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writing insurance

differently

We are committed to strengthening our
partnership culture with a sharp focus on end
customers to help drive the success of our
partners:
by blending insurance expertise with a
service culture,
by offering products that meet the expectations
of customers at every stage in their lives and
via multiple contact channels,

MODELS
DESIGNED
WITH CUSTOMERS
AT THE CENTRE
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by helping people achieve their goals and
plans with complete peace of mind.
By developing new “customer-centric” models
with our partners we help them become more
competitive, because the loyalty and confidence
of their customers are strategic to future success
in the bancassurance sector.

INSURANCE
EXPANDS WITH
A NEW PROFILE
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Find us and contact us
• An interactive version of the business report is accessible on:
business-report-insurance.bnpparibas.com
• Follow us on Facebook & Twitter to get the latest
news from BNP Paribas Cardif
bnpparibascardif.com
twitter.com/bnpp_cardif
www.facebook.com/BNPParibasCardif

Access additional information via your smartphone
The business report contains QRCodes like the pictogram at left.
Readers with smartphones can active these codes to view videos or
directly connect to Web pages.
Reading a QRcode.
1. Download the free Mobiletag application from the iPhone App Store or from
BlackBerry App World. For other phones visit http://m.mobiletag.com.
2. Launch the application.
3. Photograph the code with your phone.
4. The link takes you to the content.

THE BENCHMARK
IN INSURANCE PARTNERSHIPS
BNP Paribas Cardif insures people, their families and their
property through savings and protection products and services.
Our proven expertise in marketing and distributing insurance
products contributes to the success of our partners around the
world, particularly in Europe, Asia and Latin America.
Currently the tenth-largest insurer in Europe*, BNP Paribas Cardif
aims to be the global standard of excellence for insurance partnerships.

A SUBSIDIARY OF BNP PARIBAS

A SOCIALLY RESPONSIBLE ENTERPRISE

BNP paribas Cardif is a subsidiary of
BNP paribas. The Group ranks highly in
its three core activities: Retail Banking,
Investment Solutions and Corporate &
Investment Banking. In its Corporate
& Investment Banking and Investment
Solutions activities, BNP Paribas also
enjoys top positions in Europe, a strong
presence in the Americas and solid and
fast-growing businesses in Asia. BNP Paribas
has a presence in 80 countries with nearly
200,000 employees.

BNP Paribas Cardif pursues an exemplary
Corporate Social Responsibility policy centred
on responsible products and services,
promotion of workplace diversity, internal
environmental initiatives and support for
economic and financial education.

23.3
billion euros in gross
written premiums

Find out more:
"One responsibility,
multiple commitments"
Discover the responsibility charter,
"BNP Paribas: Our Mission,
Our Responsibility".
www.bnpparibascardif.com
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th

largest European
insurer*

Nearly

10,000
employees
in 36 countries

* Source: Internal BNP Paribas Cardif survey based on gross written premiums at 31 December 2010 published in competitors' corporate literature.

Strong positions
IN THREE REGIONS

Europe
10th-largest
European insurer*
Taiwan and Japan
No. 1 in creditor insurance
Taïwan
No. 2 in unit-linked contracts
South Korea
No. 1 in unit-linked contracts
India
2nd private insurer

Argentina
No. 1 in creditor insurance
Chile
No. 1 in unemployment insurance
Brazil
No. 3 in extended warranty

Latin America – 6 countries
BNP Paribas Cardif has invented a
distinctive insurance model in Latin
America. Integrating the specific
features of local markets and leveraging
the dynamic economic growth in the
different countries in the region, BNP
Paribas Cardif has forged partnerships
with leading retail chains thanks to a
diversified range of protection products.
This expansion strategy now serves as
a model for other regions.

Europe – 23 countries
In Europe, where the bancassurance
market first developed, there are
differences in BNP Paribas Cardif’s
activities, depending on the geography.
In domestic markets (France, Italy,
Luxembourg and Belgium), savings
remains the primary activity. In other
countries in Continental Europe and
Northern Europe, as well as in emerging
countries (Central Europe and Turkey),
protection insurance continues to
expand. These markets harbour
substantial growth potential.

Asie – 7 countries
BNP Paribas Cardif has been active
in Asia for more than a decade and
enjoys top-tier positions and strong
recognition as a partner of choice in
both savings and protection insurance.
Building on strategic long-term
agreements with banking industry
leaders, BNP Paribas Cardif aims to
be one of the top three players in
bancassurance.

* Source: Internal BNP Paribas Cardif survey based on gross written premiums at 31 December 2010 published in competitors' corporate literature.

A DYNAMIC, BALANCED AND
DIVERSIFIED BUSINESS MODEL
2 core businesses

3 distribution

Savings
BNP Paribas Cardif markets savings solutions that
allow customers to accumulate and grow capital or
prepare for retirement, through guaranteed capital,
multi-fund or unit-linked products.

Retail Banking Channel
The Retail Banking Channel oversees distribution
of products via BNP Paribas retail banking networks.
It works with BNP Paribas Retail Banking and Private
Banking in France, BNL in Italy, BNP Paribas Fortis
in Belgium, Luxembourg and Poland, TEB in Turkey
and UkrSibbank in Ukraine. The Retail Banking Channel
accounts for 80% of BNP Paribas Cardif savings
assets gathered.

SAVINGS AND PROTECTION

Protection
In addition to creditor insurance, where it is a global
leader, BNP Paribas Cardif has expanded its range of
protection insurance solutions with health insurance,
budget, income, payment card and property protection,
extended warranties, individual, property & casualty
and assistance and more.

50 / 50 balance
• Between internal BNP Paribas
group partners and external
partners
• Between France
and international markets
• Between savings and protection

CHANNELS

Partnerships Channel
BNP Paribas Cardif aims to be the global standard of
excellence for insurance partnerships. It works with
leading distribution partners around the world, including
banks, consumer credit firms, financing subsidiaries
of automobile manufacturers and retail chains. The
Partnerships Channel is enjoying robust growth and
currently accounts for 68% of protection assets gathered.
Digital & Brokers Channel
This channel consolidates the digital expertise of
BNP Paribas Cardif—an essential component in its
partners’ distribution strategies—as well as business
with insurance brokers. This is a strategic segment in
Belgium, the Netherlands and the United Kingdom.

Lombard

Chairman and Chief Executive Officer
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Interview

“WE CAME THROUGH
A DIFFICULT YEAR MORE SOLID
AND STRONGER.”
What is your assessment
of 2011?
The world economy slowed significantly,
due in part to the sovereign debt crisis,
but despite this and the impact of
regulatory reforms—the Solvency II
directive and Basel III reforms—our
operating results remained stable.
This performance reflects our efficient
business model and the particularly
resilient nature of our business, since
policyholders continue to save and seek
protection, even during periods of crisis.
We continued our external growth,
particularly in Turkey, with our
partnership with “the New TEB”—
created by the merger of TEB and Fortis
Bank Turkey—and the acquisition of
the FEH life insurance company and
pension fund, as well as in Italy, where
we finalized the acquisition of BNL Vita.
In Luxembourg we teamed up with
AGEAS and BGL to merge the platforms
of Fortis Luxembourg Vie and Cardif Lux
International to create Cardif Lux Vie.
I also want to salute the commitment and
talent of all our people, especially the
performance of our asset management
teams. Despite a difficult environment,
they not only ensured that the funds

we manage remained sound, but
continued to optimize their yields and
diversify our investment portfolio. Our
solvency margin largely exceeds the new
regulatory requirements.

What are the key
components of
your business model?
Our strength resides in the diversity
and balance of our business model.
Our business is evenly divided between
BNP Paribas networks and partners
outside the Group, between activities
in France and those in other countries,
and between insurance savings
instruments and protection products.
We will continue to expand our portfolio
of partners and provide them with a
complete range of savings, protection
and property insurance products to
cover all the needs of their customers.
We have two major revenue drivers.
The first is savings inflows, where the
share of unit-linked products remains
high. The second is protection, which
recorded very good performance,
especially in international markets
and in products other than creditor
insurance.

We work with partners in high growth
regions. Latin America recorded an
excellent year, with gross written
premiums of over a billion euros in
protection alone, while business in
Asia remained robust, despite the
Fukushima disaster in Japan.
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We are transforming our business
to deploy an industrial service platform
that is resolutely customer-centric
to benefit our partners.
What are your
primary growth
drivers?
Our partners want to expand their
business models to offer credit,
savings and protection insurance.
We will continue to support their
success by contributing our expertise
in insurance product distribution
and by diversifying our range of
personal and property protection
products, embedding greater value
and a strong service dimension.

What do you mean by greater value?
In an increasingly complex environment, we need to offer customers simple,
clear guarantees that provide real coverage. In other words, we must sell a
tangible service at an attractive price. Customers must perceive the benefits of
the insurance cover they purchase.
By putting customers at the core of our priorities, we are transforming our
organization into an industrialized service platform that is resolutely customercentric to benefit our partners.
This approach is championed by our Efficiency, Technology and Operations team,
which is responsible for deploying a service culture and pursuing the Customer
Centric Programme we launched four years ago. This major initiative aims to
increase customer satisfaction by providing simple, effective services that deliver
added value and respect the promises made.
We are moving forward with this transformation in close collaboration with our
partners to build a model anchored in value for customers.
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What are your objectives
for 2012?
Continuing economic uncertainty leads
households to save, especially to fund
retirement, and to subscribe insurance
products that protect their lifestyle. This
creates a favourable business environment
for us. If we don’t experience shocks like
the ones we saw in 2011, we expect
vigorous growth in emerging countries
in 2012 and more moderate expansion
in Western countries. We intend to focus
on consolidating our relations with our
key distribution partners, both within
and outside the BNP Paribas Group, and
on sharpening our operational efficiency
thanks to the skills of our teams and their
direct local relations with partners. Our
goal is to figure solidly among the top ten
insurers in Europe. This is a challenging
objective but it is something we can achieve.
Throughout a difficult period, the stability of
our management and the professionalism
of our teams demonstrated efficiency and
an ability to listen closely to our partners
to better serve their needs.

“Our company
is solid and structured
to benefit from
an improved economic
environment.”
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OPERATING PERFORMANCE:
A SOUND BUSINESS MODEL
In an environment impacted by a significant slowdown in the global economy in 2011 due to the sovereign
debt crisis, BNP Paribas Cardif recorded stable operating results. The company not only maintained business
levels but also consolidated investments. This performance underlines the sound, balanced and diversified
business model deployed by BNP Paribas Cardif and the general resilience of the insurance sector.

25.3
GROSS WRITTEN PREMIUMS
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Billions of euros

20.7

23.3

16.1

Gross written premiums for 2011 totalled 23.3 billion euros, a decline of
8% compared with 2010, a year when assets gathered hit record levels.
With the exception of 2010 this was the highest volume of gross written
premiums since the creation of BNP Paribas Cardif, reflecting the company’s
healthy resilience.
While overall business levels declined slightly, the international segment
and the protection business were particularly buoyant. This reflects savers'
preference for short-term investments during periods of uncertainty.

2007

563

2007

2008

546

2009

2010

2011

Millions of euros

476

2010

2009

PRE-TAX NET PROFIT

814

789

2008

2011

Pre-tax net profit declined 41% to 476 million euros,
reflecting a complex economic environment and
impairments on Greek bonds representing a 75%
haircut on book value, impacting subsidiaries AG
Insurance in Belgium and BNL Vita in Italy.
Excluding Greece and events in financial markets,
the operating performance of BNP Paribas Cardif was
stable compared with 2010 as gross operating income
reached 716 million euros.
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47%

53%

of gross written
premiums in France

of gross written premiums
from international segmen

t

55%

45%

of net banking income
from Savings business

148.2
106

101.2

of net banking income
from Protection business

151

Click here graphs
and key figures.

117.9
ASSETS UNDER MANAGEMENT

Billions of euros

Assets under management during
2011 totalled 151 billion euros, an
increase of 2% year-on-year.

2007

2008

2009

2010

2011

NET BANKING INCOME*

2011

1.6

2010

1.6

Billions of euros

Net Banking Income (NBI) was stable versus 2010
at 1.6 billion euros. This performance amidst a
financial crisis demonstrates the resilience of BNP
Paribas Cardif’s diversified business model, which
benefits from fresh growth streams in international
markets and in the protection segment.

2009
2008
2007

* Technical and financial margin before general and administrative expenses.

1.2
1.3
1.4
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EXECUTIVE COMMITTEE

Lombard

Pierre de Villeneuve

Gérard Binet

Stanislas Chevalet

Olivier Cortes

Renaud Dumora

Isabella Fumagalli

Michel Guigal

Olivier Héreil

Virginie Korniloff

Jean-Bertrand Laroche

Chairman and Chief Executive Officer

Chief Financial Officer

Chief Investment Officer

Deputy Chief Executive Officer

Chief Operating Officer,
Head of Finance & Risks

Chief Operating Officer,
Head of France and Retail Banking Channel

Managing Director

Head of Italy

Chief Operating Officer,
Head of Partnerships Channel

Chief Operating Officer,
Head of Digital & Brokers Channel
and Efficiency Technology and Operations

Head of Human Resources
and Cross-functional missions
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BOARD
OF
DIRECTORS
at December 31, 2011
Marie-Claire Capobianco

Olivier Le Grand

Jacques Mistral

Member of BNP Paribas Executive Committee
Head of French Retail Banking

Member of BNP Paribas Domestic Markets
Executive Committee
Head of BNP Paribas Personal Investors

Pierre Keller Visiting Professor of Public Policy,
Harvard Kennedy School
Director of Economic Research, Institut français
des relations internationales

Jacques d 'Estais
Deputy Chief Operating Officer of BNP Paribas

François Ewald
Professor at the Conservatoire Nationale des Arts
et Métiers (Insurance chair), Managing Director
of ENASS (École National d’ASSurance)

Jean-Louis Guillot
Advisor to Executive Management
of BNP Paribas

Thierry Laborde
Member of BNP Paribas Executive Committee
Chief Executive Officer
of BNP Paribas Personal Finance

Lombard
Member of BNP Paribas Executive Committee
Chairman and Chief Executive Officer
of BNP Paribas Cardif

Pierre de Villeneuve
Deputy Chief Executive Officer
of BNP Paribas Cardif

Jean-Hervé Lorenzi

Paul Villemagne

Professor at Paris-Dauphine University,
Advisor to the Supervisory Board
of the Compagnie Financière Edmond de Rothschild

Honorary Chairman of BNP Paribas Cardif

Philippe Marchessaux

Deputy Chief Executive Officer of BNP Paribas

Chief Executive Officer
of BNP Paribas Investment Partners

Yves Martrenchar
Director of Distribution and Markets,
of BNP Paribas Retail Banking

François Villeroy de Galhau

THE GLOBAL ECONOMIC CRISIS,
M O R E ST R I N G E N T R U L E S
GOVERNING FINANCIAL SERVICES
AND CHANGES IN CONSUMER
BEHAVIOUR CREATE A COMPLEX
PARADIGM FOR BANCASSURANCE.
ONE OF THE FUNDAMENTAL
CHALLENGES IS TO INVENT MODELS
ABLE TO ENERGIZE SUSTAINABLE
GROWTH.
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FINANCIAL ESTABLISHMENTS
MUST ADAPT
In a fast-changing macroeconomic and regulatory environment, the financial industry must adapt its model
to continue to finance the real economy and meet new client needs.

STRUCTURAL CRISIS

REFORM OF FINANCING FOR THE ECONOMY

The economic, financial and currency
crisis that has destabilized the global
economy since 2008 was further
exacerbated by the sovereign debt
crisis, seriously impacting most
industrialized economies, especially
in Europe. This painful transition to
a new global environment marks
the end of 30 years during which the
growth in consumer spending and the
economy was funded by credit. The
result has been an unprecedented
liquidity crisis, altering conventional
flows and weakening confidence in
the banking system. “This crisis most
certainly marks a turning point and
profound structural changes will be
needed to return to global financial
stability and healthy, profitable
growth for all stakeholders,” says
Jean Lemierre, Advisor to the
Chairman of BNP Paribas.

The new prudential rules for banks require that they significantly increase their
capital adequacy ratios and liquidity levels. These rules mean that more inflows
must come from collecting deposits, which will in turn impact channels for allocating
savings. While banks will continue to use their balance sheets for intermediation
and providing financing for the real economy, a growing portion of this financing
will in future come from financial markets. Banks will thus play a decisive role in
structuring projects and proposing them to investors.

Learn more about the viewpoint
of Jean Lemierre, Advisor to the Chairman
of BNP Paribas.

“The financial services industry
must move decisively into this
new era to continue to support
growth, create jobs and protect
the value of savings.”

Jean Lemierre

Advisor to the Chairman of BNP Paribas
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Viewpoint
”2011 was a year of largely unexpected events.
While the stage seemed set for renewed growth
in the global economy, three major shocks
profoundly changed the situation.”
“The first shock was the downgrade
of the US government debt rating.
Then, from the beginning of August,
in the wake of this downgrade, major
concerns emerged regarding all
sovereign debt. The second problem
was the rate of recovery of the world
economy, which was accompanied by
a sharp hike in agricultural and energy
commodities. This surge in prices had
a major impact on the purchasing
power of the 30 to 40% of the working
population in developing nations living
on modest incomes. The second half of
2011 was quite similar to 2008, since
both periods experienced drops in the
real purchasing power of low-income
workers, dampening consumption and
thus leading to lower growth. The third
development was the euro zone crisis,
marked by an absence of any clear
policy direction.

However, the primary uncertainty
lies ahead for the coming semesters.
Three problems could well alter the
global macroeconomic trajectory
and further exacerbate the current
crisis, particularly in Europe and the
United States. These are continued
extremely high energy prices, increased
prudential pressures on the banking
and insurance sectors, and the impact
of highly restrictive economic policies in
Europe and fiscal policies in the United
States, all contributing to a significant
contraction in the economic outlook for
OECD countries.
The most likely outcome, however,
remains weak but positive growth from
the second quarter of 2012.”

PORTUGAL – “ANTI-CRISIS” PRODUCT
BNP Paribas Cardif introduced bill protection
insurance in Portugal. This innovation covers current
household expenses and not income, guaranteeing
stability and peace of mind in a difficult period.

Jean Hervé Lorenzi

Professor at Paris-Dauphine University,
Advisor to the Supervisory Board of
Compagnie Financière Edmond de Rothschild
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PRUDENTIAL REFORMS
CREATE LEVERAGE FOR GROWTH
Under the Solvency II directive, insurance companies must align their capital with their commitments, more
efficiently manage their risks and make them an integral part of their decision processes. These changes can
be focused to serve the interests of the end customers.

“Solvency II has
required us to redefine
and specify our risk
policy. This lets us
requalify the customer
promise and make
it clearer and more
reliable.”

IMPLICATIONS OF SOLVENCY II
Approved in April 2009 by the European
Commission, the Solvency II directive
is designed to guarantee the solvency
of insurance companies, including the
mutual insurance sector, by introducing
a more accurate assessment of risk
exposure. Compliance with the European
directive will change the capital needs
of insurance companies to enable
them to meet their commitments to
policyholders. “Among the objectives
of the directive are safeguarding the
delivery of insurance products with
long-term guarantees and ensuring
that insurers can remain long-term
investors in the real economy,”
explains Karel Van Hulle, Head of
Unit for Insurance and Pensions at
the European Commission. He adds
that the directive aims to “eliminate
artificial volatility—volatility which
does not reflect a real change in the
risk profile of the insurer—resulting
from a market consistent valuation of
assets and liabilities and discourage a
procyclical behaviour by insurers and
reinsurers in this context.”

TRANSFORMING
CONSTRAINTS INTO BENEFITS
“Solvency II has required us to
redefine and specify our risk policy,”
says Renaud Dumora, Chief Operating
Officer and Head of Finance and Risks.
Daily risk indicators and defining the
maximum risk appetite are essential
to validate asset allocation and
new products. A new policy with a
stronger emphasis on diversification
has led to a more comprehensive
range of products for policy holders.
“This is the most significant and the
most positive impact of Solvency
II, namely the need to evolve our
products. In some cases we need
to redefine the customer promise
while at the same time making it
clearer and more reliable thanks to
our efficient risk management and
credit rating.” notes Renaud Dumora.
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”Solvency II will help insurance companies improve their risk policy
and benefit the market. At the same time, the insurance industry
must remain vigilant with regards to the application measures,
which should not alter the spirit of the directive and must guarantee
that it remains compatible with the insurance business model.”

Renaud Dumora

Chief Operating Officer, Head of Finance and Risks

Perspectives
“The adoption of a risk based approach both for banks and for
insurance undertakings should allow bancassurers to further
develop their business without being hampered by unnecessary
differences in the regulatory framework.”

Karel Van Hulle

Head of Unit for Insurance and Pensions of the European Commission

BNP PARIBAS CARDIF ENDOWS CHAIR OF EXCELLENCE FOR MODELING
MANAGEMENT AT CLAUDE BERNARD LYON 1 UNIVERSITY
Solvency II and the new IFRS accounting standards introduce massive use of internal models by the
insurance industry. At the same time, the recent crisis in financial markets demonstrates the limits of
mathematical models and the dangerous weaknesses of certain models. “Modeling management is a key
issue that the entire European insurance industry must address in the years ahead,” says Renaud Dumora
Chief Operating Officer and Head of Finance and Risks. “We want to contribute to this basic research to put
mathematical models in their correct context in the human decision process at insurance companies.”
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BETTER PROTECTION FOR CUSTOMERS
Regulators around the world have focused on the same priority, protecting the holders of financial investments.
The underlying objective of reforms is to promote the interests of the customer thanks to fair and transparent
treatment. This new customer relationship based on confidence creates business development opportunities
for financial establishments.

PROTECTING CUSTOMER INTERESTS:
A PRIORITY FOR EUROPE

A HOLISTIC APPROACH

“The issue of consumer protection is not new,” notes Jean-François Bourdeaux,
Head of Compliance and Control of BNP Paribas Cardif. “What is new is
that this protection has become an integral part of institutional measures
throughout Europe, no doubt in response to the subprime crisis and various
scandals in the United Kingdom.” In 2005, Britain’s regulator, the Financial
Services Authority, introduced the Treating Customers Fairly initiative, which
is applicable to all financial institutions.

Regulatory interventionism and stricter
measures aim to ensure that banks
and insurance companies themselves
control their commercial practices
throughout the entire process, and
that they place priority on customers’
interests at every stage in the life of a
product. Concretely, this leads to:

In Germany, the media and consumer organizations have lobbied to ensure
that customer interests are better addressed by the financial sector.

simple offers adapted to customer
needs;

In the Netherlands, the Dutch regulator also strengthened rules to promote
transparency and consumer protection. One of the key measures will be the
elimination as of 2013 of fees paid to distributors of insurance products, which
will be replaced by fees as compensation for sales execution.

clear information and documents,
advice provided by trained sales staff;
transparency for fees and commissions
in certain contexts;

In France, the Autorité de Contrôle Prudentiel created a 75-person department
to audit commercial practices.

clear criteria for eligibility, exclusion
and guarantees;

In Spain, a new directive recommends customers be advised before they make
a purchase to ensure that the product matches to their situation.

active initiative by consumers,
particularly for hybrid offers that
must clearly distinguish the financial
component of insurance products;
optimized management of claims,
in particular response times for
processing complaints and managing
disputes.

Learn more about
the viewpoint
of Umberto Filotto.
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Viewpoints
“The UK regulator is taking an ever more intensive
and intrusive approach. Nationwide embraces all
regulation which acts in the interests of consumers
but through consultation challenges any proposals
that we believe will lead to customer detriment.
Our Savings Promises are an example of how we
treat our customers fairly. We write to them every
year and tell them if we have a product that would
be better for them. This transparency generates
customer satisfaction and loyalty.”

John Wilkinson

Head of Protection & Investments of Nationwide

“Fair treatment of customers is now
an essential element in building a
sustainable business model. By reviewing
commercial practices and adapting them
to the new approach dictated by regulators,
financial services establishments will
continue to create value for customers
and be perceived as a source of value
by the public.”

Jean-François Bourdeaux

Head of Compliance and Control for BNP Paribas Cardif

“We must be convinced that consumer
protection will become a permanent part
of our industry. In Italy, where consumer
protection is under the supervision of
three market authorities, the complexity
of regulation is increasing. It requires
development of new models based
on transparency and added-value for
consumers, particularly in relation to the
intrinsic value of the product.”

Umberto Filotto

Full Professor of Banking Management
and Retail Banking in Università di Roma

BY NURTURING CLOSER RELATIONS
WITH ITS PARTNERS, SHARING
KNOWLEDGE OF CUSTOMERS AND
DEPLOYING A SERVICE CULTURE,
BNP PARIBAS CARDIF DEVELOPS
INSURANCE SOLUTIONS WITH ADDED
VALUE FOR THE END CUSTOMER.
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“CONTRIBUTE TO THE SUCCESS
OF OUR PARTNERS”
What are the fundamental trends that impact
your business?
Bancassurance, which is the distribution of insurance products via large
commercial networks, is entering a new and more complex paradigm. Beyond
the tighter rules applicable to the provision of financial services and a crisis
that has revealed important issues, consumer behaviours are changing.
Consumers are better informed and resort to digital channels to find the best
offers that bring them tangible benefits, regardless of the delivery distribution
channel. We need to integrate these fundamental trends and work with our
partners to craft new models that create value for customers.

How do you define customer value?

Interview

Jean-Bertrand Laroche
Chief Operating Officer,
Head of Partnerships Channel

It’s the perception by an individual of a legitimate benefit delivered by an
offer. Customers are ready to pay for a product or service that delivers a real
and significant benefit for them. Today you need to think in terms of customer
satisfaction, both in terms of quantitative data and emotional factors, which
means when the offer covers customers’ needs and the promise is kept.

How is BNP Paribas Cardif doing this?
By meeting the expectations of our partners’ customers we contribute to
their success. Our partners come to us today not only for our expertise
in marketing and selling insurance solutions, but also for our knowledge
of the ultimate customer. We’ve expanded our personal insurance offer
while embedding greater value with more guarantees, more services and
transparency. We’ve already enriched our customer approach, taking into
account personal motivations and a multichannel process before, during
and after the sale. We want to provide greater support for our partners to
help them propose products that deepen loyalty and generate traffic for
their various distribution channels, regardless of the distinctive culture and
features that apply to their market.

“We work with
our partners to build
new models based
on customer value
and we develop
insurance products
as a long-term
profit centre.”

How do you work with your partners?
Everywhere in the world we work closely with our partners on the basis of mutual
trust and direct relations. This ensures that we have an intimate knowledge of
their distribution processes and the purchase process of their customers. Our
approach to the partner relationship has led us to add and develop specific
expertise in the main markets served by our partners—banking, specialized
financial services, automobiles and mass retailing. We can therefore bring
partners an insurance distribution offer that is efficiently integrated in their
customer sales process. Our solutions create value, nurture loyalty and represent
promising growth potential.

We emphasize close relations with
our partners to optimize customer
knowledge and the customer experience
with a multichannel approach.
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TAKING THE CUSTOMER
EXPERIENCE INTO ACCOUNT
BNP Paribas Cardif aanalyzes the different stages in the customer experience with its partners to identify new
sales and loyalty bu
building opportunities and determine the optimal moment to propose a value-added offer
that precisely meets the needs of customers.

Viewpoints
“Marketing teams and market specialists from
BNP Paribas Personal Finance and BNP Paribas Cardif
share analyses of customer needs, the customer
experience and sales opportunities at each contact
point in order to define a strategy to accelerate the
development of insurance. This approach is deployed
in all Cetelem markets for direct sales of financial
services, automobile sales and large retail chains.
It is fully aligned with BNP Paribas Personal Finance’s
new strategic goals.”

Pierre-Olivier Brassart

Director of Key Partnerships in France of BNP Paribas Cardif.

Example
GETTING INACTIVE CARDHOLDERS BACK INTO STORES
Working with BNP Paribas Cardif, a major retailer in Brazil sent text messages and emails to 100,000 inactive cardholders
to get them to come and shop at its stores, offering lottery tickets and a chance to win 20,000 euros. In just one month 28,000
of the retailer’s loyalty cards were reactivated at its stores, and 20% of them used a revolving credit covered by insurance.
The operation thus quickly paid for itself. The surge in customer traffic generated a significant rise in sales for the retailer
and for the insurance business.
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MULTICHANNEL APPROACH
Customers often do their own research
before they purchase insurance
to compare competing offers, the
advantages of different products and
sometimes to get a precise idea of
what they need. Because this purchase
involves a contract, insurance is by
definition a service product. Once the
contract has been subscribed, the
policyholder is in contact with back
office teams (call platform, claims
management), who must ensure the
quality of the after-sales relationship
over the long term.
There are three stages in the sales
process—before, during and after—and
three distribution channels (point of

sale, telephone, Web), creating multiple
points of contact in the customer
experience. The dynamic between
these different channels itself changes
over time and varies depending on the
nature of the market and the partner’s
market.

CLOSE COLLABORATION
WITH PARTNERS
Analyzing the customer experience is
strategically important regardless of
the sector, the market or the country.
The aim is to identify the different
multichannel contact points to better
leverage them and propose insurance
solutions adapted to the personal
situation and needs of the customer.

“We help our partners identify new
sales opportunities, combining their
knowledge of their customers’ profiles
with our expertise in insurance, as well as
our knowledge of customer needs. This
analysis spans every customer contact
situation, whether at the point of sale,
via the customer support platform, or on
the Web,” says Pierre-Olivier Brassart,
Director of Key Partnerships in France.
BNP Paribas Cardif also designs
insurance services and solutions that
foster greater customer loyalty towards
the partner’s brand.

“Customers actively interact with all the channels
and decide which sales process is best suited to
their needs. This is why it’s essential to make the
multichannel approach an integral part of the
customer experience, since each channel has a
strategic role and complements the others. Each
channel must add value for the customer at every
stage in the process.”

Christophe Moreau

Head of Distribution for Partnerships Channel of BNP Paribas Cardif.

Changing
distribution
networks…

Over the past 15 years, the number of annual
customer contacts at BNP Paribas branches
has decreased 50%, from 100 million in 1996
to 50 million in 2011.

100 million

1996

More and more BNP Paribas customers
communicate with their branch via Internet.
This figure is expected to reach 50% by 2015.

24%
50%

2011

50 million
2011

2015
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DEPLOYING A SERVICE CULTURE
By putting the end customer at the heart of its priorities, BNP Paribas Cardif has profoundly redesigned
the customer relationship. Staff are focused on programmes that continually improve service quality and
satisfaction for partners and policyholders.

“An ETO service comprises a set of human
resources, processes and technologies designed
to deliver value to partners and their customers.
We want the quality perceived by end customers
to exceed their expectations.”

Stanislas Chevalet

Chief Operating Officer,
Head of Digital & Brokers Channel
and Efficiency, Technology and Operations

Success stories

SATISFYING CUSTOMERS AND EMPLOYEES:
A VIRTUOUS CYCLE

ETO SERVICES
CATALOGUE

The Efficiency, Technology and Operations (ETO) function works to give
BNP Paribas Cardif a distinctive and sustained competitive advantage
by making the service delivered daily to partners and end customers
both simple and efficient.

This catalogue is a concrete result of
the service culture approach initiated
across ETO. The new tool integrates the
complete services offer* associated with
the BNP Paribas Cardif product range
for the entire end-to-end customer
experience. It is designed to accelerate
and simplify the creation of new
partnerships and provide a contractual
framework for quality thanks to Service
Level Agreements (SLA).

“To increase customer satisfaction we’ve combined industrial processes
with a fresh mindset for our teams,” says Stanislas Chevalier, Chief
Operating Officer and head of ETO. “Launched 18 months ago, the
service culture is underpinned by a profound rethinking of day-to-day
attitudes for all employees and managers. We want this to energize
our transformation and drive greater operational efficiency to make
BNP Paribas Cardif a company with industrialized service solutions
backed by a sharp customer focus.” explains Brigitte Feist ETO General
Secretary of BNP Paribas Cardif of “Culture de Service Programme”.
ETO mobilizes nearly half of the company’s staff—back office teams, call
centres, IT and project teams—all unified by a collective engagement.
“within 48 hours, provide a solution or give an answer”.

ISO 9001 FOR SPAIN
BNP Paribas Cardif received ISO 9001
certification in Spain for the quality
of its creditor insurance and individual
protection insurance claims
management process.

* An ETO service comprises a set of human resources, processes and technologies designed to deliver value to partners and to their customers.
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CUSTOMER CENTRIC PROGRAMME
“This programme was launched four years ago. It is emblematic of
our commitment to putting the interests of the end customer at the
centre of our priorities thanks to a portfolio of products characterized
by easy access and significant added value,” says Gérard Binet,
Managing Director. “Products come with clear, transparent information
at each stage in the customer relationship and our services and
processes have been reviewed from the perspective of each stage in
the customer experience, all accompanied by strong commitments.”
The programme has been accelerated and several very concrete
pilot initiatives have been introduced in many BNP Paribas Cardif
host countries.
In the Netherlands, teams have completely reviewed and simplified
products and processes, introducing greater transparency.
In the United Kingdom, regulatory changes led BNP Paribas Cardif
to work with its partners to reinvent the product range and sales
processes, underpinned by a demanding yet essential imperative:
Treating Customers Fairly.
In Germany, a vast programme has been launched to make sure
that customer interests are addressed at every step in the customer
experience.

Viewpoint
“Delivering better service for the end
customer is a collective commitment
shared across all entities and all BNP
Paribas Cardif distribution channels.
This is a natural process for the Retail
Banking channel since we work closely
with the branch networks and internal
partners at BNP Paribas. Our shared
approach is embedded at every stage of
an offer, from product design to service
fulfilment and advice, distribution, and
end customer contact. For example,
we strive to create greater value for
the customer through the pricing of a
product and by limiting the scope of
exclusions. This lets us guarantee that
the commercial approach is aligned
with the needs of clients. Another
important component is systematic
training of sales teams to ensure a
customer-centric mindset.”

Gérard Binet
Managing Director

EXEMPLARY INNOVATION
IN THE NETHERLANDS
As part of the Customer Centric
Programme, BNP Paribas Cardif has
made certain that all contractual
and marketing documents are written in
simple language that is easily understood
by over 90% of the Dutch population.
“We work to ensure that customer
satisfaction and listening to customers
are embedded in all our business
processes,” says Marieke van Zuien,
Director Customer & Corporate,
BNP Paribas Cardif in the Netherlands.

Virginie Korniloff
Chief Operating Officer,
Head of France
and Retail Banking Channel
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BY ANTICIPATING TRENDS,
ANALYZING CONSUMER NEEDS
A N D M O T I VAT I O N S F O R
INSURANCE, AND INTEGRATING
THEIR DIGITAL EXPERIENCE,
BNP PARIBAS CARDIF CREATES
A NEW SCOPE FOR INSURANCE.
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THE WORLD IS CHANGING
Modern societies are experiencing profound transformations and new consumer behaviours will have a
significant impact on the insurance market of tomorrow. Accurately analyzing these trends lets us identify
ways to create a distinctive advantage and propose solutions with strong added value for customers.

Social networks
1.2 Bn

+174%
430 M

March 2007

October 2011

Between March 2007 and October 2011,
the worldwide audience on social networks
has increased 174% from 430 million
to nearly 1.2 billion visitors a year.

79%
In the United Kingdom, 79% of 25-34
year olds say their purchasing decisions
are influenced by social media.
Sources: Comscore and Ernst & Young

LIVING BETTER, LIVING LONGER
Longer life expectancies and an
increase in the number of years
worked in mature countries will
have major repercussions for pension
and health insurance systems. The
very concept of “old age” is viewed
differently since people consider
themselves young much longer.
Another phenomenon is periods of
unemployment for people in the
employment market, as well as an
extended number of years worked
for individuals who have reached
retirement age. These trends will
impact the nature of insurance
products, creating strong demand for
health insurance and stable revenues
to maintain purchasing power and
pursue life goals.

these changes in consumer behaviour
make it essential for products to
offer impeccable quality and clearly
show the distinctive benefits offered.
Companies stand out by making—and
respecting—a concrete promise and
by enriching their relationships with
customers.

NETWORKED COMMUNITIES

MORE CHOICES

People are more interconnected
than ever too, and the emergence of
communities transforms family, friends
and members of social networks into
major influencers for purchasing
decisions. Power is shifting from
brands to customers and this power
is amplified because communities can
easily interact, especially on the Web.
To reach consumers, brands must now
convince their peers or specifiers in
their community.

Today’s consumers are better educated,
informed and demanding about the
intrinsic features of products and
services, as well as pricing. Given
the burgeoning choice of off-theshelf products, consumers are more
capable than ever of making up their
own minds. As competition gets stiffer,

“The trend creates fresh opportunities
since we can take advantage of these
communities to influence and reach
new customers,” emphasizes Nicolas
Simon, Head of Customer Intelligence
and Product Development at the
Worldwide Marketing Department of
BNP Paribas Cardif.
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Viewpoint

MULTICHANNEL CONSUMERS
Although end customers resort to
new direct online sales channels—
Web, mobile phones, call centres—
they have not abandoned traditional
points of sale. Today’s consumers
are “hybrid”, surfing easily from one
distribution channel to another. For
example, they might prefer to check
products and compare prices on the
Web, but still go to a store, and then
expect instant after-sales support via
phone. The challenge for businesses is
to understand the different phases and
interfaces in the customer experience to
enhance overall commercial efficiency.

“For insurance products we need to build
bridges between the major protection
needs identified among end customers—
disease, accidents, revenue protection, job
loss, dependency, etc.—and their weak
motivation to take out insurance cover,
since they often simply are not aware of
or conversant with insurance solutions.
Analysis of consumer trends and motivation
levers lets us re-assess the best ways to
reach customers. We’ve noted that people
with the strongest appetite for insurance
are distinguished in particular by their
positive attitude towards life and intention
to achieve future plans. This approach has
led us to introduce insurance with strong
added value for customers at every stage in
their lives.”

Nicolas Simon,

Head of Customer Intelligence and Product Development
at the Worldwide Marketing Department of BNP Paribas Cardif
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DIGITAL IS ESSENTIAL
Web, smartphones, tablets…a brave new digital world is radically transforming distribution models
and customer relations. BNP Paribas Cardif has made digital an integral part of its expertise in every area
to address new consumer behaviours.

ADAPTING TO NEW CUSTOMER USES
Nomadic devices and applications are
changing the way we use the Web. “Over
the past decade, Web applications have
introduced free and instant access
to every possible type of consumer
service,” notes Louis Treussard, CEO of
L’Atelier, the BNP Paribas technology
intelligence unit. “These new online
consumption reflexes are spreading
to every aspect of daily life thanks to
mobile services.”
Today, a smartphone is all people need
to get information, dialogue, exchange
information in real time, activate
geolocation services, compare an
offer or tell friends about a good deal.
The power of immediacy is especially
apparent on social networks. With
Twitter, consumers can instantly
express disappointment and post a
snap opinion of a product or service.
Tablets add another layer to this
revolution, providing a new customer
interface, with the ability to play an
integral role in the sales process. The
speed of these changes should not,
however, mask the dangers of Web
sales. Legal requirements must be
taken into account (including electronic
signatures), along with respect for
privacy.

2 billion

5 billion mobile phone

Internet users in the world(1)
as of 2010, around 30%
of the global population

subscribers(2) worldwide
in 2011, 75% of the global
population

(1) www.internetworldstats.com (2) Statistics published by Ericsson in 2010

DIGITAL STRATEGY
TO SUPPORT OUR PARTNERS
Digital is an important growth
path for BNP Paribas Cardif. “We
have a dedicated team working on
applications development , design
and the digital customer experience,
because the multichannel model is
becoming the norm in most of the
countries where we operate,” explains
Grégory Desfosses, Head of the Digital
channel of BNP Paribas Cardif. Turnkey
solutions for online life insurance
or creditor insurance are already
available for partners, and the Digital
Channel has a host of projects in the
pipeline for social networks, mobiles,
tablets and consumer websites. A
health management application for
smartphones is operational, as well
as travel insurance policies that can
be subscribed from a mobile phone. In
some markets, BNP Paribas Cardif has
deployed direct customer marketing,
initiatives such as the Seguro Auto Facil
online auto insurance site in Brazil, or a
presence on social networks in Taiwan.

“Our digital strategy always
adapts to the culture and
digital maturity of the country,”
Grégory Desfosses says.
“Direct relations with
customers enrich expertise
that we can share with our
partners. This lets us operate
effectively at every link in the
digital chain.”

Grégory Desfosses
Head of the Digital channel
of BNP Paribas Cardif
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Viewpoint
“E-commerce has grown at an average annual rate
of 20% in recent years, emerging as a prime source of
new growth for the global economy. In the very near
term major companies will be obliged to make digital
channels an integral part of their strategy. In liaison
with BNP Paribas Cardif, we identify and decode new
digital strategies and uses in a multichannel distribution
environment, including mobile services, plus digital
marketing and sales. We also analyze key social
trends such as the use of social media, e-health
or the reliability of digital transactions.”

Louis Treussard,

CEO of BNP Paribas L’Atelier

Success stories

The BNP Paribas digital intelligence
is a BNP Paribas subsidiary based
in Paris, with offices in San Francisco
and Shanghai. L’Atelier provides
the Group with insights on disruptive
innovations and uses for new digital
technologies around the world.

WARRANTY DIRECT – ONLINE EXTENDED WARRANTY
FOR AUTOS
Warranty Direct, a brand of Cardif Pinnacle in the United Kingdom,
markets extended warranties for automobiles. Over 100 partners have
already adopted this offer, either rebranding it under their own brand,
or selling the insurance under the Warranty Direct name.

Download the
Cardif Santé
mobile app

CARDIF SANTÉ – CUSTOM-TAILORED HEALTH
INSURANCE VIA THE WEB
The new health insurance offer from BNP Paribas Cardif takes into account
the budget and personal situation of each online customer, offering
reimbursement of alternative treatments and medical appointments.
The fully modular offer is marketed via www.assurance-sante.cardif.fr.

Iphone

A site optimized for mobile devices and a mobile app for Android and
iPhone have been developed and are available from the App Store and
Google Play.

Android
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A NEW VISION OF INSURANCE
Insurance is no longer viewed as a “necessary evil”, but rather something that helps people achieve their
plans and goals. BNP Paribas Cardif enables its partners to better understand customer motivations for
subscribing insurance cover in order to design distinctive offers aligned with needs and expectations.

GIVING TANGIBLE
MEANING TO INSURANCE

UNDERSTANDING WHAT
MOTIVATES END CUSTOMERS

Macroeconomic, technological and
sociological changes impact the way
people envision their future. As life
expectancies increase, individuals
tend to see the future in a more
positive framework. They want to
enjoy their health and secure, or even
improve their lifestyle, if possible.
“The underlying psychology is about
constructing a future,” explains Chief
Marketing Officer of BNP Paribas Cardif
Laurence Hontarrède. “We want to
create a new role for insurance and
make it a part of positive planning.
Choosing insurance is no longer
necessarily linked to a perception
of risk, but rather to the vision each
person has of their future.” Today,
insurance has taken on the role of
providing individual control, becoming
something that people can choose for
their peace of mind.

This new paradigm makes it essential
to find other channels for customer
interface to gain an intimate
understanding of what they expect
beyond the “rational value” of insurance
offers. For the past two years BNP
Paribas Cardif has carried out in-depth
research to identify the levers that
motivate end customers in terms of
protection covering revenues, health,
accidents or loss of autonomy. Based on
data from studies done in six countries
(France, Italy, Spain, Poland, the Czech
Republic and Japan),
apa these levers are
analyzed in three
ree different dimensions:
RATIONAL How can insurance protect
protec
me in case off a problem?
AFFECTIVE
How can insurance
contribute to
o my well being?
INTUITIVE
How can insurance
guarantee me a better future?

This knowledge base reveals different
answers depending on the customer
profile. Overall, 70% of the study
populations fall into one of three
profiles: “entrepreneur”, “humanist”
and “vigilant”. Knowing the customer
makes it possible to articulate
personalized messages. This knowledge
base thus figures at the heart of
BNP Paribas Cardif’s redeployment
in personal insurance. “By giving
meaning and showing the utility of
insurance, we offer customers value
throughout their lives by giving them
more freedom of choice and the ability
to adjust components in an insurance
product over time,” sums up Laurence
Hontarrède.
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“We’ve restored insurance to
a positive role, making it a means
to help policyholders realize their
plans by subscribing cover that
enhances their quality of life,
today and tomorrow.”
What is BNP Paribas Cardif’s approach
to marketing insurance products?

Three Questions for

Laurence Hontarrède

Chief Marketing Officer of BNP Paribas Cardif

We’ve noted that customers who are most receptive to insurance,
including personal protection, are characterized by a positive
outlook on life, by the fact that they have plans and they want
to achieve them. This is fundamental to the value created by
insurance solutions, since these products help customers better
project themselves into a future where their plans will become
a reality. Protection is a very personal issue and not everyone
makes the same choices. We’ve segmented needs and used very
sophisticated research tools to understand in detail why and
how people choose to purchase insurance products.

How is this segmenting implemented
by your partners?
Following more than two years of in-depth customer research,
we’ve begun introducing our approach to segmenting with our
partners. They are pleased with this support since they recognize
that we’re providing efficient tools and real value propositions
for their customers. Working together we’re able to identify the
profiles that correspond to each segment in their database in
order to define targeted offers and messages for each segment.

Do you have a few examples?
In Japan, one partner updated their sales presentation to better
target the emotional motivations of prospects according to
their profile. The change resulted in a 35% increase in policies
in four months.
In terms of health cover, to address greater demand linked to the
increase in life expectancies, we’ve worked extensively to develop
insurance solutions that offer not only financial protection, but
also prevention and well-being, along with reimbursement of
alternative medical treatments that do not fall within the scope
of disease treatment.
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CUSTOMER EXPERIENCE
Marc

Illustration of the multichannel approach

Internet
Married with two children,
7 and 9, Mark wants to make
sure he has the best protection
for his family and property.

When he bought his new
apartment he ran simulations
on the Web to find the best
mortgage. The establishment he
selected was a different bank
than his.

€

Bank

When he went to the bank branch
to sign the loan, the advisor
recommended that he take out
not only insurance to guarantee
payment in the event of a
problem, but also make sure his
family is covered by taking out
accident insurance.

CREDITOR
INSURANCE

Allan

ACCIDENT
INSURANCE

Car dealer
At 28, Allan is getting
started in life. He manages
a multimedia design team,
is an avid rower, and volunteers
for an association that helps
children with illnesses. He sees
insurance as part of his adult
responsibilities, but also
a way to protect his lifestyle,
his freedom and his general
peace of mind.

Emma

When he bought his first car
he selected the model on the
Web, then went to the closest
dealership.

CREDITOR
INSURANCE

Internet
Emma is a very active
woman. The mother of three
children, she really likes her
job and generally does not
have much time towaste!

In addition to financing, the dealer
also suggested creditor insurance
and a three-year extended
warranty, covering parts and
labour. Allan found this coverage
reassuring and agreed.

She’s very loyal to her
favourite retailer and enjoys
the convenience of their online
shopping service,

EXTENDED
WARRANTY

Point of sale
plus the many discounts and
special offers she finds in the
store thanks to her loyalty card.
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Internet
In fact, he was so impressed
by the advice he received that
he decided to transfer his bank
account to the new bank.

A few months later his new banker, who now knew all about his family,
recommended that he subscribe a supplementary health insurance policy
matched to his needs, with flexibility to change over time. Mark only pays
for the health care he needs. This lets him put priority on coverage for
hospital stays or orthodontic work for his children, Stella and Paul.

Before he made his decision,
Mark checked several forums
to compare the different health
insurance offers available.

HEALTH
INSURANCE

Internet
For his car insurance,
however, he trusted his friends
on Facebook. The insurance
recommended by Mick looked
great, with attractive rates
and guarantees.

Telephone
When he moved a few months
later he contacted the insurance
company to change his address.

CAR
INSURANCE

Since he was already a policyholder, the call centre advisor also
proposed comprehensive home insurance at very low rates. Plus,
Allan discovered that by bundling the car insurance for his fiancée,
he’d get even lower rates!

HOME
INSURANCE

CAR
INSURANCE

Telephone
But although Emma might be
in a hurry, she never makes
hasty decisions. For protection
insurance, she wants
solutionsthat reassure her
and help protect her against
unplanned contingencies.

For example, when she purchased
a new flat-screen TV from
the retailer, she added an
extended warranty not only
for the televison, but for her other
household appliances too, all
for a very reasonable monthly fee.

EXTENDED
WARRANTY

The retailer’s call centre advisor also suggested that Emma take
advantage of accident insurance. In case of temporary disability,
her insurance will cover the equivalent of her monthly online spending.
With insurance like this, Emma has the peace of mind she needs
to keep enjoying her very busy life!

ACCIDENT
INSURANCE
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BUSINESS
Introduction

Scope

The financial sector faced a challenging year in 2011, which was marked
by a slowdown in global economic growth, the European sovereign debt
crisis and a steep decline in European stock markets.

The information in this section corresponds to the scope of the insurance
business applied by BNP Paribas in its financial reporting.

BNP Paribas Cardif did not escape the impact of these factors, but
the quality of its fundamentals enabled the company to successfully
navigate this turbulent period and prepare for the future.
Gross written premiums totalled 23.3 billion euros, a decline of
8% compared with 2010, which was a record year for asset inflows. With
the exception of 2010, business levels in 2011 were the highest since
the creation of BNP Paribas Cardif, reflecting the Group’s resilience.
Protection insurance continued to drive growth, recording an
11% increase in gross written premiums in 2011 to 5.4 billion euros.
Protection insurance now accounts for nearly one-quarter of the
Group’s business.
Despite this difficult environment, BNP Paribas Cardif consolidated its
international positions, finalizing acquisitions in Luxembourg and Italy,
two of its main domestic markets.
For the first time in the history of the Group, international business
accounted for over half of total gross written premiums, reaching
12.3 billion euros, or 53%.
The Partnerships segment, which is the core business of BNP Paribas
Cardif, continued to expand. The share of business via partner channels,
brokers and digital was the same as distribution via the BNP Paribas
network of retail branches. In 2011, 49% of business was generated
by BNP Paribas retail branches, amounting to 11.4 billion euros, and
51% via the Partnerships, Digital & Brokers and affiliates segment,
totalling 11.9 billion euros.
Net Banking Income (NBI), representing gross written premiums after
IFRS impact, totalled 1.6 billion euros, an increase of 5% compared
with 2010. This reflects growth in savings outstandings and the good
performance of the protection segment, despite extremely turbulent
financial markets and a 17% drop in the French CAC 40 index during
the year.
Pre-tax Net Income declined sharply to 476 million euros, 41% below
2010. This was due to depreciation of Greek bonds and despite efficient
management of general and administrative expenses.
Although results for 2011 reflect the economic and financial crisis
during the year, the figures above show the capacity for resilience of
BNP Paribas Cardif. Thanks to the solidity of its business model, based
on diversification of businesses, geographic coverage and distribution
networks, BNP Paribas Cardif sustained its business levels and
maintained investments in future growth.

Gross written premium data thus corresponds to the legal scope of the
insurance business as defined by the BNP Paribas Group, applied to the
accounting scope of BNP Paribas Cardif.
From consolidated financial statements under French GAAP to Group
scope of insurance business (billions of euros) at 31 December 2011:

Gross written premiums in consolidated
financial statements*
Affiliates carried under equity method
or non-consolidated
including :
BNL Vita (first 3 quarters)
Fortis Luxembourg Vie
AG Insurance - 25%
TCoB
SBI Life - 26%
Other affiliates
Insurance business revenues

16.8
6.5

2.1
0.8
1.5
0.8
0.5
0.7
23.3

* Gross written premiums from consolidated accounting scope under French GAAP

Economic environment
2011 was marked by a gloomy economic outlook and a major public
debt crisis, which came in the wake of the 2007-2008 financial crisis.
The deterioration in public finances in certain European countries created
strong tensions in the euro zone, focused especially on the situation
in Greece. This triggered sharp fluctuations in financial markets and
spawned anxiety among savers.
The world has entered a new cycle, the deleveraging economy, triggered
by three major changes:
- A change in policy by public authorities, faced with the need to cut
spending while finding new sources of revenues. The insurance sector
has been heavily taxed in recent years and thresholds for social charges
were raised again in 2011.
- A change in the behaviour of savers, who are more focused on security
criteria. Savers tend to dip into their savings for consumption and
households have shown a clear aversion to debt along with renewed
interest in real estate and instruments that ensure liquidity.
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- A change in the behaviour of insurance companies, which must
implement the transition to Solvency II, with all the main financial
establishments announcing their readiness to apply the Solvency II
directive within the required timeframe.
Insurance policy subscriptions in France declined 9% to nearly
190 billion euros, with a 14% drop in life insurance and capitalization
products (124 billion euros). These levels are comparable to those of
2008. Despite this decline, insurance vehicles remain the preferred
investment among the French, representing 56% of the 2.5 trillion euros
in long-term savings held by French households, stable versus 2010.
The economic crisis during the second half of 2011, creating an
environment that did not encourage long-term savings and commitments,
increased competition with life insurance from certain investment
products or savings vehicles. The firm performance of the Livret A savings
account illustrates the attractiveness of short-term investments for
consumers in an anxiety provoking climate.

2011 Business volume
and highlights
BNP Paribas Cardif insures people, their families and their property.
Its savings and protection insurance products are marketed through
partners.
BNP Paribas Cardif has developed unique expertise in insurance
partnerships and a proven ability to address the specific needs of
each partner in markets across Europe, Asia and Latin America, where
it enjoys strong positions.
BNP Paribas Cardif distributes its products and services through three
channels:
- BNP Paribas Retail Banking channel (the major branch banking
networks of the BNP Paribas group) in France, Italy, Luxembourg,
Belgium, Turkey and Ukraine.
- Partnerships channel: other banks, financial institutions mass
retailers and BNP Paribas Personal Finance.
- Digital & Brokers channel: brokers, networks of independent financial
advisors and the Web.
BNP Paribas Cardif has a presence in 36 countries.
Despite the extremely turbulent economic and financial environment,
BNP Paribas Cardif recorded total gross written premiums of
23.3 billion euros in 2011, a decline of 8% versus 2010.
The international segment represented 12.3 billion in gross written
premiums. For the first time international operations reached 53%
of BNP Paribas Cardif gross written premium income. The share of
international business has increased steadily since 2005 to exceed
more than half the total in 2011.

INSURANCE GROSS WRITTEN PREMIUMS TREND SINCE 2005
(BILLIONS OF EUROS)
30.0
22%

25.0
20.0
15.0

20.7
18.0

11.0

-10%

6.9

2007

-15%

23.3

-16%

12.3

28%
12.1

-8%

-8%

16.1
10.2

8%

19%

10.0
5.0

25.3

5.9

2008
International

45%

43%

8.6

2009
France

13.1

12.2

1%

2010

11.0

2011
Total

2011 GROSS WRITTEN PREMIUMS BY BUSINESS

23% vs. 19%
in 2010

77% vs. 81%
in 2010

Savings
Protection
2011 GROSS WRITTEN PREMIUMS BY REGION

53% vs. 48%
in 2010

47% vs. 52%
in 2010

France
International
IN FRANCE, BNP Paribas Cardif gathered 11 billion euros in new
cash at 31 December 2011, a decline of 16% compared with the
end of 2010.
BNP Paribas Cardif maintained its share of the aggregate insurance
sector market at 8.3%, compared with 8.4% at end 2010 (source: gross
written premium data from FFSA).
The France Territory organization created in late 2010 was deployed
in 2011. The France Territory represented 72% of BNP Paribas Cardif
gross operating income in 2011.
In France, BNP Paribas Cardif will consolidate its domestic position
and develop additional distribution networks to become the thirdlargest personal insurance provider in the country.
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The top priorities are development of personal protection and health
products with a focus on creating greater value for policyholders, along
with efficient management of general and administrative expenses.

Savings gross written premiums in France were 18% lower versus
2010, with a more moderate decline for the international segment,
which was down 5% compared with 2010.

OUTSIDE FRANCE, gross written premiums totalled 12.3 billion euros,
stable versus 2010 (up 1% compared with 2010).

Despite a significant increase in out gues, particularly in France, net
asset inflows remained positive at 2.6 billion euros thanks to healthy
international assets gathered, especially in Luxembourg, Belgium and
Asia (led by Taiwan and India).

In 2011 BNP Paribas Cardif consolidated its positions in domestic
markets outside France, which now account for over half of the
company’s international savings segment business.

CONTRIBUTION OF DOMESTIC MARKETS 2011 GROSS WRITTEN PREMIUMS

The ratio of net assets gathered to gross assets gathered was
16% versus 42% at the end of 2010, due to a drop in net savings asset
inflows in 2011 (70% lower than 2010).
The share of unit-linked products in total savings assets gathered was
29%, a 4% increase over 2010, thanks to the international segment,
where 40% of savings assets gathered were unit-linked products.

77%

80%

BNP PARIBAS CARDIF SAVINGS GROSS WRITTEN PREMIUMS
(BILLION OF EUROS)

20.4

23%

20%
2010
Domestic Markets

14.7

2011
Non-Domestic Markets

In Italy, BNP Paribas Cardif subsidiary Cardif Assicurazioni now holds
100% of BNL Vita, a life insurance company that sells savings products
via the BNL branch network. This transaction strengthens BNP Paribas
Cardif’s integrated bancassurance model and confirms Italy as its
second largest domestic market, contributing 3.4 billion euros in gross
written premiums in 2011, or 28% of BNP Paribas Cardif’s international
business in 2011.
BNP Paribas Cardif also signed a 10-year partnership in Italy at
the end of the year with the Banca delle Marche group covering
distribution of life and non-life products through Banca delle Marche’s
network of 326 branches.
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International

SAVINGS GROSS WRITTEN PREMIUMS BY REGION

14%

In Luxembourg, the merger of Cardif Lux International and Fortis
Luxembourg Vie took effect on 30 December 2011, creating a single entity:
Cardif Luxembourg Vie. BNP Paribas Cardif, BGL BNP Paribas and Ageas
Insurance International each hold a 33.3% interest in the new entity.

a. Breakdown of gross written premiums by product

12.7

4.6

Already one of the top ten insurers in the market, BNP Paribas Cardif
has strengthened its leadership position in this market.

Luxembourg contributed 1.8 billion euros to BNP Paribas Cardif in
2011, representing 15% of its international gross written premiums.

17.8

17.0

54%
32%

France
Europe (exclude France)
Asia

SAVINGS
BNP Paribas Cardif savings gross written premiums were 17.8 billion
euros in 2011, a decrease of 12% compared with 2010.
The significant decrease in new assets gathered, particularly in France,
reflected the plunge in equity markets and competition from bank
savings products.

IN FRANCE, savings gross written premiums gathered slowed
and amounted to 9.6 billion euros for the year, a decrease of
18% versus 2010. BNP Paribas Cardif was in line with trends in the
French savings market, which declined 14% for life insurance and
capitalization products in 2011 (source: FFS).
The French Retail Banking network accounted for the majority of
individual savings, collecting 74% of gross written premiums (7 billion
euros). Assets gathered were down 17% versus 2010.
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The drop was steeper in collective savings, which declined 37% versus
2010 to 452 million euros. This was due in part to the transfers of
asset inflows that boosted assets gathered in 2010.

SAVINGS GROSS WRITTEN PREMIUMS IN FRANCE
BREAKDOWN BY UNDERLYING ASSET CLASS

83%

80%

The Europe region outside France accounted for 69% of international
savings gathered, up slightly over 2010 (67%).
Gross written premiums were stable compared with 2010 at
5.7 billion euros.
This region includes the three BNP Paribas Cardif domestic markets
outside France—Italy, Belgium and Luxembourg. These three countries
gathered total savings assets of 5.6 billion euros, 68% of savings for
the international segment.

SHARE OF DOMESTIC MARKETS (OUTSIDE FRANCE)
IN INTERNATIONAL SAVINGS GROSS WRITTEN PREMIUMS GATHERED

20%

17%

€3 bn
32%
2010

2011

General fund

Unit linked

Assets gathered were invested mainly in the general fund, reflecting
the priority households placed on security. The share of unit-linked
individual savings nevertheless edged up in France in 2011 from
17% to 20%, continuing the upward trend noted in 2010.
This proportion remains significantly greater than the average for
the life insurance and capitalization market in France, for which unitlinked products represented 14% of savings in 2011 (source: FFSA).
Savings continued to account for the majority of business in France,
representing 87% of gross written premiums and roughly threequarters of BNP Paribas Cardif revenues in France in 2011.
THE INTERNATIONAL SEGMENT had savings gross written premium
income of 8.2 billion euros, down 5% versus 2010.
Net savings assets gathered remained solidly positive at 2.9 billion
euros, even though this was a significant 33% below 2010 levels.
The proportion of unit-linked products in gross assets gathered rose
sharply to 40%, an increase of 7% versus 2010.

MAIN CONTRIBUTORS TO SAVINGS GROSS WRITTEN PREMIUMS OUTSIDE
FRANCE IN 2011 (IN MILLIONS OF EUROS)

€6 bn
68%
Domestic
markets (outside France)
Non-domestic
markets

Italy recorded the best performance among BNP Paribas Cardif
domestic markets as savings asset inflows rose 13% compared with
2010. Gross savings assets gathered totalled 2.8 billion euros at 31
December 2011.
This momentum was due to the renewal of contracts that have
reached their term.
In Luxembourg, lower private banking business levels at Cardif
Luxembourg International had a significant impact and gross written
premiums in the country were down 16% compared with end 2010
to 1.8 billion euros. This was despite a positive scope impact of 486
million euros following full consolidation of 2011 gross written
premiums from Fortis Luxembourg Vie.
Belgium recorded gross assets gathered of 1 billion euros, down
12% compared with 2010.
AG Insurance (in which a 25% interest was acquired in 2010) accounts
for virtually all BNP Paribas Cardif savings business in Belgium.
Until mid-summer 2011 AG Insurance was impacted by competition
from short-term savings products. From September 2011 competition
lessened but this did not enable AG Insurance to offset the slowdown
in individual savings at the beginning of the year, resulting in a decline
in gross assets gathered in 2011.
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1,114
494
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-12%

3%

-8%

Belgium

India South Korea

Share not consolidated in BNPPC gross written premiums

The Asia region accounted for 31% of savings gross written
premiums gathered outside France in 2011, compared with
33% in 2010. Gross written premiums totalled 2.6 billion euros, down
10% versus 2010.
Gross written premiums for the region had surged 140% in 2010 due
in particular to expanded partnerships in Taiwan with TCOB and in
South Korea with Shinhan, whereas 2011 proved a more difficult year.
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In Taiwan, savings gross written premiums were 1.6 billion euros, a
decline of 14% compared with 2010. Taiwan had tripled savings asset
inflows in 2010 versus 2009. Taiwan accounted for 20% of savings
assets gathered by the international segment, slightly below the
22% recorded for 2010.
This trend reflects the decrease in savings assets allocated to the
general fund in the context of more restrictive regulations.

PROTECTION GROSS WRITTEN PREMIUMS BY REGION

19%

25%

8%
France
Europe (not including France)
Asia
Americas

After a record year in 2010, gross assets gathered by our joint venture
declined 15% to 822 million euros at 31 December 2011.
South Korea recorded savings gross written premiums of 429 million
euros, a decrease of 8% versus 2010.

48%

After robust growth in 2010, especially for asset inflows to the general
fund, asset gathering weakened in 2011 due to stronger competition.
In India, savings gross written premiums for our joint venture with SBI,
the leading bank in the country, were up a modest 3% versus 2010,
representing 494 million euros for our 26% interest.

27%
73%

PROTECTION
The protection insurance segment again recorded double-digit growth
in 2011 and accounts for nearly one-quarter of BNP Paribas Cardif
total gross written premiums.
Protection gross written premiums were 5.4 billion euros in 2011, an
increase of 11% over 2010. Momentum in the protection insurance
segment was driven by international business, which increased
14% over 2010 to 4.1 billion in gross written premiums, which is
75% of BNP Paribas Cardif’s protection insurance business.
Diversification is a strategic priority for BNP Paribas Cardif, which
continued to introduce innovative products. Protection cover other
than creditor insurance represented 27% of the protection segment
in 2011, compared with 25% in 2010.

BNP PARIBAS CARDIF PROTECTION GROSS WRITTEN PREMIUM TRENDS
(IN BILLIONS OF EUROS)
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FRANCE recorded 1.4 billion euros in protection gross written
premiums, an increase of 1% over 2010. Diversification of the protection
product range is being actively pursued. In 2011, the share of gross
written premiums outside creditor insurance rose from 26% to 36%.
The development of protection insurance for the France Territory
is a priority because the growth potential for protection products is
greater than for savings in a market where households still have low
levels of protection cover penetration.
However, the protection insurance segment in France showed
contrasting performance according to different distribution channels.

The property and casualty insurance segment recorded 140 million
euros in gross written premiums at 31 December 2011, representing
growth of 8%.

1.4

1.4

Creditor
insurance
Other
protection cover

For the Retail Banking channel, investments in the P2A programme
to accelerate sales of protection insurance generated results as gross
written premiums rose 11% over 2010 to 663 million euros. Our other
partners encountered more difficulties due to the business model for
revolving credits.

3.7

3.4

3.2

2007

BREAKDOWN OF PROTECTION GROSS WRITTEN PREMIUMS BY PRODUCT

2011

OUTSIDE FRANCE, protection insurance gross written premiums
increased 14% to 4.1 billion euros.
The protection insurance segment experienced significant development
outside of France in 2011 as all countries experienced growth in gross
written premiums.
Commercial momentum is building in markets with strong potential.
The growth rates for protection insurance in Asia and Latin America
were respectively 25% and 40% higher than in 2010.
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MAIN CONTRIBUTORS TO PROTECTION GROSS WRITTEN PREMIUMS
IN 2011 (MILLIONS OF EUROS)

CONTRIBUTION OF DOMESTIC MARKETS (OUTSIDE FRANCE)
TO INTERNATIONAL PROTECTION INSURANCE GROSS ASSETS GATHERED
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Latin America saw continued growth in protection insurance. Gross
written premiums increased 40% versus 2010, itself an excellent year
as gross written premiums were 38% higher than in 2009.
Gross written premiums totalled 1 billion euros at 31 December 2011,
led by the contributions of Brazil and Chile.
Brazil continued its robust growth as gross written premiums
increased 62% over 2010 to 395 million euros, following an increase
of 52% in 2010.
These excellent results made Brazil the No. 1 contributor to protection
gross written premiums in Latin America, ahead of Chile, which was
the leading contributor in 2010. Brazil’s share of the Latin America
protection market continues to increase, reaching 39% at 31 December
2011 compared with 35% at end 2010.
Chile had gross written premiums of 323 million euros, an increase
of 17% compared with 2010. Growth in Chile was led by creditor
insurance (up 27% versus 2010).
Argentina, Mexico and Colombia all recorded excellent results with
respective increases in gross written premiums of 44%, 67% and
204%, although assets gathered were well below volumes in Brazil
and Chile.
Colombia enjoyed a remarkable launch with the arrival of eight new
partners.
In Europe (not including France), the protection insurance segment
also expanded, but at lower rates. Gross written premiums rose 5%
compared with 2010 to 2.6 billion euros at 31 December 2011.
Although the most significant levels of gross written premiums came
from domestic markets (especially France, Italy and Belgium), both
Germany and the United Kingdom contributed to growth in protection
insurance outside France in 2011.

Italy recorded a 12% decline in protection gross written premiums
versus 2010 to 643 million euros. Italy now represents 25% of
protection business in Europe, 4% less than in 2010.
This trend was mainly due to the economic slowdown and its impact
on business levels for partners.
The launch of a new 10-year partnership with Banca delle Marche at
the end of 2011 is expected to enable BNP Paribas Cardif to strengthen
its positions in protection insurance in 2012 in its second-largest
domestic market.
Belgium had 602 million euros in gross written premiums, an increase
of 5%.
The United Kingdom had gross written premiums of 216 million
euros, an increase of 20%. This rebound follows the acquisition of
new partners, particularly for creditor insurance.
Germany also benefited from increased asset inflows thanks to growth
at partner businesses. Gross written premiums were 326 million, an
increase of 21% compared with 2010.
Emerging markets saw an increase in business levels as well, although
gross written premiums remained modest. In Turkey, the protection
insurance segment had gross written premiums of 44 million euros,
an increase of 65%, due in particular to business with TEB and partner
Yapi Kredi.
Russia and Ukraine both recorded increases in protection assets
gathered, which rose 132% and 148% respectively versus 2010.
Gross written premiums in Russia were 71 million euros, generated
by business with our partners Cetelem and Sberbank. Business
launched with Cetelem in Ukraine and totalled 8 million euros at
31 December 2011.
Asia accounted for 451 million euros in gross written premiums in
2011, an increase of 25% over 2010.
Growth in protection gross written premiums was led by Taiwan and
Japan, where assets gathered increased 41% and 25%, respectively.
As in 2010, Japan remained the largest contributor to this business
with 332 million euros in gross written premiums, an increase of
25% versus 2010.
This growth reflects an increase in premiums due to the cumulative
impact of period premiums.
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Taiwan had gross written premiums of 79 million euros, an increase
of 41% over 2010. This growth came mainly from creditor insurance,
which benefited from the success of strategic alliances with partner
banks HNB and TCOB. These results consolidated the leadership of
BNP Paribas Cardif in Taiwan in this segment.
PENSION FUNDS
In addition to insurance activities, pension funds also recorded good
performance. In Turkey, a country experiencing robust growth, the
pension fund segment grew to 58 million euros at 31 December 2011.
In Poland, the pension fund segment declined 26% compared with
2010 to 96.5 million euros.

b. Business by distribution channel

GROSS WRITTEN PREMIUMS BY DISTRIBUTION CHANNEL

Asset gathering came mainly from Retail Banking (3.2 billion euros,
a decrease of 22% compared with 2010) and Private Banking
(3.8 billion euros, a decrease of 12% compared with 2010).
Despite a marketing push for insurance products, particularly in
October, savings inflows via the Retail Banking network suffered
from the combined impact of a flat economy and a new regulatory
framework (Basel III).
The sovereign debt crisis and accelerated application of Basel III
following the intermediate adoption of Basel 2.5 in June 2012 led
savers to turn more to banking products.
The savings assets gathered in response to commercial offers led to
higher investments in unit-linked products, which rose from 14% of
the total in 2010 to 16% in 2011. Private Banking recorded strong
growth in unit-linked products, which accounted for 19% of volumes
in 2011 versus 15% in 2010.

12%

49%
27%

Retail Banking in France (Retail Banking, Private Banking, Cortal
Consors in France and Banque de Bretagne) accounted for 7.9 billion
euros in gross written premiums, a decrease of 15% versus 2010.
Business was split between 7.3 billion euros from savings (down
17% versus 2010) and 0.7 billion euros in protection gross written
premiums (an increase of 11% over 2010).

Retail Banking channel
Digital & Brokers channel
Partnership channel

Protection gross written premiums from the retail network in France
rose 11% over 2010. French Retail Banking gathered 500 million euros
in assets, up 12% compared with 2010 and Natio Assurance 100 million
euros, a year-on-year increase of 8%.

Affiliates

Despite a slowdown in credit markets, protection insurance continued
to expand, notably through individual protection products (daily life
and health cover).

12%
The success of BNP Paribas Cardif is anchored in an innovative
organization based on three main distribution channels: Retail
Banking channel, Digital & Brokers channel and Partnerships channel.
For the past two years the proportion of business from BNP Paribas
group Retail Banking networks and other distribution channels
has remained balanced. In 2011, 51% of insurance assets gathered
came from the Partnerships and Digital & Brokers channels, along
with affiliates.
The Retail Banking channel covers all BNP Paribas retail banking
networks and the Cortal Consors banking offer. It is the cornerstone
of BNP Paribas Cardif’s business model for developing bancassurance
and accounts for a significant share of gross written premiums (49% in
2011). Initiatives to accelerate expansion of the protection insurance
product portfolio are in progress in France (P2A), Italy (with BNL),
Turkey (with TEB Fortis) as well as Ukraine.
Gross written premiums in this segment totalled 11.4 billion euros
in 2011, a decline of 12% compared with 2010. Inflows were split
between 10.5 billion euros for savings (a decrease of 14% versus
2010) and nearly 895 million euros for protection (an increase of
10% compared with 2010).

Automobile and comprehensive home insurance products benefited
from commercial incentives, driving an 8% increase in gross written
premiums.
Retail Banking in Italy, the second-largest domestic market for BNP
Paribas Cardif, made a strong contribution to gross written premiums
with 2.8 billion euros in savings assets collected and 214 million euros
in protection assets (an increase of 3% versus 2010).
Savings inflows rose 13% over 2010, spurred by the Private Banking
channel of BNL Vita, which gathered 1 billion euros in assets, a rise of
74% over 2010.
BNL’s Retail Banking channel was impacted more significantly by the
European and Italian economic environment, but nevertheless recorded
inflows of 1.8 billion euros (a decline of 6% versus 2010), a significant
share of which went to unit-linked products (25% compared with
17% in 2010).
Private Banking recorded a decline in unit-linked assets gathered,
the share of which went from 9% in 2010 to 7% in 2011.
The Partnerships channel remains the primary source of growth for
BNP Paribas Cardif in the protection insurance segment.
This channel recorded gross written premiums of 6.1 billion euros in
2011, stable compared with 2010, including 2.5 billion euros in savings
(a decline of 12% versus 2010) and 3.7 billion euros in protection,
an increase of 12%. The Partnerships channel accounts for 68% of
BNP Paribas Cardif protection gross written premiums and 50% of
BNP Paribas Cardif business outside France.
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In savings, the partnership in Taiwan gathered 1.6 billion euros
in assets (14% lower than 2010), including 795 million euros by
the TCOB joint venture and 849 million euros by Cardif Taiwan.
In South Korea the decline was 8% versus 2010 to 429 million euros.
This business is mainly through Shinhan Bank, which gathered
320 million euros in assets (a decrease of 11%) and Citi, which
accounted for 92 million euros in assets gathered (a year-on-year
increase of 50%).
Savings assets gathered in France totalled 369 million euros,
mainly through Crédit du Nord, declining 6%.
In protection although business in France suffered from the performance
of certain partners, the international segment recorded remarkable 17%
growth year-on-year. Growth was led by robust development in Latin
America, where volumes were up 43% and in Asia (up 27%). These trends
are expected to continue in the coming years.
This success reflects a policy of product diversification with greater
emphasis on individual protection, coupled with a broad portfolio of
distribution partners, from retail bank networks to mass retailers and
specialized financial services providers.
Mass retail chains constitute a promising future growth market for
BNP Paribas Cardif. In 2011, retailers accounted for 500 million euros
in gross written premiums for the Partnerships channel, an increase of
15% compared with 2010.
This activity is currently concentrated in Latin America, where over 40% of
gross written premiums come from large retail chains. The objective is to
achieve 60% growth in gross written premiums via this channel by 2015.
The Digital and Brokers channel is an open architecture channel that
covers new outlets for consumption of financial products. It leverages
innovation to establish more significant positions in Web sales and to
develop its positions with brokers and independent financial advisors
specialized in savings, retirement or protection.
Brokers also distribute other BNP Paribas products including mutual
funds from the Investment Partners business and real estate products.
Gross written premiums for this channel totalled 2.8 billion euros in 2011,
a decrease of 20% versus 2010. The breakdown was 2.5 billion euros in
savings and 0.3 billion euros in protection.
In France, gross written premiums totalled 2.1 billion euros, a decrease
of 24% versus 2010.
Gross written premiums gathered by independent financial advisors
contracted 14% compared with 2010, totalling 749 million euros, of which
686 million euros in savings.
Assurance Epargne Pension (AEP) generated 720 million euros in assets
gathered in 2011, mainly in savings (a decrease of 20% versus 2010).
BNP Paribas Cardif recorded a decline in assets gathered in the collective
savings and protection market, recording inflows of 452 million euros,
a drop of 37% compared with 2010.

Outside France, business from this channel totalled 730 million euros,
down 10% versus 2010.
Savings assets gathered declined 13%, mainly due to business in
Luxembourg, while protection inflows rose an average of 7%, reflecting
good performance in the United Kingdom and Belgium.
The Affiliates segment comprises insurance entities in which BNP Paribas
holds a minority interest and whose strategic importance requires direct
involvement in management. In 2011 the Affiliates segment included AG
Insurance, Fortis Luxembourg Vie and SBI Life.
This segment represented 2.9 billion euros in gross written premiums in
2011 (an increase of 9% versus 2010), the majority from savings products
(2.3 billion euros).
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FINANCIAL MANAGEMENT
The erratic swings in the main European indices culminated in overall
losses for the year as the CAC 40 ended 2011 down 18% and the Eurostoxx
50 down 17.8%. Increased aversion to risk amplified the sell-off of equities,
contributing to the fall in equity markets.

Economic and financial review
a. Economic review
Global economic growth was flat in 2011, particularly in Europe, where
the business outlook has regularly been revised downwards. A slowdown
and possibly a recession in the euro zone is now expected in 2012.
Across the Atlantic, however, macro-economic indicators show signs of
improvement. In Asia, growth remains higher than in other developed
nations and the region will remain an engine for the global economy.

Management of the equity portfolio remained mobile and prudent during
the period. Tactical adjustments to exposure were made to take advantage
of market fluctuations. Geographic allocation was also adjusted with an
increase in exposure to emerging and U.S. markets.

b. Asset allocation

At 31 December 2011 the mark-to-market equity exposure of the general
fund was approximately 12%. This exposure will benefit from a possible
rebound in markets as uncertainties linked to the sovereign debt crisis
partially subside.

BNP Paribas Cardif managed 151 billion euros in assets in 2011, including
108 billion euros in the general fund and other provisions.

CREDIT MARKETS

Cardif Assurance Vie, the group’s primary insurance company, managed
nearly 79 billion euros through its general fund.
The allocation mix of assets held by Cardif Assurance Vie at 31 December
2011 (excluding assets to hedge unit-linked commitments) was as follows:

In millions of euros
Fixed rate
Floating rate and
inflation indexed
Equities, equityindexed bonds
and convertibles
Real estate
Short term
Other
TOTAL

Net balance sheet value
at 31 December 2010
at 31 December 2011
56,597
73.0%
57,660
72.7%

A series of European Union summits, notably the meeting on 9 December
2011, led to progress in establishing governance for Europe, with a
consensus among 26 of the 27 EU states (the United Kingdom declined
to join the agreement). This was another step forward in resolving the
European debt crisis. The main principles had already been announced:
budget austerity, adoption of the golden rule, adoption of a European
Stability Mechanism to replace the European Financial Stability Fund
and an additional contribution to the International Monetary Fund.
Following the United States’ loss of its triple-A rating, certain European
countries, notably France, were threatened with downgrades by ratings
agencies. France’s rating was lowered to AA+ on 13 January 2012.

4,932

6.4%

5,553

7.0%

10,009

12.9%

9,317

11.7%

Pressure was increasingly strong due to the absence of a quick resolution
to the debt crisis and the anticipation of a recession triggered by overly
aggressive austerity measures voted by certain countries in the euro zone.

4,801
95
1,113
77,547

6.2%
0.1%
1.4%

4,994
782
1,025
79,331

6.3%
1.0%
1.3%

The ECB was very active. Mario Draghi, the new president of the European
Central Bank, intervened by cutting the ECB’s benchmark interest
rate twice and announced two special 3-year refinancing operations
for European banks. The operations are designed to enable banks to
comply with liquidity requirements and continue lending to businesses
and consumers to shore up the economy.

The volume of fixed-rate investments in net balance sheet value
(including accrued coupon interest) was down slightly at the end of 2011
to 72.7%, compared with 73% at 31 December 2010. The floating-rate
bond component rose slightly and represented 7% of assets at yearend
2011, compared with 6.4% at yearend 2010.
The share of short-term assets was low at December 31, 2011, standing at 1%.
Mark-to-market share exposure (convertible instruments, equity-indexed
instruments, other equity and diversified instruments) declined from
12.9% at 31 December 2010 to 11.7% at 31 December 2011.

c. Portfolio management
EQUITY MARKETS
The deepening of the euro zone crisis during the period, combined with
increasingly negative macroeconomic statistics, led to sustained volatility
in equity markets.

In this highly uncertain environment, credit markets remained extremely
volatile and full-year performance varied considerably from one country
to the next. German government bonds were among the top performers,
becoming a safe haven and reaching the lowest yields for 10-year notes
(nearly 1.67%) at the end of September. The debt offerings of peripheral
countries suffered significantly, although France did not escape totally
unscathed, with strong volatility and changes in rates reflecting the
threats of downgrades wielded by ratings agencies. The yield gap between
French and German 10-year notes went from the smallest spread of
0.28% in the first half of the year to over 2% in November, ending the year
at around 1%. In absolute value, the yield on French 10-year treasury
notes went from 3.35% at the start of the year to 3.15% in December,
reaching a high for the year of nearly 3.80%.
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This strong volatility is expected to continue as a sluggish economy
pushes interest rates down even as concerns over public deficits and
debt levels create upward pressure.
In this difficult context, Cardif Assurance Vie pursued a prudent and active
investment policy. Investments were mainly in government securities of
the most solid, or “core” countries in the euro zone, rather than notes
from peripheral countries. In a market for private sector bond issuance
that was much less active than in 2010, we remained active but extremely
selective to take advantage of the higher yields offered by these securities
compared with sovereign bonds.

At 31 December 2011, the aggregate rating of the bond portfolio remained
very high quality with an average rate of AA-.
Low European Central Bank rates have still not led BNP Paribas Cardif
to significantly increase the share of short-term debt and money market
instruments in the portfolio.
The share of fixed-rate, floating-rate and short-term securities in the euro
fund was 80.7% at 31 December 2011 (mark to market value).
In terms of credit risk, the portfolio comprises 40% AAA notes, 13% AA
notes and 37% notes with an A rating. The share of securities rated BBB+
or lower and non-rated notes (NR) is 10%.

BREAKDOWN OF BOND PORTFOLIO BY ISSUER RATING AT 31 DECEMBER 2011
AS % OF NET BALANCE SHEET VALUE (INCLUDING ACCRUED COUPON INTEREST): €64.66 BILLION

CC 0.276% (of which 0.276% government securities)

AAA 39.90%
(of which 31.66%
government securities)

BB- 0.01%
BB 1.15% (of which 1.06% government securities)
BB+ 1.67% (of which 1.42% government securities)
BBB- 0.88% (of which 0.11% government securities)

AA+ 2.58%

BBB 1.70%

AA 2.90%

BBB+ 4.41%

AA- 7.48%
(of which 4.37%
government securities)

A- 7.42%
(of which 0.62%
government securities)

A+ 17.64%
(of which 2.94%
government securities)

A 11.86%
(of which 5.08%
government securities)
At 31 December 2011, Cardif Assurance Vie had very limited exposure to
peripheral countries under surveillance, representing only 3.06% of the
total portfolio (in net balance sheet value). Italy and Spain, which are not
in the same economic situation, represented 4.4% and 1.9%, respectively
(in net balance sheet value).

In millions of euros
Government Securities Issuer
FRANCE
ITALY
BELGIUM
AUSTRIA
GERMANY
SPAIN
IRELAND
PORTUGAL
NETHERLANDS
GREECE
POLAND
FINLAND
SLOVAKIA
SLOVENIA
CZECH REPUBLIC
TOTAL
TOTAL PORTFOLIO

Rating
AAA
A
AAAAA
AAA
A+
BB+
BB
AAA
CC
AAAA
A+
A+
A+

Cardif Assurance Vie 30/12/2011
Net balance sheet value
in %
10,707
13.4%
3,521
4.4%
2,598
3.2%
2,058
2.6%
1,482
1.9%
1,545
1.9%
1,063
1.3%
1,168
1.5%
1,017
1.3%
250
0.3%
414
0.5%
334
0.4%
114
0.1%
91
0.1%
66
0.1%
26,428 33.0%
80,029

At the beginning of December 2011 Cardif Assurance Vie executed
market transactions to exchange Greek government securities in
its portfolio to reposition the portfolio in other Greek government
securities with different maturities.
REAL ESTATE MARKET
The share of real estate assets in the general fund remained stable
at 6.3% at 31 December 2011 following an increase of 193 million
euros during the year. Investments concentrated on office property
in the greater Paris area and commercial buildings.
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BNP PARIBAS CARDIF
PARENT COMPANY EARNINGS
BNP Paribas Cardif is the holding company for BNP Paribas insurance
businesses. Its primary activity is financing and development of its
subsidiaries, covering foreign exchange risks through borrowings and
forward rate transactions.

c. Dividends and rights issue
In 2011, the holding company BNP Paribas Cardif paid a dividend of 393.9
million euros to BNP Paribas, representing the balance of dividends due
on 2010 earnings.

Significant events for the period

To achieve the minimum target ratio of 120% allocation to the Solvency
Margin Requirement, the BNP Paribas group subscribed two subordinated
debt issues by the holding company:

a. Dividend

- A perpetual subordinated debt issue (TSDI) of 101 million euros,

BNP Paribas Cardif received dividends in 2011 on 2010 earnings totalling
352.1 million euros, mainly from Cardif Assurance Vie (225.6 million euros)
and Cardif Assurances Risques Divers (30.6 million euros).

- A redeemable subordinated debt issue (TSR) of 753 million euros.

The main contributors outside France were the Netherlands (38.9 million
euros) and Italy (29.1 million euros).

BNP Paribas Cardif saw significant changes in consolidated scope in 2011:

b. Allocations to Solvency Margin Requirement (SMR)
for Cardif Assurance Vie and Cardif-Assurances Risques
Divers
To finance the increase in the Solvency Margin Requirement of Cardif
Assurance Vie (9% higher than in 2010) and Cardif-Assurances Risques
Divers (15% higher than in 2010) holding company BNP Paribas Cardif
subscribed two subordinated debt issues repayable in 2011 in favour of:
- Cardif Assurance Vie, for 516 million euros,
- Cardif Assurances Risques Divers, for 24 million euros.

d. Acquisitions/Transactions
• In France the merger of Cardif Assurance Vie and Assurance Epargne
Pension was approved on 29 June 2011 with retroactive effect from
1 January 2011. This merger included both legal entities and the
general funds.
• In Luxembourg, the merger of Cardif Lux International (wholly-owned
by BNP Paribas Cardif) and Fortis Luxembourg Vie (50% held by Ageas
Insurance International and 50% by BGL BNP Paribas). The ownership
structure of the new entity (renamed Cardif Lux Vie) is 33.34% for
BNP Paribas Cardif, 33.33% for BGL BNP Paribas and 33.33% for Ageas
Insurance International.
• In Italy, Cardif Assicurazioni, a subsidiary of BNP Paribas Cardif, now
holds 100% of BNL Vita, an insurance company that distributes savings
products through the BNL retail banking network. The transaction was
completed by exercising the option to acquire the 51% share held by
Unipol in September, followed by the acquisition in December of the
49% share held by BNP Paribas Milan.
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2011 Parent company net income
Analysis of BNP Paribas Cardif parent company net income:

2010
492
490
9
-29
19
3
-1
-114
0
16
0
394

(in millions of euros)

Net banking income, of which
Dividends
Brokerage fees
Borrowing costs
Financial income
Other income
Foreign exchange losses/income
General and administrative expenses
Cost of risk
Capital gains (losses)
Corporate tax
NET INCOME
Net banking income (NBI) decreased from 492 million euros in 2010 to
322 million euros in 2011. This decline was due mainly to two factors:
• a 138 million euro decrease in dividends received from affiliates,
including a decrease of 108 million euros in dividends from Cardif
Assurance Vie
• a 54% increase in borrowing expenses compared with 2010. This was
due in particular to larger average borrowing volume of 320 million
euros and to higher interest rates.
General and administrative expenses increased by 9 million euros (8%).
This increase was due mainly to the impact of the move to new offices
by head office and France Territory teams.
Capital gains/losses and provisions for impairments dropped by 19 million
euros between 2010 and 2011.

2011
322
352
-1
-45
12
2
1
-123
0
-3
0
196

2011/2010
-35%
-28%
NS
54%
-36%
-49%
NS
8%
NS
-120%
NS
-50%

b. Allocation of net income
Net income for 2011 was 195,869,177.26 euros and retained earnings
from the previous year were 86,885.55 euros, resulting in distributable
net income of 195,956,062.81 euros.
The Board of Directors proposes distribution of 195,571,595.94 euros in
dividends, representing a dividend per share of 3.13 euros, and allocation
of 384,466.87 euros to retained earnings.
In accordance with section 243 b of the French tax code, the Board of
Directors informs the Shareholders’ Meeting that the entire dividend
proposed is eligible for the 40% allowance for individuals having their tax
residence in France as provided by Article 158-3 of the French tax code.

In 2010 the parent company booked a capital gain on the sale of Centrovita
shares of 18.2 million euros, which flowed through to 12.4 million euros
in the consolidated financial statements.

Summary of dividends paid for the past four years:
• 7.69 euros per share for 2007,
• 8.71 euros per share for 2008,
• 4.71 euros per share for 2009,
• 6.53 euros per share for 2010.

Impairments for asset depreciations were booked in 2011, in particular
2.2 million euros for the Shared Services Center in Taiwan and 1 million
euros in Ukraine.

c. Shareholders’ equity after allocation of net income

BNP Paribas Cardif net income thus declined by 198 million euros in 2011
compared with 2010, totalling 196 million euros.

After the proposed allocation of net income submitted to the Annual
General Meeting of Shareholders, shareholders’ equity would be
4,913 million euros.

Shareholders’ equity and net income
a. Shareholders’ equity before allocation of distributable net income
BNP Paribas Cardif had shareholders’ equity of 5,109 million euros at
31 December 2011.

(in millions of euros)
Shareholders’ equity
Net income for 2011
SAREHOLDERS’ EQUITY AT 31 DECEMBER 2011

2011
4,913.1
195.9
5,109
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CONSOLIDATED EARNINGS
CONSOLIDATED EARNINGS UNDER FRENCH GAAP
(in millions of euros)

Net Banking Income at actual equity
General and administrative expenses
Gross operating income
Pre-tax net income
NET INCOME ATTRIBUTABLE TO THE GROUP

2010
1,374
-836
538
563
552

2011
1,665
-915
750
747
458

2011/2010
291
-79
212
184
-94

21%
10%
39%
33%
-17%

From consolidated earnings under french gaap to contribution to BNP Paribas
under IFRS
Difference
Companies
BNP Paribas Cardif
between
BNPP
Contribution
BNP
Paribas
Cardif
managed
Diff
erence
consolidated
Restatement
accounting by BNP Paribas between return to BNP Paribas
consolidated
(2)
financial
under IFRS
scope and
consolidated
accounts
Cardif
on
actual
equity
statements under and method
Insurance
financial
under
IAS
but
owned
by
and
normative
(3)
French banking adjustments accounting scope business BNP Paribas SA(1)
statements
equity
GAAP
accounting
under IFRS
scope
2011 in millions of euros
Net Banking Income
1,665
-129
1,537
-12
38
64
1,626
General and administrative
-915
-4
-920
44
-35
0
-910
expenses
Gross operating income
750
-133
617
32
3
64
716
Other income
-3
-2
-5
-32
-170
-33
-240
Pre-tax net income
747
-135
612
0
-167
31
476
Corporate tax
-290
Minority interests
1
NET INCOME ATTRIBUTABLE
458
TO THE GROUP
(1) Darnell, Group Management, BNL Vita, AG Insurance, Fortis Luxembourg, Epargne & Retraite Entreprises, etc.
(2) Difference due to IFRS standards a) Impact of adjustment of financial assets net of deferred provision for policyholders’ surplus reserve (PPE: Provision pour Participation aux Excédents) b) At the bottom of the Profit and Loss
Account this corresponds to amortizations of goodwill.
(3) Difference between accounting adjustments by BNP Paribas and by BNP Paribas Cardif, as follows: amortization of GW, etc.
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Contribution to BNP Paribas net income (at normative equity) under IFRS
(in millions of euros)

NBI
General and administrative expenses
Gross operating income
Other non-operating items
PRE-TAX NET INCOME
Cost/Income ratio
RONE

2010
1,554
-836
718
91
809
53.8%
17.6%

Net banking income under IFRS at 31 December 2011 was 1,626 million
euros, an increase of 72 million euros or 5% compared with 31 December
2010. This change was due to the effect of the following items:
• IFRS Impact: 203 million euros lower, compared with 31 December 2010,
representing an IFRS impact for 2011 of -174 million euros, compared
with an impact of +29 million euros at 31 December 2010.
• Net banking income under French GAAP: +275 million euros compared
with December 31 2010:
- Scope and foreign exchange: +25 million euros :
• +24 million euros foreign exchange effect,

2011
1,626
-910
716
-240
476
56.0%
9.1%

2011/2010
72
-74
-2
-331
-333

5%
9%
0%
ns
-41%

• France: +39 million euros, due mainly to the following factors:
- the impact of real estate expenses (double rent and amortization for
Nanterre/Rueil Malmaison offices) totalling 27 million euros,
- accelerated amortization of software developed internally (prior to
2007) totalling 15 million euros,
- Excluding these exceptional items, general and administrative
expenses for France decreased modestly.
• International: +20 million euros related to support for international
business development (personnel costs).
• Non invoiced overheads: +13 million euros.

• +23 million euros scope effect, comprising +24 million euros for
BNL Vita, +18 million euros for AEP, -17 million euros for Patrimoine
Management & Associés (PMA), and -2 million for the United States.

Gross operating income under IFRS was 716 million euros for 2011,
compared with 718 million euros in 2010.

- Business volume: +24 million euros for savings and protection (increase
in value of mathematical provisions).

This stable figure for gross operating income reflects the solid operating
performance of BNP Paribas Cardif despite difficult economic and financial
conditions in 2011.

- Services / Claims rate: +131 million euros, due mainly to the increase
in property and casualty insurance in the International segment
reflecting a general decrease in expenses for claims handling in 2011,
combined with the impact of the euro margin, which increased 5 basis
points compared with 2010.
- Provisions: +95 million euros due to:
- A small allocation to the deferred provision for policyholders’ surplus
reserve (PPE: Provision pour Participation aux Excédents), compared
with 100 million euros in 2010.
- A provision of 4.4. million euros following the natural disaster in
Japan in 2011.
General and administrative expenses at 31 December 2011 totalled
910 million euros, an increase of 74 million euros or 9% compared with
31 December 2010.
Excluding exceptional items related to the move to new offices by head
office and France Territory staff, this increase was 3%.
This was due mainly to:
• Scope and foreign exchange effect: + 2 million euros:
- +0 million euros foreign exchange effect,
- +2 million euros scope effect, resulting from +9 million euros for
BNL Vita, +12 millions euros for AEP, -14 million euros for PMA and
-5 million euros for the United States.

Other items in the profit and loss account show a loss of 240 million
euros in 2011, compared with a profit of 91 million euros in 2010, a
decrease of 331 million euros.
This decrease of 331 million euros is analyzed as follows:
• - 239 million euros due to consolidation, mainly related to AG Insurance
(deterioration of the business climate and impairment charges on Greek
bonds),
• - 69 million euros for cost of risk due to impairment charges for Greek
bonds in France (-57 million euros) and Italy (-18 million euros),
• - 23 million euros for other income, related to capital gains on the sale
of Centrovita in 2010.
Pre-tax net income under IFRS was 476 million euros for 2011, a decrease
of 333 million euros compared with 2010, or 41%.
This change was due mainly to the impact of financial markets on Net
Banking Income and the impact of provisions for depreciation of Greek
government bonds.
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SHAREHOLDERS’ EQUITY
AND SOLVENCY
Solvency margin
(in millions of euros)
Under regulatory requirements (articles R334-41 et seq. of the French
Insurance Code), insurance companies are required to maintain
adequate regulatory capital to meet the solvency margin requirement,
measured on the basis of their liabilities.
The consolidated solvency margin requirement for BNP Paribas Cardif
at 31 December 2011 was 4,915 million euros, following application
of article R334-42 of the French Insurance Code.
For Savings, it is based on mathematical provisions for euro (general
insurance fund) and unit-linked policies.
For Protection, it is based on capital at risk (for life insurance) and
gross written premiums (for non-life insurance).
The solvency margin increased 15% compared with the solvency
margin requirement of 4,272 million euros at 31 December 2010. This
increase was due to the consolidation of BNL Vita in the regulatory
scope and the increase in protection insurance volumes, and to the
increased scope for the savings business (with inflows mainly to the
general fund).

Insurance fund
Unit-linked savings
Protection
TOTAL

2008

2009

2010

2011

2,229
303
738
3,271

2,575
333
745
3,653

2,979
362
930
4,272

3,529
365
1,022
4,915

Variation
2010/2011
18%
1%
10%
15%

Allocations to solvency margin requirement
In addition to consolidated shareholders’ equity of 4,698 million euros,
BNP Paribas Cardif allocates subordinated liabilities representing 1,384
million euros and technical reserves (capital resources), representing
475 million euros.
After minority interests, allocations to the solvency margin requirement
would be 6,576 million euros; intangible assets and goodwill totalling
767 million euros are deducted from the solvency margin requirement.
Total allocations to the solvency margin requirement, after the
proposed allocation of net income submitted to the Annual General
Meeting of Shareholders, amount to 5,809 million euros, equivalent to
118% of the requirement (excluding recognition of unrealized capital
gains or losses).
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OUTLOOK FOR 2012
General market outlook
2012 will see significant turning points.
New structural reforms in France are expected following the
presidential election. Insurers will contribute to this conversation
since insurance plays a central role in public policy issues and figures
at the centre of the debate on tax reforms.
Europe must continue to strengthen its governance and take necessary
decisions to help troubled countries resolve the financial and political
crisis. The euro zone will continue to be closely watched, as efforts
are made to restore confidence and return to a growth path.

General outlook
for BNP Paribas Cardif
BNP Paribas Cardif has established favourable positions in an
increasingly competitive market.
In particular, BNP Paribas Cardif benefits from product and country
diversification and a robust risk management policy, underlined by
the AA- rating from Standard & Poor’s for its Cardif Assurance Vie and
Cardif Assurances Risques Divers subsidiaries.
BNP Paribas Cardif will pursue a strategy anchored in three pillars:

Numerous regulatory changes are expected in the years ahead,
beginning in 2012.

• Distribution: business development will continue with the objective of
achieving a balance between BNP Paribas networks and other networks:

Deadlines for adoption of measures for application of the Solvency
II directive are approaching and the insurance industry expects
substantial progress concerning the issues of pro-cyclical effects and
treatment of long-term liabilities to ensure that this standard truly
serves the economy and policyholders.

- The Retail Banking channel is expected to continue to develop at
a sustained pace.

The banking industry will be marked by the adjustment of bank capital
to comply with Basel III norms, beginning with the implementation
of Basel 2.5 rules in June 2012. This will also impact the insurance
industry for bancassurance groups such as BNP Paribas Cardif.

- The Partnerships channel will continue to move into new markets.
- The Digital & Brokers channel will focus on becoming a major
player in digital markets.
• Products: BNP Paribas Cardif will continue to expand its portfolio
of insurance products and services backed by a strong customercentric focus and initiatives to embed the “value for money” concept.
• Business segments:
- For the Savings segment, diversification of the offer will address
the maturity of markets and networks (euro diversified in France
and multi-asset policies in Italy).
- In Creditor Insurance the emphasis will be on increasing value
for customers.
- For the Non-life Insurance segment (excluding creditor insurance),
development will centre on geographic expansion in emerging
regions and on expanding the product range to develop an
offer aligned with demographic trends, addressing the issues of
dependency and social protection, for example.
By meeting these objectives BNP Paribas Cardif aims to consolidate
its position as one of the top ten insurance companies in Europe and
achieve pre-tax net income of nearly 1 billion euros for 2012.

2011 BUSINESS REPORT / BNP PARIBAS CARDIF

FINANCIAL RESULTS
OVER THE LAST FIVE YEARS
(Articles 133, 135 and 148 of the French decree on commercial companies)
(in thousands of euros)

Financial position at year end
a) Share capital
b) Number of shares in issue
c) Number of convertible bonds
Overall results of transactions for the year
a) Sales (excluding VAT (revenues
b) Profit before taxes, employee profit sharing, depreciation,
amortization and provisions
c) Income tax for year(1)
d) Profit after taxes, depreciation, amortization and provisions
e) Profits distributed to shareholders
Earnings per share (in euros)
a) Earnings per share after taxes, but before depreciation,
amortization and provisions
b) Earnings per share after taxes, profit sharing depreciation,
amortization and provisions
c) Dividend paid per share
Employees(2)
a) Number of employees at 31 December
b) Gross payroll expense
c) Social charges and benefits
(1) Net of deferred tax expense
(2) The personnel of the BNP Paribas Cardif Group ar employees of G.I.E. BNP Paribas Cardif, which is fully consolidated.

2007

2008

2009

2010

2011

761,985
47,624,087
-

861,271
53,829,417
-

881,070
55,066,873
-

965,290
60,330,612
-

999,727
62,482,938
-

465,003
375,410

610,652
481,632

407,414
291,657

556,221
397,386

399,715
209,725

366,298
366,229

(138)
469,040
468,854

(142)
259,152
259,365

(74)
393,831
393,959

(394)
195,869
195,572

7.88

8.94

5.29

6.59

3.36

7.69

8.71

4.71

6.53

3.13

7.69

8.71

4.71

6.53

3.13

-

-

-

-

-
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CONSOLIDATED FINANCIAL STATEMENTS
CONSOLIDATED PROFIT AND LOSS ACCOUNT
(in millions of euros)

Premiums written
Change in unearned premiums
Earned premiums
Bank operating income
Income from other activities
Other operating income
Net financial income
Total operating income
Claims incurred
Net outward reinsurance income or expense
Bank operating expenses
Expenses on other activities
Administrative expenses
Total operating income
NET OPERATING INCOME
Other net income
Extraordinary items
Corporate tax
NET PROFIT OF CONSOLIDATED COMPANIES
Share in earnings of equity affiliates
Goodwill amortisation
CONSOLIDATED NET INCOME
Minority interests
NET PROFIT (GROUP SHARE)
Earnings per share (in thousands of euros)
Diluted earnings per share (in thousands of euros)

Non-life
insurance
business
2,152.1
(158.8)
1,993.3

Life
insurance
business
14,784.0

Banking
business

Other
activities

14,784.0
3.7

6.9
79.6
2,079.8
(515.0)
4.7

(1,272.9)
(1,783.2)
296.6

21.8
1,201.2
16,007.0
(13,057.8)
(66.1)

(2,312.8)
(15,436.7)
570.3

0.0

(40.6)
(36.9)

0.0
0.0

(127.5)
(10.9)
(138.4)
(175.3)

Total 2010

Total 2009

16,936.1
(158.8)
16,777.4
0.0
3.7
28.7
1,240.2
18,050.0
(13,572.8)
(61.4)
0.0
(127.5)
(3,596.6)
(17,358.3)
691.7
(0.1)
(6.3)
(289.8)
395.5
11.8
49.6
456.9
0.9
457.8
7.33
7.33

18,588.1
211.8
18,799.9
0.0
24.4
46.5
4,755.6
23,626.4
(19,176.7)
9.1
0.0
(139.5)
(3,777.9)
(23,085.0)
541.4
(0.3)
13.5
(10.0)
544.6
10.0
(1.2)
553.4
(1.8)
551.6
9.90
9.90
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CONSOLIDATED BALANCE SHEET (before appropriation)
(in millions of euros)
ASSETS

Goodwill
Intangible assets
Insurance company investments
- Land and buildings
- Investments in subsidiaries and affiliates
- Other investments
Assets related to unit-linked business
Investments in other companies
Share in affiliates carried under the equity method
Reinsurers’ share of technical reserves
Receivables on insurance and reinsurance transactions
Receivables on banking companies
Other receivables
Other assets
Prepayments and accrued income
- Deferred acquisition costs
- Other
Currency translation adjustments
TOTAL ASSETS

31.12.2011
139.0
627.6
103,596.1
3,436.5
8,074.1
92,085.5
30,743.3
306.2
422.1
2,779.2
1,175.1
692.1
1,383.8
31.3
4,078.4
2,110.0
1,968.4
18.5
145,992.7

31.12.2010
10.8
320.9
88,135.4
3,234.3
3,065.1
81,836.0
33,840.3
221.7
314.2
2,603.8
658.3
734.9
1,259.7
42.9
2,957.1
1,276.8
1,680.3
16.8
131,116.8
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(in millions of euros)
LIABILITIES

Group shareholders’ equity
- Share capital
- Paid-in surplus
- Reserves and retained earnings
- Result for the financial year
Minority interests
Subordinated liabilities
Gross technical reserves
- Life insurance technical reserves
- Non-life technical reserves
Technical reserves for unit-linked liabilities
Provisions for contingencies and charges
Payables on insurance and reinsurance transactions
Debt securities
Payables on banking companies
Other payables
Accruals and deferred income
Currency translation adjustments
TOTAL LIABILITIES

31.12.2011
4,893.0
999.7
3,813.3
(377.8)
457.8
18.5
1,385.9
94,811.7
91,504.2
3,307.5
31,348.8
156.6
3,053.4
8,591.1
1,473.6
260.1
145,992.7

31.12.2010
4,525.7
965.3
3,526.2
(517.4)
551.6
10.8
602.2
80,804.2
77,931.3
2,872.9
34,485.9
175.8
2,703.0
6,280.0
1,329.5
199.7
131,116.8

CONSOLIDATED STATEMENT OF OFF-BALANCE SHEET COMMITMENTS
(in millions of euros)
COMMITMENTS RECEIVED AND GRANTED

Commitments received
- Insurance companies
- Other companies
Commitments granted
- Insurance companies
- Other companies

31.12.2011
717.9
717.9
1.045.3
830.4
214.9

31.12.2010
709.6
709.6
1.009.0
865.6
143.4

The Consolidated Statement of Off-Balance Sheet Commitments does not include:
- commitments related to the use of financial instruments
- commitments received and granted related to internal investment funds specific to certain foreign insurance companies are not presented in this consolidated statement. This commitments are used for valuation of unit-linked
funds for which the internal funds involved act as underlying instruments. Their impact is stated in the consolidated balance sheet and consolidated profit and loss account.
- commitments received and granted relative to the operations of BNP Paribas Cardif Emeklilik as intermediary for pension fund products. These commitments represented a total of approximately 216 million euros at 31 December 2011.
- guarantees for liabilities transferred from the new entity Cardif Luxembourg Vie following the merger, representing a total of 375 million euros.
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MAIN SUBSIDIARIES
AND BRANCHES OUTSIDE FRANCE AT DECEMBER, 31 2011
Europe
Algeria

CARDIF EL DJAZAÏR 100%

Austria

CARDIF Branches*

Belgium

CARDIF LEVEN 100% Branches*

Bulgaria

CARDIF Branches*

Croatia

CARDIF Osiguranje 100%

Czech Republic

BNP PARIBAS CARDIF POJISTOVNA 100%

Denmark

Branches of Cardif Försäkring
and Cardif Livförsäkring

Asia
Norway

China

Argentina

Poland

India*

Brazil

Branches of Cardif Försäkring
and Cardif Livförsäkring
Branch** of CARDIF
CARDIF POLSKA 100%
PTE POCZTYLION 33%
(33% Poczta Polska)
PAUF 40% (60% Poczta Polska)

Portugal
CARDIF
Branches*

Romania

CARDIF ASIGURARI 100%
Branches*

Luxembourg

CARDIF LUX VIE 34%
(ex- Cardif Lux International)

Netherlands

BNP PARIBAS CARDIF
LEVENSVERZEKERINGEN
BNP PARIBAS CARDIF
SCHADEVERZEKERINGEN

South Korea

Chile

CARDIF LIFE INSURANCE 85%
(15% Shinhan Group)

Taiwan

Thailand

CARDIF Branches*

CARDIF ASSICURAZIONI 100%
UBI ASSICURAZIONI 25%***
BNL Vita 51%***
Branches*

CARDIF
Branches*

Japan

Slovakia
Spain

Sweden

Cardif Nordic 100%
Cardif Försäkring
Cardif Livförsäkring

CARDIF SEGUROS 100%
CARDIF SERVICIOS 100%
CARDIF DO BRASIL VIDA E PREVIDÊNCIA
100%
CARDIF DO BRASIL SEGUROS E GARANTIAS
100%
LUIZASEG 50% (50% MAGAZINE LUIZA)
CARDIF CAPITALIZACAO

LLC Insurance Company Cardif 100%

Hungary
Italy

SBI LIFE 26%
(74% State Bank of India)

Russia

Germany

CARDIF Insurance HUNGARY 100%
CARDIF Life Insurance HUNGARY 100%

Representative offices
Shanghai, Pékin, Hong Kong

BNP PARIBAS ASSURANCE TCB LIFE (49%)
(51% TCOB)
Paris Management Consult 100%
Branches* CARDIF

POISTOVNA CARDIF SLOVAKIA 100%

CARDIF Branches*

Latin America

THAI CARDIF LIFE ASSURANCE
25% (50% Thai Life Group)

Vietnam

VIETCOMBANK CARDIF LIFE INSURANCE 43%
(45% Vietcombank,
12% South East Asia Bank)

COMPANIA DE SEGUROS DE VIDA
CARDIF 100%
CARDIF DE SEGUROS GENERALES 100%
Cardif Servicios 100%
Cardif Extensión de Garantía y asistencia 100%

Colombia

Cardif Colombia Seguros Generales 100%
Cardif Colombia Servicios 100%

Mexico

CARDIF MEXICO SEGUROS DE VIDA 100%
CARDIF MEXICO GENERALES 100%
CARDIF SERVICIOS 100%

Peru

CARDIF DEL PERÚ 100%
CARDIF SERVICIOS 100%

Turkey

BNP Paribas Cardif Hayat 100%
BNP Paribas Cardif Sigorta 100%
BNP Paribas Cardif Emeklilik 100%

United Kingdom

CARDIF PINNACLE INSURANCE HOLDINGS
100%
PINNACLE INSURANCE
FINANCIAL TELEMARKETING SERVICES

Ukraine

PJSIC Cardif 100%
* Branches of Cardif Assurance Vie and Cardif-Assurances Risques Divers.
** Branch of Cardif-Assurance Risques Divers.
*** Percentage of indirect shareholding.
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LEGAL
STRUCTURE
Cardif Assurance Vie
(100%*) with international branches

Cardif-Assurances Risques Divers
BNP Paribas Cardif

(100%*) with international branches

International Subsidiaries
Natio Assurance
(50%*) with AXA
* percentage of direct and indirect shareholding.

LOCATIONS
Germany
David Furtwängler

Austria
Forian Wally

Pier Paolo Dipaola

Friolzheimer Strasse 6 D-70499 Stuttgart
Tel.: + 49 7 11 8 20 55 - 0
bnpparibascardif.de

Rotenturmstrasse 16-18 A-1010 Vienne
Tel.: + 43 1 533 98 78
bnpparibascardif.at

Bulgaria
Mario Kostov

Croatia
Ana Ivancic

Spain
Ignacio Sainz de Medrano

29 A Hristo Belchev Str 1st, 3d floor, Sofia 1000
Tel.: + 359 249 15 970
cardif.bg

Ivana Lucica 2a 10000 Zagreb
Tel.: +385 1 53 93 100
bnpparibascardif.hr

C/ Ribera del Loira, 28 4ª Planta - 28042 Madrid
Tel.: + 34 902 052 560
bnpparibascardif.es

Hungary
Fabrice Pomiers

Portugal
Miguel Ribeiro

Czech Republic
Zdenek Jaros

Korhaz u. 6-12, H – 1033 Budapest
Tel.: + 36 1 430 2300
cardif.hu

Av.5 de Outubro, N°206 – 6° Piso,
1050-065 Lisbonne
Tel.: + 351 21 382 55 40
cardif.pt

Na Rybnicku 1329/5, 120 00 Prague 2
Tel.: + 420 234 240 234
cardif.cz

Romania
Carmen Bahrim

Slovakia
Peter Dudak

40-44 Banul Antonache Street, first floor,
district 1, Bucarest 011 665
Tel.: + 40 31-226 11 11
cardif.ro

Bratislava Business Centrum V,
Plynarenska 7 / C, 821 09 Bratislava
Tel.: + 421 258 24 00
cardif.sk

Continental Europe

Denmark
Jorgen Seligmann

Norway
Dag Mevold

Jean Proust

Bredgade 56, 2 sal, 1264 København
Tel.: +45 80 70 20 80
cardif.dk

Munkedamsveien 35, 0250 Oslo
Tel.: + 479 34 80 621
cardif.no

Poland
Jan-Emerik Rosciszewski

Sweden
Jan de Geer

Pl. Pilsudskiego 2, 00-073 Varsovie
Tel.: + 48 22 529 01 23
cardif.pl

Mölndalsvägen 93, Second Floor,
40022 Göteborg
Tel.: + 46 0 31 70 798 70
cardif.se

Northern Europe

Algeria
François-Xavier Hussenot

Russia
Konstantin Kozlov

57, rue Abri Arezki Sidi yahia Hydra
16035 Alger
Tel.: + 213 21 48 26 63
bnpparibascardif.com

Ul. Timiryazevskaya 1, 127422 Moscou
Tel.: + 7 495 287 77 85
cardifrussia.com

Stanislas Chevalet

Belgique
Christophe de Longueville

Luxembourg
Fabrice Bagne

Chaussée de Mons, 1424, 1070 Anderlecht
Tel.: + 32 2 528 00 03
bnpparibascardif.be

Netherlands
Cees de Jong

United Kingdom
Paul Glen

23-25, avenue de la Porte Neuve, BP 691,
L-2016 Luxembourg
Tel.: + 352 26 214 - 1
cardifluxvie.lu

Hoevestein 28, 4903 SC Oosterhout
Tel.: + 31 162 486 000
bnpparibascardif.nl

Pinnacle House A1, Barnet Way Borehamwood, Hertfordshire WD6 2XX
Tel.: + 44 208 207 90 00
cardifpinnacle.com

Emerging countries
Philippe Allemand
Ukraine
Oleg Romanenko
8, Illinska Str., Kiev
Tel.: + 38 044 428 61 61
cardif.com.ua

France

Italy

Turkey

8, rue du Port 92728 Nanterre Cedex
Tel.: + 33 (0)1 41 42 83 00
bnpparibascardif.com

Via Tolmezzo, 15 - Palazzo D, 20132 Milan
Tel.: + 39 02 77 22 41
cardif.it

Meclis-i Mebusan Cadde, No:57 - 34427
Fındıklı-Beyoğlu, Istanbul
Tel.: + 90 212 319 32 00
bnpparibascardif.com.tr

Argentina
Gustavo Cicinelli

Brazil
Alexandre Boccia

Av. Alicia Moreau de Justo, 170 Piso , Floor 3
1107 Capital Federal Buenos Aires
Tel.: + 11 4316 42 00
bnpparibascardif.com.ar

LUIZASEG* Rua Campos Bicudo 98 4e andar
04536 - 010 São Paulo - SP
Tel.: +55 11 22 46 9002
bnpparibascardif.com.br

Chile
Alessandro Deodato

Colombia
Jorge Hernandez

Mexico
Claudio Orellana

Vitacura 2670 Piso 13, Las Condes, Santiago
Tel.: + 56 2 370 48 00
bnpparibascardif.cl

Calle 113 No 7 - 80 Torre Ar Piso 11, Bogota
Tel.: + 57 1 744 40 40
bnpparibascardif.com.co

Paseo de las Palmas 425, Piso 5, Lomas
de Chapultepec, 11000 Mexique, D.F.
Tel.: + 52 55 22 82 20 00
bnpparibascardif.com.mx

China
Allan Lam

South Korea
Hervé Giraudon

Unit 2611, 26/F Shanghai World, FinancialCenter,
n°100, Century Avenue, Pudong, Shanghai 200120
Tel.: + 86 21 68 77 52 58
bnpparibascardif.com

Seoul City Tower Bldg, 4th Floor 581
Namdaemunro 5-ga, Jung-gu, Séoul 100 083
Tel.: +82 2 3788 8800
cardif.co.kr

Japan
Yasunori Kume

Taiwan
Polly Wang

Thailand
Sirinthip Chotithamaporn

9th Floor Infoss Tower, 20-1 Sakuragaoka-cho,
Shibuya-ku, Tokyo 150-0031
Tel.: + 81 3 64 15 63 40
cardif.co.jp

18th Floor, No 270, Chung Hsiao E.Rd
Sec. 4, 106, Taipei
Tel.: + 886 2 6636 3456
cardif.com.tw

THAI CARDIF LIFE ASSURANCE CO.*
36/39-42, 36/59-62 PS Tower, 13th and 18th
Floor, Sukhumvit 21 (Asoke) Road,
North-Klongtoey, Wattana, Bangkok 10110
Tel.: + 66 2645 85 00
thaicardif.com

Virginie Korniloff

Latin America
Francisco Valenzuela

Isabella Fumagalli

Peru
Daniel Weis

Cemal Kismir

Avenida Canaval y Moreyra
380 Piso 11, San Isidro Lima, 27
Tel.: + 511 615 17 00
bnpparibascardif.com.pe

Asia

Xavier Guilmineau

Vietnam
Tran Ba Phuoc
VCLI*
11th Floor, Capital Tower,
109 Tran Hung Dao street,
Hoan Kiem district, Hanoi - Vietnam
Tel.: + 84 8 629 65 02
vcli.vn

India

Vincent Sussfeld

* Joint Ventures Insurance Companies.

India
MN Rao
SBI Life*, Natraj Building, MV Road
& Western Express Highway Junction,
Mumbai 400 069
Tel.: + 91 22 56 39 20 11
sbilife.in

1, boulevard Haussmann
75009 Paris

Office

8, rue du Port
92 728 Nanterre Cedex – France

www.bnpparibascardif.com

382 983 922 RCS Paris
French company with an issued capital of 149,959,051.20 euros
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