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See it

EVERYWHERE

Market trends

Digital video content is breaking new ground. From cell
phone screens and in-store displays, to airport lounges and
company reception desks, video is EVERYWHERE.

Technological advances made possible by the digital revo-
lution are providing expanding opportunities to use digital
video to convey all sorts of commercial and informational
communications. This in turn drives strong growth in market
demand for new services and solutions. At the same time,
business customers are insisting on comprehensive solu-
tions that enable them to precisely target their audiences,
that are easy to implement and use, and that offer sufficient
flexibility to accommmodate diverse media and devices.

A new age for in-store & in-theater advertising
Consumer behavior, new advertising channels and ever-
evolving technologies are reshaping the world of adver-
tising. According to IBM Institute, the advertising industry
will undergo more change over the next five years than
it has over the past 50. The explosion of digital signage
— in stores, shopping malls and outdoors — provides a
prime example, demonstrating how advertisers are tak-
ing advantage of new technology to maximize return on
investment through more efficient, targeted communica-
tions. The number of digital signs installed per year has
already reached over 59,000 deployed worldwide and is
expected to grow 30% over the next few years. Over the
six year period starting in 2006, revenues from digital sig-
nage are expected to increase eight-fold, to reach more
than $4 billion in 2012. On-screen advertising in movie
theaters is likewise poised for impressive growth.

Targeted communications




In-store TV network business going global

In 2007, Thomson deployed in-store TV networks in
Carrefour hypermarkets in Poland and Brazil; now we are
further pursuing opportunities in Central and Latin America,
Europe and Asia.

@ See it everywhere with Thomson

Successful video campaigns and communications depend
on delivering the right content to the right people at the right
time and place. Thanks to our comprehensive end-to-end
understanding and approach, we design, build and manage
video networks and services tailored to the requirements of
retailers, enterprises and institutions around the world.

Thomson: In-store video leadership

From product information in retail aisles to consumer adver-
tising for movie-goers, Thomson helps its customers deliver
precisely targeted, high-impact messages. Our specialized in-
store and in-theaters brands, PRN and Screenvision, enable
advertisers to reach millions of customers every day.

Thomson’s PRN is a market leader in the U.S. In 2007,
we extended the reach of our in-store media networks to
Poland and Brazil. Our retail media networks reach over
300 million viewers every month in over 7,000 stores. Our
expansion will continue and accelerate in 2008. Our retail
clients include Wal-Mart, Carrefour, Best Buy, Circuit City,
Costco, SuperValu and Sam’s Club. In 2007, Thomson’s
PRN launched its next-generation IPTV in-store platform
which will further strengthen our in-store media leadership
position.

Screenvision operates one of the world’s leading cinema
advertising networks. We provide national and regional
advertisers with on-screen advertising, in-lobby pro-
motions and integrated marketing spots on more than
15,000 screens in more than 2,300 theaters in the U.S, as
well as 3,500 screens in Europe.

Successful mobile TV trials

TVI, Portugal’s most popular broadcaster, teamed up with
Vodafone Portugal to run a DVB-H trial using Thomson’s
mobile TV headends and SmartVision’s service platform.
We also provided the infrastructure to Broadcast Australia
for their mobile television trial in Sydney.

Video for corporations & institutions

Thomson makes it easy for corporations and other institu-
tions to reap the full benefits of video communications, even
if they lack the resources or expertise of full-time broad-
cast organizations. We have developed solutions specially
designed to serve the requirements of distance learning,
employee and client communications or other applications.
From content creation to live and on-demand distribution,
we offer a full range of solutions and products for video
professionals, all backed by an extensive suite of service,
training and support.

Thomson: the leader in mobile TV
Thomson delivers video content to cell phone screens,
which truly enables video access everywhere.

As a key player in mobile TV solutions, we satisfy all three
essential requirements for a successful mobile TV launch: a
smooth and fast operational launch, a future-ready, resilient
network and a cost-effective broadcasting solution.

Industry benchmark solutions such as our SmartVision
service platform enable customers to launch unicast and
broadcast mobile TV services quickly and easily. SmartVi-
sion mobile TV is part of a full service platform that includes
IPTV. It provides everything needed for content providers,
broadcasters and operators to launch interactive mobile
TV solutions.

Thanks to our understanding of the telecom and broadcast
worlds, and our commitment to open standards and hand-

Digital advertising system hits 6,300 screens

Thomson continued to deploy the SkyArc digital advertising
management system in 2007, reaching some 6,300 screens
by the end of 2007. The initial deployment of the system is
expected to cover 7,900 movie theater screens by the end
of 2008.

set-neutral solutions, our mobile TV expertise has gained
worldwide renown. In fact, in 2007 we participated in 70%
of commercial mobile TV launches and 50% of mobile TV
trials worldwide.

125,000

- Wal-Mart TV network screens
served by Thomson.
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Sistema &
Thomson



A comprehensive solution
for an ambitious
mobile video service

Sistema Mass Media, part of Russia’s largest private
sector consumer services company, is the country’s
leading cellular operator. To expand its services
and revenue flow and maintain its competitive edge,
Sistema decided to launch an ambitious 16-channel
video service for cell phone subscribers.

Sistema launched a 16-channel video service |
in less than 4 months.

— Bring on the challenge: A complex,

highly functional system on short deadline
In addition to a tight deadline, Sistema wanted to
pack a lot of content — 16 channels - into a sin-
gle pipeline. That required advanced multiplexing
techniques as well as exceptional compression
and bandwidth optimization technology to ensure
consistently excellent image quality. In addition, the
requirements called for distributing content from the
network head-end in Moscow to 16 other Russians
cities by satellite, to enable local broadcasts during
the initial roll-out phase.

— A Sistema control room

— Thomson’s VIiBE mobile encoder



“To get the service up and running quickly, Sistema turned to Thomson for
the technology to distribute content via satellite and for the crucial network

headend platform.”

Dr. Shub, deputy general and chief technical officer of Sistema

— Thomson'’s solution: Innovative satellite
distribution and headend infrastructure
The Thomson VIBE mobile encoder provided the
excellent compression quality required for the
project. Working in conjunction with the Thomson
Opal IP encapsulator, which dynamically reallocates
bandwidth on each channel, the target of 16 chan-
nels with good quality was comfortably met. To
deliver the content from Moscow to other cities,
Thomson system engineers developed an innova-
tive solution that uses spare capacity on a satellite
channel to carry the Sistema content. At the remote
headends, Thomson installed a system which strips
the content from the satellite signal and shapes it

for mobile broadcast.

Thanks to Thomson’s end-to-end solution approach,
implemented and supported with comprehen-
sive systems engineering and integration services,
Sistema has been able to launch its ambitious mobile
broadcasting program in Moscow and across Russia
in less than 4 months.

— Thomson’s headend infrastructure equipment

— Opal IP encapsulator



@ Keep it SECURE






Keep 1t
SECURE

@ Market trends

One of the key advantages of digital media is that anyone
can enjoy it, anywhere, anytime — with copies that are identi-
cal to originals. From an asset protection point of view, that’s
also one of the toughest challenges.

The prospect of widespread, unauthorized video copying
seriously threatens content owners’ creative and financial
rights. It is estimated that, worldwide, the motion picture
industry loses more than $18 billion a year due to piracy.
Up to 80% of Internet traffic is believed to be illicit peer-to-
peer file sharing, with pirated music and movies accounting
for the vast bulk.

Protecting content across the video chain
Throughout the Communication, Media and Entertainment
industries, there is an urgent need for solutions that safeguard
content across the entire end-to-end value chain, from cre-
ation and production phases through distribution networks to
consumer delivery. It is no simple task: these solutions must
provide iron-clad protection without infringing upon the abil-
ity to distribute programming seamlessly to an ever-growing
variety of consumer devices.

The need for SECURE content begins during the production
and post-production phases. Because digital media is so por-
table and easy to reproduce, production and post-production
processes are increasingly managed by teams spread across
the world, interconnected by sprawling global networks. While
this distribution of tasks speeds up the overall process and

38 // THOMSON PANORAMA 2007

lowers costs, it also opens up potential security breaches. The
result is a growing need for content management systems
offering end-to-end content tracking and protection.

Flexible security

Content distribution likewise requires fail-safe content
tracking and protection, as master copies are distributed
to video-on-demand services, pay-TV operators, online dis-
tributors and broadcasters. Here, security systems must be
able to accommodate a variety of media formats. Moreover,
they must safeguard content without interfering with what-
ever particular transcoder or other third-party equipment is
being used by recipients.

Digital cinema poses an additional security challenge. Aside
from the risk of unauthorized copying of digitized movies,
it has been shown that camcorder capture is the source
of many illicit copies found online. This heightens the need
for solutions that can detect and trace the date, time and
place of projection of such copies.

Physical media

The counterfeiting of movie and game DVDs through the
sale of so-called “bootleg” copies has plagued content own-
ers for years. Statistics from the Motion Picture Association
of America have estimated that about $3.8 billion was lost
every year to hard-goods piracy including bootlegging and
ilegal copying and $2.3 billion to Internet piracy. In response,
movie, video game and entertainment producers and dis-

tributors are demanding solutions that enable them to sort
out counterfeits from originals through reliable, automated
verification of packaging. The need for such solutions is espe-
cially acute in light of the expected boom in high definition
disc sales, following last year’s industry convergence around
the Blu-ray DVD standard.

Over

18 billion

- losses due to piracy each year.




Content protection for digital cinema

Thomson’s NexGuard Forensic marking for digital cinema is
used by leading server partners such as Dolby, Doremi and
Kodak in the U.S. and Europe, and Qube Cinema and GDC
Technology in Asia.

@ Keep it secure with Thomson

When it comes to security, even the smallest breach can
have dramatic consequences. That’'s why Thomson’s
end-to-end approach has gained so much attention from
professionals throughout the Communication, Media and
Entertainment industries. Thomson solutions can protect
content from the moment a creative idea takes form until
the moment it reaches the public, with no constraints on
the flexibility needed to satisfy diverse, evolving consumer
expectations.

NexGuard™: Securing digital content

Our NexGuard suite delivers the most comprehensive solu-
tions to secure digital audiovisual content throughout every
stage of production, post-production, distribution and exhi-
bition. Alongside the NexGuard Content Protection solution,
which secures the storage, transfer and viewing of pre-
release content, the growing range of NexGuard forensic
marking solutions provide robust ways to link content to
legitimate recipients and deter illegal redistribution. This
includes solutions for DVD screeners, multi-site post-pro-
duction and mastering operations, digital cinema servers
and set-top boxes.

In 2007, Thomson'’s NexGuard solution protected screener
copies of DVDs for major international movie awards cer-
emonies. Our watermarking technology enables content
owners to identify screener recipients who duplicated films
without authorization.

DVD rental service leader selects NexGuard

In order to maximize anti-piracy security for its movie rental
service for portable devices, “Moovyplay”™, France’s
leader in DVD rental services, chose Thomson’s NexGuard
content security solution.

NexTracker™: Monitoring specific content
Incorporating advanced digital watermarking and finger-
printing technologies, our NexTracker suite responds to a
growing demand for content traceability, including monitoring
the re-use of copyrighted material by third-party channels.
By embedding imperceptible information into content or by
detecting digital content fingerprints, we make it possible to
automatically and precisely identify specific audio and video
content.

Digital cinema security partnerships

Successful digital cinema security depends on building part-
nerships with suppliers of digital cinema servers. In 2007,
Thomson dramatically expanded the deployment of its Nex-
Guard Forensic marking solution for digital cinema with such
leading server partners as Dolby, Doremi and Kodak in the
U.S. and Europe. In Asia, key partnerships and market posi-
tions were secured through agreements with leading com-
panies like Qube Cinema and GDC Technology.

Leading audience measurement

company partners with Thomson

Médiamétrie, France’s leading audience measurement
company, selected Thomson to implement an innovative
system to measure television audiences in France

and Morocco.

Embedded security solutions for network
operators

For pay-TV and video-on-demand (VoD), Thomson offers
security-ready systems. NexGuard can embed a pay-TV
subscription or transaction number as a forensic watermark
into content received by consumers, deterring the re-distri-
bution of content. That means network operators may be
able to identify subscriptions or transactions if and when
they become the source of illicit redistribution.

For the VoD market, Thomson released a new version of
the Sapphire VoD server including NexGuard watermarking.
This combination now offers a precise, highly robust, end-
to-end VoD secure content delivery solution.

Thomson also unveiled digital watermarking features for
set-top boxes, enabling network operators to implement
NexGuard as an embedded feature.

Safeguarding physical media

To help prevent piracy of Blu-ray discs, we have devel-
oped a forensic solution integrated with the anti-copying
system already part of the Blu-ray digital copy protection
mechanism.
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HBO &
Thomson

— SUCCESS STORY: Content protection




Protection for worldwide
video distribution

America’s most successful premium television com-
pany, Home Box Office delivers two 24-hour pay
television services — HBO and Cinemax — to over
40 million U.S. subscribers. This impressive client
base depends on the exclusivity and originality of
their programs and HBO knew they needed a way
to ensure these two essential factors of their offering.
Following an initial purchase of Thomson Grass Val-
ley HD equipment, including K2 Media servers, Tri-
nix™ routers, and LDK 8000 WorldCam HD cameras
as part of a complete HD production and playout
migration, HBO turned once again to Thomson for
a security solution.

The Shield Forensic solution package by Thomson. |

— Bring on the challenge: content security

As more and more content providers move to file-
based distribution, HBO needed a top-of-the-line
solution to meet the challenges of distributing and
protecting digital media across multiple platforms.
In this first stage HBO plans to use forensic water-
marking on screeners of its original programming.



“As HBO continues to distribute its content to multiple platforms beyond
traditional television, the need for content protection has become critical to our
future success. The Thomson Shield solution package with NexGuard is flexible
enough to allow us to implement it in our customized workflows that require
security, yet easily track that content viewable by those who are rightfully

authorized.”

Charles Cataldo, Senior Vice President, Studio and Broadcast Operations, HBO

— Thomson'’s solution:
Shield Forensic solution package

HBO chose Thomson’s Shield Forensic solutions
package to create, synchronize and manage invis-
ible digital labels, which are embedded within video
material distributed in multiple copies, across multiple
platforms on a global scale.

The custom-tailored HBO solution includes innova-
tive NexGuard Forensic solutions as well as on-site
commissioning, specialized training, and an annual
support contract.

“Backed by the strength of its core technology, its
seamless integration into production workflows, its
user-friendliness and scalability, Thomson’s Nex-
Guard is the right solution for efficient, enterprise-
wide content security,” says Jean-Luc Moullet, Vice

President and head of Thomson'’s Software and
Technology Solutions business unit.

The Shield Forensic solutions package, which syn-
chronizes and manages watermarking IDs across
all of HBO’s facilities, will be installed initially at three
sites, including the company’s main playout facility
in Hauppauge, NY.

At each HBO location, this powerful system includes:
a Forensic Manager (database server for each site
synchronizing and managing each watermarking
platform); DVD Marking Stations (with built-in DVD
burner); Live HD-SDI Stations (for watermarking
original content in real time to HD or SD tape dis-
tribution or duplication); Live SD-SDI Stations (for
watermarking original content in real-time to stan-
dard definition tape distribution or duplication); QC

— Thomson’s HD LDK 8000 camera

— K2 Media Server



Reader Stations HD/SD (quality control workstations
used to read and confirm the forensic ID information
as needed); and an Investigator Platform (used for
investigating and tracking pirated content).

In later implementations HBO plans to use the solu-
tions package to systematically watermark distrib-
uted files and content to ensure seamless protec-
tion of the network’s content. Programming can be
marked, for example, with a copyright ID or recipient
name ID. This allows the unauthorized use of con-
tent to be easily investigated and traced back to the
point of origin.

“Thomson recognizes our customers’ need for a
secure content distribution platform that’s easily
deployed”, notes Patrick Montliaud, Senior Vice
President of Thomson’s Integration and Networking
Solutions business unit. “HBO has been a pioneer in
the creation and distribution of television content and
its use of the Thomson Shield solutions package is
yet another example of its industry leadership.”







Commitments

@ RESEARCH & INNOVATION
@ HUMAN RESOURCES

@ SOCIETY & ENVIRONMENT
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Commitment to
RESEARCH
& INNOVATION

dd .
\We challenge ourselves to think several years

ahead of what is being done today,

speculating on how the market might evolve.
Our goal is to imagine where today’s existing

technology could lead us and what

the technological needs might be in the future.

Gary Donnan —
Vice President, Corporate Research

Thanks to Thomson'’s research experts, our customers can
bridge the gap between vision and reality. Positioned at the
forefront of industry innovation, we are systematically bring-
ing to market advanced products, services and technolo-
gies, enabling customers to manage and smoothly integrate
workflows throughout the production, post-production and
delivery chain.

With a track record in innovation dating back more than
100 years, Thomson ranks among the world’s true audio,
film and video imaging pioneers. Thomson and its subsidiar-
ies played a leading role in the invention and growth of radio,
color television, DVD, HDTV and mp3 technology.

Today, we continue to leverage our distinctive technology
heritage through a constant stream of both incremental and
breakthrough innovations.



// RESEARCH & INNOVATION

OUR END-TO-END SOLUTIONS POWERED
BY THOMSON RESEARCH & INNOVATION

() Mobile TV

* Mobile Interactive Service Enabler makes it possible to
accurately synchronize video with interactive mobile applica-
tions allowing mobile operators to efficiently manage interactive
links that personalize customers” mobile video consumption.

@ IPTV

¢ |P Studio technology provides an IP-based architecture
for real-time video production, integrating key technical
imperatives like GenLock synchronization and lowering the
overall cost of facility ownership for customers.

e Scalable Video Coding enables real-time encoding for
the delivery of live IPTV and on-demand video services to
fixed and mobile devices, creating the opportunity for cus-
tomers to leverage a single content stream over multiple
and varied end-point technologies in different markets.

(@ Home Networking

¢ Accelerated Channel Change Technology reduces channel
change delay on streaming systems using IPTV set-top boxes,
bringing the wait time into the comfort zone typically encoun-
tered and enjoyed in widely deployed traditional technologies.
*NexGuard™ Forensic Marking Solution for Set-Top
Boxes deters piracy by embedding invisible watermarks
into set-top box output signals.

() Broadcast

*Video + Depth Acquisition allows a VFX artist to auto-
matically analyze distances between objects and removes
any media breaks or digital signals between two objects,
facilitating the creative process and the generation of
value in content through time no longer wasted in ancillary
tasks.

*Broadcast Tracking and Monitoring provides broad-
casters with automated verification of program integrity,
airtime confirmations and content filtering.

() Professional Video

e Film Grain Technology™ enables fimmakers to con-
serve film grain characteristics in digital media.

* MPEG/AVC Scaling optimizes video quality for content
delivery in multiple formats for the Internet, mobile/portable
devices and home entertainment systems.

*SAN Performance Optimization speeds up the digital
dailies workflow for film studios by optimizing digital stor-
age capacity.

and measurement products.

@ Recognizing technological excellence

Throughout its history, Thomson has received a total of 20 Technical
Emmy® Awards from The National Academy of Television Arts &
Sciences (NATAS). Most recently, NATAS awarded its 2007 Technology
& Engineering Emmy® Award to Thomson for its Pearl and Sapphire test
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(@) Online Video

*Prisma™ Full Spectrum Content Delivery Platform sup-
ports electronic delivery of content over the Internet, particu-
larly sale of video content and live TV streams.

() Broadcast Networks

* Robust Wireless Integrated Networking Solutions help
broadcasters enhance IP-based production and stream-
lines production, post-production, delivery and viewing/
usage of video content.

*Global (follow-the-sun) Workflows enable us to provide
broadcasters and content owners with 24-hour turn-arounds
of their digital media assets — from ingest to availability — which
results in faster time to market for our customers.

() Out-of-Home Networks

*Best Picture™, an integrated hardware and software
solution, enables retailers to remotely manage and control
in-store HDTV displays from a central location. Thomson’s
HDMI (High Definition Multimedia Interface)-enabled solu-
tion significantly enhances the shopper experience by en-
abling product-specific comparison, ensuring each TV has
the optimal display settings, and giving retailers complete
control of how individual TVs are merchandised across
thousands of stores.
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Best Picture also supports retailers” sustainability initiatives
—TVs can be switched off during low traffic periods, result-
ing in millions of dollars in power savings each year.

() Media Content Management

* Advanced Color Correction and Restoration tools use
advanced image processing and algorithms to automate
routine tasks in digital post-production workflows for fim
and video producers.

*BD Jive (Blu-ray Disc Java Interpreted Visual Expres-
sion) is an authoring tool that makes it possible to take full
advantage of the interactive capabilities of the Blu-ray for-
mat in a convenient and comfortable graphical interface.
* 0Z, a photochemical printing process for release prints,
enables filmmakers to faithfully recreate desired effects by
projecting images with enhanced blacks and contrast and
slightly de-saturated colors.

* Content Preparation Portfolio is an innovation with
broad applications, including digital asset management,
content editing, content publication and search engines.
Its content management capabilities include streamlining
the formatting and organization of multimedia assets to
enable and simplify the sophisticated and creative use of
content.

(@) Content Security

*Video Fingerprinting helps track distribution of illegal
copies by automatically recognizing copyright-protected
content (whether trailers, extracted clips, or full feature
material) through the matching of its digital ‘fingerprint.’
*NexTracker™ Broadcast and Web Monitoring solu-
tions provide reliable content tracking and monitoring, as
well as automated, actionable reporting, on Internet and
broadcast platforms. Utilizing the detection of watermarks
in broadcast feeds or the matching of content fingerprints
in online videos, NexTracker solutions provide critical in-
formation to copyright owners as to where and when their
content happens to be used, with or without their prior
consent.

e Forensic Watermarking protects content from copying
and illicit redistribution by adding imperceptible marks in
audio and video. Upon investigation of pirated content
copies, such watermarks may help identify a specific
recipient of a pre-release copy or a specific movie the-
ater where unlawful camcorder recording took place. This
applies to both 2-D and 3-D cinema content.
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EXPERT INSIGHT: INNOVATIONS
FOR END-TO-END SOLUTIONS

* Mobile TV: Video Reframing and Object Highlighting

“Video reframing enhances the mobile television user experience. Instead of shrinking the entire image to fit on a small screen, which
obscures details, video reframing intelligently and automatically identifies a region of interest within the image ensuring small objects
remain visible. Our object highlighting algorithms ensure also that on-the-go sports fans can actually see the ball while watching
highlights of their favorite team'’s football game.”

- Jill Boyce, Center Director, Princeton and Burbank

* Mobile TV: Robust Filecasting

“This great innovation enhances the quality and enjoyment of cell phone content and reduces cost by combining cellular and broad-
cast technologies. Up until now, multicasting technology, which enables streaming of video files on cell phones, had a number of
drawbacks, notably the fact that, in the case of loss of part of the content during the transmission, the entire file had to be re-sent.
With our robust filecasting technique, we analyze streamed video files as they are received and, if any are incomplete, use the cel-
lular network to recover the faulty part of the stream. Preliminary field measurements show that a broadcaster can actually double
a given coverage area without additional capital expenditure.”

— Franck Lamouroux, Corporate Research Center Director, Rennes

* Online Video: Prisma™ Full Spectrum Content Delivery Platform

“Thomson’s Prisma Full Spectrum Content Delivery Platform allows us to offer a complete set of services to meet our customers’
specific broadband content delivery needs — from ingest and preparation to fulfillment and distribution. As the transition from phy-
sical to digital delivery continues, it's another clear example of how Thomson is providing innovative, end-to-end services to meet
the industry’s growing demand for scalable, comprehensive and cost effective solutions.”

— Jean-Christophe Mison, Vice President, Software Development for Electronic Distribution Services

* Media Content Management: BD Jive

“Our Jive interpreter hides complexity and error-proneness inherent in the BD-player’s JAVA implementations. By doing so, JAVA
authoring becomes increasingly fast and cost-effective.”

— Jens Peter Wittenburg, Director of Technology Strategy - “Beyond Images”
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Commitment to

PEOPLE

“Thanks to the collective effort of the past several years,
our HR processes are now fully in line with

the Company’s strategy. Today, Thomson has a truly
International and multicultural employee base

at the forefront of tomorrow’s technology.

() Reinforcing coherence and
synergism

The sweeping changes which have propelled Thomson to
its distinctive market position have brought parallel changes
to its mix of skills and talent. We continue to define and
implement innovative human resources initiatives to rein-
force leadership capabilities, strengthen the corporate
culture and cultivate diversity. As customers increasingly
require end-to-end solutions cutting across traditional skill
sets and business sectors, particular efforts are underway
to ensure Thomson’s ability to respond by reinforcing coher-
ence and synergism across the Company.

In some ways, the diversity and evolution of Thomson'’s
workforce reflects the changes that continue to sweep
the Communication, Media and Entertainment industries
as digital technologies and software innovation drive new
business models and opportunities. At the same time, the
addition of new businesses and people creates specific
opportunities and challenges as Thomson continues to
build on the talents of the 85% of employees who have
joined the Company since 2001.

Executive Vice President in charge of Human Resources,

Eric Bachellereau — ‘
Diversity and Internal Communication

The network organization of Thomson’s management reflects
its dynamic, transversal, cross-disciplinary approach. These
networks include management structures such as the Top
100, comprised of the Group’s 100 leading managers and
the Global Talent Network, which consists of 350 additional
managers in critical technical fields, as well as networks of
high potential employees and women. Thomson has also
developed internal networks around specific professional
skills, such as sourcing, sales, marketing and software
engineering.

The Thomson approach to human resources development
is built around four strategic pillars: Talent, Culture, Develop-
ment, and Retention of the best people. They provide the
framework for the tools which have been put into place to
manage our pool of talent — a portfolio ranging from talent
review, job grading and remuneration programs to skills
mapping, employee referral and training initiatives.




// HUMAN RESOURCES

Managing our talents

Because internal promotion accounts for 60% of jobs filled,
we place top priority on managing our existing pool of talent.
Thomson’s ongoing worldwide talent review program ena-
bles management to track the depth and breadth of its most
talented people. In 2007, the program demonstrated that
the Company’s pool of talented individuals had expanded
by more than 25%.

The talent review program also enables us to track poten-
tial risks while defining succession and development plans
across the organization. The goal is to identify both short-
and long-term successors for all key management posi-
tions. A recent review of succession plans for members of
the Top 100 management network showed that immediate
and long-term successors had been identified for about
two-thirds of the members reported.

Thomson tracks and evaluates both current and future needs
by regularly mapping skills and competencies. Our ongoing
competency mapping program is especially critical as we
evolve in a changing technological environment. The program
shows, for example, a growing role for specialists in technical
fields such as software engineering, applications development
and [T as well as experts in sales and sourcing.

To ensure the widest possible potential pool of talent, we
launched a new employee referral initiative at the start of
2008. Known as the Thomson Employee Referral Pro-
gram (TERP), the plan encourages employees to use their
memberships in university or school alumni associations
as well as their business relationships to identify talented
candidates for open job positions at Thomson. Employees
who successfully refer candidates receive cash vouchers
redeemable for charitable contributions, underlining our
commitment to fulfilling our corporate responsibilities.

The strong emphasis on developing talent internally helps
explain why numerous training and education programs are
conducted both centrally and locally. For example, mem-
bers of the Top 100, whose career paths are tracked at
corporate level, follow dedicated corporate development
seminars to ensure understanding, cascading and align-
ment on strategies. These focus on such issues as value
creation, technology, strategic execution management and
key account management.
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@ Strategy & Leadership

Masaru Yamamoto —
Manager, Optical Storage Standards
Standardization, CTO Office, Technology Division, Japan

44| was honored to participate in The Thomson

LLeadership Program. HBS professors shared so much

with us and underlined the value of having different views.
| believe that’s Thomson'’s strength. ’y

Held annually on the Harvard Business School (HBS) campus outside Boston, the new Thomson
HBS Strategy & Leadership development curriculum offers a unique opportunity to approximately
three dozen high-potential Thomson managers. The program includes an intensive week-long
session where participants from diverse Thomson units interact with HBS faculty members. During
the second phase, participants are coached by Executive Committee members as they work on
specific business development projects before presenting their findings to the Thomson Executive
Committee. During 2007, the two initial sessions focused on such challenges as software-as-a-
service, Web 2.0, and end-to-end solutions. It is noteworthy that the HBS faculty selected the
Company for one of its world-renowned case studies entitled, “The Transformation of Thomson,”
which is now being used in business schools worldwide.
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Personalized development plans help accompany high-
potential individuals, many of whom benefit from business
school and university training. A new training program
for such high potential managers was launched in 2007
in partnership with Harvard Business School (HBS). The
program curriculum focuses on strategy, to prepare future
leaders to better apprehend and implement strategic busi-
ness directions for the Company.

At the local level, every Thomson employee reviews specific
development plans with his or her manager as part of regular,
biannual objectives/performance assessments, known as the
Contract of Progress. All told in 2007, training throughout the
Company totaled an average of around 20 hours per employee.

Global mapping and remuneration

The diversity of our workforce and business mix, driven
by the changes that have occurred over the past few
years, explain why we continue to focus on harmonizing
and consolidating human resources management. This
is achieved in part through company-wide job evaluation,
which further ensure fair, equal treatment of Thomson peo-
ple across various units and businesses. Thomson took a
major step forward in 2007 with the launch of the REWARD
system, designed to harmonize human resources systems
and methods company-wide. The unified approach will
strengthen key ongoing programs in such areas as skill
competency mapping and resource planning.

The far-ranging transformation of our human resources cap-
ital and approach has begun to attract outside recognition.



For example, in 2008 readers of the French publication Res-
sources Humaines et Management awarded Thomson for
outstanding success developing human resources actions
and initiatives aligned to strategic corporate objectives.

() Culture

Values serving a common culture

Mobilizing a diverse, global workforce around common,
shared goals is never easy. The task was particularly chal-
lenging for Thomson, which has seen 85% of its core busi-
ness transformed over the past four years, including more
than 40 acquisitions and a sweeping move from consumer
electronics to high value-added products, services and
solutions for the professional Communication, Media and
Entertainment industries. To meet the challenge, Thomson
has initiated a broad series of actions designed to ensure
that each member of our 22,000-strong workforce rallies
around the Company’s strategy and objectives.

The identification and promotion of the values that under-
lie all of our actions, both internally and externally, provide
the foundation for our ongoing cultural transformation. To
help ensure clear direction, applicable everywhere the Com-
pany does business, the Thomson value set focuses on
four critical values: Respect, Transparency, Anticipation and
Accountability. The idea of respect applies externally, includ-
ing business partners, as well as internally. Transparency
includes the imperative that supervisors interact transpar-
ently with the members of their teams. Anticipation embod-

ies innovation, which applies to all job functions across the
Company. Accountability is especially vital for Thomson,
which is highly decentralized and spread worldwide.

Thomson’s values infuse ongoing efforts to further rein-
force our unique culture, united under the 3E’s program,
for Ethics, Equivalence and Empowerment. Inspired by the
Company’s values, Thomson ethics have been codified in a
series of widely-disseminated documents. All employees are
expected to sign the Thomson Ethics Charter online during
2008. In addition to the broad-ranging Ethics Charter, the
principles which guide our business practices are embodied
in our Environmental, Health and Safety Charter, Sourcing
Ethics, Financial Ethics Charter, Ethics Compliance Com-
mittee Charter and a wide range of specific policies. These
range from whistleblower and insider trading policies to spe-
cific information protection and media-related practices.

// HUMAN RESOURCES

22,000 employees* in 2007:
split by region

11%

REST OF THE WORLD

\

8% —

ASIA-PACIFIC

—36%

EUROPE

/
45%
NORTH AMERICA

* Excluding employees of activities treated as discontinued as
at December 31, 2007 and of activities that are planned to be joint-ventured.
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Encouraging open communication: “Breakfast Meetings”
are held regularly with employees and members of the

Thomson Executive Committee to engage leadership
and build stronger bonds.

Company ownership

The conviction that all Thomson people should receive equal
treatment, regardless of their particular job function or level,
was clearly demonstrated by Sharing Success & Beyond, a
free share plan launched in 2007 (see following page). The
worldwide program aims to unite our employees under a
common culture and shared objectives, while strengthen-
ing employee involvement and commitment. It was the first
major internal communication initiative to be rolled out com-
pany-wide, involving all of Thomson’s employees.

Empowerment initiatives now under development are
designed to ensure integration, synergism and perform-
ance across our decentralized organization. In particular,
they aim to establish an optimum balance among business
units, strategic business units, regional entities and cor-
porate functions while taking into account local regulatory
contexts and employment practices.

Engagement and communication

Building on the success of Sharing Success & Beyond,
the Human Resources, Diversity & Internal Communication
organization continues to enhance employee engagement,
convinced that employees are at the heart of the Group’s
strategy and objectives. Eager to ensure that Thomson men
and women everywhere share common goals in a work-
place compatible with their personal lives, we initiated a new
engagement program early in 2008. The program started
with an employee survey, deployed in partnership with
the Corporate Leadership Council (CLC), an international
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management group dedicated to enhancing human
resources management. The research is aimed at meas-
uring employee commitment and reinforcing our ability to
attract and retain a high quality workforce. It represents an
important milestone in employee relations, offering employ-
ees a voice on issues key to the organization’s future.

Thomson’s rebranding initiative, positioning the Company
at the heart of digital video, has provided the impetus for
a range of innovative actions as internal communications
programs drive our ongoing cultural transformation. In addi-
tion to spreading information on the Company’s vision and
challenges through regular cascading and special projects
such as the Free Share Plan, Internal Communication helps
engage the workforce through collaborative programs. As
part of the effort to bring the Thomson brand to life, we
designed and launched News & beyond, a multimedia inter-
nal newsletter, in 2007. This web-based publication offers
a wide variety of rich, interactive content, including video,
audio and on-demand features, updated weekly. What is
more, it reaches a greatly-expanded employee audience
— all 17,000 people connected to Thomson'’s intranet.
Fast-moving and professional, News & beyond reflects the
company’s reality through its people. It provides a voice
for employees and an interactive way for them to express
themselves on a wide range of topics through audio and
video media.

Participative and interactive, the innovative newsletter will
see further enhancements in 2008 as part of the develop-

The News & beyond team launched Thomson’s new internal
multimedia newsletter in 2007.

ment of a collaborative, intranet-based approach to internal
communication.

To strengthen links between the Thomson and its employ-
ees, tools such as the Company’s welcome and integration
packages were formalized in 2007. In addition, breakfast
meetings between employees and members of the Thomson
Executive Committee are being reinitiated to engage lead-
ership and build stronger employee bonds. In 2008, Open
Gallery Days will be launched, to enable employees to view
the showcases of our services, solutions and products at our
major sites in Boulogne-Billancourt and Rennes, in France,
and Indianapolis in the U.S.

As part of the effort to optimize the spread of information
and enhance employee engagement in Company strategy,
an in-depth audit of the processes by which information
is cascaded throughout the organization, including audi-
ences concerned and type of messaging involved, began
in late 2007.
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@ Free Share Plan Louis Senécal —

Director, Human Resources
Technicolor Creative and Theatrical services
Services Division, Canada

44| had the honor of taking part in
Sharing Success & Beyond. It's fantastic that employees
worldwide had an opportunity to better understand

their individual roles in our Company’s success. pp

Inaugurated in July 2007, our free share plan grants shares to all Thomson employees worldwide on an equal
basis. Known as Sharing Success & Beyond, the plan aims to strengthen employee involvement and commitment in
Thomson and better capture growth opportunities. Under the Sharing Success & Beyond plan, each employee receives
20 Thomson shares, taking ownership following a vesting period.
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@ Diversity

A key business advantage

As the face of Thomson has evolved over the past four years,
diversity has become one of our most valuable assets. Now,
we are leveraging the diversity of our workforce, as well as
our partners, customers and communities to drive innova-
tion and diverse customer understanding. With a work-
force evenly distributed across Asia/Pacific, Europe and
North America, business activities in about 40 countries,
and numerous acquisitions of companies offering diverse
business cultures, we are uniquely positioned to reap the
benefits that come from diversity.

The determination to promote diversity throughout the
Company, including suppliers and subcontractors, was
reaffirmed at the highest levels during 2007 when the Cor-
porate Social Responsibility Committee identified diversity
as a strategic development axis with a particular focus
on gender and ethnicity diversity in 2008. Chaired by the
Group’s General Secretary, the CSR Committee oversees
all matters related to corporate social responsibility, compli-
ance and ethics.

Efforts to foster diversity within the Thomson workforce
focused on gender during 2007, an obvious choice for
the Company. Women account for 35% of the Thomson
workforce worldwide. They constitute 14% of our manag-
ers, and two of the ten members of Thomson'’s Executive
Committee are women.

The 2007 creation of the Thomson Women’s Network coin-
cided with the launch of the first Thomson Women'’s Forum,
which brought together more than 65 women from all divi-
sions, functions and regions in New York over two days in
July. The landmark event aimed at identifying, attracting
and retaining talented women to support our growth. It also
helped reaffirm Thomson as a company committed to diver-
sity while highlighting women’s role in achieving the Com-
pany’s objectives. The interactive sessions, workshops, and
presentations ranged from internal speakers who focused
on strategy and diversity initiatives to external speakers who
presented their particular career paths.

The practical recommendations produced by workshop
sessions are providing valuable guidance as our diversity
initiatives move forward. The Thomson Women’s Forum
provided the impetus for the creation of three ongoing work-
ing groups, which are developing recommendations for inte-
gration, promotion of women in marketing & sales positions
and promotion of women in operational positions.
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Members of Indianapolis Woman’s Network.

Giving added vigor to the push for gender diversity, Thomson
women executives participated in several high-level events
over the course of the year. These included the Women
in Science & Technology (WIST) initiative, held under the
aegis of the European Union, and the Women'’s Forum for
Economy and Society, an annual conference held in Deau-
ville, France in October. The event brings together leading
business figures and opinion makers from all backgrounds
— economy, politics, culture, academia — from more than
60 countries.

Promoting diversity

Numerous additional initiatives were undertaken in 2007 to
promote diversity. For example, specific training programs
on women and leadership were added to the Company’s
training and education catalogue. Objective job grading and
evaluation procedures ensure equal opportunity and pay to
all candidates.

As aresult of our various ongoing gender diversity initiatives,
Thomson was recognized by Capitalcom, a Paris-based
public/financial relations firm specialized in diversity issues.
Capitalcom cited Thomson as one of the top five companies
in terms of the proportion of women in executive manage-
ment listed on France’s stock market index.

@ Indianapolis Women’s Forum

Rosario Doriott —
General Manager Quality, Thomson Silicon Components
Technology Division, United States

44 At Thomson, our diverse cultures define us
as individuals and as members of our global community.
I’'m proud to be part of a Company that recognizes this

as key to multi-dimensional growth. "y
The Thomson Women'’s Network is particularly active at our regional headquarters in Indianapolis,
where an initiative was launched in January 2008 to promote leadership development through
mentoring and training as well as local and company-wide communication and networking. Led
by local participants at the inaugural Thomson Women'’s Forum in 2007, Indianapolis women have
held two sessions, with over 70 women from a cross-section of Thomson businesses attending.
To increase community awareness of the Company, local Women’s Network members also repre-
sented Thomson at the Indiana Business Conference.
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Commitment to
SOCIETY

AND ENVIRONMENT
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@ Completion of Corporate Social
Responsibility structure

Thomson is fully committed to fulfilling its responsibilities to
its stakeholders everywhere it does business. From busi-
ness ethics and employee well-being, to protection of the
environment and community citizenship, the Company
continues to enhance the growing body of policies and
practices designed to ensure that Thomson respects its
engagements.

The Company’s commitment to act in a socially responsible
fashion was strongly reaffirmed in 2007 with the creation of
a Corporate Social Responsibility Committee (CSR Com-
mittee) within the Executive Committee. Responsible for the
development and coordination of Thomson initiatives in the
areas of ethics, environment and social responsibility, the
CSR Committee is chaired by Marie-Ange Debon, Senior
Executive Vice President and General Secretary.

Determined to ensure that Thomson respects its duties to
its stakeholders (employees, shareholders, customers, sup-
pliers, partners, local communities. ..), the CSR Committee
promotes and oversees efforts to develop corporate citi-
zen programs, reduce the Company’s environmental foot-
print and ensure the eco-design and energy efficiency of
Thomson products and services. The Committee’s goal is
also to provide an excellent workplace and cultivate diver-
sity. Several initiatives were launched in 2007 such as the
first Thomson Women’s Forum held in July in New York
and its various permanent working groups (see page 52).
As a natural extension of the creation of the high-level CSR
Committee, Thomson is currently drafting an integrated,
comprehensive Corporate Social Responsibility Charter to
consolidate our corporate principles concerning ethics, the
environment, social responsibility and corporate citizenship
into one document.

The Thomson CSR Committee implemented task forces
specifically addressing different areas of Thomson’s
responsibility. In the field of environmental management,
with inputs from members of its Environment Health and
Safety Management Network, Thomson in 2007 expanded
the implementation of an advanced, Company-wide Web-
based monitoring tool (more on page 60).
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On the basis of this global structure, Thomson'’s guidelines
are deployed and enhanced at site level by implementing
programs adapted to local activity. For example in 2007, the
Thomson site in Rome that provides film and digital services
achieved OHSAS 18001 certification. The OHSAS 18001
standard was developed to provide a structured, recog-
nized framework for managing health and safety risks and
help organizations meet their health and safety obligations.
As part of the exhaustive preparation, more than 100 employ-
ees received extended internal training on safety prevention
guidelines and procedures at the site. The initiative resulted
in a 36% decline in injuries at the facility.

In the field of chemical control, Thomson created a task
force over the course of 2007 aimed at developing new or
updated policies to reinforce the Company’s commitment

to reduce the environmental impact of its activities while
constantly improving employee and consumer health and
safety. The Thomson International Chemical Safety Task
Force is implementing worldwide methods to comply with
the European Community regulation known as REACH
(Registration, Evaluation, Authorization and Restriction of
Chemical substances).

Likewise, Thomson puts a priority on eco-design by looking
at the entire lifecycle of its convergent premises business
products, such as satellite set-top boxes or DSL gateways.
It is in this context that we created our International Eco-
Design Task Force to ensure that product design takes
into account environmental impacts and notably energy
efficiency (see page 62).

As part of its commitment to corporate citizenship and
social and environmental principles, Thomson has been a
member of the United Nations Global Compact since 2003.
The UN Global Compact requires member companies to
respect values in the areas of human rights, labor, the envi-
ronment, and anti-corruption. Thomson business practices
and principles, in terms of ethical standards, safety and
environmental initiatives and fair business practices, meet
or exceed the goals embodied in the UN Global Compact
initiative.

@ Chemical safety

As part of its efforts to expand environmental controlling, Thomson has established an Interna-
tional Chemical Safety Task Force, to work alongside industry partners on new European Com-
munity regulations on chemicals and their safe use. Among these initiatives, REACH (Registra-
tion, Evaluation, Authorization and Restriction of Chemical substances) is designed to ensure
that manufacturers and importers gather information on the properties of the chemicals they use
to better protect the environment and manage risk. The solution under development by our task
force will enable us to track and control the use of all chemicals from suppliers and sourcing
partners through the Company’s various sites and business units worldwide.
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@ Thomson Ethics Charter, pillar of the Code of Ethics
* We Respect our Employees. We are committed to their health and safety and we value diversity.

* We Respect the Environment. We will act as upstanding corporate citizens and behave in ways that
benefit the thousands of communities in which our people live and conduct business.

e We Value Integrity. We pledge to uphold the highest standards in dealing with customers — both
internal and external — and with partners, suppliers, shareholders, markets and governments.

* We Value Creativity and believe that respect for intellectual property is integral to continuing
innovation in technology.




(») Ethics

Based on our Value and Management Principles, the Thomson
Code of Ethics constitutes the foundation for the Company’s
core practices. The four basic principles — Respect for People,
Respect for the Environment, Valuing Integrity and Valuing Cre-
ativity — provide the inspiration behind a wide range of practices
and policies covering business practices, human rights, the
environment, health and safety. Updated in 2006, the Code
of Ethics requires all employees to observe high standards of
business and personal ethics in the conduct of their duties
and responsibilities.

The Ethics Compliance Committee (ECC), which reports
to the Audit Committee, is responsible for all ethical issues
related to Thomson’s activities and notably ensures that the
Code of Ethics is rigorously applied throughout the Company.
It is comprised of four members that are also respectively
members of the United States Legal department, the French
Legal department, Thomson'’s Human Resources department,
and Thomson’s Audit Committee. Particularly involved in the
implementation of standards of the UN Global Compact, ECC
members focus on such issues as child labor, forced labor,
health and safety, discrimination, disciplinary practices, work-
ing hours and compensation. In 2007, the Ethics Compliance
Committee launched a subcommittee dedicated to review eth-
ics training plans and employees.

As part of its commitment to ensure strict compliance with
the Code of Ethics and pursuant to the U.S. regulations for
U.S.-listed companies, Thomson has instituted a Whistle-
blower Policy enabling employees to report suspected vio-
lations without fear of reprisals. Like the Code of Ethics, the
Whistleblower Policy has been widely communicated to all
Thomson employees.

// SOCIETY & ENVIRONMENT

The Thomson Ethics Charter for Finance Personnel and Activi-
ties reinforces awareness of ethical issues related to finance
while ensuring compliance with Section 406 of the Sarbanes-
Oxley Act and U.S. stock exchange regulations. An extension
of our ethics policy, this charter applies to all employees. It
requires Thomson personnel to act honestly and with integ-
rity and avoid conflicts of interest, to act in good faith without
misrepresenting material facts or allowing one’s judgment to be
subordinated, and to promote ethical workplace behavior.

Thomson rigorously monitors the ethical practices of its sup-
pliers through its Sourcing Supplier Ethics Program. Suppli-
ers are required to sign a “Supplier General Rules of Conduct
Compliance” certificate. The sourcing organization conducts
on-site audits of suppliers with labor-intensive processes as
well as of suppliers with facilities in China and India. More than
500 such audits have been conducted since 2002. Audited
suppliers must pass Thomson'’s ethics rating criteria to be
eligible for selection.

Thomson’s distinctive focus on ethics won outside recognition
in 2007 when Research International, a market research com-
pany, ranked Thomson among the top ten companies listed
on the French stock market in terms of ethical values.
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@ The Thomson Foundation
for Film and TV Heritage:
Saving the past for the future

Over its short history, the Thomson Foundation for Film and
TV Heritage has won international recognition for its efforts
to preserve and restore film and audiovisual documents
around the world. Since the launch of its inaugural program
in Cambodia two years ago, the Foundation has teamed up
with filmmakers, archivists, government bodies, NGOs and
others in India, France, Thailand and the U.S. Working in
close cooperation with local and international partners, the
Foundation has achieved noteworthy success in its efforts
to encourage the conservation of fim archives.

As part of the Foundation’s commitment to promote cin-
ema as a vital element in the country’s history and culture,

CORPORATE
CITIZENSHIP

the Bophana center in Phnom Penh has become a reality,
a center for giving access to the audiovisual Cambodian
memory. Working alongside filmmaker Rithy Panh and the
French national audiovisual institute (INA) and Ministry of
Foreign Affairs, the Bophana center helps create awareness
of the importance of audiovisual materials in addition to its
education program.

Another innovative illustration of the Foundation’s actions
is India, a country where the Foundation began to work
early on for obvious reasons: the greatness, the diversity
and the richness of its Indian cinema heritage. In Pune,
the “Film Heritage Educational Program” is based on the
strong belief in the capacity of future filmmakers to take
part in the support of film preservation. Furthermore, the
Foundation designed and managed all aspects of the first
classics section of the International Film Festival of India,

@ Protecting irreplaceable cultural heritage

From motion pictures to television, the mushrooming of visual communications counts among the
most significant cultural evolutions of the 20th century. Everywhere in the world people are seizing
the possibilities opened up by visual media to create a vast cultural and documentary heritage.
Today, much of what remains of that heritage is endangered. According to the UCLA Film &
Television archive, in the United States about half of all fims produced before 1950 have already
disappeared, and 90% of existing classic film prints are in very poor condition. Likewise, concern
is growing over preserving television archives, a vital piece of every country’s collective memory.
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The 1955 film Lola Montes, directed by Max Ophuls, was restored
thanks to Thomson’s Technicolor teams.

The Thomson Foundation supports the restoration and Thomson regularly contributes to worthy causes like Variety

the “Goa Film Treasures” in 2007, scheduled to be held
again in 2008.

The restoration of director Max Ophuls’ landmark 1955 film
Lola Montes was successful thanks to the strong techni-
cal support of Thomson’s Technicolor teams and counts
as the Foundation’s most highly-visible project in the field
of film restoration. In addition, the Thomson Foundation
partners with La Cinématheque de Toulouse to support
the “Zoom Arriére” festival dedicated to the promotion of
film heritage.

Established in 2006, the Thomson Foundation for Film and
TV Heritage is a non-profit entity, acting worldwide in the field
of preservation and promotion of film and TV heritage. The
Foundation is supervised by its Board of Directors, most of
whose members are experts from outside Thomson.

preservation of film and TV heritage everywhere in the world.

@ Sponsorship

Thomson demonstrates its commitment to act as a respon-
sible corporate citizen globally and in each community
where the Company does business. On a global scale, we
focus our efforts on helping preserve the world’s cultural
heritage thanks to the 2006 creation of the Thomson Foun-
dation (see previous paragraph).

Reflecting Thomson’s decentralized management approach,
numerous community support actions were initiated and
implemented at the local level in the communities housing
Thomson sites. In Indianapolis, for example, Thomson sup-
ports the Center for Leadership Development, a program
to foster the advancement of minority youth by providing
experiences that encourage personal development and
educational attainment. In Batamindo, Indonesia, Thomson
provides equipment to Batam University as well as financial
support for several local community groups and women'’s
organizations.

The focus is on local entrepreneurs in Rennes, France,
where we provide expertise and advice to start-up com-
panies. In the U.S., we contribute regularly to such worthy
organizations as Variety — The Children’s Charity, the Motion
Picture & Television Fund, the Anti-Defamation League, the
American Cancer Society, the Make-A-Wish Foundation
and Habitat for Humanity.

Over the course of 2007, the Company launched the Thomson
Employee Referral Program (TERP) aimed at supporting

—The Children’s Charity.

charitable organizations while enhancing employee involve-
ment. The initiative offers cash rewards to non-profit organi-
zations chosen by employees who successfully refer friends
or business associates for open job positions at Thomson.
A company matching fund option enables employees to
double the reward if the funds are contributed to an orga-
nization active in child education or audiovisual heritage
preservation.

Local initiatives such as these will be pursued and encour-
aged in the future as part of the Thomson Worldwide
Employee Involvement program, currently under develop-
ment. The goal is to federate existing and new community
support initiatives under a common banner to help leverage
their impact.

variety

the children's charity
Southern California

THOMSON PANORAMA 2007 // 59



/1 SOCIETY & ENVIRONMENT

@ Environmental
management policy

As an integral part of Thomson’s determination to fulfill
corporate responsibilities, our environmental policies and
practices are constantly being enhanced and expanded.
Advanced measurement and management tools are being
implemented. Company-wide, rigorous auditing procedures
are being continuously improved, and international standards
are being implemented to ensure world-class environmental
management structures.

Because high-performance measurement tools are vital for
efficient environmental management, we have been imple-
menting an advanced, web-based reporting tool at all major
sites worldwide. By the end of 2007, 55 sites were using
this system, which feeds a database with some 350 Envi-
ronmental, Health and Safety (EHS) indicators, thanks to
site EHS coordinators. The tool provides monthly data, for
both local tracking and Company-wide results, on such cri-
tical factors as water consumption, energy consumption,
emissions of carbon dioxide (CO,, a greenhouse gas that
affects global warming), and waste minimization and dis-
posal. In addition, effluents and raw materials are tracked
on an annual basis.

In 2007, we successfully reduced our energy consumption
compared to revenue by 16% (-27% for fossil energies),
and our water consumption by 12%. CO, emissions were
also lowered during the same period by 30%, and indus-
trial effluents by 35%. In 2007, Thomson sites cut landfilled
waste by 5%, while increasing by four points their recycling
rate, now above 75% (see diagrams).

An ongoing program of comprehensive audits is a key part
of Thomson’s efforts to continuously improve EHS manage-
ment and performance. The audits ensure compliance with
the Thomson Corporate EHS Charter, the foundation for the
Company’s environmental policies and practices. The audits
have also proven to be a valuable tool for building awareness
among personnel, identifying and sharing best practices and
generating innovative approaches to problem solving. Eight
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sites were audited in 2007, as part of Thomson'’s goal of
auditing each industrial location at least every three years.

ISO 14001 is the most widely accepted international stan-
dard for EHS management, and it was adopted as the Com-
pany norm for Thomson'’s industrial sites. Compliance with
this norm involves third-party evaluation of every aspect of
environmental management, from planning and implemen-
tation to process and procedures. Compliance means that
environmental concerns are integrated into normal business
practices. At the end of 2007, a total of 19 Thomson sites
held an ISO 14001 certification.

@ Footprint reduction initiatives

An organization’s carbon footprint measures the amount of
CO, emitted through the combustion of fossil fuels. Directly
related to the amount of natural resources consumed, the
carbon footprint provides a broad measure of environmen-
tal impact. The Carbon Disclosure Project (CDP), an inde-
pendent not-for-profit organization gathering institutional
investors with a combined $41 trillion of assets under mana-
gement, recognized Thomson for its outstanding reporting
on greenhouse gas emissions. CDP rated Thomson “best
in class” in the French technology sector in 2007 for the
quality, accuracy and completeness of its data.

MENTAL FOOTPRINT

With a product lifecycle approach, as part of its ongoing
cooperation with major customers, Thomson worked with
U.S. retailer Wal-Mart and CDP on a groundbreaking car-
bon footprint evaluation project in 2007. In connection with
this program, we engaged outside experts to conduct a
carbon footprint analysis to determine the environmental
consequences of the production of DVDs in the U.S. The
results showed, for example, that electricity usage accounts
for half of the CO, produced in the DVD manufacturing and
distribution process and provided a benchmark for future
carbon reduction initiatives. In practice, Thomson pursues
the equipment of its DVD replication facilities with newer
injection molding devices consuming 61% less electricity
than the standard hydraulic machines they replace.

@ World-class standards for internal auditors

In its quest to constantly improve environmental performance, Thomson is increasingly adopting
world-class, internationally recognized auditing standards. For example, internal methods for
training environmental, health and safety auditors have been replaced by standards developed
by the Board of Environmental, Health, and Safety Auditor Certification (BEAC). Formal training
according to the BEAC standards began in January 2008.
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The Residential Gateway (TG870) lowers power
consumption by 50%.

() Environmental product
stewardship and eco-design

Environmental stewardship initiatives within the Company
encompass the entire product lifecycle, from design and
manufacturing to packaging and final disposal. By applying
advanced technology and innovative techniques, Thomson
continues to achieve progress through every phase of the
product lifecycle.

Environmental product stewardship is a particular focus within
Thomson’s world-leading premises business, which ships
more than 12 million cable and satellite set-top boxes annu-
ally, along with 11 million telecom and broadband access
devices. With such considerable product volumes, each
incremental improvement represents a significant reduction
in environmental impact. In this respect, Thomson launched
a White Paper, to be largely circulated to its collaborators,
partners, suppliers and customers, aimed at stressing the
importance, benefits and practical steps towards pushing
the boundaries of technology to achieve better steward-
ship of the environment while continuing to bring to market
innovative products.

Environmental product stewardship begins even before new
products are designed. Committed to the definition and
promotion of international standards, Thomson actively par-
ticipates in international environmental and safety standard
setting bodies. In 2007, for example, Thomson engineers
that are members of Thomson International Eco-Design

Task Force served on several international boards focusing on
energy consumption standards, endeavoring to draw together
the work carried out in Europe, the U.S., or Australia.

To improve industry best practices in eco-design, Thomson
is playing a leading role in the technical group working on
the European Union Code of Conduct on energy efficiency
of digital TV systems. Following its active role in the devel-
opment of this E.U. code of conduct, we signed the new
version of the code in 2008. The Company also supports
the European Union’s Waste Electrical and Electronic Equip-
ment (WEEE) directive and meets the requirements of local
WEEE Compliance Schemes in countries where it holds
“producer” responsibility, i.e. to date Belgium, France, Ger-
many, Italy, Spain and the U.K.

At the product design stage, Thomson continually strives
to reduce power consumption through intelligent design,
by selecting and specifying components which can be fully
or partially shut down when not in use, or by developing
highly efficient yet stable and robust power supplies. For
example, reducing power consumption lowers heat genera-
tion, which in turn does away with the need for fans within
residential devices.

One result of eco-design success gained broad visibility in Feb-
ruary 2008, when Thomson announced the innovative TG870,
the first residential gateway to integrate Femtocell technology
that offers state-of-the-art multimedia services with power con-
sumption 50% lower than alternative solutions.



// SOCIETY & ENVIRONMENT

Extending product lifetimes by making them upgradeable
represents another key design technique to reduce environ-
mental impact. To avoid massive product disposal issues,
our engineers are developing network access products
which not only meet today’s requirements but are capable
of extension in the future. Products that can be upgraded
through software downloads deliver multiple environmental
benefits, eliminating the need for a technician to call at the
consumer’s premises, or for consumers to bring devices to
a service center. Thomson works with its customers in the
broadcast and telecoms industries to develop access prod-
ucts which are capable of extended lives in this way.

Packaging is another area where environmental gains have
been achieved. Over the past 24 months, overall packaging
used in our supply chains for telephones has been reduced
by 5%. While the gain may seem modest, the fact that
Thomson ships some 25 million phones annually translates
into a significant reduction in environmental impact.

Thomson uses recycled cardboard for nearly all packaging
and avoids use of polystyrene foam wherever possible. Rec-
ommendations and information on recycling the packaging
is also included. Thomson also works with customers to
minimize paper documentation, for example by providing
instructions tailored to specific markets instead of standard-
ized, multi-lingual books.

While large product volumes make gains in environmen-
tal product stewardship in premises equipment especially

impressive, the same stewardship techniques are being
applied throughout the Company. For example, we invite
customers to return all end-of-life professional broadcast-
ing equipment to Thomson Grass Valley™ for an environ-
mentally-friendly solution, at the Company’s expense. This
take-back program ensures that a product’s return is man-
aged using the best-available technologies and recycling
and disposal processes.

@ Thomson Premises Systems’
Eco-Design Project Coordinator, Patrice Mignot.

“Eco-design consists of creating products with a reduced impact through-
out their lifecycle on the environment and health and safety of employees
and consumers. This encompasses product development, manufacturing
Strategies — considering how to best make the product — and supplies and
services like selecting sub-contractors and suppliers. Thomson decided that
such an objective required setting up a transversal task force and policy that
allows research and development teams working on different products such
as satellite television set-top boxes and broadband Internet and telephony
terminals, to collaborate and exchange on best practices and innovations.”
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@ International shareholder base

Thomson has an international shareholder base. Over the
last few years the North American shareholder base has
increased significantly, to an estimated 50% of the issued
share capital. Leading institutional investors like value funds
represent our largest category of shareholder, with Franklin
Templeton Investments, Dodge & Cox and Brandes Invest-
ment Partners declaring substantial holdings. We estimate
that these holdings represent over 14%, 10% and 7%
respectively of Thomson'’s issued share capital at December
31, 2007. The Company also estimates that French inves-
tors, including retail investors, represent around one-fifth of
the issued share capital, and that other European investors
account for most of the remainder.

@ Active financial communications

To keep Thomson’s investor base appraised of the Compa-
ny’s performance and its progress in implementing strategic
objectives, senior management devoted considerable time
to investor meetings in both Europe and North America
during 2007.

In addition, the Thomson Web site provides comprehensive,
up-to-date information in order to meet investor expec-
tations and ensure that individual shareholders are well
informed. A new “Shareholder Resources” section was
added to Thomson.net as part of the site’s 2007 renewal.
An electronic shareholder guide was also developed to pro-
vide complete information for individual shareholders, such

SHAREHOLDER

as share price, custody options and shareholder rights.
Press releases, the 20-F and the Panorama (ex-Annual
Report) are also available on the site.

Thomson’s Annual Shareholders’ Meeting is broadcast live
over the Internet, with simultaneous translation from French
to English to enable a majority of shareholders to view the
event. Detailed voting results are provided on the site imme-
diately after the meeting.

Thomson publishes major financial news in the press for
such events as full-year and half-year results and the Annual
Shareholders’ Meeting notice.

We organize visits to the “Thomson Gallery” several times
a year to strengthen the relationship with individual share-
holders. In 2007, Thomson held two meetings with indi-
vidual shareholders at the Company’s headquarters in Paris,
including a presentation on the Company’s strategy and
growth prospects. The tours helped participants to better
understand the Company’s activities through a presentation
of products coupled with innovative live technology demos
and video presentations.



“Thomson Gallery” visits are regularly organized to present
our latest technologies through live technology demos
and video presentations.

@ Thomson shares

Year high (in euros)

Year low (in euros)

Share price at year-end (in euros)

Average daily volume (in number of shares)
Market capitalization at year-end (in million euros)

Number of shares outstanding at year-end (in thousands)

2007

19.32

11.65

14.81

1,900,081 2,445,176

4,056

269,890 273,871

@ 2008 Financial calendar*

! April 16 - First Quarter 2008 Revenues

!/ May 22 - Shareholders’ Meeting

[/ July 24 - First Half 2008 Results

!/ October 16 - Third Quarter 2008 Revenues

*Dates subject to change.

Every year, Thomson’s Annual Shareholders’ Meeting is broadcast live over the Internet,
with simultaneous translation from French to English.

@ Shareholding structure as of December 31, 2007

|

AN

PUBLIC

93.36%

OTHER
2.52%

EMPLOYEES

2.17%

TREASURY SHARES

1.95%
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STAY TUNED!

Stay up-to-date on the Company’s latest news and developments by connecting to our Web site: www.thomson.net.

Recently enhanced, Thomson.net provides a wide range of information and services, including dedicated sections that detail our innovative end-to-end solutions, products and services.

Sources
Dell’Oro Group, Dataxis, Equity Research, Frost & Sullivan, Goliath, Business Knowledge on Demand, IBM Institute, IMS-Research, Infonetics Research, Informa Telecoms & Media, International

Federation of Phonographic Industry, Management Resource Group (MRG), MPA Ltd, Motion Picture Association of America, internal Thomson sources, Screen Digest, Understanding & Solutions,
The Official Website of the Beijing 2008 Olympic Games, Australian Broadcasting Corporation Web site, X.
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All brand names followed by the sign™ are trademarks registered by Thomson.

Certain statements in this document, including any discussion of management expectations for future periods, constitute “forward-looking statements” within the meaning of the “safe harbor” of the
U.S. Private Securities Litigation Reform Act of 1995. Such forward-looking statements are based on management’s current expectations and beliefs and are subject to a number of factors and
uncertainties that could cause actual results to differ materially from the future results expressed or implied by the forward-looking statements due to changes in global economic and business
conditions, consumer electronics markets, and regulatory factors. More detailed information on the potential factors that could affect the financial results of Thomson is contained in Thomson'’s filings
with the U.S. Securities and Exchange Commission.
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