customers signed 

- offer well received 

- penetration in line with expectations

- effective negotiations with property managers key 
success factor (secured through our dedicated task 
force, quality charter, commitment on 
interoperability...)

network deployment/customer connection 
– rollout outside buildings nominal
– wiring inside the buildings remains complex
– workforce skills’ improvement under way to        

enable an industrialized rollout

we believe in a model with infrastructure based
on fare competition
we are currently building a wholesale offer to
open our ducts, in close cooperation with 
ARCEP
vertical cabling in buildings, where property management 
agreement is obtained, is open to competitors

150,000

3,500

77,381

1M+

end    
of 08

end of 
Sept 07

customers signed homes connectable

end    
of 08

end of 
Sept 07

3

regulatory perspective

update on field operations

2424

5 key priorities will structure our mobile offers
to capitalize on multimedia and data

get additional gross adds

open new territories

increase turnover
& leverage communities/ 

market niches

master voice ARPU evolution

make non voice usage a 
reliable engine of growth

master client churn in a difficult 
regulatory context 

3

develop loyalty
without commitment

amplify our segmented
approach on existing footprint

find the optimized tuning
abundance / unlimited

foster "multimedia"
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high definitionbouquet included 
more than 50 channels, 
including TNT channels

partnership bouquet 

the "most beautiful choice" 
of multi-thematic channels

VOD, SVOD

events

OL à la
demande

multi-thématiques

mes chaînes Ciné
XXL / Zik

mes chaînes orientales

mes chaînes mandarines

Orange Sports

thematic Orange bouquet

catch Up TV

content diversity, abundance and interactivity will 
be the key differentiating factors of Orange TV 

interactive channels

3

2626

we will maximize the value of our audience on 3 screens 
leveraging the rise of leading edge advertising services

Source: (1-2) Médiamétrie//Netratings - Panel France –at Home and / or at work - Custom roll Up Orange Publicité ( June 2007)

large customer base on the 3 screens(1)

24 million mobile
7 million broadband
1 million IPTV

zoom on internet
nearly 7 out of 10 French
internet users reached by 
Orange Publicité (2)

reached by 
Orange

not 
reached

internet users

3
monetizationaudience

one stop Advertising Sales Agency: 

sponsored links: partnership with #1

display: Orange Publicité #1 advertising   
network plus key partnerships, e.g.: 

#1 qualified operator in base: e-mail, SMS, 
MMS, WAP-push, MMS, video…

unique capabilities and leading edge services

unique combined leadership 
on 3 screens

outstanding profiling 
capabilities through

all supports

unmatched qualified 
databases and localization 

capabilities

Men 25 y. likes sp orts, 
games

Women 40 y. likes  travels , 
news

user sites, contents results user profile

database

advertising 
platform

WiFi
point A

Search 
Shop

localized ad

ad on 
internet PC

ad on 
tv

ad on
mobile
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we will leverage our brand and client intimacy to develop 
home services related to telcos and PC ecosystem

IT and Internet home assistance market
is developing in France, within the 
framework of the home services French 
regulation, around 3 main activities:

- installation of Internet equipment

- IT and Internet “breakdown service”

- user training

the market remains open, with
an increasing number of small players and 
no particular brand emerging so far

capitalizing on its brand and unique  
footprint, Orange is launching Orange 
Assistance, a customer centric service 
subsidiary specialized in IT and internet 
home assistance oct nov dec jan feb mar apr may june july aug sept oct

140,000 installations realized 
at the end of October 2007 

25% of new Broadband 
customers now sign up for 
installation service

3
Livebox installation servicesmarket rationale

2828

we will continue capitalizing on our differentiating 
customer experience as closely monitored internally ...

3

65%

70%

75%

80%

Sept Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sept

H2 2007
objective

103

100

108

102

Sept Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug

fixed/internet

mobile
retail

customer satisfaction per distribution 
channel (index 100 Sept. 2006)

satisfaction of triple-play installation time 
(e-mail survey)
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1st on mobile assistance
Techcity solution 
10/10/2007 

1st on Fixed/ISP
customer relation
TNS Sofres / BearingPoint

7/06/2007

Janus d'Or boutique
Institut Français du Design
1/10/2007

1st on mobile service
baromètre "Techcity"
26/10/2007

April 2007

number of complaint vs
customer base

the Internet
operator

with the lowest 
number

of customer 
complaints

non-availability rate of TV over 
DSL  offers 

Source : Witbe, Feb. 2007

best availability rate
of TV over ADSL

Club Internet

Free

Neuf

Orange

0.6

0.3

1.6

0.6

0.1

Alice

Alice

Free

Club Internet

NeufCegetel/AOL

Télé2

NoosNuméricable

Orange

2.8

2.0

1.9

1.3

1.1

0.9

0.3
Source : Afutt, March 2007

.. and acknowledged by external recognition
and awards

3
selection of industry awards in 2007 selection of clients’ recognition

continuous improvement 
dynamics is now anchored 
to offer best-in-class client 
experience at optimal cost

4
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transformation,
performance

& internal com.

marketing

client
mobile
internet

fixed
portal

sales QoS

external
com.

platforms 
&

networks

finance legal

human
resourcesprocesses

& IT

partnerships
territorial
activities

intervention

creation of a client focused QoS
division to ensure transverse 
monitoring and related action plans

implementation of a processes 
& IT division for a transversal 
optimization of IT and processes

creation of a partnerships division
to investigate all growth 
opportunities associated with 
partnerships (including MVNOs)

finalization of merging 
mobile/internet/fixed activities 
in platforms & networks 
and marketing division

French operations have finalized the implementation 
of a client focused convergent organization

4
French operations organization 2007 organizational key evolutions

home
personal

3232

integrated client experience in retail shops
convergent universe on the online channel
homogeneous processes and client 
experience in fixed/internet/mobile call 
centers
ongoing CRM homogenization

our organization focuses on providing our client 
with an integrated and seamless experience

common services between fixed & mobile, 
exploited through similar processes
end-to-end service supervision teams
joint skill development actions

v

service platforms design, operations, supervision…

networks design, operations, supervision…

@

4
distribution channelsplatforms and networks
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6,5825,201

H106 H107

4,273
2,515

H106 H107

3,017
1,464

H106 H107

306
837

H106 H107

we control and optimize our cost to serve our clients

commercial
expenses

general expenses,
properties and others

interconnection

labour

other IT&N

17.9%18.8%

10.6%
12.6%

6.8%
6.8%

9.0%
8.9%

15.1%
14.7%

H106 CB H107

€ 7.4bn
€ 7.6bn

DSL 

Livebox

VoIP

Orange TV

+27%

+70%

+106%

+174%

4
French operations opex evolution French operations customer base

€bn, % revenues '000 customers

3434

mastering our quality of service is a key lever to 
control our costs in a booming client base

delivery time

50%

60%

70%

80%

90%

Sept Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sept

delivery to 85% internet + TV customers in less than 8 days

2006 2007

VoiP activation errors

0
2
4
6
8

10
12
14
16

Sept Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sept

2006 2007

99,0%

99,2%

99,4%

99,6%

99,8%

100,0%

Sept Oct Nov Dev Jan Feb Mar Apr May Jun Jul AugSept

TV
VoiP
internet

availability rate

0.6%
errors

call center efficiency rate
(index 100 Sept. 2006)

fixed/internet
commercial

mobiles

technical
assistance

thousands

90
100
110
120
130
140
150
160
170

Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep

4
customer relation broadband services
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opex 1: sales excellence

opex 2: field intervention excellence

opex 3: IT and processes simplification

opex 4: automatic channels optimization

opex 5: distribution channel mix optimization

opex 6: offers portfolio optimization

opex 7: advertising & pub. spend optimization

2007
initial

objective

additional 
opportunities 

identified

2007
end of year

estimate

270m€ >300m€

>500m€

note: savings versus actual 2006 baseline

one member of Management Committee accountable for each objective

monthly global review of all objectives at Management Committee level 

monthly detailed review of 2 objectives and supporting projects at Management Committee level

monthly review of all projects by transformation program management office

manage growth at constant field cost base

our tightly controlled opex programs are reducing 
our field cost base

4
7 opex programs to tackle field costs over 300m€ cost reduction in 2007

a strict governance to ensure that objectives will be met

3636

aside from structured programs, a culture of continuous 
improvement is being instilled throughout our organization

employees survey: 
measure and ensure that actions are bearing fruit and/or meet expectations 

launch corrective actions, whenever necessary

managers employees

objective 

mobilize managers
by translating the value 
of the brand towards 
higher performance

objective

empower each 
employee in the 
group’s performance 
and success

key initiative

"live our values" program:
leverage our values to lead the 
path toward continuous 
improvement

key initiative

employees participative  
innovation:
enable each employee 
to express himself 
and contribute to the 
success 

friendly
honest

straightforward
refreshing
dynamic

Plan

Check

Do

Act

4
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at all levels, employees are on-boarding a new 
internal dynamic to contribute to our successes

illustration: participative innovation

2006
540

ideas

over 200 ideas implemented on field (as of 3Q07) 
representing

170m€ savings (full year basis)

automatic connectivity
solution 

automatic backup 
of switch data

500 ideas/month3Q07
23,000

ideas

one idea
one click

initiating the dynamic 
through 

a challenge

fuelling the momentum

prefabricated 
support base for 
quick installation 
of DSLAMs cabinets

Trophée Innovation Participative
Innovacteurs
28/11/2007

4

a new dynamic ... ... with an outstanding potential (9m07)

our 2008 priorities

5
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our 2008 priorities 

maintain our market shares1

grow new usage and businesses2

provide best-in-class customer experience3

control our costs4

achieve organizational transformation5

5
within a dynamic market with no major rupture anticipated in usage, 
consumption, or regulatory environment, our 2008 priorities will be


