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2014 HIGHLIGHTS

(1) SMAC: Social, Mobility, Analytics and Cloud

Thanks to the trust of our clients 
and our shareholders, and to the 
commitment of our employees, 
we have met or exceeded all our 
objectives.”

T
he market applauded Capgemini’s re-
sults in 2014. Do you believe it was a 
good year for the Group?
This was a year we will remember. Thanks to 
the trust of our clients and our shareholders, 
and to the commitment of our employees, 

we have met or exceeded all our objectives. Capgemini 
has proven itself to be a very solid and truly global 
company. It is among the largest in the sector in terms 
of revenue, profi t and cash fl ow. Today we’re playing in 
the “Champions League”. But I am well aware that you 
cannot take anything for granted.

Do the two engines of “innovation” and “indus-
trialization”, which are dear to you, explain this 
performance?
They are fi ring on all cylinders; now we need to rev up. 
When it comes to innovation, the Group’s revenues in 
2014 from SMAC(1) jumped 25%. To meet the advanced 

requirements of 
our customers and 
successfully play 
the differentiation 
card, we have built 
powerful technol-
ogy alliances. One 
example: the new 
big data solutions 
developed with 
Cloudera and Piv-
otal, both leaders 
in this fi eld. 
For industrializa-
tion, we continued 
to develop our off-
shore platforms. 
In India, of course, 

where we have more than 56,000 employees, but also 
in Morocco, Latin America and Poland. Yet industrial-
ization also requires technological innovation. We are 
investing in advanced production methods, and are en-
tering new territory with the automation of those tasks 
which lend themselves to it.

Does this progress explain the good results in 
the United States?
On this continent, innovation and industrialization have 
been the watchwords for several years already. In this 
demanding and competitive environment—the world’s 
largest IT market—our performance shows that we’ve 
made the right strategic choices.

Capgemini has a comfortable level of cash. What 
are you going to do with it?
First, we think of our shareholders. The Group will dis-
tribute an increased dividend for the second consecutive 
year, if approved at the General Shareholders’ Meeting 
in May 2015.

Any acquisitions in sight?
Naturally, our level of cash allows us to have ambitions. 
We are on the lookout for external growth opportuni-
ties. Already, in 2014, Capgemini acquired Euriware, 
which brought us valuable expertise in one of our key 
sectors—energy.

In 2015, what will you be focusing on?
We cannot rest on our laurels! We are working on two 
major priorities. 
The fi rst is to continue strengthening what I call alignment. 
Clients should have the full potential of Capgemini at their 
disposal, regardless of the business, expertise or teams 
they are looking for. We have made progress in this direc-
tion for the largest accounts. We must go further.
Our second priority is the modernization of our tools 
and methods, to keep us in tune with the new gener-
ation of employees. We are hiring more than 16,000 
graduates a year. They are accustomed to the inter-
activity and immediacy of social networking, which is 
quite a challenge for us! To meet their expectations, 
the Group is undergoing its own digital transformation. 
Take for example our Expert Connect network. It has 
more than 900 experts who interact online with clients, 
prospects and infl uencers. Then there is Yammer, our 
internal social network, which grows bigger every year. 
But it’s still not enough; there too we must continue to 
innovate and accelerate.

“ Industrialization also 
requires technological 
innovation. We are 
investing in advanced 
production methods, and 
are entering new territory 
with the automation of 
those tasks which lend 
themselves to it.”

PAUL HERMELIN, CHAIRMAN AND CEO OF CAPGEMINI

“
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Conversation with Paul Hermelin 

What other challenges do you face?
The fi rst thing that comes to mind is the digital revolution, 
which is by no means over. Capgemini Consulting’s 
teams saw it coming long before many others. That’s 
why they developed our “Digital Transformation” offer. 
Now, I expect the entire company to support clients 
who tomorrow will be the references in this historic 
revolution. In this context, our business partners are 
changing and we must adapt accordingly. Of course, 
CIOs will continue to be our principal partners. But 
we also interact more and more closely with other 
key players in the companies, such as the leaders of 
Marketing, Sales, Human Resources, to name just a 
few. They are faced with new technologies that are 
revolutionizing their activities. We have to learn to speak 
their language better!

Regarding market demand, what changes do 
you see?
First, some good news from Europe: for the fi rst time in 
years, we are seeing our clients interested in IT invest-
ments to drive their growth. This was the case already 
in North America. It is a 
good sign!
I’m also seeing an obses-
sion with cybersecurity 
topics among clients. In 
response, Capgemini 
launched in early 2015 
one of the most complete 
offers in the market. 
And fi nally I see a real shift 
in the IT center of gravity. 
In the past it was cen-
tered on the computer, on 
infrastructure. Today, it’s 
all about the data. And this trend will grow with the 
Internet of Things. Here’s a trivia question that says it 
all: When will the Internet traffi c generated by connect-
ed devices overtake the traffi c generated by people? 
The answer is, it has already happened, back in 2013. 
For me, the big challenge is how to make use of all 
this information. And I want to make sure Capgemini 
contributes to fi nding the answer!

A more personal question to wrap up: You’ve 
been at Capgemini for over 20 years. What makes 
the Group special for you?
Clearly, its multicultural dimension. I remember a 
billboard campaign we ran on the thoroughfares 
of Mumbai, where we presented ourselves as “citizens 
of the world.” We respect all cultures, whether they 
come from different countries or from the different com-
panies we integrate. This respect is present throughout 
our governance. The Board of Directors and I pay close 
attention to it. I am also deeply committed to the en-
trepreneurial spirit of Capgemini. It bears the stamp of 
Serge Kampf and has been there ever since he created 
the company nearly 50 years ago. 
I am convinced that these two strengths, which are 
both valuable and distinctive, will enable us to reinforce 
our standing in the Champions League of our industry.

“ I see a real shift in 
the IT center of 
gravity. In the past, 
it was centered 
on the computer, on 
infrastructure. Today, 
it’s all about the data.”

CAPGEMINI
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2014 HIGHLIGHTS

Proud to be involved in IKEA’s 
e-commerce platform and CRM 
strategy 

“I’m proud to see that Capgemini is working with such 
globally recognized organizations as IKEA on initia-
tives supporting their growth ambitions. Capgemini is 
leveraging its global competence from multiple busi-
ness units such as the United Kingdom, India, the 
Netherlands and Sweden to support IKEA’s e-com-
merce platform and help develop their CRM strategy.”

A new landmark contract 
with TGI Friday’s  

“The famous American restaurant chain TGI Friday’s 
chose Capgemini to support its transformation and 
growth strategy. This contract is for me symbolic 
because it includes our new BPO ‘Finance & Account-
ing as a Stack’ offer for which we have strong ambi-
tions. This offer allows us to deliver a portfolio of BPO 
processes and services while integrating both the 
application and the infrastructure parts. In this contract, 
we rely on the cloud solution of our Netsuite partner.”

Unprecedented participation 
in our third ESOP

“The share price of Capgemini has risen sharply since 
the last employee share ownership plan (ESOP) in 
2012. To cover the amount of the plan, we mobilized a 
much larger number of subscribers (50% more!). I am 
delighted to see how much confi dence our employees 
have in the company.”

A new offering to strengthen 
digital security 

“Increasingly sophisticated cyberattacks can wreak 
havoc on a company in hours. To protect them, 
Capgemini launched Cybersecurity, a new global 
product line. I am convinced that cybersecurity will 
be a crucial issue for small and big companies alike 
for years to come.”

“My
highlights 
of 2014” 

BY PAUL HERMELIN

CAPGEMINI
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Jean-François Larrieu
“Hong Kong la nuit”
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2014 HIGHLIGHTS

T
ime goes by quickly. When I decided to 

“leave the keys” to Paul Hermelin (a decision 
that I announced on May 25, 2012, to the 
shareholders at the General Shareholders’ 
Meeting and which took effect that day) 

I was both happy and proud, but also a little sad and 
just slightly worried.

Happy to leave my successor with a favorable situ-
ation: a healthy Group, a team of strong and deter-
mined managers, a catalog of offers well adapted to 
market needs, an order book in line with the budget, 
a very comfortable cash position etc. Proud of the 
progress made since October 1, 1967, the date of 
birth, in Grenoble, of what would later become the 
Capgemini Group:
• A staff of 135,000 people (there were only three of 
us in the starting blocks!);
• A cumulative net profi t of more than €3 billion;
• A market capitalization in the billions of euros (at its 
peak, one day in March 2000, it reached, believe it 
or not, €30 billion!) for an initial investment of 34,000 
French francs (€5,000) for 34% of the starting capital;
• No skeletons in the closet in France, or elsewhere 
for that matter.

A little sad, however, to remove myself from the 
business world where, contrary to what is often said, 

we do meet fascinating people who are passionate 
about their profession and their company. But also 
a world in which you are quickly forgotten as soon 
as you are no longer in the limelight. Slightly worried, 
too, that my departure might trigger that of a few 
people with an important role in the company who, 
although already of retirement age (in the 50s, peo-
ple started working earlier), had stayed on simply 
because they felt at home at Capgemini.

Today I am still proud and happy, still a little sad, but 
no longer worried. 

In what continues to be a diffi cult economic context 
(but much better than in the fi rst years of this millen-
nium) and despite a constantly changing business 
landscape, the results and outlook of the Group 
at the end of this fi scal year speak for themselves. 
I believe that this relative immunity to economic fl uc-
tuations is due to the men and women who wear 
the jersey of Capgemini—whether in New York or 
Paris, Mumbai or São Paulo. One does not manage 
a service company (especially when it is composed 
of senior engineers and consultants) like a manu-
facturing company or an art gallery. And I would like 
to thank the new management team and a largely 
renewed Board of Directors for having understood 
this well. It also refl ects everyone’s respect for the 
timeless values on which the Group is built (honesty 
being fi rst and foremost among them). They are the 
mortar that holds Capgemini together.

Another reason for our stability is that we have al-
ways put the client at the center of our thinking and 
our actions. The fundamental principle is “take the 
time to listen.” The phenomenal fl ows of information 
we have today will never replace deep, eye-to-eye, 
human interaction. I have a reputation for being a 
man of few words. This is because, for me, you have 
to start by listening if you want the other person to 
hear you properly. This is vital if we are going to meet 
the constantly changing needs of our clients. Their 
expectations and their trust are the raison d’être for 
a services company like ours.

Maybe one should also mention another ingredient 
that has contributed to our longevity: freedom of 
speech and action. Over the years, in keeping with 
my commitment to our shareholders, I have protect-
ed the independence of the Group tooth and nail, in 
particular against “predators” who have sought to 
take control of it. This state of mind remains preva-
lent, and Capgemini is master of its own destiny and 
will not let others call the shots. For example, we 
select our major technology partners on the basis 
not of outside pressures, but of the benefi ts they will 
provide to clients and employees.

Letter from Serge Kampf 
to Capgemini and Sogeti team members,
to the clients of the Group,
to its shareholders,
and to any of his friends who don’t yet feature on the list 
of the Group’s shareholders, clients and employees.

CAPGEMINI
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Letter from Serge Kampf

This freedom is priceless at a time when new tech-
nologies are turning our markets upside down.  
Indeed, I am observing with great interest how our 
business is changing. 
How, for example, big data or connected objects rep-
resent new promises and challenges for Capgemini  
and our clients. Technology is everywhere in the lives 
of companies and in our daily lives, and this is not 
going to stop soon! More than ever, I am convinced 
that technology should be designed by and for the 
people who use it: its job is to serve them. Innovation 
for the sake of innovation is pointless. It must always 
be useful, applied to concrete issues.

In this changing and hypercompetitive environment, 
the Group has a strong card up its sleeve, its entre-
preneurial mindset. Not always easy to keep with 
nearly 145,000 employees in 40 countries! But this 
mindset is alive and well. It has allowed us to survive 
and thrive at the forefront of the digital revolution.
 
This leadership is, of course, fleeting. We have to 
work each day to maintain it. In this regard, I have 
always felt that Paul was the best placed among 
us to lead Capgemini with determination into the 
future, as I have always tried to do. In 2010 he set 
an ambitious course for the company of playing in 
the Champions League of our industry. The bet has 
paid off and the Group is now firmly established  
at the top of the League.

Today, of what use can I be in this well-oiled ma-
chine? I stay in almost constant contact with Paul, 
who has become over time a truly great friend, and 
we have a relationship built on complicity and high 
mutual demands. I pass along the opinions and ex-
pectations that people share with me. To those who 
ask me, I provide my advice, vision and convictions. 
I make sure that we stay true to our values, whatev-
er the country or circumstances, despite the temp-
tation to do otherwise or demonstration that, from 
time to time, it would be worth making an exception. 
I support the initiatives and precautions taken to 
ensure that the Group remains true to itself and is 
never lulled into resting on its laurels in contented 
complacency. 

By now I think you understand what I’ve been trying 
to say all along: I am happy to continue to support 
the company that I created nearly half a century ago. 
But let’s make no mistake: at our age—the compa-
ny’s and mine—time flies. Faster and faster. Maybe 
even too fast…

Grenoble, April 8, 2015.

Serge Kampf,
Founder of the Capgemini Group

Vice-Chairman of the Board

Paul Hermelin, Jacques Chancel, Serge Kampf.

CAPGEMINI
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2014 HIGHLIGHTS

Capgemini at a glance
Ever since it was founded 
48 years ago, Capgemini 
has been at the forefront 
of helping companies to 
transform themselves,  
by combining innovation  
and competitiveness. 
Today we compete in the 
Champions League of global 
players. How did we get 
there? Thanks to several 
unique capabilities that  
make all the difference:

Revenues(2)  
€10.573 billion 

Net result(2)

€580 million  
Net cash(1)

€1.218 billion  
Free organic  
cash flow(2)

€668 million  

A promise that expresses  
our brand philosophy

143,650 employees(1)  
in more than 40 countries 

Expertise in   
six strategic sectors

Consumer products & retail, distribution & 
transportation / Energy, utilities & chemicals / 

Financial services (Insurance and Banking) / 
Manufacturing / Public sector / 
Telecom, media & entertainment

(1) As of December 31, 2014. (2) for 2014.

CAPGEMINI
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1 Capgemini Consulting
Our consulting division supports 
clients in their transformation proj-
ects, and most notably their digital 
ones. We help them to design and 
implement innovative strategies for 
growth and competitiveness.

2 Sogeti
A 100% owned subsidiary of Cap-
gemini, it is a leader in technology 
and local services, with four main 
areas of expertise: digital, testing, 
security and infrastructure.

3 Application services
This is our main activity and cov-
ers the conception, development, 
deployment, integration and main-
tenance of applications.

4 Other managed  
services
These include integration, man-
agement and development of 
system infrastructures (Infra busi-
ness unit), transactional services 
(Prosodie-Capgemini) and sup-
port function services (Business 
Process Outsourcing).

5 The Collaborative 
Business ExperienceTM

Listen, create, challenge...this is 
how we work collaboratively every-
day with our clients. 

6 Rightshore® delivery 
model
A unique advantage that gives our 
clients the right resources in the 
right place, at the right time.  

A wide range of  
cutting-edge  
expertise for all  
our clients

Consulting 1 / Local 
Professional Services 2 / 
Application Services 3 / 
Other Managed  
Services 4

A unique way   
of working

The Collaborative Business ExperienceTM 5   
Rightshore® 6

7 values shared 
since the company’s 
creation in 1967

honesty / boldness /  
trust / freedom /  

team spirit / modesty / fun 

7 strategic alliances
EMC2, HP, IBM, Microsoft, Oracle, 

Salesforce.com, SAP

Capgemini at a glance

CAPGEMINI
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2014 HIGHLIGHTS

Board 
of directors
As of May 6, 2015

1 2

3 4 5
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Board of Directors

Elected by the shareholders, the Board of directors appoints 
a chairman and the directors of the Group. It decides on 
major issues concerning the operations and future of the 
company. It closes the accounts of the Group and proposes 
the annual dividend to the General Shareholders’ Meeting. 

At the May 7, 2014 General Shareholders’ Meeting, eight 
mandates reached their term. Six directors were reelected, 
and two new directors, Caroline Watteeuw-Carlisle and Xavier 
Musca, were appointed. The Board of Directors also appointed 
one of its executive officers, Daniel Bernard, as lead 
independent director. Finally, since July 2014, Kevin Masters, 
Secretary of the International Works Council, attends the 
Board as a permanent guest.

THE 12 DIRECTORS 

1 - Serge Kampf
Honorary Chairman and 
Vice-Chairman 

2 - Paul Hermelin
Chairman and CEO 

3 - Daniel Bernard 

4 - Anne Bouverot

5- Yann Delabrière 

6 - Laurence Dors

7 - Phil Laskawy

8 - Xavier Musca

9 - Pierre Pringuet 

10 - Bruno Roger 

11 - Lucia Sinapi-Thomas

12 - Caroline Watteeuw-
Carlisle

SECRETARY OF 
THE INTERNATIONAL 
WORKS COUNCIL

13 - Kevin Masters 

THE 2 STATUTORY 
AUDITORS

14- Françoise Garnier 
(PwC)

15 - Frédéric Quélin 
(KPMG)

6

14

9

11

7

12 15

10 13

8
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2014 HIGHLIGHTS

The Chairman & CEO and fi ve members of the Executive Committee 
comprise the Group Management Board, which is in charge of the 
Group’s operations and preparing Executive Committee meetings. 
The Group Management Board meets weekly. 

The mission of the Executive Committee is to help Group Management 
defi ne the Group’s main strategies. It sets the strategic priorities and 
the resulting action plans. It ensures that these plans are properly 
implemented and effectively carried out operationally. Its 18 members 
meet every six weeks.

Executive 
Committee
As of May 6, 2015

1

10

17

3

15
13

11

12
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Executive Committee

1 - Paul Hermelin
Chairman and CEO

2 - Aiman Ezzat
Finance

3 - Hubert Giraud
People Management and 
Transformation

4 - Patrick Nicolet
Infrastructure Services

5 - Salil Parekh
Application Services One(1)

6 - Olivier Sevillia
Application Services Two(2)

7 - John Brahim
Insights & Data

8 - André Cichowlas
Production Methods and 
Support

9 - Lanny Cohen
Technologies

10 - Pierre-Yves Cros
Development

11 - Cyril Garcia
Capgemini Consulting

12 - Philippe Grangeon
Marketing and Communications, 
Capgemini University

13 - Aruna Jayanthi
India

14 - Jean-Baptiste Massignon
General Secretary

15 - Paul Nannetti
Global Sales and Portfolio

16 - Luc-François Salvador
Application Services, 
Asia Pacifi c

17 - Chris Stancombe
Business Process Outsourcing

18 - Hans van Waayenburg
Sogeti

The 18 members of the Executive Committee. The names of 
the six members of the Group Management Board are in blue. 

(1) North America, the United 
Kingdom, Asia-Pacifi c and the 
Financial Services sector. 
(2) France, Benelux, the Nordics, 
Germany and Central Europe, 
and Southern Europe.

1 - Paul Hermelin
Chairman and CEO

2 - Aiman Ezzat
Finance

3 - Hubert Giraud
People Management and 
Transformation

4 - Patrick Nicolet
Infrastructure Services

5 - Salil Parekh
Application Services One

6 - Olivier Sevillia
Application Services Two

The 18 members of the Executive Committee. The names of 
the six members of the Group Management Board are in blue. 

(1) North America, the United 
Kingdom, Asia-Pacifi c and the 
Financial Services sector. 
(2) France, Benelux, the Nordics, 
Germany and Central Europe, 
and Southern Europe.

18

8

9
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6
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7

5

2
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2014 HIGHLIGHTS

International 
management team
As of May 6, 2015

1

7
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2

8
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International Management Team

OPERATIONS AND CENTRAL FUNCTIONS 

1 - Nicolas Aidoud 
Prosodie-Capgemini

2 - Fernando Alvarez 
Global Chief Digital Officer— 
Capgemini Consulting

3 - Jean-Philippe Bol 
Application Services—
Continental Europe

4 - Christophe Bonnard 
Business Coordination— 
France

5 - Tim Bridges 
Application Services— 
North America

6 - Hervé Canneva 
Ethics and Compliance

7 - Walter Cappilati 
Application and Infrastructure 
Services—Latin America

8 - Kishor Chitale 
Business Development— 
India

9 - Philippe Christelle 
Internal Audit

10 - Thierry Delaporte 
Application Services— 
Financial Services sector

11 - Navin Goel 
Business Coordination— 
North America

12 - Franck Greverie 
Cybersecurity 

13 - Christine Hodgson 
Business Coordination— 
United Kingdom

14 - Greg Hyttenrauch 
Infrastructure Services

15 - Deepankar Khiwani 
Application Services— 
Continental Europe

16 - Charlie Li 
Alliances

17 - Paulo Marcelo 
Brazil

18 - Alain de Marcellus 
Finance

19 - Karine Marchat 
Business Control & Reporting

20 - Paul Margetts 
Application Services— 
United Kingdom

21 - Carole Murphy 
Business Process  
Outsourcing

22 - Govindarajan 
Muthukrishnan 
Testing

23 - Bruno Nigrelli 
Information Systems

24 - Jean-Pierre Petit 
Sogeti High Tech

25 - Virginie Régis 
Marketing and Digital

26 - Isabelle Roux-Chenu 
International Legal Affairs

27 - Michael Schulte 
Business Coordination— 
Germany

28 - Jérôme Siméon 
Application Services— 
France

29 - Lucia Sinapi-Thomas 
Finance

30 - Perry Stoneman 
Sectors 

31 - Paul Thorley 
Application Services— 
Asia-Pacific

32 - Jeroen Versteeg 
Application Services— 
The Netherlands

33 - Ashwin Yardi 
Application Services One(1) 

34 - Cliff Yu 
Application Services— 
China

(1) North America, the United Kingdom, Asia-Pacific and the Financial Services sector. 
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ELECTRICPOPPERS
“Step into the forrest”
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Micha Tauber
“Page d’écriture à Paris”
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2014 HIGHLIGHTS

REVENUES 
In billions of euros

The Group reached €10.573 billion in rev-
enues in 2014, up 3.4% at constant scope 
and exchange rates and compared to 2013, 
and up 5.5% in Q4. 
After taking into account the impact of 
currency movements against the Euro 
and the integration of Euriware, which was 
acquired this year, our revenues were 4.8% 
higher than in 2013.

OPERATING MARGIN*
in millions of euros and percentage of revenues

The operating margin was €970 million or 
9.2% of revenues, an increase of 0.7 points 
compared to 2013. This increase is greater 
than the target of 0.3 to 0.5, announced in 
early 2014.

NET RESULT 
In millions of euros

Net result (Group share) in 2014 totaled 
€580 million, up 31% compared to 2013.
Earnings per share at 31 December 2014 
were €3.55.

Strong increase 
in results

2012 2013 2014

10.110.3

2012 2013 2014

857829
8.1% 8.5%

+
0.7 pt

+
4.8%

+
0.4 pt

857

€970
Mn

2012 2013 2014

442
353

+
31%

€580
Mn

“ In 2014 the Capgemini Group met or exceeded 
all the goals that were set: operating margin 
increased 0.7 percentage points to 9.2%, the 
net result was up 31% and organic free cash 
fl ow was €668 million. The net result has more 
than doubled in four years.”
AIMAN EZZAT, EXECUTIVE VICE-PRESIDENT, CHIEF FINANCIAL OFFICER

9.2%

*The operating margin, one of the main indicators of 
the Group’s performance, represents the difference 
between revenues and operating expenses. The latter 
are equal to the cost of services rendered (expenditure 
required to deliver a project) plus sales, general and 
administrative costs.

10.110.3

€ 10.6
Bn
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How we performed

BREAKDOWN OF CAP GEMINI S.A.
(as of December 31, 2014 based on a shareholder survey)

DIVIDEND PER SHARE 
in euros

* Subject to shareholder approval at the annual 
General Meeting on May 6, 2015.

FREE CASH-FLOW 
in millions of euros 

Organic free cash fl ow was €668 million. 
It was €455 million in 2013, before a one-off 
contribution to a UK pension fund.

NET CASH 
in millions of euros

Net cash and cash equivalents at December 
31, 2014 amounted to €1,218 million.

455496

2012 2013 2014

678
872

2012 2013 2014

1.0 1.1

2012 2013 2014*

CAPGEMINI 
SHARE PRICE
in euros, compared to the CAC 40 index, 
from January 1, 2013 to April 1, 2015

 Cap Gemini = + 134%
 CAC 40 = + 39%

SHAREHOLDER 
INFORMATION

For current information about the Group, 
shareholders can consult a French voice ser-
vice (freephone: 0800 20 30 40) and a ded-
icated section (capgemini.com/investors), 
available in French and English on the 
Capgemini website. In addition, Capgemini 
shareholders receive an annual newsletter. 
The registration document is available for 
download from
capgemini.com/investor/2014-fi nancial-
report
A large range of fi nancial information and 
data is available.

“ I hold shares in twenty 
large companies, but 

also some small and medium 
companies. Capgemini is one 
of my favorites because of 
its track record. Just look at 
the excellent stock market 
performance it achieved in 
2014. I also appreciate the 
quality of the information we 
receive. I am an avid reader of 
the business press, which often 
covers Capgemini. But I also 
like to get my information from 
the source, especially when the 
quarterly results are published.” 
RENÉ PERNOLET, INDIVIDUAL CAPGEMINI 
SHAREHOLDER SINCE 1987

Non-French institutional investors

French institutional investors

 Group directors and employees

 Individual shareholders

Treasury shares 

€1 ,218
Mn

1.1

€1.2 

496

€668
Mn

61.4%

23.8%

8.9%
5.3% 0.6%

+ 21%
in 2014
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2014 HIGHLIGHTS

BREAKDOWN 
OF REVENUES 

TOTAL VALUE 
OF ORDERS 
in billions of euros

New orders recorded for the year 
reached €10.978 billion, an increase 
of 13% from 2013 at constant scope 
and exchange rates.

2012 2013 2014

9.710.1 9.7

€11.0
Bn

SMAC SOLUTIONS

Revenues from SMAC (Social, Mo-
bility, Analytics and Cloud) solutions 
rose by 25% year-on-year in 2014, 
representing 14% of Group revenues.

2013 2014

+25%

BY BUSINESS

BY SECTOR 

BY GEOGRAPHY

Application services

Other managed 
services(1)

Local Professional 
Services (Sogeti)

Capgemini Consulting

Public Sector

Financial Services 
(Insurance and Banking)

Industry

Retail, Distribution & 
Transportation

Energy, Utilities 
& Chemicals

Telecom, Media & 
Entertainment

Other

France

North America

UK & Ireland

Rest of Europe

Benelux

Asia Pacifi c 
& Latin America

* Percentage of total Group revenues

(1) These include integration, management and/or development of all or part of a customer’s system infrastructures, 
transactional services, on-demand services and/or support function services (Business Process Outsourcing).

11%*

14%*

55%

22%

22%

22%

21%

21%

18%

10%

8%

17%

14%

12%

8%
5%

26%

15%

4%
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 Yann Sciberras
“A succcess story”
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2014 HIGHLIGHTS

EXTERNAL GROWTH 

With Euriware, Capgemini 
hits a double 

In May 2014, Capgemini integrated the activities of Euriware, 
the former outsourcing and integration subsidiary of Areva. 
We hit two birds with one stone with this acquisition, as it 
strengthened both our expertise in engineering and industrial 
IT, and our leadership in the energy sector. Thanks to its work 
with customers in energy, industry and defense, Euriware has 
unique expertise in the management of industrial IT systems, 
including the cybersecurity of sensitive installations and 
Product Lifecycle Management. The purchase agreement 
includes a 10-year, €1-billion contract for the transformation 
of Areva’s information systems. 

TECHNOLOGY ALLIANCES

Big data: co-innovate 
to go further and faster

Today, companies are no longer wondering if they should 
get into big data, but rather how quickly can they do it 
successfully. That is why we continue to co-innovate with 
our technology partners. In 2014, we launched two new 
offerings with Cloudera, the leader in big data platforms 
based on Apache™ Hadoop®. The aim is to combine 
the advanced engineering of Cloudera with our expertise 
in data mining and analysis. Our Enterprise Data Hub 
Accelerator helps companies set up their fi rst project. 
Data Science-as-a-Service delivers predictive services that 
transform big data into a decision-making tool for business.

2014 key moments

NEW DEAL

Honeywell, a new client 
for our BPO business(1)

In a five-year agreement Capgemini will handle 
selected Honeywell fi nance processes. The goal is 
to streamline these processes to improve their effi -
ciency, while remaining attentive to the diversity of the 
American conglomerate’s clients (aerospace, defense, 
construction and automotive). What really made the 
difference for us to win this contract is our Global 

Enterprise Model transformation methodology, 
which responds to the business challenges 

of each client.

(1) Business Process Outsourcing.

Mike Olson,
Chief Strategy Offi cer
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2014 key moments

RIGHTSHORE® 

Increase in offshore 
operations

Using the best skills of each employee, 
whether based onshore, close to custom-
ers, nearshore or offshore, is the principle of 
Rightshore®, our global production model. 
In 2014, the number of offshore employees 
increased by 17%. Capgemini now has more 
than 56,000 employees in India and over a 
thousand in Morocco. 

TALENTS OF TOMORROW

When an employer 
brand innovates

Nine million viewers and Internet users 
watched the third season of the Capgemini 
Super Techies Show in 2014: a reality show 
where students and engineers are confronted 
with real technological challenges faced by 
large companies. Twelve international teams 
from the UK, United States, France, India, the 
Netherlands and Sweden worked on issues 
related to SMAC(1) and digital transformation. 
Started in 2012 in India, where it is broadcast 
on major Indian TV channels, the show has 
been very successful on YouTube and social 
networks. In a highly competitive industry 
where firms are battling to attract young 
talent, the Capgemini Super Techies Show 
has proved to be an original and effective 
employer brand initiative. 

NEW DEAL

Building the utility of the future  
with Hydro One 

Making relationships last means knowing how to innovate and collaborate. 
After 13 years of partnership, Hydro One renewed its contract with Capgemini, 
via its Canadian affiliate Inergi, to provide cost effective and high quality IT and 
business process services. Competition was fierce. The challenge was wide 
ranging, from transforming end-to-end, internal and customer-facing business 
processes to providing world-class IT management and services. Capgemini’s 
winning hand was a packaged services solution that mobilized our businesses 
(application services, IT infrastructure and BPO) and our expertise in process 
and operational efficiency and digital technologies. The reward was a new 5-year 
contract for us (3 years for Customer Care and Billing) and, for Hydro One, a 
platform of innovative processes and tools that it can count on to reduce the cost 
to operate and accelerate growth (to know more, read the interview on page 50).

TECHNOLOGY ALLIANCES

Mobile to the core 
Working from personal mobile devices has 

become the norm for employees and a headache 
for companies, who need to protect their sensitive 
data and control access. Capgemini and VMware, 
the American leader in cloud infrastructure and vir-
tualization, have therefore pooled their expertise to 
launch enterprise mobility solutions in partnership 
with AirWatch, a specialist in this field. Together 

we provide a turnkey platform for managing all 
the complexities related to CYOD (Choose 

Your Own Device).

(1) Social, Mobility, Analytics and Cloud. 
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2014 HIGHLIGHTS

NEW CLIENT CHALLENGES

Delivering a new customer 
experience: full house 

for DCX 
Capgemini launched the DCX (Digital Cus-
tomer Experience) global service line in 2014, 
partnering with our clients to achieve busi-
ness outcomes and transform the enterprise 
in a sustainable way to turn digital investment 
into business advantage. Demand has far 
surpassed our sales targets and we have 
won many new clients, including City  of 
Oslo, Caixa, Credit Agricole, Hitachi and 
Total. One of the keys to DCX’s success has 
been helping our clients put their customers’ 
experience at the heart of their business 
transformation. And that’s not all. In 2015, 
DCX will merge with the Mobility global 
service line to offer companies an even 
broader approach.

NEW OFFERINGS 

Cybersecurity and Insights & Data: 
closer than ever to customer 

challenges 
2015 has started strongly with the rollout of two global offers—Cybersecurity 
and Insights & Data—providing packaged and industrialized solutions. Our 
cybersecurity services cover consulting, full-system protection (IT, manufac-
turing, connected objects) and 24/7 device monitoring. Insights & Data takes 
an operational approach to big and fast data. Among the solutions is a plat-
form that allows customers to perform real-time analysis on consumer data 
to make their business processes as responsive as possible.

CUTTING EDGE

The Labs: sharing 
innovation

Innovation must be useful and shared. This is 
why we continue to strengthen our world-wide 
network of innovation laboratories known as 
Labs. The objective is to present our customers 
with the latest technologies and solutions, work 
together on new innovations, and be open to 
new technology partnerships. Among the 
new Labs that joined the network in 2014 

are the SMAC(1) Lab in Melbourne, 
Australia, and the Lab’innovation 

in Suresnes, France. 

AWARD 

One of the most ethical 
companies in the world

For the third consecutive year, we were 
named “One of the World’s Most Ethical 
Companies®” by the Ethisphere Institute. 
This award recognizes our continued com-
mitment to ethics and corporate social 
responsibility. Since 2014, all our employ-
ees are required, for example, to follow 
e-learning courses on three major issues: 
anti-corruption, competition laws and the 
Group’s ethical charter. 

(1) Social, Mobility, Analytics-Big Data and Cloud.

Innovation must be useful and shared. This is 
why we continue to strengthen our world-wide 
network of innovation laboratories known as 
Labs. The objective is to present our customers 
with the latest technologies and solutions, work 
together on new innovations, and be open to 
new technology partnerships. Among the 
new Labs that joined the network in 2014 

are the SMAC
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ENVIRONMENTAL SUSTAINABILITY 

Les Fontaines: a true 
eco-campus  

Les Fontaines, the Capgemini Global Campus located 
near Paris, renewed its European Ecolabel certifi ca-
tion in 2014. The site goes well beyond the bi-annual 
certifi cation requirements, thanks to its outstanding 
environmental approach. Les Fontaines is powered by 
renewable energy, recycles its waste and uses envi-
ronmentally sustainable equipment. A very active hub 
for internal meetings, it has also hosted more than 
2,000 external events since it was opened in 2003. 
www.les-fontaines.com

EMPLOYEE SHARE OWNERSHIP  

3rd employee share ownership 
plan: 50% increase in 

subscriptions

Five million newly issued shares, 17,660 sub-
scribers representing 13.7% of the eligible 
population. The success of the 2014 employee 
share ownership plan showed a strong sign of 
employees’ confi dence in the future prospects 
of the Group. It also demonstrates our com-
mitment to enabling employees to share in the 
rewards of our performance. The plan began 
just as the previous plan, ESOP 2009, was end-
ing. It enables the Group to maintain a signifi cant 
employee share ownership, above 6%. 

POINT OF VIEW 

Leading Digital: 
Capgemini and the MIT 

publish their take on 
digital transformation 

Three years of research, 400 companies examined by Cap-
gemini Consulting and MIT. This is the work that went into our 
latest book Leading Digital: Turning Technology into Business 
Transformation, a practical guide to digital transformation. To 
understand its impact, the authors focused on organizations 
whose core businesses are outside of the tech sector. Their 
conclusion is clear: new competitors will blindside com-
panies that do not have a digital transformation program. 
Addressing this hot topic explains the commercial success 
of the book. Upon release(1), it rose to #1 on Amazon in the 
Business Information Technology category. Deeply infl uenced 
by our digital transformation experience, Leading Digital 
was presented to customers at fi fty events in Europe and 
the United States, including Oracle OpenWorld ‘14, before 
an audience of 20,000 participants, business leaders and 
technology partners. 

The authors are three digital transformation specialists in their orga-
nizations: Didier Bonnet (Capgemini Consulting), George Westerman 
(MIT) and Andrew McAfee (MIT).

EVENTS 

Proactive through listening
Every year we organize client events on break-

through IT topics. The aim is to facilitate knowledge 
sharing between the companies, our experts and 
our partners. In the United States, SPARK! gathered 
100 participants around the topic of digital innovation. 
In Munich, the Sogeti Executive Summit tackled a highly 
topical subject: disruptive technology.

2014 key moments

(1) Published in October 2014 in English. It will be available in Chinese, French, 
Portuguese, and Turkish in 2015. 
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Christophe Catelain
“Love People”
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2014 HIGHLIGHTS

People matter, results count: our philosophy is expressed in our brand signature. 
Our talented people are living proof of our commitment to delivering expertise 
to our clients, and they ensure the results. To strengthen our pool of talent, 
we have launched a comprehensive transformation plan. Entitled “Excellerate”, 
it combines the drive for excellence and acceleration.

Talent at work for 
our clients

“For our customers, Capgemini is all about the men 
and women who make up the company. Our team 
members are on the front line, dealing with rapidly 
changing needs that require agility and speed. 
It is our responsibility to give them the keys to handle 
these new expectations.” 

HUBERT GIRAUD, EXECUTIVE VICE-PRESIDENT, PEOPLE MANAGEMENT 
AND TRANSFORMATION

56,000
team members 
in India on 
December 31, 
2014.

39,900 
new hires in 2014, 
of whom 41% are new 
graduates.

2012 2013 2014

131,020
125,110

143,650
team members team members team members 

+
10%

as of December 31, 2014.

Expert Connect brings Capgemini experts and clients 
together on social media.

Expert Connect:
900 members, 250,000 followers
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LEARNING AND TRAINING:
ON THE CUTTING EDGE OF TECHNOLOGY 
FOR OUR CLIENTS 
—
Our clients face fast-moving economic, technologi-
cal and social changes. Our experts are there to help 
them take these fl uctuations in stride. 

Train continuously to be at the forefront 
of the market
Integrating new technologies, challenging convention, 
adopting new approaches: these are techniques used 
by Capgemini University. In 2014, it provided over 
three million hours of learning via online and face-to-
face courses. 
It invested signifi cantly in 577 virtual classrooms and 
MOOCs (Massive Open Online Courses). MOOCs 
offer the advantage of letting students use an online 
platform to take classes and interact with the other 
students and their trainers. 
Face-to-face learning also grew strongly. We in-
creased the number of international learning events 
organized at our Les Fontaines campus near Paris. 
Twenty-four events were held in 2014, focused on hot 
client and market themes. Verena Gertz, Capgemini 
Consulting in Germany, for example, participated in a 

“Consulting Week” dedicated to digital transformation. 
“I learned a lot about what we can offer in the areas 
of big data, customer experience and the connected 
objects. This will help me help my clients,” she said.
 

RECRUITMENT:
INNOVATING IN THE BATTLE FOR TALENT
—
In 2014, we hired more than 39,900 new recruits 
worldwide, up 23% from last year, including over 
16,000 new graduates. We seek out candidates with 
a wide variety of profi les—business, strategic, and 
technical—who share the values of Capgemini (see 
page 9). We look for employees who want to work in 
a multicultural environment and who are comfortable 
with constant change. 

This year, we further strengthened our use of LinkedIn 
and recruited 2,200 candidates through this social 
network. It has been a real asset when it comes to 
establishing a more direct contact with candidates. 
Thirty-fi ve Capgemini employees now have LinkedIn 
recruiter certifi cation.

We have also set up innovative initiatives to re-
cruit young graduates. In France, for example, we 
launched Digistart, a video contest on Facebook in 
which students could win an exceptional internship. 
In India, technology fans were able to attend the 
second annual Tech Challenge, a huge online game 
that allows us to identify the best software develop-
ers. Finally, the third season of the Capgemini Super 
Techie Show was aired in 2014. Created in India, this 
TV reality show allows young professionals and stu-
dents to tackle real technological challenges faced 
by large companies. The participants came from six 
different countries this year (see page 23).

3 million 
training hours
(40% of them online)

 133,000 
employees trained 
(up 11%)

Talent
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2014 HIGHLIGHTS

Many campus learning events also included co-
creation challenges, in which Group experts and 
University participants worked together on real 
strategic problems provided by clients. Ten of them 
benefi ted from this in 2014. 

Our investment in training was rewarded in 2014, 
when the prestigious European Foundation for Man-
agement Development (EFMD) renewed Capgemini 
University’s accreditation. This association com-
prises more than 800 members from academia, 
business and public services from 81 countries. 
Steven Smith, head of Capgemini University, point-
ed out: “We are the only member of our industry to 
have an accredited corporate university, and we are 
proud of that.” 

Sharpening the agility of team members 
and the Group
We regularly launch innovative new offerings fea-
turing the latest technologies, which means that 
we have to make sure that our employees update 
their skills at the same time. Working with the latest 
technologies is an “added bonus” that helps em-
ployees build their careers in the Group or elsewhere. 
Through reskilling, employees replace obsolete skills 
with new ones to address market needs.

We also develop solutions to aid employees who are 
looking at career paths outside of Capgemini. In the 
Netherlands, nearly 300 people have benefi ted from 
personal coaching to implement their career plans. 
This initiative will be extended to our other European 
markets in 2015.
We are also developing a social network for 
Capgemini alumni. This will allow past and present 
employees to maintain personal or professional ties 
and forge new ones.

LEADERSHIP: STRENGTHEN TODAY’S 
AND CULTIVATE TOMORROW’S LEADERS
—
Capgemini’s leaders are at the forefront of the 
Group’s ongoing transformation. To be successful 
they must have several key leadership qualities, such 
as knowing how to innovate, collaborate and manage 
change. The profi le of our leaders is updated regularly 
to ensure we continue to meet the challenges of our 
clients. We recently added two criteria. The fi rst is 

“Group alignment” to ensure the quality of our services, 
regardless of the entity or the country delivering them. 
The second is “risk taking” in a controlled manner, 
to ensure we fi nd innovative solutions. 
Every year, we hold an annual “talent review” to iden-
tify and strengthen leaders at Capgemini. The review 
takes into account the potential of employees as well 
as their performance. Customized “acceleration pro-
grams” are then used to develop the most promising 

“green shoots”. Our principle: promote the best talent 
fi rst, before recruiting external candidates.

Increasing Diversity: essential for business
The business challenges of our customers come in all shapes 
and sizes. Diversity is a lever to address them.
In 2014, we launched an awareness campaign on “unconscious 
bias” which can infl uence our decisions and damage diversity. 
To combat this bias, the involvement of our top managers of the 
Group is essential. That is why they took part in a series of sessions 
led by Howard Ross, a recognized expert on the subject (see 
box on the right). Our women@capgemini program, meanwhile, 
continues to promote gender equity and equality of opportunity 
in all our entities. We also extended our work on behalf of people 
with disabilities. This includes the creation of a dedicated university 
degree in partnership with Cergy-Pontoise University (France) 
and four other major French companies (Atos, Crédit Agricole, 
Dassault Systèmes and Orange). The goal is to train students 
with disabilities on advanced technologies.

ÉMILIE DARRASSE: From Paris to Los Angeles via Mumbai

U

Can you tell us about your career at 
Capgemini?
In 2005, I joined Group Finance, where I was 
responsible for preparing the consolidated 
fi nancial statements. In April 2009, I went to 
Mumbai, India, with my family. My mission 
was to develop a scalable accounting plat-
form for the entire Asia-Pacifi c region. The 
following year, I was named head of shared 
services for Capgemini in India. In 2011, 
I came back to Paris as part of the BPO(1) 
management team driving global projects. 

In June 2014, I started a new adventure, this 
time in Los Angeles, where I’m in charge of 
the relationship with Warner Bros, a strate-
gic customer for the Group.
 
What has this mobility given you from 
a professional standpoint?
A better understanding of the environments 
that my contacts operate in. It takes time to 
understand a country, a culture, the ways of 
working. But in the end, it makes you more 
effi cient, which directly benefi ts my clients!

(1) Business Process Outsourcing.
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3 questions for HOWARD ROSS

What is “unconscious bias”? 
Unconscious biases are part of human 
nature! As neuroscience shows us, 
our brain functions are wired to make 
quick decisions. We categorize every-
thing we see in an attempt to decide 
whether or not it is benefi cial for us. 
This unconscious process is common 
to all cultures.

What are the consequences for a 
company?
The main risk is making decisions that 
are not based on the right criteria and, 
therefore, are not good for the company. 
For example, I am a musician and 

I might tend to recruit fellow music lovers 
rather than people with the best quali-
fi cations. This applies in all fi elds: mar-
keting, distribution, customer relations, 
etc. Although we cannot eliminate these 
biases, we can signifi cantly reduce their 
impact by simply being conscious that 
they exist.

Why is it a challenge for Capgemini?  
Like other global companies, Capgemini 
has to create a common language 
around unconscious bias. But the 
nature and perception of these biases 
are very different in different countries 
and cultures. It is a long process.

Talent

Ethics at Capgemini 
are everyone’s business 
Upon arrival at Capgemini, all new employees are 
required to sign the code of ethics at the same time as 
their employment contract.
In 2014, the Group produced three modules of mandatory 
e-learning for all employees on major ethical issues: anti-
corruption, competition law and the Group’s code 
of ethics. Several “booster shots” are planned in 2015. 
In two years, fi fty ethics workshops have been held with 
top managers of all entities around the world.
In March 2015, for the third year in a row, the Group was 
named “One of the World’s Most Ethical Companies®” 
by Ethisphere Institute, which rewards companies for 
their level of ethical behavior (see page 24).

HOW TO FIGHT PREJUDICE AT WORK? 

“A company that makes the slightest ethical 
mistake will see its reputation collapse at internet 
speed. To prevent this, we have to work daily 
on three ‘human’ factors: trust that leaves room 
for individual initiative, continuous vigilance to 
detect any anomaly, and swift sanctions for any 
irregularities.”

DANIEL CHAFFRAIX, HEAD OF INFRASTRUCTURE SERVICES, 
SOUTHERN EUROPE.

86%
of team members believe that 
they have a role to play in ethics 
at Capgemini. An increase of 
4 points compared to 2013.
Source: Annual Group Employee Survey, 
conducted internally in 2014.

A former teacher, rock and roll musician and college professor who has taught at several American universities 
including the prestigious Bennett College, Howard Ross has been helping international companies with 
the issues of transformation and diversity for the past 25 years. He is considered a thought leader in the fi eld 
of “unconscious bias”.
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2014 HIGHLIGHTS

NORTH 
AMERICA

 10,400
Canada
United States

EUROPE

 62,000
Austria
Belgium
Czech Republic
Denmark
Finland
France

LATIN 
AMERICA

 10,300
Argentina
Brazil
Chile*
Colombia
Guatemala*
Mexico

ASIA-
PACIFIC

59,800
Australia
China—PRC 
(HK incl.)
India
Japan
Malaysia MIDDLE EAST 

& AFRICA

 1,150
Morocco*
Saudi Arabia
South Africa
United Arab Emirates

GEOGRAPHICAL BREAKDOWN 
OF OUR 143,650 EMPLOYEES
as of December 31, 2014

Germany
Hungary
Ireland
Italy
Luxembourg
Netherlands

Norway
Poland
Portugal
Romania
Russia*
Slovakia

Spain
Sweden
Switzerland

New Zealand
Philippines
Singapore
Taiwan
Vietnam*

Another way we hone leadership is with a more 
dynamic and fl exible mobility policy, to encourage 
greater movement within the company. It is a valuable 
asset for the Group, but also for employees. See what 
Émilie Darrasse, who joined Capgemini in 2005, has 
to say on the subject (see page 30).

MOVE FASTER TO ACCELERATE GROUP 
PERFORMANCE
—
In 2015, we will continue to deploy “Excellerate,” 
our Talent Transformation Plan. It will concentrate 
on three priorities: strengthening leaders, energiz-
ing careers, and increasing the performance of the 
human resources department. This plan is based on 
our medium-term vision of which skills the Group will 
need in the future.
Developed in conjunction with our business leaders, 
the plan shows us that by 2017 we will need 30,000 
experts in emerging technologies such as big data 

* Production centers only.

United Kingdom

and the cloud. These changes are the subject of on-
going discussions with our social partners, including 
the International Works Council (IWC). Furthermore, 
the Board of Directors has invited Kevin Masters, 
Secretary of the IWC, to participate in its meetings. 
This is a new opportunity for employees to contribute 
to the Group’s strategic decisions.
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David Kracov
“My Heart Is All A Flutter”
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2014 HIGHLIGHTS

For Capgemini, CR&S is a real driver for business performance. Throughout the 
world, the Group and its employees are engaging in actions which are both con-
crete and useful for everyone. We accelerated our efforts in 2014, most noticeably 
by strengthening CR&S governance at the highest corporate level.

NEW PROGRESS IN ENVIRONMENTAL 
SUSTAINABILITY
—
Although Capgemini does not manufacture prod-
ucts, our business activities have an impact on the 
environment and it is our responsibility to identify, 
measure and reduce these effects. In 2014, we en-
tered a new phase of our program with several major 
projects. 
Capgemini India received ISO14001 certification, 
attesting the performance of our Environmental 
Management System and at the same time building 
a Group-wide center of environmental excellence.  
Aruna Jayanthi, head of Capgemini in India, said: 

“We are the entity with the most employees: 56,000 
people. It is therefore very important for everyone 
here to be aware of our environmental commit-
ments.” India joins eight other ISO14001-certified 
countries in the Group: Belgium, Brazil, Spain,  
Finland, France (Sogeti, a 100% owned subsidiary of 
Capgemini), the Netherlands, Portugal and the Unit-
ed Kingdom. A center of excellence has also been 
created to encourage best environmental practices 
to spread through the Group. 
Another significant development in 2014 was the re-
duction of greenhouse gas emissions. Emissions per 
employee reduced from 2.7 tons in 2013 to 2.3 tons 
in 2014, a decrease of 15%. The Carbon Disclosure 
Project (CDP), an international organization that an-
alyzes the impact of global companies on climate 

change, has recognized our efforts. Capgemini is 
one of ten French companies to have been select-
ed as a “CDP Climate Change Performance Leader 
Index” on the A list(1) in 2014.

COMMUNITY ENGAGEMENT IN THE FIELD
—
Capgemini employees are tackling the challeng-
es faced by the communities where they live and 
work, making tangible contributions especially in 
the fields of education and development. They are 
also involved in our long-term partnerships with the 
Naandi Foundation in India, which promotes the 
education of girls, and the MicroWorld online mi-
cro-finance platform. 
In 2014, Capgemini launched its “Global Community 
Engagement Awards,” an internal competition that 
honors the contributions made by our employees. 
As James Robey, Group Corporate Responsibility 
& Sustainability Director, explains: “The inaugural 
awards were a great success: 139 projects from  
17 countries were submitted in four categories: fund-
raising, volunteering, social innovation and collab-
oration with our clients.” The 12 winning projects 
received support to continue their activities.
 

Corporate Responsibility 
& Sustainability: 
moving faster

The four pillars of our CR&S strategy
− Reducing the Group’s environmental footprint 
− Community Engagement
− Culture of talent (see page 28) 
− Values and Ethics (see pages 9 and 31)  

(1) List A comprises 187 companies selected by the CDP Climate Change 
Performance Leaders Index.
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Corporate Responsibility & Sustainability
GLOBAL 
COMMUNITY 
AWARDS FOR 
CAPGEMINI 
TEAMS: 
139 PROJECTS 
FROM 
17 COUNTRIES 

1   FRANCE

OPENING BUSINESS 
DOORS FOR STUDENTS 
FROM LOW-INCOME 
FAMILIES 

With the “Passeport Avenir” (Pass-
port Future) association, Capgemini 
helps students from low-income 
families gain admittance to top-tier 
schools and universities. Since 
2010, more than 300 Group em-
ployees have coached students 
during their degree. 

2   INDIA

SUPPORTING FLOOD 
VICTIMS  

In September 2014, fl oods caused 
extensive damage in northern In-
dia. Capgemini teams collected 
equipment and fi nancial donations 
to support homeless families.

3   UNITED KINGDOM

RENOVATING A MUNICIPAL 
BUILDING AND HELPING 
THE COMMUNITY 
Capgemini helped renovate a mu-
nicipal building in Dawley. Com-
panies and local associations can 
now rent it as a venue for different 
kinds of events. It generates in-
come and jobs, and offers a range 
of services for residents. 

4   NETHERLANDS 
HELPING UNEMPLOYED 
GRADUATES 
Capgemini employees help highly-
qualified young graduates who 
are struggling to start their career. 
This project is run in cooperation 
with the city of Amsterdam, a long-
standing Capgemini customer. 

5
 POLAND 

USING THEATER TO 
SUPPORT PEOPLE WITH 
DISABILITIES 
Capgemini teams produce a play 
each year to raise funds for people 
with disabilities. In 2014, 100 peo-
ple participated in the project to 
ensure its success. 

6
 BRAZIL 

ENCOURAGING BETTER 
DISPOSAL OF ELECTRONIC 
WASTE 
Capgemini held an exhibition of 
contemporary art in São Paulo 
in which where the artwork was 
created from used electronic com-
ponents. The goal was to encour-
age the city’s residents to dispose 
of their electronic waste properly. 
Open to all, the exhibition attracted 
a number of Capgemini’s clients. 

7
 UNITED STATES 

SUPPORTING 
THE FAMILIES 
OF SICK CHILDREN 
92 Capgemini employees spent 
one day operating the Ronald 
McDonald House (near Atlanta), 
which provides accomodation for 
the families of sick children. They 
also raised funds towards building 
a new Ronald McDonald House. 

6

53

1
7

3 4

2

For more information, see 
our 2014 CS&R report

Participating countries 

Showcase projects 

Corporate Responsibility & 
Sustainability Update 2014
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2014 HIGHLIGHTS

Our 
businesses 
& solutions

Consulting 
Services

Capgemini Consulting

Local 
Professional 

Services
Sogeti

Business Process 
Outsourcing
Manage and optimize processes to achieve 
greater efficiency, visibility and control over 
business performance. 

Cloud Platform Solutions   
Enable clients to take advantage of cut-
ting-edge cloud technologies to improve pro-
ductivity, competitiveness and performance.

Cybersecurity
Guide and secure clients’ digital transforma-
tion while helping them define and implement 
their cybersecurity strategy. Protect their 
computer systems, industrial systems and 
connected devices.

Digital Customer  
Experience
Help our clients meet the new demands 
of their customers, through a personalized 
and fluid multichannel experience. Transform 
investment in digital into new development 
opportunities and a competitive edge. 

Digital Transformation
Offer guidance on all aspects of digital 
transformation: digital strategy, marketing, 
customer experience, operational excellence, 
organization and governance. 

Cloud Platform 
Solutions

Digital 
Transformation

Business 
Process 
Outsourcing

Cybersecurity
CLIENT CHALLENGE:

How to succeed 
at digital 

transformation

Digital 
Customer  
Experience

OUR SOLUTIONS
We offer hundreds  
of different high-value 
services. Here is a 
selection of our main 
global solutions.
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Our businesses & solutions

OUR BUSINESSES
We provide a wide range of services  
to meet the needs of our clients and 
their customers. 

Application 
services

Other  
managed 
services*

  

High Tech Engineering
Simplify processes, accelerate every stage 
of the product lifecycle and reduce time to 
market. Change how clients approach the 
engineering, design and development of their 
products by taking advantage of new digital 
technologies and cloud environments.

Infrastructure services 
Combine the flexibility and return on infra-
structures with outsourcing and optimization 
services. Offer cloud solutions that meet 
the customer’s storage and data access 
requirements.

Insights & Data 
Help public and private organizations to 
harness the power of big data with a new 
technology platform. Enable them to use 
data better to make the right decisions at 
the right time.

Mobility 
Deploy a mobile business strategy to en-
able clients to interact anytime with their 
own customers and employees. Use mobile 
technologies as powerful levers to transform 
business.

Next Generation 
Application Management
Manage our clients’ application systems in 
a way that is innovative, results-oriented and 
industrialized, driving their competitiveness 
through greater flexibility and lower costs.

Testing 
Structured and industrialized application 
testing ensures the highest level of quality, 
cost optimization and time to market.

Insights & 
Data

Mobility

High Tech 
Engineering

Testing

Next Generation 
�Application 
Management

CLIENT CHALLENGE:

How to increase 
operational 
efficiency  

* These include integration, management and development of system infrastructures, transactional services, on-demand services and/or support function services  
(Business Process Outsourcing).

Infrastructure 
Services
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2014 HIGHLIGHTS

“ �Our portfolio strategy is informed  
and augmented by our partners’ 
strategy and investments in new  
and disruptive technologies.”
PAUL NANNETTI, GROUP SALES AND PORTFOLIO DIRECTOR

Driving growth for Capgemini, 
and for our clients
Inventing the business models of the future is the main challenge facing our 
clients. We have what it takes to meet their strategic challenges and support 
their digital transformation, notably new and existing partners with the best 
technology, and specific solutions targeted to the needs of each sector.

PARTNERS 
SELECTED WITH CARE  
—
Technology is an enabler for business transforma-
tion and market disruption. Each year, Capgemini 
works strategically with a focused group of partners 
within our technology partner ecosystem to identify 
joint opportunities that are strongly aligned with our 
group priorities. 
According to Charlie Li, Head of Global Channels 
and Partners: “Our US West Coast based partner 
team acts as a filter to identify the promising bets 
from established and new players in our ecosystem”. 
In 2014, we continued to invest with the biggest 
names in technology in the areas of cloud, big 
data, mobility and digital, while also increasing our  

investments with disruptive partners in the market 
such as Cloudera, Amazon Web Services, Pivotal, 
Google and Netsuite. 
We were once again recognized as one of the top 
partners by Microsoft, Oracle, Salesforce and HP, 
while winning top accolades from EMC and IBM.  
We were named HANA(1) partner of the year by SAP. 
Finally, we continue to focus on co-innovation and 
sector IP solutions.

38

OUR PARTNER ECOSYSTEM

Strategic partners Specialized new champions

Cloud:

Big data:

And also

Alliances & Innovative Sector Solutions

(1) HANA is the SAP cloud platform for building and deploying next-gener-
ation, real-time applications and analytics. It offers the ability to deal with 
huge amount of data (big data & analytics), to get key information from it and 
take decisions in real-time.
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Alliances & sectors

Capgemini supports IT 
transformation at GDF Suez 
The French group GDF Suez is a world leader in the energy sector. 
It has picked Capgemini to help transform its SAP application 
portfolio and significantly lower its application management costs. 
Our ability to think differently about application management made 
the difference. Our Links tool, for example, makes it possible 
to analyze the entire application portfolio and identify areas for 
optimization. Another benefit is our deep understanding of the 
challenges facing the utilities sector.

CO-INNOVATE TO HELP CUSTOMERS 
STAY AHEAD
—
Our solution development teams work hand in hand 
with our partners to invent new and breakthrough 
offers. As an example, in 2014 we launched two new 
joint offers with Cloudera, the leader in big data plat-
forms based on Apache™ Hadoop®. As Tom Reilly, 
Cloudera Chairman and CEO, put it: “Together we 
are developing the future of information management 
architectures.”
We were one of the few companies chosen by  
Intel to develop solutions for its new Internet of Things 
platform. This decision reinforces our long-standing 
collaboration with the chipmaker and sends an im-
portant signal in the industry.
We have also combined Capgemini’s IP with multiple 
technology stacks to create new, differentiated solu-
tions in the Cloud. 
Finally, our partner ecosystem often plays a key role 
in helping us land large strategic client contracts. For 
example, in 2014 we teamed up with IBM to sign a 
major mobile commerce strategy transformation deal 
with Caixa, Brazil’s third largest bank (see the testimo-
nial from Roberto Zambon, Caixa’s CIO, on page 63).

ADDRESS MAJOR CHANGES 
IN DIFFERENT SECTORS
—
One thing is sure: together with its partners,  
Capgemini is able to respond effectively to the chal-
lenges faced by its clients. But our sector expertise 
also makes the difference. It allows us to understand 
the changing landscape of each sector and provide 
practical solutions adapted to each business. 
We are developing new global offerings to support our 
clients throughout the value chain. For example, one 
of our Utilities offerings combines several innovations: 
a power distribution network control system and real 
time simulation tools (developed by Sogeti High Tech, 
a 100% owned subsidiary of Capgemini); a cloud plat-
form to collect data from these networks (developed 
by our Infrastructure teams); teams to permanently 
monitor operations (managed by the BPO entity); 
the development of specific business applications; 
and finally, global contract management provided by  
Capgemini Consulting. 

Different sector, but the same attention to our clients’ 
needs: we were selected by Office Depot Inc., a lead-
ing global provider of office products, services, and 
solutions formed by the merger of Office Depot and 
OfficeMax, to drive critical technology migration and 
finance and accounting services resulting from the 
merger (see interview with Todd Hale, CIO of Office 
Depot, pages 66-67).  
A final example from banking: “We must fundamen-
tally transform the distribution models to adapt to new 
consumer behaviors, says Perry Stoneman, Head of 
Sectors at Capgemini, while at the same time simpli-
fying and modernizing computer systems in order to 
use real-time data.” This will be a powerful asset when 
managing risk and coping with increased regulations. 
In such a highly competitive environment, controlling 
costs by using cloud computing is also a hot topic in 
the banking industry.
 

39

Custom solutions 
for six major sectors 

 Consumer products & retail, distribution  
& transportation

Energy, utilities & chemicals
Financial services (Insurance and Banking) 

Manufacturing
Public sector

Telecom, media & entertainment
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2014 HIGHLIGHTS

DIGITAL SHOPPER RELEVANCY 
—
This global report surveyed over 18,000 
digital shoppers from 18 countries, pro-
viding insight into their changing online 
retail habits. High growth markets show 
a signifi cantly stronger preference for 
digital technologies, and social media 
is integral to their customer journey. 
Smartphone shopping has also more 
importance and the globally preferred 
channel to inform retail decisions is the 
Internet. “Digitally-savvy markets offer a 
huge opportunity for brands present in, 
or expanding into, these regions,” said 
Ted Levine, Head of Consumer Products 
& Retail at Capgemini.

CARS ONLINE—GENERATION 
CONNECTED 
—

“Drivers are waiting for new features and 
connected services,” says Nick Gill, au-
tomotive expert, “and this from looking 
for a car to buying one.” Hence the need 
for manufacturers and dealers to use all 
the channels at their disposal to meet 
the expectations of customers. Moreover, 
Generation Connected (18-34 year olds) 
is willing to buy a car online or even skip 
car ownership in favor of new mobility 
services.

WORLD RETAIL BANKING 
REPORT
—
Seen for the fi rst time in three years, this 
decline concerns more than a quarter of 
the 32 countries covered by this study 
published with Efma*. It highlights, in 
particular, the new expectations of Gen-
eration Y. “To interact with these custom-
ers, banks need to be more agile, more 
innovative, more social and more mobile,” 
commented Simon Short, a Digital Cus-
tomer Experience expert. The study also 
establishes for the fi rst time a correlation 
between customer satisfaction and the 
performance of banks. 

51%
of shoppers predict that they 
will spend more money online 
than in-store 3 years from now.

85%
of car buyers say they would 
like to interact with carmakers 
and dealers on social networks.

- 10%
12-month drop in the 
satisfaction level of retail 
banking customers.

Cutting-edge thinking 
and innovation 
Each year, we publish a wealth of studies and analysis in which we share our 
convictions, decipher business issues, give the fl oor to our experts, and start 
the conversation. Here is our selection from 2014.

* The European Financial Management Association represents 
over 80% of the world’s main fi nancial institutions. 

Business and technological change:
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Thought leadership

For more thought leadership:  
capgemini.com/thought-leadership  

Want to go deeper or join the 
conversation? Connect with the 
900 Capgemini experts in the 
Expert Connect network:
www.capgemini.com/expert-connect

+ 57%
Increase in energy prices for 
German households between 
2006 and 2013.

58%
of the 100 biggest North 
American and European 
companies are already working 
on the Internet of Things.

120 %
increase in the number of cyber 
attacks worldwide between 
2013 and 2014(2).

EUROPEAN ENERGY MARKETS 
OBSERVATORY 
—
In 2014, electricity markets remained vola-
tile and the supply of gas uncertain. In the 
context of transitioning to greener sources 
of energy, this annual review analyzes the 
economic and regulatory environment 
of the Energy and Utilities sector. Perry 
Stoneman, Head of Sectors at Capgemini, 
says that Germany, which launched its 
energy transition in 2011, should serve as 
a lesson. “To maintain economic compet-
itiveness, energy producers need to incor-
porate renewable energy into their future 
operating model”.

THE INTERNET OF THINGS: 
ARE ORGANIZATIONS READY 
FOR A MULTI-TRILLION 
DOLLAR PRIZE ? 
—
All the sectors analyzed(1) understand 
the interest of the Internet of Things. But 
according to Capgemini Consulting, its 
potential remains largely untapped. Why? 
The offers are too basic. Less than 30% 
of companies generate service revenues 
from their connected products and less 
than 40% use the data generated by 
the objects to improve their products. 
The monetization of this technological 
revolution is key. Three levers have been 
identifi ed: develop a strategy and suitable 
marketing, but also IT infrastructures and 
the necessary analytical capabilities.  

STAYING AHEAD IN THE 
CYBERSECURITY GAME—WHAT 
MATTERS NOW
—
Digital interactions and connections make 
organizations more effi cient, but also more 
vulnerable. Faced with ever more profes-
sional hackers, businesses are in danger. 
This is the alarming fi nding of this publi-
cation co-produced by Sogeti and IBM. 
Cybersecurity is a risk that needs to be 
managed, and this publication summa-
rizes the actions that need to be taken 
without delay. This book is one of several 
reports published by Sogeti, a 100% 
owned subsidiary of Capgemini, and 
based on the work of its VINT research 
lab (Vision—Inspiration—Navigation—
Trends).

Capgemini in the Top 4 of thought 
leaders in the consulting arena 
In its global ranking of consulting fi rm publications released in early 
2015, Source Consulting praised the quality of Capgemini Consulting 
research. Since the creation of the Institute for Research on Digital 
Transformation, the Group has climbed by more than 10 places 
in two years.

(1) The study focused on the following sectors: appliances, industry, utilities, insurance, pharmaceuticals, medical equipment and automotive. 
(2) Source: Major News and Business Publications by Factiva.
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Kobra
“Andy-Warhol-and-Jean-Michel-Basquiat-Brooklyn-NY”
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Competitiveness + 
Innovation:
The right equation 
to boost business 
performance

Economic uncertainty, global compe-
tition, digital revolution, strong interde-
pendence of business and technology…  
Companies operate today in an increas-
ingly complex environment, which is 
also full of promise. To stay at the top in 
such a landscape means meeting one 
key challenge: combine competitive-
ness and innovation. How? Anticipate 
market changes, while offering products 
and quality services at the lowest cost. 
By combining competitiveness and in-
novation, Capgemini has found the right 
equation to help boost our clients’ busi-
ness performance and provide them with 
concrete benefits: more agility, more  
security, more end-user intimacy, and 
more productivity.

More agile
How to make decisions and take 
action faster

page 54

More secure
How to securely conduct a digital 
transformation

page 56

More intimate 
Anticipating the needs  
of the end user

page 60

More productive
And what if one day we could 
predict everything 

page 64

COMPETITIVENESS + INNOVATION
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Major business challenges

The main change in 2014 is that our 
clients realize more than ever be-
fore that technology remains the 

key factor for their business and longev-
ity, but that it can also bring much more 
to them,” says Hans Van Waayenburg, 
Head of Sogeti Group (Sogeti is a wholly-
owned subsidiary of Capgemini). How 
can we be more productive? How can 
we increase the turnover in fi ve years? 
Businesses expect clear answers…
and results.

MASTERING TECHNOLOGICAL 
COMPLEXITY - THE KEY TO 
PRODUCTIVITY
Information technology comprises a 
plethora of constantly changing tech-
nologies. Innovation keeps adding new 
systems, new applications, and new 
platforms to the point that application 
landscapes and business systems some-
times reach dizzying levels of complexity.
Capgemini’s Infrastructure Services 
has made controlling this complexity its 
raison d’être. “In recent years, we have 
invested millions of euros to create solu-
tions that enable our clients to better 
manage technological complexity,” says 
Patrick Nicolet, Executive Vice-President, 
Infrastructure Services. It has been suc-
cessful, because according to technology 
research and advisory company Gartner, 
the Group is now one of the world’s lead-
ing integrators for IT infrastructure. 
Thanks to our mastery of business-re-
lated issues and different technology 
platforms, we have also become a rec-
ognized player in the rationalization of 
corporate business processes. As Chris 
Stancombe says: “In terms of BPO ser-
vices, Capgemini is now recognized as 
the visionary leader. The transformation 
project signed with Honeywell in 2014 is 
strong proof of this status” (see page 22). 
But the automation of application testing, 
which delivers substantial cost reduction 
and increased competitiveness, is also 
a key asset.

“ In recent years, we have 
invested millions of euros to 
create solutions that enable 
our customers to better 
manage technological 
complexity.”  
PATRICK NICOLET, EXECUTIVE VICE-PRESIDENT, 
INFRASTRUCTURE SERVICES 
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COMPETITIVENESS + INNOVATION

Putting our 
competitiveness to 
work to drive the 
competitiveness  
of our clients 
To offer our clients cost-effective solu-
tions, we continue to increase our 
competitiveness. First by growing 
our offshore workforce, which now 
includes 56,000 people in India, a 
thousand in Morocco, and contin-
ues to progress in Latin America and 
Poland.
We have also consolidated our global 
production model. The idea is to bring 
together, at any time, the teams and 
technical resources needed to tackle 
the challenges of our clients, wherever 
they are located. The investments 
we have made enable us to adapt 
our offer to market needs with great 
agility. They also strengthen the cost 
effectiveness of our industrial capac-
ity. In 2014, Capgemini Infrastructure 
Services applied these principles and 
finalized the global reorganization of 
its production teams. The result was 
a double-digit increase in profitability 
in nine months and more competitively 
priced services for clients.

Industrialize, standardize,  
automate
Another important lever of our Group’s 
competitiveness is the increased 
industrialization of service delivery 
along the entire value chain, from 
design to operation. “We are gradually 
standardizing and automating recurring 
IT services,” says André Cichowlas, 
Director of Production Methods and 
Support. “For activities such as BPO or 
maintenance, we are already seeing a 
gain in competitiveness of up to 5% per 
year.” In 2014, the Group accelerated 
the implementation of this strategy in 
three areas. The industrialization of 
our supply chain helps optimize the 
continuous use of human and material 
resources. We also increased pro-
ductivity through the standardization 
of the production methods used by 
infrastructure services, testing and 
development. Finally, the automation of 
certain tasks, including quality control 
of source code and incident prediction, 
improves the efficiency and agility of 
client services.

INNOVATION AND DIGITAL 
TRANSFORMATION: HIT THE GAS
Companies must not only be champions 
of competitiveness, they must innovate 
tirelessly to keep the lead. Today inno-
vation rhymes with digital transformation. 

“Our customers believe in the tremen-
dous promise of digital and under-
stand the speed of the transformation,” 
says Cyril Garcia, Head of Capgemini  
Consulting. “They must now take action 
using three levers: put digital to work for 
operational and commercial efficiency; 
implement solutions adapted to the spe-
cific challenges of their industry; and  

involve all their employees in this change 
and invent new ways to manage human 
resources and social relations.” This ap-
plies to all industries and has become 
a priority. Companies are working hard-
er than ever to not lose ground to their 
competitors. One of the consequences 
of the digital transformation is the dras-
tic shortening of the innovation cycle. 

“Our clients ask us to constantly monitor 
and inform them of anything new that 
may impact their industry or business,” 
said Paul Nannetti, Director of Global 
Sales and Portfolio. “They then expect 
us to guide them on how to successfully 
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Major business challenges

deploy innovation for business benefit. 
Whenever possible, we accelerate value 
creation by incorporating innovation into 
their products and services.”
How is Capgemini responding to this 
need for velocity? The Group is struc-
tured according to the main areas of 
digital transformation. Internally we 
mobilize our business skills and ensure, 
through training at Capgemini University, 
that they are always up to the challenge 
(see page 29). Externally, we have estab-
lished highly advanced, technology part-
nerships aimed at resolving the tough-
est business challenges. One example 
is our collaboration with Iterate Studio, 
an American “pathfinder” that discov-
ers and curates disruptive technologies 
from start-ups, which began in 2014. Our 
global network of Innovation Labs also 
plays a central role, by bringing players 
together from different backgrounds 
to experiment with new solutions. The 
new Lab opened in Suresnes, France, 
is a good example (see p. 24). “By en-
abling our clients to rapidly transform the 
promising innovations of start-ups into 
business benefits, our global network of 
laboratories is significantly strengthen-
ing our added value,” says Lanny Cohen, 
Global Chief Technology Officer.

ALL-IN-ONE, INTERCONNECTED 
SOLUTIONS
In this context of technological com-
plexity and accelerated innovation, one 
thing is certain: it is no longer possible to 
market a technology solution without the 
consulting and strategy to go with it. The 
history of our Mobility offer is indicative 
of the move within the Group towards a 
360° approach to solutions. “The mobile 
solutions are now just the small visible 
part of a huge technology “iceberg”, 
where data are central for the resolution 
of our clients’ challenges”, says Fernando  
Alvarez, Global Chief Digital Officer at  
Capgemini Consulting. The Group, there-
fore, needed to break down the walls 
within its offers to better meet the needs 
of clients. This strategy resulted in the 
merger of our Mobility offer with Digital 
Customer Experience (DCX) dedicated 
to the transformation of the customer 
experience. Now, these offerings cover 
the full range of technologies available at 
Capgemini: consulting, analytics, testing, 
cloud, cybersecurity, etc.

A STRATEGIC PARTNER FOR 
BUSINESSES
With this holistic approach, Capgemini 
helps businesses take full advantage 
of the numerous benefits of technology. 
We have established ourselves as a true 
strategic partner for our clients and this 
trend will amplify with the rise of big data 
and the Internet of Things. In many sec-
tors, such as manufacturing, automotive, 
utilities, banking and retail, we are co- 
innovating with our clients on break-
through projects to help them define their 
technology strategy for the future. In turn, 
this experience fuels our sector expertise. 
In recent years, we have put consider-
able emphasis on renewing our portfolio 
of offers and on co-innovation. Beginning 
in 2015, we revamped our approach to 
the two key issues facing our clients: 
digital transformation and operational 
efficiency. “Being able to consistently 
align our strengths to address the two 
major issues of our clients: this is what 
underpins the added value that such a 
broad and multi-business Group such as 
ours provides,” concludes Virginie Régis, 
in charge of Marketing and Digital.

“�Today’s clients expect 
tangible solutions 
to their business 
challenges. They want 
us to provide strategic 
answers, not just 
technology.” 
OLIVIER SEVILLIA, EXECUTIVE VICE-PRESIDENT, 
APPLICATION SERVICES TWO(1) 

(1) France, Benelux, Nordic Country, Germany and Central Europe, South Europe.
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(1) SMAC: Social, Mobile, Analytics and Cloud.
(2) The Rightshore® delivery model gives our clients the right resources 
in the right place, at the right time.

Putting our strengths 
to work for our clients

 I
n 1967, Capgemini was founded 
on the novel idea that the purpose 
of IT services was to improve 
business performance. Based on 
listening to our clients and under-

standing their issues, this belief 
continues to drive the Group’s busi-
ness development strategy. Organic 
growth and acquisitions have made 
Capgemini one of the most multicul-
tural and multi-skilled players in the 
industry. 

With our clients, as with our partners, 
we always use the same unique 
approach which we believe is criti-
cal to the success of each project: 
collaboration. So that, together, we 
design, develop and implement.

ONE PRINCIPLE: 
TECHNOLOGY FOR 
BUSINESS

7 strategic technology partners 

Expertise in six sectors; 
dedicated solutions

20,000 SMAC(1) specialists

900 experts on Expert 
Connect, interacting with 
clients on social media

MULTICULTURAL AND 
MULTI-SKILLED BY 
DEFINITION

120 nationalities in more 
than 40 countries

4 businesses, 11 global 
offers

Global delivery model: 
Rightshore®(2)

Listen and understand Respond

COMPETITIVENESS + INNOVATION
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(3) The Collaborative Business Experience™: Listen, create, challenge… this is how we work collaboratively  
with our clients, every day.
(4) TechnoVision provides provocative and innovative approach to today’s business technology landscape.
(5) Massachusetts Institute of Technology.

Our strengths

Capgemini has developed strengths that make the difference at all stages  
of the relationship with our clients. And because competitiveness and  
innovation are constantly changing, we are continually evolving our strengths.  
This is what makes us the preferred strategic partner for our clients.

COLLABORATIVE 
BY NATURE AND 
CONVICTION

A unique way of working: 
The Collaborative 
Business Experience™(3)

90% of team members 
working in direct contact 
with our clients

COMMITTED TO CLIENT 
SATISFACTION

An average client 
satisfaction score above  
4 out of 5 in 2014.

Around a hundred tools 
to drive performance 
in all areas: skills, 
contractual compliance, 
communications, etc.

Selected team—the “Flying 
Squads”—to manage 
difficult projects

CONTINUOUSLY 
REINVENTING 
OURSELVES

30 Innovation Labs to  
co-innovate

Monitoring of technology 
and industry trends 
(research, TechnoVision(4), 
global network of 
technology specialists, 
etc.)

A digital transformation 
research partnership  
with MIT(5)

Develop Succeed Invent
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In December 2014, Inergi, 
a Canadian affi liate of 
Capgemini, signed a 

strategic agreement (see 
Electrifying Partnership, 

page 52) with Hydro One, 
one of North America’s 

largest electricity 
companies. Hydro One 
CEO, Carmine Marcello, 
explains how he drives 

Hydro One’s strategy.
CARMINE MARCELLO, 
PRESIDENT AND CEO OF HYDRO ONE

Building belief: 
a transformational 
journey to serving 
the customer

In December 2014, Inergi, a Canadian subsidiary of Capgemini, signed a strategic agreement (see Electrifying Deal) with Hydro One, one of North America’s largest electricity companies. Hydro One CEO, Carmine Marcello, explains how he drives Hydro One’s strategy.
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W
hat is Hydro One’s 
strategy?
It’s all about ‘believing.’ A 
company only becomes 

the best when people actually believe 
you are the best, not because of a 
single KPI or a single metric. We want 
our employees, our customers and 
the people of Ontario to believe that 
we are a company of great people that 
provides safe, reliable, excellent and 
affordable service. This belief comes 
from an emotional connection created 
by gaining, or regaining, the trust of our 
customers. To make it happen, every-
thing we do is guided by fi ve key values 
(see box below).

Why is the need for alignment at 
the core of your strategy?
Before becoming CEO I was head of 
strategy and technology. It taught me 
that you can have a strategy, you can 
have an approach to technology, you 
can have a philosophy on the cus-
tomer, on human resources, on execu-
tion, but if they are not integrated and 
aligned, things fail. 

As a CEO, when you are trying to fi g-
ure out what is not working, generally 
speaking, the problems are at the 
seams. In other words, the process is 
broken at a hand-off between people, 
processes or technology due to a lack 
of alignment.
I love European football, where align-
ment is a must… so I always tell my 
team: “the name which counts is the 
one on the front of the jersey, not your 
name on the back of the jersey!”

How does technology fi t in with 
your strategy?
Our dedication to the customer needs 
to penetrate everything we do, whether 
we are talking data in a system or 
climbing a pole in an ice storm. Tech-
nology and processes are the keys to 
that dedication. We do not ‘do’ tech-
nology for technology’s sake. If we use 
cloud computing it is because we have 
determined that it is the best way to 
meet our business requirement. It’s not 
because it’s new.
For example, we are really good when 
the lights go out on a provincial scale in 

a storm. Why are we good? Because 
all of our processes are seamless. The 
whole company is integrated and 
aligned in a situation like this. Emer-
gency processes, customer processes, 
response, supply chain—everything 
works like a well-oiled machine.

When things are not aligned, you start 
to see problems that need fi xing. Sure, 
we have to be able to respond to 
storms. But we also have to be able to 

In December 2014, Inergi, a Canadian subsidiary of Capgemini, signed a strategic agreement (see Electrifying Deal) with Hydro One, one of North America’s largest electricity companies. Hydro One CEO, Carmine Marcello, explains how he drives Hydro One’s strategy.

Strategy in the Strategy in the 
CardsCards
For the past two years, For the past two years, 
Carmine Marcello, the President Carmine Marcello, the President 
and CEO of Hydro One, and CEO of Hydro One, 
has been on a quest to align has been on a quest to align 
his entire organization around his entire organization around 
a single strategy and fi ve core a single strategy and fi ve core 
values. They are distributed values. They are distributed 
to all employees in the form to all employees in the form 
of a wallet card. of a wallet card. 

Interview – Hydro One
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issue accurate bills. We have to help 
the customer fi gure out how to use 
technologies to reduce their cost. If we 
do this, we provide value, create align-
ment and drive belief in the company. 

What does this alignment allow 
you to achieve?
There are many examples, but let me 
talk about smart meters to bill. We 
have installed smart meters and the 
infrastructure and resources that go 
with them, from the meter to the tele-
coms, to the customer service and the 
billing. There are a lot of seams, places 
where things can go wrong. Even if our 
customer information system is 95% 
right, that means it is wrong 5% of the 
time. That’s too much. 
This is especially important if people 
think the reason for the mistake comes 
from the technology. If I put the wrong 
meter in the wrong house, or I trans-
pose the serial numbers of two meters 
in the system, the whole chain breaks 
down at one of the seams. The cus-
tomer will say: “the bill is bigger than 
I expected. The meter must be wrong.” 
It’s human nature. So you have to 

drive towards zero error and perfect 
alignment in a cost effective manner, 
because each error undermines the 
customer’s belief in Hydro One. When 
you do this, new technologies are no 
longer perceived as disruption, but 
rather as an enabler of alignment, and 
like I said earlier, value for the customer.

Where is Hydro One in technology 
today?
For the past few years, we have been 
architecting all our enterprise systems 
to be a seamless platform on which we 

Electrifying Partnership Electrifying Partnership 
Capgemini, via its affi liate Inergi, has been working with Capgemini, via its affi liate Inergi, has been working with 
Hydro One for twelve years. In December 2014 it won a very Hydro One for twelve years. In December 2014 it won a very 
large, strategic, multi-year, multi-tower deal. The new Master large, strategic, multi-year, multi-tower deal. The new Master 
Services Agreement, along with the previously awarded Services Agreement, along with the previously awarded 
Customer Service Operations CSO business, creates a more Customer Service Operations CSO business, creates a more 
strategic relationship with Hydro One, and reaffi rms strategic relationship with Hydro One, and reaffi rms 
its confi dence in our abilities to deliver transformation.its confi dence in our abilities to deliver transformation.

can build, grow and ultimately achieve 
our goals. The main complexity we 
face comes from a data perspective, 
not from the power system. We’re 
looking at questions like: “what do we 
do with big data?”, “what can we do 
with the Internet of things?” But we 
always ask these questions not for 
the technology, but for how they can 
eliminate seams and drive belief in 
Hydro One.

Hydro One is one 
of North America’s 
largest electricity 
companies, 
operating 97% of 
the high voltage 
transmission grid 
throughout the 
province of Ontario 
and serving 
over 1.4 million 
customers.
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Élisabeth Besnier
“Les copines”
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For a long time, continuously improving 
business processes was enough to 
increase the speed of decision-making and 
action-taking in organizations. Companies 
relied on statistics that, when combined 

with predictive simulation tools, allowed them to anticipate the 
needs of their customers and prospects, with an acceptable 
margin of error. But today the situation has changed. The 
ubiquity of mobile devices has made “immediacy” the new 
normal. Now, the challenge for companies is how to manage 
this need for instantaneousness and the diverse behaviors 
of their customers. They need to anticipate the full range of 
possible outcomes with greater agility. Because of the flexibility 
it promises to enterprises, the cloud has become the go-to 
agility lever. But also, in a world where technologies evolve in 
near real time, it important to know how to adapt information 
systems responsively. This is why we have deployed new work 
methods such as DevOps (see box below).

More agile
How to make 
decisions and take 
action faster

Over  
30% faster  

This is the time saving 
delivered by DevOps for 

certain phases of application 
lifecycle automation (testing, 
environment management  

and deployment, etc.).   

DevOps is a package of technologies and 
methodologies that brings together the different 

teams in charge of conception, development 
and operations. The objective is to accelerate 

application development and updates.
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CLIENT STORY 

Sogeti accompanies the 
Dutch postal company 
PostNL in its “100% 
Cloud” strategy
PostNL, the Dutch postal organization, 
is on the way of transferring most of its 
current IT systems into the Microsoft 
public cloud (called Azure). Migration 
started in 2013 and will fi nish by the end 
of 2015. With the volume of letters and 
other mail items declining, while having 
to cope with a huge growth in the parcel 
business, PostNL had to reduce costs 
and gain fl exibility. Sogeti, a 100% owned 
subsidiary of Capgemini, helped to 
defi ne its roadmap to migrate more than 
30 applications and now operates its plat-
form Cloud. The company has reduced 
costs by more then 20% and gained 
fl exibility in handling volume variances.
Gerrie de Jonge, in charge of the project 
at PostNL, shares his tips for a successful 
migration: “Be bold and move to the cloud, 
because that’s where the future of orga-
nizations lies. Thoroughly assess your IT 
landscape. Lastly, fi nd out which supplier 
suits you best and can give you the right 
added value. You have to have the con-
fidence that you 
can jointly solve 
whichever prob-
lems you encoun-
ter on the way.” 

In 2020 programmers won’t worry about storage, 
but IT infrastructure will still be key for agility. 
Gunnar Menzel, Information Transformation Services, member of Expert Connect(1)  

More agile

THE CLOUD: A NEW AGILITY LEVER

Enable companies to focus 
on what matters the most: 
value creation  
For companies that have decided 
to adopt the cloud for all or part of 
their IT systems, the advantages are 
numerous: the wide choice of software 
available and the anytime, anywhere, 
pay-as-you-go fl exibility. But the offer is 
so vast that it can be diffi cult to make 
the right decision or even be sure how 
best to use the cloud. That is why, in 
this market, we position ourselves as 
an orchestrator, aggregating and inte-
grating services for our clients. And we 
have notched up several successes. 
We used the cloud to renew the plat-
form of services and applications used 
by the Lloyd’s Register, which wanted 
to improve customer service while 
reducing costs.
In 2014, we further strengthened our 
added value in the fi eld of cloud. With 
our technology partner VMware—an 
American leader in cloud infrastructure 
and virtualization—we now provide 
pre-packaged solutions. Clients sim-
ply choose the services and suppliers 
best suited to their needs. Capgemini 

then manages on their behalf the mul-
titude of vendors involved in providing 
the cloud solution, freeing up the cli-
ent to focus on what matters most: 
value creation.

//twitter.com/
gunnarmenzel

“ Our market is not only changing very 
fast with the shift towards Cloud 
and ‘as-a-service’ solutions, but also 
becoming more global and complex, 
as our clients are ‘digitally’ transforming 
themselves and expanding into new 
countries and new business areas.”
SALIL PAREKH, EXECUTIVE VICE-PRESIDENT, APPLICATION SERVICES ONE (2)

(1) Expert Connect allows clients to interact with Capgemini experts on social media.
(2) North America, UK, Asia-Pacifi c and Financial Services. 55CAPGEMINI

2014 ANNUAL REPORT



In just one year, the number of reported  
cyberattacks has increased by 120% world-
wide. This figure probably underestimates 
the real problem, with many cases going 
unreported. The attacks are also becom-

ing much more dangerous. Hackers are increasingly deter-
mined and know their target’s information systems better  
than ever. The results can range from loss of data to total  
shutdown. The consequences can be dramatic when it comes 
to industrial facilities and initial infrastructures. Faced with the 
financial risk and devastating impact that cyberattacks can have 
on a company’s reputation, executives and investors are wor-
ried and seeking solutions. But the news is not all bad. Security 
solutions continue to improve. One example is the new global 
Cybersecurity offer launched by Capgemini in early 2015. It is 
based in large part on the expertise acquired during the many 
cybersecurity missions we have carried out over the past decade, 
for Cryptolog (a developer of electronic signatures) or for Foyer 
(the largest insurance group in Luxembourg) for instance.

More secure
How to securely 
conduct a digital 
transformation

$7.6 
million/year
Estimated average  

increase in cost generated  
by cyberattacks for the studied 
companies, up 10.4% in 2014.

Source: 2014 Global Report on the Cost of 
Cybercrime report by the Ponemon Institute, 
October 2014. This survey was conducted 

among 257 organizations in the United States, 
UK, Germany, Australia, Japan and France. 

56 CAPGEMINI
2014 ANNUAL REPORT

COMPETITIVENESS + INNOVATION



SCADA SYSTEMS

With the Euriware deal, 
Capgemini acquires 
advanced cybersecurity 
capabilities for highly 
sensitive facilities  

Energy production and distribution, trans-
portation network monitoring, water sup-
ply management… The SCADA system 
operates at the heart of these crucial 
installations and ensures their security, 
providing real-time visualization of the 
physical and functional status of an instal-
lation. Protecting them requires specific 
skills that Capgemini has acquired as part 
of the integration of Euriware. The former 
outsourcing and integration subsidiary 
of Areva has specialized expertise in the 
management of IT systems for industrial 
infrastructures. 

More secure

SYSTEM PROTECTION 

New ways of  
detecting cyberattacks
Moving from passive defense to proac-
tive systems was one of the significant 
technological advances of 2014. Now, 
data analytics can be used to detect 
abnormal traffic based on the median 
volumes of information normally han-
dled by business systems. Using this 
principle, Capgemini and Pivotal, an 
American big data software specialist, 
have launched an offer called Anom-
alous Behavior Detection. Integrated 
into our new line of global Cybersecu-
rity services, this solution can detect 
the most sophisticated external and 
internal security threats. Clients can 
also take an adaptive approach to 
abnormal behavior, categorizing risks 
and creating alerts so that the enter-
prise can react appropriately. 

3 key strengths 
of Capgemini’s 
cybersecurity 
solution: 
All systems and devices are 
protected:  
• Information systems,
• �Industrial systems (infrastructures 

and manufacturing processes), 
• �Devices connected to the Internet 

of Things. 

The solution is designed  
for next-generation IT:   
Hadoop infrastructures, SDDC 
(Software-Defined Data Centers), 
hybrid, public and private clouds, etc.

The services cover  
100% of client needs:  
• Consulting and security audit, 
• �Design and development of 

security systems,
• �Intruder alert, 24/7/365 monitoring 

thanks to security centers  
in France, the UK, Luxembourg  
and India. 

#consumers are increasingly worried about the 
security and storage of their #personal information 
#RapportDigitalShopperRelevancy.
Patrick de Graaf, Cybersecurity, member of Expert Connect(1) 

//twitter.com/ 
GraafPde 

(1) Expert Connect allows clients to interact with Capgemini experts on social media. 57CAPGEMINI
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FRANCK GREVERIE,  
HEAD OF CYBERSECURITY

W hat is cyber security?
It’s about protecting the digi-
tal world from external threats, 

but also sometimes against human 
handling errors or intentional internal 
misconduct. There are three main 
kinds of external threats: cyberattacks  
by militants fighting for a particular 
cause, organized crime, and hackers 
paid by governments.

In recent years, cybercrime has sup-
plied an organized and structured black 
market offering digital contraband such 
as email addresses, passwords, pat-
ents and other kinds of sensitive data.
Cybersecurity must therefore protect 
information systems, but also the con-
fidentiality and integrity of the data they 
contain, while ensuring access to autho-
rized users. Cybersecurity is as much 
about people as it is about technology. 
You have to teach best practices and 
implement an effective security policy.

Why should customers care?
Because it takes six months to rebuild 
an information system after an attack. 
Because the risks are increasing and 
the consequences of cyber attacks 
are more and more serious. Hackers 
have become true professionals. They 
start by doing careful research. They 
then find a small weakness where they 
break into a system. They do every-
thing it takes to stay off the radar for 
as long as possible. Sometimes a year 
or two will go by before a breach is 
detected. This leaves them plenty of 
time to find what they are looking for. 
Today there can be no digital trans-
formation without cybersecurity! Our  
clients have realized this and our role is 
to help them implement it.

“�There can be no digital 
transformation without 
cybersecurity!”

“Cybersecurity must 
protect information 

systems, but also the 
confidentiality and 

integrity of the data  
they contain.”

58 CAPGEMINI
2014 ANNUAL REPORT

COMPETITIVENESS + INNOVATION



More secure

What are the advantages of the 
Capgemini cybersecurity offer?
Our ambition is to position ourselves 
as the world leader in cybersecurity 
services thanks to three advantages: 
the use of the latest technology, a 
high level of quality delivered using 
industrialized solutions, and finally, the 
worldwide adoption of security stan-
dards to ensure that the cybersecurity 
of our clients is the same worldwide.  
As a service provider, we also have 
very detailed knowledge of cyberse-
curity products. Our teams test them 
before they are released on the market 
to make sure they do what it says on 
the tin, so to speak.

Among our 2,500 cybersecurity spe-
cialists, some are experts in defense, 
while others are specialized in intru-
sion testing. This gives us a compre-
hensive view of the risks and how to 
control them. Comprehensive, but also 
specific, because each situation is dif-
ferent and requires a custom security 
policy. Knowing how to select priori-
ties is essential. 80% of attacks come 
through applications, which is why we 
provide an industrialized, global pack-
age for application security testing.
In short, what we offer our clients are 
intelligent, end-to-end cybersecurity 
services. We advise them, provide 
them with protection and supervise 

their security. Ultimately, this enables 
them to implement their digital transfor-
mation projects with confidence.

What advice do you have for company 
leaders when it comes to assessing 
their company’s security?
First, ask if your company has tested 
the security of its applications and its 
information system. Then, whether it 
has a cybersecurity surveillance system 
to detect and respond to attacks, which 
is currently the case for less than 5% 
of companies. Finally, make sure your 
company carefully manages network 
administrators, as they play a sensitive 
and important role in security.

BERNARD BARBIER, technical director of Cybersecurity

Bernard Barbier – previously Technical 
Director for the Directorate General  
for External Security (DGSE), part of 
the French Ministry of Defense—is the 
technical director of Capgemini’s cyber-
security offering and is in charge of 
cybersecurity at Capgemini. For him, 
the Group faces the same threats as its 
clients, which helps to make Capgemini 
a cybersecurity expert.

“Capgemini has to be flawless in the way it 
protects client data. In fact, our consultants 
handle strategic information. Our network 
administrators, who work for our clients, can 
have access to sensitive data stored on our 
servers. It is therefore important that clients 
trust us. For the Group, this is an import-

ant competitive edge and increasingly our 
clients want proof of our ability to protect 
data (ISO 2700x* certification). Therefore, 
the diagnosis and the remedies we apply to 
ourselves are the same as those we deploy 
for our clients. In terms of security standards, 
we have defined a high level of requirements 
for all our entities. The shoemaker must be 
well shod!”

* The ISO 27000 family of standards covers the management of information security, notably financial data,  
intellectual property and information entrusted by third parties.

“ �Capgemini applies  
to itself the diagnosis 
and the remedies it 
proposes to its clients.” 
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The widespread use of mobile devices 
is causing a deep and lasting change in 
consumer behavior. Customers now want 
immediate answers and demand ever more 
personalized services. For businesses, this 

new situation implies having a very detailed understanding 
of their needs. Using big data can provide a good basic level 
of knowledge. Mobile devices also allow companies to stay 
closer to their customers, thanks to geolocalization. The final 
step will come with the Internet of Things and the real-time 
connection of everyday devices. This will open the door to 
new, more agile offers and products that evolve as people’s 
needs do. In the meantime, it is vital to take advantage of 
big data. Many industries are seeing their business disturbed 
by new players with disruptive business models. That is 
why, in 2014, Capgemini expanded its big data offering and 
methodology to help clients develop effective data-driven 
business strategies.

More intimate
Anticipating  
the needs of  
the end user

Today, it takes
just nine days

to generate the equivalent  
of all the data created  

by mankind before  
the year 2000.  

Source: Taken from the IDC market analysis  
The Digital Universe in 2020

http://www.emc.com/collateral/analyst-reports/ 
idc-the-digital-universe-in-2020.pdf
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THE INTERNET OF THINGS    

Business sensors 

The disruption caused by the Internet of 
Things let us co-innovate with our clients 
and quickly turn innovations into business 
benefi ts. This is the case in manufacturing 
and energy for instance. Sogeti High Tech 
is working on ways of leveraging data 
collected from embedded sensors. Spe-
cialized in engineering and technology 
consulting, this Capgemini subsidiary has 
created 200 connected object prototypes 
for its customers in the past two years. 
In the opinion of Michiel Boreel, head of 
technologies at Sogeti: “2015 will be the 
year when our clients will start gaining 
more commercial benefits from data 
generated by sensors in real time.” 

THE ERA OF BIG DATA 

Making businesses 
smarter
In the span of a year, we have sig-
nifi cantly enhanced our capacity to 
make big data a source of growth for 
our clients. Launched in early 2015, 
the Insights & Data offering provides 
a comprehensive methodology to 
quickly turn data into a decision mak-
ing tool. Our approach is to avoid 
drowning users in a sea of information. 
The right information is sent to the 
right person according to predeter-
mined criteria. Capgemini also inno-
vates with its technology partners to 
make the most of big data. We have 
expanded our Business Data Lake 
offering to allow users to obtain per-
sonalized insights. Developed a year 
ago with Pivotal—a US big data and 
cloud software specialist—this eco-
system now includes a new partner: 
Informatica, one of the world’s lead-
ing independent software vendors. 
It brings new features that accelerate 
the transformation of raw data into 

usable information. With its technolog-
ical ally Cloudera, Capgemini has also 
designed two new products to facil-
itate the implementation of big data 
for client projects (see page 22). The 
Group already has 10,000 big data 
and analytics specialists and we plan 
to strengthen our skills signifi cantly 
over the next fi ve years.

In 2014, the Group helped many cli-
ents to capitalize on the huge fl ow 
of information already available. 
Capgemini helped the Maharashtra 
Sales Tax Department in fi ghting tax 
fraud, notably by collating data from 
various external agencies across 
Maharashtra and as well as the Indian 
government. For the German pension 
fund Bayerische Versorgungskammer 
(BVK) we developed a robust IT 
system that takes into account regu-
latory changes.

More intimate

Thanks to #DCX, the retail customers of today 
will be the brand ambassadors of tomorrow. 
Corey Glickman, DCX, member of Expert Connect(1) //twitter.com/

CoreyGlickman 

One priority: big data 
“ Today, our clients have no choice 
but to learn how to bring insights 
coming from big, fast & smart data 
to the point of action and disrupt… 
or be disrupted by the fi erce 
competition of those ‘born in data’!”
JOHN BRAHIM, HEAD OF INSIGHTS & DATA

(1) Expert Connect allows clients to interact with Capgemini experts on social media. 61CAPGEMINI
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SECTOR SOLUTIONS   

Capgemini helps carmakers 
develop new driver services  
The 2014 edition of our Cars Online-
Generation Connected study (see 
page 40) shows that drivers now 
care more about onboard features 
than performance. With this in mind, 
Capgemini is working on connected 
vehicle pilot projects with several lead-
ing carmakers, including two major 
European automotive companies. 

The objective is to use vehicle telem-
etry to design new personalized ser-
vices, including navigation-based ser-
vices and emergency assistance. Our 
approach is two-fold: use on-board 
telematics to retrieve real-time vehi-
cle data, and develop technology 
solutions that enable manufacturers 
to combine this data with external 
sources, such as customer references 
and maintenance records.
The next step is to take the information 
collected and develop new services for 
tomorrow’s customers, for example in 
maintenance, extended warranty or 
corporate fl eet management. 

The expertise we have acquired in 
our pilot projects has also resulted 
in our fi rst product designed specifi -
cally for the automotive sector. Called 
AutomotiveConnect and launched in 
early 2015, it aggregates the data 
generated by vehicles and drivers with 
other information available through big 
data. The goal is to provide manufac-
turers and dealers with a much fi ner 
understanding of the needs of their 
customers.

CLIENT STORY   

The city of Oslo takes up 
the challenge 
of protecting young 
pedestrians

Young pedestrians are the most exposed 
road users. To be effective, city reg-
ulations need to focus on the areas 
where they are most at risk.  To identify 
them, the city of Oslo, Norway, called on 
Capgemini. The mission was to obtain 
reliable data on the routes children take 
to school and get their input. The solu-
tion was to design and develop a mobile 
application with a simple and intuitive 
interface for children aged 8 to 12 years, 
on which they could also record their 
feedback. This included providing infor-
mation on dangerous intersections and 
other traffi c problems. The team in charge 
of the project talked to young pedestri-
ans to understand what they expected 
from mobile applications. Pupils from 
two schools in Oslo successfully tested 
a fi rst prototype, based on Apple iOS. 
The application is now being deployed 
to 43,000 primary school pupils. “The 
collaborative approach and Capgemini’s 
rapid prototyping enabled the delivery of 
an iOS prototype in just two weeks,” says 
Vibeke F. Rørhol-Bymiljøetaten, project 
manager at the city’s urban environment 
agency. “Primary school children had no 
problem using it, proof that the interface 
was easy to use.”

65 % 
of companies agree that 
they risk becoming irrelevant 
and/or uncompetitive if they 
do not embrace big data.
Source: Big & Fast Data study: The Rise of Insight-Driven Business, 
of Capgemini and EMC, March 2015.
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 M
aking mobile a key differ-
entiator
Caixa’s Mobile Transfor-
mation Program began as 

a simple idea: “We live in a world that 
is changing fast due to digital. It was 
time to make the majority of our ser-
vices available on mobile devices, for 
both customers and our workforce,” 
explains Roberto Zambon, CIO, Caixa. 

“The goal is to position Caixa as a leader 
in the mobile delivery of banking ser-
vices.” Indeed, and as the 2014 World 
Retail Banking Report from Capgemini 
and Efma(1) states it (see page 40), 
customer satisfaction in banking is 
increasingly tied to the availability of 

mobile services and the use of social 
media, especially among Generation 
Y customers. 

Power of partnership
“We brought together our fi nancial ser-
vices and mobility expertise in a frame-
work called the Enterprise Mobility 
Orchestrator. It covers all the phases 
of the mobile app development cycle 
from design and testing to production, 
delivery and support,” says Alex Vieira, 
Vice-President, Financial Services, 
Capgemini, in charge of the relations 
with CAIXA. “We partnered with IBM in 
order to use their MobileFirst technol-
ogy platform.” The Caixa project is the 
IBM’s second largest implementation 
of this platform.

“The Mobile Transformation Program is 
exactly what we expect from our part-
nership with Capgemini: performance 
and agility for our customers and for 
our workforce. The Program will help 

differentiate us from the competition. 
We are seen as more innovative,” says 
Mr Zambon. “Mobile services are the 
future of banking in Brazil, and we want 
to be the leader of that future.” 

Wide-scale deployment of the Mobile 
Transformation Program is currently 
underway. We are now bringing our 
expertise to bear on other challenges, 
including a new credit solution for 
Caixa’s lending operations and a dedi-
cated platform for the social programs 
that the bank manages on behalf of 
the government.

ROBERTO ZAMBON, CIO, CAIXA

“ Mobile services are 
the future of banking 
in Brazil, and we 
want to be the leader 
of that future.”

More intimate

As Caixa’s strategic 
partner, Capgemini is 
deeply involved in its IT 
transformation roadmap. 

Caixa is Brazil’s third Caixa is Brazil’s third 
largest bank  largest bank  
with over 78 million customers. with over 78 million customers. 
It provides retail and commercial It provides retail and commercial 
banking and implements several banking and implements several 
public programs on behalf of public programs on behalf of 
the government.the government.

(1) Efma is an association comprising 80% of the world’s 
largest fi nancial institutions.

63CAPGEMINI
2014 ANNUAL REPORT



Go faster, while doing as good a job or better—
this is what mankind has been trying to do 
for centuries. And it has accelerated with the 
digital revolution. Technology has reduced 
barriers to entry in many markets. Take 
an innovative start-up. Find a tiny but real 

weakness in the ability of traditional players to meet the needs 
of their customers. Introduce a disruptive business model with an 
offer that becomes overnight the market reference adopted by 
millions of users. It is clear that no sector or company is immune 
from paradigm shifts in their market. In fact, for traditional players, 
it is not enough to increase productivity by reducing costs and 
to boost their competitiveness by using outsourcing, BPO and 
testing services. The key question is how to capitalize on digital 
transformation to stay one step ahead. Because these services 
will allow you to move from a world of products to an era of 
services, but also create new productivity levers. The Internet 
of Things and Digital Manufacturing are among the disruptions 
that will change the status quo.

More productive
And what if 
one day we 
could predict 
everything

Made possible 
by Digital Manufacturing, 
predictive maintenance  

will increase 
productivity by 30%

through improved availability  
and reliability of industrial 

equipment and infrastructures. 

Source:  
The Fourth Industrial Revolution 

report published by Sogeti, 2014.
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C
an you explain what 
Capgemini is doing in 
Digital Manufacturing?   
The goal is to support our 

industrial clients, as well as those 
in energy, to help them digitize their 
production tools and processes. 
While ERP and PLM tools are widely 
deployed, new digital technologies can 
take performance to even higher levels 
in many areas. For example, the full 
digitalization of product development 
and industrialization allows for smooth 
and effective collaboration between 
all stakeholders: marketing, design, 
production, purchasing, subcontract-
ing, etc. Same case for simulations and 
testing.
 
Why including the Internet of 
Things in Digital Manufacturing?
Manufacturing is at the root of all the 
connected devices hitting the shelves. 
Given the magnitude of this second 
Internet revolution, it is impossible to 
imagine Digital Manufacturing without 
involving the Internet of Things. Today, 
intelligence is embedded in equip-
ments in the form of sensors, RFID 
chips, products that enable networking 
and interaction. That’s where the real 
revolution will come from: this new abil-
ity to combine data from information 
systems with real time data from the 
real world.

What will be the benefi ts for man-
ufacturers?
There are twofold. The fi rst benefi t is 
about optimizing workfl ow and logis-
tics, and at all levels. The intersection 
of real-world and statistical data will 
improve the reliability of processes and 
infrastructures, thanks to predictive 
and preventive maintenance. From the 
moment all components of the chain 
are able to send real-time informa-
tion, you have continuous traceability 
of products and equipment. Produc-
tion as a whole will become intelligent 
through interaction between machines 
and products. Lastly, being able to 
know in real time how your products 
are being used will enable targeted 
innovation.

The second benefit is revolutionary: 
Manufacturers will gradually move from 
selling products to selling services. This 
is an extraordinary source of growth, 
but it must be controlled. If usage 
and service take precedence over the 
product, manufacturers run the risk of 
disintermediation. They must therefore 
anticipate and develop their digital eco-
systems. All businesses become digital. 
Our customers are fully aware of these 
issues, and Capgemini, thanks to our 
different businesses, supports them in 
this transformation.

More productive

The key benefi ts of The key benefi ts of 
our Capgemini Digital our Capgemini Digital 
Manufacturing offer: Manufacturing offer: 
-  Product development cycle: -  Product development cycle: 

Collaboration tools, digitalization of data Collaboration tools, digitalization of data 
and digital simulationsand digital simulations

-  Infrastructure management: -  Infrastructure management: 
Confi guration, operations and remote Confi guration, operations and remote 
monitoringmonitoring

- Preventive and predictive maintenance- Preventive and predictive maintenance
-  Digitalization of manufacturing -  Digitalization of manufacturing 

processesprocesses (Factory 4.0) (Factory 4.0)

#cloud and #microservices enable #BPO suppliers 
to rapidly and effectively build robust #solutions 
at the right cost. 
Lee Beardmore, Business Process Outsourcing, member of Expert Connect(1)   

//twitter.com/BPOTech 

(1) Expert Connect allows clients to interact with Capgemini experts on social media.

JEAN-PIERRE PETIT,
HEAD OF SOGETI HIGH TECH AND 
DIGITAL MANUFACTURING 

“ The convergence of the 
digitalization of production 
tools and the Internet 
of Things is creating 
a revolution.”
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TODD HALE, CIO OF OFFICE DEPOT

Migration after 
the merger: 
when speed is 
of the essence

Todd Hale, CIO of Offi ce 
Depot, is in a hurry. 
He and his team are 
managing the integration 
of Offi ce Max’s systems 
with Offi ce Depot’s (see 
Throttling Up Integration, 
page 67). The sooner 
they can complete this 
integration, the faster they 
can improve business 
results.

A
s CIO of Offi ce Depot, what 
are your priorities?
I have four main priorities. 
The fi rst is how we take the 

IT platforms of two multi-billion dollar 
companies and bring them together in 
a single IT platform that we can run the 
business on. In 2014, we spent close 
to 80% of our discretionary resources 
on this integration. The second priority 
is providing secure, stable and consis-
tent systems. The third area is how we 
enable and improve business results 
through the use of technology. The 
fourth is a continual focus on increas-
ing the effi ciency and effectiveness of IT. 

How important is security in rela-
tion to your priorities?
Security concerns the whole company, 
not just the customer-facing side of the 
business. The core commitment of our 
IT organisation is to make sure that our 
platforms are stable, meet all uptime 
requirements, perform as expected, 
and make everyone feel confi dent in 
the security they provide.

I think that the team is doing a great 
job of focusing on best practices and 
doing what we can to ensure security, 
while also carrying out the appropriate 
maintenance programs to make sure 
that the technology we use is main-
tainable and supportable. This helps 
to provide security, but it also helps to 
provide consistency.
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I do not think that cybersecurity is more 
important today than it was fi ve years 
ago. It’s always been critically import-
ant, but the fallout of a failure is much 
greater. You have to take an integrated 
approach to handling these threats, 
from protecting the organization and 
customers to how you communicate 
on your response. 

How do you see Capgemini’s role 
in the integration?
It was clear to us that the faster we 
could bring the business together on 
one platform, the faster business syn-
ergies, business process capabilities, 
and IT synergies could be attained. 
Partnering with Capgemini has sped 
things up in two important ways. First, 
by not having to allocate our own inter-
nal resources to managing and main-
taining our applications, our teams 
can work on other high-value projects. 
Second, more and more functions are 
using Capgemini as the subject mat-
ter expert on given processes prior to 
them being integrated. This speeds up 
their integration.

What have been the business 
benefi ts of the relationship with 
Capgemini?
One of the reasons we made the deci-
sion to partner with Capgemini was to 
bring in best practices and increase 
the level of automation of our testing. 
Here, we see real opportunities in 

terms of time. By increasing the level 
of testing automation, we can deliver 
more releases to the business with 
the right level of quality. Therefore, I 
see Capgemini helping us introduce 
technology quickly that will improve 
business results and support the inte-
gration as well. We have a partnership 
that cuts across and enables multiple 
priorities.

How is this transforming IT at 
Offi ce Depot?
Doing things faster and in a smarter 
and better way positions us as busi-
ness partner, rather than a utility ser-
vice. We listen to and understand what 
the business units need from a tech-
nology perspective. Then we fi nd new 
operating models, like we’ve done in 
analytics, business intelligence, mar-
keting and e-commerce. 

This requires the business to trust IT 
and for IT to work with trusted ven-
dors like Capgemini. You are forth-
right, transparent and pragmatic in 
your approach. You are willing to take 
a step back and do things a little dif-
ferently. The relationship between our 
two companies is about collaboration, 
being pragmatic, understanding what 
we are trying to accomplish, and put-
ting something together that works for 
both of us.

Throttling Up Throttling Up 
IntegrationIntegration    
Capgemini recently signed a Capgemini recently signed a 
contract with Offi ce Depot to contract with Offi ce Depot to 
support its merger with Offi ceMaxsupport its merger with Offi ceMax(1)(1). . 
We will provide business process We will provide business process 
outsourcing, application maintenance outsourcing, application maintenance 
and testing services worldwide. and testing services worldwide. 
Offi ce Depot Inc. extended its Offi ce Depot Inc. extended its 
relationship with us to consolidate relationship with us to consolidate 
and standardize its fi nancial and and standardize its fi nancial and 
accounting processes across the accounting processes across the 
combined global operations with combined global operations with 
Offi ceMax. We began working with Offi ceMax. We began working with 
Offi ce Depot in 2011 to streamline Offi ce Depot in 2011 to streamline 
its end-to-end fi nance processes its end-to-end fi nance processes 
and are now expanding our services and are now expanding our services 
post-merger.post-merger.

Interview – Office Depot

Offi ce Depot, Inc. resulted from 
the merger between Offi ce Depot 
and Offi ceMax in November 2013. 
It is a worldwide US supplier of 
products, services and solutions 
for work environments in offi ces, 
homes, schools etc. 

(1) In February 2015, Staples and Offi ce Depot announced 
they were in advanced talks to merge the two companies.
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I
n the world of technology too, fashions come and go. Now that 
digital is in fashion, one might think that it will vanish soon. But this  
will not be the case. Digital might well be renamed, but what 
we are seeing is just the dawn of the digital era. Customer 

experience is the name of the game today, and will likely remain 
so, but this will be only one aspect of the overall digital revolution.

For companies and other organizations, whatever their size, there 
is still so much to invent, develop and innovate. We need to  
re-think their customers’ and their partners’ experience. We need 
to ensure that their employees’ experience match their personal 
digital experiences. And what about creating digital supply chains 
driven by instant demand and revolutionized by 3D printing?

What about cognitive computing—raising the IQ of people and 
enterprises? What about adding virtual reality to our view of the 
world? What about making every product and every service a 
natural extension of the company? And what about managing this 
future to make sure it does not overwhelm or even alienate us?

To help our clients take advantage of these thrilling perspectives, 
we at Cagemini are well equipped. We have many thousands 
of talented people—all different but with the single purpose of 
serving their clients. We have all the necessary capabilities—on 
our own or through our network of alliances. We have a tradition 
of associating business and technology, and a modus operandi 
which balances global drives and local speed. We have the will 
to invent the future in collaboration with our clients, not dictate 
our way. Finally, we cherish our traditions and heritage, with a 
ravenous appetite for the new!

What better way to close  
this 2014 annual report than 
look forward to the future?
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Denis Riffl ard
“Par l’escalier”
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Follow Capgemini 
online and keep up 
the conversation

Discover
who we are and 

what we do on our 
global website and 

21 COUNTRY & 
BUSINESS WEBSITES

Share
views on technology, 

business and life 
at Capgemini in 

OUR BLOGS

Contact
our experts and discuss 
how technology can help 

your business via 

EXPERT 
CONNECT

Discuss 
with Capgemini people 

on 

SOCIAL 
NETWORKS

capgemini.com/expert-connect

capgemini.com/blogs

capgemini.com
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Follow us online

Follow
business and technology 

news using our 

CONTENT LOOP 
news aggregator 

in partnership 
with LinkedIn

Resonate
with students and 

professionals who tackle 
technology challenges 

in the reality TV 

SUPER TECHIES 
SHOW 
broadcast 

on YouTube

Learn
about tomorrow’s 
innovations in our 

special outlook reports 
on our website’s 

BEYOND 
THE BUZZ 

section 

capgeminisupertechiesshow.com

content-loop.com

capgemini.com/beyond-the-buzz

Read
articles and reports on 

news about Capgemini and 
its sector via our partners’ 

BUSINESS NEWS 
SITES
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Capgemini
Registered offi ce, corporate 
and fi nancial headquarters
11, rue de Tilsitt
75017 Paris – France
Tel.: +33 (0)1 47 54 50 00
Fax: +33 (0)1 47 54 50 35
capgemini.com

CAP GEMINI S.A.
—
Paris: +33 (0)1 47 54 50 00
Grenoble: +33 (0)4 76 59 63 00

CAPGEMINI CAMPUS
—
Les Fontaines
Route de Chantilly
60270 Gouvieux – France
+33 (0)3 44 62 91 00
les-fontaines.com

CAPGEMINI UNIVERSITY
—
11, rue de Tilsitt
75017 Paris
+33 (0)1 47 54 50 00

How to reach us 
around the world

MAIN OPERATIONS
—
Application Services One(1) 
New York: +1 212 314 8000

Application Services Two(2) 
Paris: +33 (0)1 49 00 40 00

Business Process Outsourcing 
Paris: +33 (0)1 47 54 52 00

Consulting 
(Capgemini Consulting) 
Paris: +33 (0)1 49 67 30 00

Infrastructure Services 
Paris: +33 (0)1 47 54 52 00

Latin America 
São Paulo: +55 11 4196 0500

Local Professional Services 
(Sogeti) 
Paris: +33 (0)1 58 44 55 66

GLOBAL SECTORS
—
Automobile 
Munich: +49 89 38 338 2426

Financial Services 
New York: +1 212 314 8235

Public Security 
Utrecht: +31 (0)3 06 63 33 74

Retail, Distribution and 
Transportation 
Chicago: +1 312 395 8192

Tax & Welfare 
London: +44 (0)203 202 3400

Telecoms 
Paris: +33 (0)1 49 00 20 19

Utilities
Toronto: +1 416 805 6913

Other
Toronto: +1 416 805 6913

CAREERS
—
capgemini.com/careers

SHAREHOLDERS
—
Fabienne Philippot
Shareholder relations
fabienne.philippot@capgemini.com
+33 (0)1 47 54 50 82

INVESTORS AND 
FINANCIAL ANALYSTS
—
capgemini.com/investors

Vincent Biraud
Investor Relations 
and Financial Analysts
vincent.biraud@capgemini.com
+33 (0)1 47 54 50 87

MEDIA AND 
MARKET ANALYSTS
—
capgemini.com/events

capgemini.com/ media-analysts

Christel Lerouge
Media and Market Analysts Relations
christel.lerouge@capgemini.com
+33 (0)1 47 54 50 71

For the latest 
Group news: 

capgemini.com

(1) North America, the United Kingdom, Asia-Pacifi c and the Financial Services sector.  
(2) France, Benelux, the Nordics, Germany and Central Europe, Southern Europe.
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Contact us

CAPGEMINI
—
Argentina (+54)  
Buenos Aires: 11 5297 9200

Australia (+61)  
Sydney: (0)2 9293 4000

Austria (+43)  
Vienna: (0)1 21163 0

Belgium (+32)  
Diegem: (0)2 708 11 11

Brazil (+55)  
São Paulo: 11 4196 0500

Canada (+1)  
Toronto: 416 365 4400

Chile (+56)  
Santiago: 2 2897 5700

China (+86)  
Shanghai: 21 6182 2664

Colombia (+57)  
Bogota: 1 319 26 00

Czech Republic (+420)  
Prague: 222 803 709

Denmark (+45)  
Vallensbæk: 70 11 22 00

Finland (+358)  
Espoo: (0)9 452 651

France (+33)

Capgemini France 
Paris: (0)1 49 00 40 00

Capgemini Consulting 
Paris: (0)1 49 67 30 00

Capgemini Institut 
Paris: (0)1 44 74 24 10

Application Services France 
Paris: (0)1 49 67 30 00

Application Services France 
Aerospace & Defense  
Toulouse: (0)5 31 08 80 00 
Paris: (0)1 49 00 40 00

Application Services France 
Manufacturing & Distribution 
Paris: (0)1 49 00 40 00

Application Services France 
Services 
Paris: (0)1 49 00 40 00

Application Services France 
Telecom & Media 
Paris: (0)1 49 00 40 00

Financial Services 
Paris: (0)1 49 00 40 00

Outsourcing Services 
Paris: (0)1 57 58 51 00

Prosodie-Capgemini 
Paris: (0)1 46 84 11 11

Euriware-Capgemini 
Paris: (0)1 39 48 40 00

Germany (+49) 
Berlin: (0)30 88703-0

Guatemala (+502) 
Guatemala: 222 300 10

Hungary (+36) 
Budapest: 1248 4000

India (+91) 
Mumbai: (0)22 6755 7000

Italy (+39) 
Milan: 02 414931

Japan (+81)  
Tokyo: (0)3 6202 2150

Malaysia (+60)  
Kuala Lumpur: (0)3 2168 1954

Mexico (+52)  
Mexico City: 55 8503 2400

Morocco (+212)  
Casablanca: 5 22 46 18 00

Netherlands (+31)  
Utrecht: 30 689 00 00

New Zealand (+64)  
Wellington: 04 473 2285

Norway (+47)  
Oslo: 24 12 80 00

Philippines (+63)  
Manila: 2 667 6000

Poland (+48)  
Warsaw: 22 4647 000

Portugal (+351)  
Lisbon: 21 412 22 00

Romania (+40)  
Bucharest: 21 209 8000

Russia (+7)  
Nizhny Novgorod:   
831 411 51 18

Saudi Arabia (+96)  
Riyadh: 611 250 3550

Singapore (+65)  
Singapore: 6224 6620

Slovakia (+421)  
Bratislava: 2 444 556 78

South Africa (+27)  
Cape Town: (0)79 855 5279

Spain (+34) 
Madrid: 91 657 70 00

Sweden (+46) 
Stockholm: (0)8 5368 5000

Switzerland (+41)  
Zurich: (0)44 560 24 00

Taiwan (+886)  
Taipei: 2 8758 7888

United Arab Emirates (+971)  
Dubai: 4 4335690

United Kingdom (+44)  
London: (0)1483 764 764

United States (+1)  
New York: 212 314 8000

Vietnam (+84)  
Hô Chi Minh-City:  
(0)8 39 978 100

SOGETI
—
41-43, rue Pergolèse 
75016 Paris – France 
Tel.: +33 (0)1 58 44 55 66 
Fax: +33 (0)1 58 44 58 10 
sogeti.com

Belgium (+32)  
Brussels: (0)2 538 92 92

Denmark (+45)  
Vallensbæk: (0)70 23 15 05

Finland (+358)  
Espoo: (0)207 463 880

France (+33)  
Paris: (0)1 55 00 12 00

Paris – High Tech:  
(0)1 40 93 73 00

Germany (+49)  
Düsseldorf: (211) 5661-4000

India (+91)  
Mumbai: (0)22 6755 7000

Ireland (+353)  
Dublin: (0)1 639 0100

Luxembourg (+352)  
Bertrange: (0) 31 44 01

Netherlands (+31)  
Vianen: (0)88 660 66 00

Norway (+47)  
Oslo: (0)40 00 50 89

Spain (+34)  
Barcelona: (0)93 253 01 88

Sweden (+46)  
Solna: (0)8 5368 2000

Switzerland (+41)  
Geneva: (0)22 879 16 50

United Kingdom (+44) 
London: (0)207 014 8900

United States (+1)  
Dayton (Ohio):   
(0)937 291 8100
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Clemens Briels
“The luminous cube act and the hoop countes. Alegria”
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Jacky Beigneux
“Le jardin de Muriel”
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Every year since 1987 Capgemini has selected contemporary artists of different 
nationalities to illustrate our annual report. For 2014, 12 works were selected: 
paintings, wall sculptures, street art...a feast for the eyes.

A feast for the eyes 
for 27 years!

JACKY BEIGNEUX
Self-taught, Jacky Beigneux carried 
his easel around the countryside for 
ten years, perfecting his technique as 
he went. Born in the west of France, 
he paints laborers, workers, country 
folk, clowns and everyday objects 
with strong and sharp colors. 
jackybeigneux.fr

CLEMENS BRIELS
Born in 1946 in the Netherlands, 
Clemens Briels fi rst worked in 
advertising before becoming a 
sculptor, painter and jewelry and 
furniture designer. His colorful works 
feed on Latin American infl uences. 
In 2002, he was named the offi cial 
artist of the Winter Olympic Games 
in Salt Lake City.
clemensbriels.nl

ÉLISABETH BESNIER
Élisabeth Besnier began her painting 
apprenticeship in a workshop in 
northern France, where she was born. 
Through her use of oil paints applied 
with a palette knife, she seeks to 
express the emotion she feels in 
the presence of her subject. 
She has an affi nity for portraits.
elisabeth-besnier.com

CHRISTOPHE CATELAIN
Pop art, street art, news and travel 
are just some of the many infl uences 
that inspire art photographer 
Christophe Catelain. Ché Guevara, 
a dollar bill, rock legends, fi lm stars, 
superheroes… this self-taught 
Frenchman composes his works 
from thousands of assembled and 
“hijacked” images.  
catelain-art-photo.com

OLIVIA BOA
French champion of full contact 
boxing, model, journalist...only 
34 years old, Olivia Boa had already 
lived several lives before becoming a 
painter. Passionate about quantum 
physics and neurology, she developed 
a “ocular kinetic” technique that 
infl uences your brainwaves when 
you look at her paintings. 
ocularkineticboa.com

ELECTRICPOPPERS
Behind ELECTRICPOPPERS is a 
young Finnish artist who jubilantly 
mixes illustrations, comics and 
design. Self-taught and proud of it, 
she is guided by her imagination and 
fl ashes of inspiration. She creates 
very personal worlds where 
animals reign.  
electricpoppers.com
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Featured artists

  News about Capgemini is available 
in English on 
capgemini.com 
or in French  
fr.capgemini.com

  An interactive, downloadable PDF 
version of this report is available at 
capgemini.com/
annual-report/2014

  Full details about the Group and its 
activities are available in the 2014 
Registration Document (Annual 
Financial Report), as a print copy 
or as a PDF, from
capgemini.com/investor/
fi nancial-report

  French versions of the above 
documents are available at 
fr.capgemini.com/
rapport-annuel/2014

  Go to
capgemini.com/expert-connect
to contact a Capgemini expert

KOBRA
Rio de Janeiro, New York, Athens 
and London… big city walls are the 
playground of Kobra, a Brazilian artist 
born in 1976. In 2012, Capgemini 
donated one of his large, colorful 
murals to the city of São Paulo, 
birthplace of Kobra and home 
to Capgemini’s fi rst offi ce in Brazil.  
eduardokobra.com

JEAN-FRANÇOIS LARRIEU
Born in 1960 in the south of France, 
Jean-François Larrieu became hooked 
on painting at an early age. Painting a 
colorful world full of the unexpected, 
he calls himself a direct descendent of 
Paul Klee and Joan Miró. He exhibits 
regularly in the  Opera Gallery of Paris, 
Singapore, Hong Kong, Seoul, 
London and New York. 
larrieu.fr

YANN SCIBERRAS
“Actualist” is how Yann Sciberras 
describes himself. This 47-year-old 
French artist, a child of the punk and 
rock culture, wants to be the real-time 
witness of our information society. 
Composed of streams of images 
and words, his works are “screen 
shots” of our era, his anxieties 
and his fantasies.
yannsciberras.fr

DAVID KRACOV
Sculptor, painter and fi lm animator, 
David Kracov was born in Boston, 
Massachusetts in 1968. At 12, 
he became one of the youngest 
artists to ever exhibit at the Boston 
Museum of Fine Arts. His hand-
painted metal wall sculptures are 
highly sought after the world over.
nuancesetlumiere.com

DENIS RIFFLARD 
French artist Denis Riffl ard used a 
pencil for many years to make people 
laugh with cartoons and advertising 
illustrations. After taking up painting, 
he highlighted the city in his work, 
which is often highly graphic and 
colorful.
galeriepascalfremont.com

MICHA TAUBER
Of Dutch origin, Micha Tauber 
graduated from the École Nationale 
Supérieure des Arts Appliqués 
et des Métiers d’Arts in Paris. 
Aged 48, she paints a dreamlike world 
of a universal nature. Her works are 
about sensuality, magic, dreams and 
distant or imaginary civilizations. 
artsymbol.com
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