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- :ts leaders

Customers are no longer kings\- they are omnlgotent gods”
__Patrick Bousquet- havannq C\M(J Marks & Spencer




decision-makers underestimate how strongly
consumers rate their customer experience

of decision-makers believe that a
consumer will switch brands as a result of
a poor customer experience

of decision-makers believe that consumers
are ready to pay more for a positive
customer experience
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49%

b4

of consumers say they have already
switched brands as a result of a poor
customer experience

of consumers say they already do

Oracle, CXM study



“from touchpoints to journeys’

2016 > Seeing the world as customers do.

Customer satisfaction
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"businesses are Slgn|f|cantr v
strongly correlated with Overa,

as industries shift paradigms so customer satisfaction surges |
and can spread +00%

+117%

B Touchpoints M Journeys

Willingness to recommend
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from strength to strength

73

B FORRESTER

according to Forrester, only
27% of today’s businesses have
a coherent digital strategy that
sets out how the firm will
create customer value as a
digital businesses
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80x

~. Gartner

125,000 large organizations are
launching digital business
initiatives now and that CEOs
expect their digital revenue to
increase by more than 80% by
2020

of enterprises creating
advanced digital transformation
initiatives will more than
double by 2020, from today's
22% to almost 50%



NutriCook EmaE=s’

connected
experience

our clients connect
to their consumers
& and their digital
expectations
through technology

& »
experience
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PROFESSIONNEL

xperience LOREAL

For a 360 view of all

. \ S g —— forms of
7 \Q?*\\‘-\\; }" client interaction
BSE OMNI-CHANNEL CRM
'{ : & } . . .i
SELF-SERVICE DATA ANALYSIS
acoass TN Tul we;?trl?%rfs S PERSOUALIZED ADICE O
3 PRODUCT NEEDS
|'Oreal’s offer and deliver a epeat orders CORECASTING & REPLENISHMENT
coherent omni-channel Vi the et
experience in 21 countries
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connected experience

'NESPRESSO. = N
Vf; billion
DISTRIBUTION CHANNELS g&‘;‘ capsules sold
; ERGERTED

PERSONALIZATION

... retain the leadership in premium

personalized advice on all order channels and choice of delivery CUStomer e erienc Stru Ctu red

format: customers can choose deliveries that suit them, be it to

their office, their home or by express courier around C fee mo ntS
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customer experience

all of the emotions and sentiments experienced by the customer before, during &
after the purchase of a product or service

the outcome of all of the Interaction that a customer has with a brand or company



connected experience

all of the resources (marketing, consulting, technological) needed to create and
enrich customer experience through digital



><S0Lthe leader in connected experience
partner to tier one brands that use digital to drive
cCustomer experience
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connected experience means combining critical &

, complementary expertise
. . A '
’ digital consulting marketing

design experience

‘transformation

>

B

technology irriplementation

-

-
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FTOAMBITION MOVE-R /I/)

from performance to outperformance: the need for speed!

digital transformation connected experience |
!

@
AMBITION 6 MOVEUR /11
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our commitments

MOVE'P 00 |l|t

Strategic Plan
REVENLE EBITDA

DD "o > 1 2 %
Organic growth + Double Digit external End of plan

growth on average from start to finish

© SALI GROUP | MOVE UP 2020 - JUNE 2016



MOVEUP 7171 5 levers for success

STRATEGIC MIX INTERNATIONAL INFLUENCE EXPERTISE EXECUTION
STRATEGIC MIX PROFITABLE INFLUENTIAL TEAMS RELEVANT RESPONSES EFFECTIVE
MARKETS MANAGEMENT
For a better For select For a better For a better For a better
connection with demand connections with connection with connection connection with
from our customers the best and most our strategic with the “real’ operational
and with their needs profitable digital customers by world, with the real excellence
markets setting up the priorities and
outposts they need challenges of our
to guide customer customers: access
relationships to the expertise and

technologies they
need 24/7
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N/

strategic mix X

for a better connection with demand from our
customers & with their needs

Increase our core digital offer so that it
represents 40 to 70% of revenue for
our global offer

+ e-Commerce + consulting
+ mobility + marketing
+ loT + design experience

+ data + web solutions
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N/

International X

for select connections with the best and most
profitable digital markets

our organic and external growth targets
the Northern European markets where
margins are stronger

+ plan provides for 2 new entities

*+ expansion in Switzerland, German-speaking
market in Zurich

+ development of the UK entity
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Influence X

for a better connection with our strategic
customers

attract & valorize opinion leaders to
establish outposts and improve
customer relationship management via
recruitment and external growth

>SaLl

CONSULTING
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N/

expertise X

for a better connection with the "real” world,
with the real priorities and challenges of our
customers

our customers are subject to market pressure and
constraints - we allow major European brands to
deploy their digital platforms worldwide via our
nearshore and offshore services centers where staff
numbers will increase:

+ size of DSC set to double (500 to 1,000)

+ "follow the sun” service with the opening of a
center in India



= fniies N\ /SQU { |

= Deployments / \
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A global reach

Game-changing success stories across 3 continents

20
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execution X

for a better connection with operational
excellence

we continue to perfect our structure for
even more performance & profitability

+ CIR

+ cost management
+ productivity

+ delivery excellence
+ leakage

+ etc.
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Clear potential for progress
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STRATEGIC MiX OFFSHORE. ~ CONSULTING E  INTERNATIONAL  COSTS Execurion 2020

/ * NEARSHORE

/




move from a culture of resptw lture of conviction
.
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\/SQLI the place to be

best place to work

"Working at SQLI means working

~~ . with the best specialists in digital
g ‘ for the best experience”

Jean-Noél, Strategy & Transformation

"SQLI is a multitude of
expertise, a passionate mix of
innovation and entrepreneur
initiative™
Xavier, Head of Marketing & Experience Design

"What | like is being able to work on

" a whole range of exciting
J ¥ assignments for prestigious brands"

Thomas, Expert Consultant in
Change Management

"The working atmosphere and
team spirit are a real source of
energy"

Eric, Technical Expert

"What impresses me is the
commitment and the fact that the
different businesses really listen
to each other and are all able to

"l was attracted by the company's
100% digital positioning. SQLI has
given me the opportunity and
means to develop and realize my

potential from day one" contribute”
Rachid, Project Manager Maryline, Account Manager

3,000 talented profiles in 2020

CREATIVESPIRIT
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COMMITMENT
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s

24



>SMcommitted player

ZUUQ 201 2 201 é 4 times more job creation
L. & greater solidarity than
Green IT Defis Mecenova  SQLI For Good ! T e S
o P ¢
nergy Masumption Make A Wish Partner  LIVE G ooD
N Carbon thanks to new ELA Skills sponsorship - 1 :
IT tools S0S Villages d'Enfants Mentoring 11 million JObS in l_Eumpe
N Printing Le Rire Médecin Incubation created by the social
1 W?t?’tf_so”mg & ather economy, i.e. a 6.7% share
initiatives

—
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Indicators
executive management dashboard

internationalization best place to work’
40% 70% 20% 35%

& ( & (

value/talent?
22% 18%

( \

strategic mix

)

Offshore/nearshore
105 K€ 130 K€ 500 1000

AN Z%

(@\ (@\

1 2 3 i
© SOLI GROUP | MOVE UP 2020 - JUNE 2016 Turnover “Revenue/employee *Revenue/fixed costs

costs3
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continued commitment to shareholder returns

regular dividend
payout policy
throughout the plan

w A y N0 0peratic
e

will not generate
value

P
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what we are made of...
 avariety of expertise, one DNA

00 120 0 150 o

cccccc ted dgtl kt ing web developers experience entists &

cccccccc desi?n J)pl t d t nalysts
experts exp rts consulfants e5|gners
digital people abroad agile coaches back-office customer rchitects &
transformation integration lationship p ] ect leader
tant expert anagement
experts
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