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THE CARREFOUR GROUP 
IN 2008

Breakdown of sales  
(incl. Tax, under Group banners)  
by format (in %)

Breakdown of sales  
(incl. Tax, under Group banners)  
by geographic region (in %)

Figures by format (at 31 December 2008)

Stores Employees

Hypermarkets 1,302 329,905

Supermarkets 2,919 85,369

Hard Discount 6,252 52,380

Others 4,957 27,633
Incl. Convenience 4,813

Cash & Carry 144

Total 15,430 495,287

59.0 Hypermarkets 10.2 Hard Discount

23.6 Supermarkets 7.2 Convenience,  
Cash & Carry and  
other activities

43.4 France 11.1 America

39.1 Europe  
(excl. France)

6.4 Asia
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AN INTERNATIONAL,  
MULTI-FORMAT GROUP
OPERATING IN 31 COUNTRIES
AT 31 DECEMBER 2008

FRANCE
 Total France  1963 131,976 47,119 1.4 5,517

EUROPE (excl. France)
 Belgium  2000 16,276 5,269 – 1.9 627

 Bulgaria*  81 

 Spain  1973 68,314 15,527 5.3 3,073

 Greece and Cyprus  1991 15,587 2,944 5.7 888

 Italy  1993 25,486 7,806 0.5 1,608

 Poland 1997 24,018 2,424 16.4 330

 Portugal  1992 3,959 989 12.1 498

 Romania 2001 10,333 1,190 51.5 41

 Turkey 1993 10,011 1,641 6.6 760

 Total  174,065 37,790 5.1 7,825 
* Not opened at 31 December 2008.

LATIN AMERICA
 Argentina 1982 24,818 2,647 38.8 589

 Brazil  1975 65,517 8,218 25.9 536

 Colombia  1998 9,085 1,228 18.6 59

 Total  99,420 12,094 27.6 1,184

ASIA
 China  1995 56,721 3,464 14.5 456

 Indonesia  1998 9,987 893 31.8 73

 Malaysia 1994 3,629 326 20.4 16

 Singapore 1997 556 94 – 1.4 2

 Taiwan 1989 11,773 1,361 1.0 59

 Thailand 1996 7,160 584 12.2 31

 Total  89,826 6,721 13.4 637

PARTNERS - FRANCHISEES AND LICENSEES
 Saudi Arabia  2004    9

 Bahrain 2008    1

 Belgium  2000    65

 French Overseas  
 departments 
 and territories 1988    111

 Egypt  2002    4

 United Arab Emirates  1995    13

 Japan* 2005    7

 Jordan  2007    1

 Kuwait 2007    1

 Oman 2000    2

 Qatar  2000    3

 Dominican Republic  2000    1

 Slovakia 2008    4

 Tunisia 2001    45

 Total   4,905 16.1 267

Group Total  495,287 108,629 6.5 15,430
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carrefour, which pioneered the hypermarket and has become the 
sector leader and most international of retailers, has seen its leading 
position challenged in its own country over the past few years. 
Your Board responded by adopting a new governance structure, which 
you approved last July, and appointing a new chief executive officer, 
Lars olofsson. 

Mr olofsson analyzed the situation and developed a strategy fully 
supported by the Board. He has an excellent understanding of the 
market and customers, combined with credibility, legitimacy, authority, 
the confidence of his teams, and our unwavering confidence. 

I  have no doubt that the respons iveness ,  commitment and 
professionalism of all group employees will further the hard work 
already undertaken. We are taking the necessary measures to ensure 
that our customers enjoy their shopping experience in each of our 
stores.

In the difficult climate in which we are operating, we have a long 
journey ahead of us. But the captain will steer a steady course and all 
our efforts will pay off in the end.

carrefour will again create strong value and, I am convinced, lasting 
value for all of its shareholders.

Amaury de Seze,
Chairman of the Board of Directors.

MESSAGE FROM AMAURY DE SEZE
CHAIRMAN OF THE BOARD OF DIRECTORS
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“We MuST regaIN  
our LeaDINg poSITIoN  
aND reacH THe SaMe 
LeVeLS of groWTH  
aND profITaBILITY  
aS THe BeST pLaYerS.  
To Do So,  
We NeeD To Be  
STroNg IN our  
HoMe MarKeT.”
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OUR AMBITION:  
MAKE CARREFOUR  
THE PREFERRED RETAILER

What is your assessment of the Carrefour Group since 
becoming CEO? 

The carrefour group is one of the world’s best retail companies and I’m 
proud to be part of it. of course, my role as ceo is to analyze the group’s 
real strengths — those we must capitalise on — and to understand the 
challenges confronting us. I believe carrefour has many strengths. first 
and foremost, I have found passion, energy and a winning spirit among 
the women and men of the group. That is a decisive asset for meeting 
the challenges we face. Next, carrefour is the most global of retailers, 
with an unrivalled talent for localization. carrefour is also an internationally 
recognized brand and a major player in the hypermarket, supermarket, 
convenience store and hard discount segments — an extraordinary 
advantage for reaching all types of customers. Lastly, and I want to 
emphasise this, the group’s balance sheet is healthy and robust. We 
have the financial resources to support our goals, which opens up many 
opportunities. 

My analysis would not be complete if I did not address the challenges 
carrefour is currently confronting. We are facing many challenges that 
we must confidently take up. 

We must regain our leading position and reach the same levels of growth 
and profitability as the best players. To do so, we need to be strong in 
our home market. 
With regard to the retail business, we need to reinvigorate our 
hypermarkets, especially in france and Western europe, and re-position 
our price image. To become more competitive, the brand must 
spearhead an effort to stand out from the crowd and win and retain 
customers. To that end, we have to streamline the group, making it more 
responsive and more focused on customers and services, and develop 
a certain agility.

52008 aNNuaL reporT

INTERVIEW WITH LARS OLOFSSON 
CHIEF EXECUTIVE OFFICER

Your analysis is clear. What is your ambition for the 
Carrefour Group and what strategic directions are you 
taking?

carrefour must become the preferred retailer. That’s a powerful ambition, 
and one I share with carrefour’s management. of course, I also want to 
improve our performance, which requires two key objectives: growth and 
improvement of our margins. By way of comparison, we grew by some 
6% over the past three to four years, while the industry’s top players 
performed better. 

To succeed, we have identified three strategic levers in conjunction with 
the group’s executive committee. These levers, shared by all within the 
group, are being transformed into action plans. 

The first lever consists in developing a true client-oriented culture. It is one 
of the brand’s founding principles, but it has slipped away over the years. 
We are quickly returning to that principle by placing our focus squarely 
on customers — both to attract and retain them. 
The second strategic lever concerns our transformation. How can we 
work more effectively together, how can we move forward while being 
more responsive, and how can we improve the way we share knowledge? 
While visiting the various countries where carrefour is present, I discovered 
that good local practices often never made it beyond the country’s 
borders. It is vital to improve on that point and optimise our operations, 
thus giving us more leeway to reinvest in retail. By doing so, we will improve 
our profitability and competitive advantage. 
The third lever is innovation. carrefour has lost the initiative in recent years. 
To regain our competitive edge and leadership position, especially in 
france, we plan to develop new products and services under our own 
brand so that we can offer our customers a whole new experience in our 
stores. 
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6 carrefour group

“Becoming the preferred retailer”:  
what does that mean in concrete terms? 

The preferred retailer means the place where customers like to shop 
because they trust the quality of its products, services and prices. The 
preferred retailer can anticipate what the clients want and can offer 
them the best promotional offers. It’s no longer enough to meet 
consumer needs; you have to wow and delight them. carrefour wants 
to motivate its customers to come and to keep coming back to all of its 
store formats in every country. To delight our clients, we first have to know 
them well. The carrefour loyalty card is an extraordinary tool for that 
purpose. With 12 million cardholders in france, for example, we have 
access to a massive amount of valuable information that allows us to 
identify our customers’ expectations. and we plan to use it with much 
greater precision.
Being the preferred retailer also means making a commitment to all of 
our stakeholders. In other words, the preferred retailer is a company that 
respects production chains and the environment, a retailer whose 
socially-responsible behaviour changes the equation everywhere it 
operates, and an employer that gains its staff’s loyalty and attracts the 
best employees, who are proud to work there. all these commitments 
nourish the carrefour brand’s image and contribute to fostering the 
group’s growth. 

Can customers still be delighted with the hypermarket 
model?

Hyperconsumption may be over, but consumption in hypermarkets is 
certainly not. In many countries, the hypermarket remains a flourishing 
format. In france, carrefour hypermarkets attract a million customers 
every day. This business model isn’t outdated, but it’s true that in Western 
europe it’s more affected by changing consumption trends. We thus 

“WHEN YOU’RE  
A RETAILER, ACTIONS 
SPEAK LOUDER  
THAN WORDS.”

need to reinvent it and seek a new raison d’être by rethinking our stores’ 
size and offering, particularly in the non-food area, and the attractiveness 
of their sites. I don’t subscribe to any dogmas — or taboos — about how 
to reinvent hypermarkets. We must keep customers foremost in mind;  
it is they who will shape the hypermarket of tomorrow. 

The economic crisis is having an impact on purchasing 
power and driving customers to discount chains.  
Can Carrefour compete? 

as I said before, carrefour does not have a good price image, but, that 
image is certainly misleading. carrefour suffers from a real mismatch 
between its actual prices, which are often among the best in the market, 
and its perceived price image. It is vital that the group immediately 
regain control of the message on this issue. To do so, we plan to conduct 
communications, in-store and advertising campaigns about our prices 
and promotions. another way of being competitive is to offer our own 
brand at appropriate prices. a new discount range of own-brand 
products will appear on shelves by this summer. and lastly, let’s not forget 
that the carrefour group is an important player in the convenience 
discount segment, with its Dia and ed banners. We intend to expand this 
format and regain the initiative in france as we have successfully done 
in other countries, particularly Spain.

Operating on a global scale is a major asset for the 
Carrefour Group. Which countries will be key to its 
growth?

My absolute priority is france. It alone accounts for 44% of the group’s sales 
and is carrefour’s core region. and that is where carrefour has to regain 
its leading position. How? By accelerating the convergence of banners 
under the carrefour brand, reinventing our hypermarkets, revitalizing  
our hard discount stores, because they meet consumer needs, and 
revamping our price image. our second priority is the “g4” — the three  
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Western european countries that, combined with france, make up 28% 
of our sales: Spain, Italy and Belgium. In Belgium and Italy, growth and 
profitability are both stagnant. We must be decisive, starting with giving 
ourselves the resources we need to improve our performance. The third 
priority is to seek growth in high-potential markets. We will continue 
expanding in Brazil and china, where we plan to open over 180 stores in 
2009. furthermore, we intend to open our first hypermarket in russia this 
year and enter the Indian market with our cash&carry format in late 2009 
or early 2010. 

What are your operating priorities for 2009?

our course is set. In 2009, we are tailoring our plan to the current 
economic climate because the year may not be easy. for that reason, 
we have three top priorities: customers, costs and cash. In this 
environment, we must, more than ever, have a close relationship with 
our customers. We plan to invest €600 million in our retail business, in our 
price competitiveness, including its promotion to customers, and in our 
carrefour brand offering, with a 40% increase in products. That is our 
strategy for gaining market share. at the same time, we intend to reduce 
our operating costs by €500 million as part of our transformation plan. 
That means we’ll save three times more than we did in 2008, and the 
savings should increase over time to ensure our competitive advantage 
and improve our profitability. We will continue to generate cash through 
sound management, particularly by reducing our stock levels from 37 
to 35 days to free up the resources we need for growth. our 2009 
objectives are clear, but I will remain vigilant and ready to respond as 
the situation demands. 

“WE MUST KEEP CUSTOMERS FOREMOST IN MIND;  
IT IS THEY WHO WILL SHAPE THE HYPERMARKET OF TOMORROW.”

What will be the keys to success in 2009  
and over the long term?

When you’re a retailer, actions speak louder than words. and I personally, 
together with the executive committee, will ensure month by month 
that we are following our objectives as we implement our strategy and 
action plans. I will also make sure that these initiatives are assigned  
to our best people, the women and men at carrefour who can improve 
our company’s performance. our success will depend on the good 
execution of our strategy and action plans, and on the determination 
and alignment of all our teams. I know that many of our employees 
share my excitement about this mission. The teams are passionate, 
which gives me great confidence in my ambitions for carrefour. 

Let’s look ahead. What would you like people to be 
saying about Carrefour in one or two years?

That the carrefour group has successfully rebounded and is on the road 
to growth and profitability. That carrefour employees are proud to be 
participating in this new phase of the company’s development. That 
the carrefour brand is meeting consumer demand ahead of the curve 
and is a leader in socially-responsible commerce. That our banners 
make life easier like none other. and that carrefour is the preferred 
retailer of each and every carrefour customer!
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While the economy turned in a mixed performance in 2008, 
the carrefour group exhib ited good res i l ience, 
demonstrating the soundness of its fundamentals and an 
ability to plan ahead. 

AT ThE hEArT  
Of YEAr 2008
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FINANcIAL OvErviEW
among the key results: 
  sales growth of 6.4% at constant exchange rates;
  a strengthened balance sheet and a free cash flow of €1.9 billion; 
  1.3 million sq.m of new sales area opened;
  €150 million of cost savings recorded, mainly during the second half of the year, higher than 
the €100 million initially projected.

The activity contribution grew slightly — by 0.3% — due to a lower margin from current 
operations, reflecting the group’s commitment to be more competitive, as well as cost savings 
that helped carrefour weather the business downturn of 2008. 

The net income, group share, declined by 32.8%, affected by non-recurring expenses totalling 
€524 million, including €396 million for impairment charges.
Lastly, the group enjoys a solid balance sheet and liquidity position, supported by high free 
cash flow, which strengthens the group’s financial leeway for the future. 
 

2008 was a year of contrasts.  
In an environment characterized  
by a widespread slowdown in 
economic growth in the fourth 
quarter in most markets, and falling 
inflation in the food sector over the 
course of the year, the carrefour 
group posted a solid performance. 

e 87billion 

e 3,300 million

ACTiviTY CONTriBUTiON
(in millions of euros)

ACTiviTY CONTriBUTiON  
BEfOrE DEPrECiATiON  
AND AMOrTiZATiON
(in millions of euros)

CONSOLiDATED  
NET SALES
(in millions of euros)

CONSOLiDATED  
NET SALES

ACTiviTY  
CONTriBUTiON:

2006 20082007

4,740
5,161

5,014

2005

4,582 

20082007

86,967
82,148

20062005

76,887
73,060

20062005 20082007

3,1833,152
3,300

3,291

The 2008 financial statements are presented in accordance with IfrS principles. 

The group activity contribution before 

depreciation and amortization (acDa) 

increased by 2.9%, a lower rate than last 

year, mainly due to the 30 basis-point drop 

in the margin from current operations  

to 22.4%. 

The margin from current operations 

declined, particularly in france, as a result 

of promotional expenditures. This decrease 

was partial ly offset by the greater 

contribution of own-brand food products.

Internationally, the margin from current 

operations fell slightly, reflecting the 

group’s  commitment to be more 

competitive and the growing contribution 

of atacadao. 

The group’s ratio of distribution costs 

remained stable in 2008.

In 2008, the group’s consolidated sales 

grew by 6.4% at constant exchange rates 

(of which 4.5% were organic) and by 5.9% 

at current exchange rates. 

Sales in france rose by 0.9%. Supermarkets 

and convenience formats performed well, 

while hypermarkets experienced a 

slowdown, mainly due to lower non-food 

sales. Sales in europe rose by 5.1% at 

current exchange rates. In Latin america, 

sales increased by 27.9%, with solid growth 

in Brazil and argentina. With sales up by 

10.9% at current exchange rates (+13.3% 

at constant exchange rates), carrefour 

had a satisfactory year in asia despite a 

marked slowdown in most of the region’s 

countries at the end of the year. 

The activity contribution stood at €3.3 billion, 

a slight 0.3% rise over 2007. growth in Latin 

america and asia offset the downturn  

in france and europe. 

The activity contribution in france, down 

by 3%, weathered a difficult economic 

c l imate due to cost  sav ings that 

compensated for the year’s lack of sales 

growth. In europe, the activity contribution 

fell by 5.1% as cost savings did not entirely 

offset the negative impact of the severe 

slowdown in sales recorded at year-end 

2008. In Latin america, strict cost controls 

led to a 31.1% increase in the activity 

contribution. Lastly, in asia, the activity 

contribution rose by 10.9%, largely due to 

an improved ratio of distribution costs in 

the region compared to 2007.
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9.2x
= ACDA / fiNANCiAL 
COSTS

DEBT:

e 1,256 million

NET iNCOME  
frOM rECUrriNG  
OPErATiONS -  
GrOUP ShArE 

e 1.83
NET iNCOME  
frOM rECUrriNG 
OPErATiONS  
PEr ShArE  

rATiO Of NET fiNANCiAL DEBT 
(as a percentage  
of shareholder’s equity)

BrEAKDOWN Of CONSOLiDATED 
NET SALES BY GEOGrAPhiC rEGiON

NET iNCOME frOM rECUrriNG 
OPErATiONS, GrOUP ShArE
(in millions of euros)

BrEAKDOWN Of CONSOLiDATED 
NET SALES BY fOrMAT

NET iNCOME frOM rECUrriNG 
OPErATiONS PEr ShArE
(in euros)

BrEAKDOWN Of ACTiviTY  
CONTriBUTiON BY  
GEOGrAPhiC rEGiON 

20062005 20082007

1,8561,797

1,256

1,868

20062005 20082007

60%
72%

61%63%

20062005 20082007

2.64*
2.58*

1.83

2.67

* Net income from recurring operations per share 

published in 2005 and 2006.

ToTaL: €86,967M ToTaL: E86,967M ToTaL: E3,300M

57%

Hypermarkets

17%

Supermarkets

10%

Hard discount

16%

other stores

44%

france

37%

europe  
(excl. france) 

7%

asia

12%

The americas

46%

france

35%

europe  
(excl. france)

12%

The americas

7%

asia

Net income from recurring operations, 

group share, declined by 32.8%, affected 

by non-recurring expenses of €524 million 

(of which €396 million were impairment 

charges). 

The increase in financial expenses to 

€562 million (+6.9%) also had an impact 

on this result. Lastly, the taxation rate rose 

from 28.7% in 2007 to 33.6% in 2008. 

Net debt stood at €6,652 million at year-

end, lower than the €7,357 mil l ion 

recorded at year-end 2007. 

In 2008, the ratio of net financial debt to 

shareholders’ equity improved slightly, 

from 63% in 2007 to 61% in 2008. 

financial expenses increased by 6.9% 

over the year, while coverage of financial 

expenses totalled 9.2X in 2008 compared 

to 9.5X in 2007. 

The cash flow to net debt ratio also 

improved, rising to 60.3% from 53.2% the 

previous year. 

The group’s liquidity position is solid, with 

€3 bill ion in unconditional, undrawn 

syndicated loans and no obligation to 

refinance at maturity before May 2010. 

Net income from recurring operations 

per share was €1.83, down 31.5% from 

year-end 2007. 

The group’s net income per share, taking 

in to  account  the proceeds  f rom 

operations that were sold or are in the 

process of being sold, came to €1.85 in 

2008 versus €3.28 in 2007. 

aT THe HearT of Year 2008  n n n 
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10th

704,902,716

POSiTiON  
iN ThE  
CAC 40 iNDEX

ShArES

cAPITAL 

at 31 December 2008, carrefour’s equity capital totalled 1,762,256,790 euros. 
This was made up of 704,902,716 shares with a par value of 2.50 euros and remained unchanged 
from 31 December 2007. 

Shareholders
Number of 

shares
  In%

  Number 
of ordinary 

voting rights
  In%

  Number of 
extraordinary 
voting rights

  In%

Blue capital 75,326,258 10.69% 75,326,258 10.27% 75,326,258 10.27%

Blue partner Sarl 15,166,770 2.15% 15,166,770 2.07% 15,166,770 2.07%

groupe arnault SaS* 5,000,000 0.71% 5,000,000 0.68% 5,000,000 0.68%

employees 7,421,440 1.05% 14,809,440 2.02% 14,809,440 2.02%

Shares owned 19,325,573 2.74% – – – –

controlled shares – – – – – –

public 582,662,675 82.66% 623,035,364 84.96% 623,035,364 84.96%

Total 704,902,716 100.00% 733,337,832 100.00% 733,337,832 100.00%

* related stock options in accordance with article L, 233-9 4o of the french commercial code.

under the terms of a letter dated 13 february 2009, the company was informed that on 9 february, Blue partners 

had transferred its shareholdings to colony Blue Investor, which is now acting in concert with Blue capital 

and groupe arnault SaS.        

cARREFOUR STOcK

In euros 2005 2006 2007 2008

Quoted price: highest 41.75 51.15 58.10 52.52

lowest 35.36 38.10 42.95 24.68

on 31 December 39.58 45.94 53.29 27.52

Number of shares on  
31 December

704,902,716 704,902,716 704,902,716 704,902,716

Market capitalization on  
31 December (in billions of euros)

27.9 32.4 37.6 19.4

average daily volume 2,613,756 3,117,619 4,337,998 4,168,131

Net income per share from 
recurring operations

2.58 2.64 2.67 1.83

Net dividend 1.00 1.03 1.08 1.08*

Yield 2.53% 2.24% 2.03% 3.92%

*Subject to the approval of the shareholders at their annual Meeting on 28 april 2009.

STOcK MARKET OvErviEW
carrefour is listed on the eurolist of the paris euronext exchange (compartment a – ISIN 
code: fr0000120172). carrefour is eligible for the SrD (Deferred payment Service).  
It is included in the following indices: cac 40, SBf 120, fTSe 100 and DJ euro Stoxx 50. 
at 31 December 2008, the share was in 10th position in the cac 40 index in terms  
of market capitalization, with a weighting of 2.96%. 

CALENDAR
FINANcIAL INFORMATION 

28 April 2009 
Annual Shareholders’ Meeting

7 May 2009 
Payment of dividend*

16 July 2009 
Publication of second quarter 2009

28 August 2009 
2009 half-yearly results

15 October 2009 
Publication of third quarter 2009
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aT THe HearT of Year 2008  n n n 

SHAREHOLDER INFORMATION 

carrefour group shareholders have access to transparent, accurate and regularly updated 
information through:

A telephone number for shareholders
By dialling + 33 (0) 1 55 63 39 00, shareholders have access to the following information:
 group news;
 the share price, its movement and that of the cac 40;
 the calendar of meetings and financial publications;
  practical information about registered shares and their advantages, ordering corporate 
documents, and useful telephone numbers;
 the group’s strategy and outlook, by contacting the Shareholders relations department.

Letter to Shareholders
The Letter to Shareholders is sent twice a year to all registered and bearer shareholders  
who request it.

Shareholder’s Guide
contains a company profile as well as share management information and guidelines.

Website
carrefour’s corporate s ite, www.groupecarrefour.com, has a section dedicated to 
shareholders under “finance”. 

Shareholders’ e-mail alert
Shareholders who register at the “Shareholders” corner of the carrefour webs ite,  
www.groupecarrefour.com, are informed by e-mail upon publication of the group’s financial 
reports.

 Carrefour     BEFOODR     CAC 40

* The BefooDr index includes: carrefour, casino, colruyt, Delhaize, Sainsbury, ahold, Metro ag, Wm Morrison and Tesco.

SHARE PRIcE MOVEMENTS 
Share price movements in 2008 compared with the cac 40 index and with the BefooDr 
index* (basis 100)

MEETINGS

CONTACTS

Annual Shareholders’ 
Meeting
This is a special gathering of managers 
and shareholders that provides a good 
opportunity to learn more about 
Carrefour’s activities, results and outlook. 
for those unable to attend, the Annual 
Shareholders’ Meeting is broadcast live, 
then as a webcast, on the Group’s 
corporate website at  
www.groupecarrefour.com.

Exhibitions
Carrefour has been participating in the 
Paris Actionaria Exhibition for the past 
eight years. Staff members are present 
both days to answer any questions 
visitors may have.

Shareholders’ meetings
Carrefour’s managers regularly meet 
with shareholders to present the Group’s 
strategy and results.
A schedule of upcoming meetings can 
be found on the Group’s website,  
www.groupecarrefour.com, in the 
“Finance/Shareholders” corner.

carrefour Group
Investor Relations
26, quai Michelet - TSA 20016
92695 Levallois-Perret Cedex
Tel.: + 33 (0) 1 55 63 39 00
investisseurs@carrefour.com

carrefour Group
Shareholder Relations
26, quai Michelet - TSA 20016
92695 Levallois-Perret Cedex
Tel.: + 33 (0) 1 55 63 39 00
actionnaires@carrefour.com

Registered shareholders - 
cAcEIS
Corporate Trust - investor relations
Service Émetteurs - Assemblées
14, rue rouget de Lisle
92862 issy-les-Moulineaux Cedex 09
Tel.: + 33 (0) 1 57 78 34 44
fax: + 33 (0) 1 49 08 05 80
ct-contact@caceis.com
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Today’s customers expect an attractive store, good things 
to buy and good value for their money. Shrinking budgets 
do not mean shrinking consumer desire. The carrefour 
group is making every effort to please its customers, tailoring 
its store formats to their lifestyles and its products and services 
to their desires, enhancing customer service and improving 
its promotional policy worldwide for one reason only:  
to become their preferred retailer. 

AT ThE hEArT  
Of OUr  
CUSTOMErS’ LivES
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WiNNiNG THE HEART 
Of EACh AND EvErY 
CUSTOMEr

STORES FOR EVERYONE

at year-end 2008, the carrefour group operated over 15,000 stores in 31 countries. In 2008,  
it opened or acquired a total of 1,191 new banner stores, creating over 1.3 million sq.m of sales 
area and extending its modern concepts, wide-ranging offering and competitive prices to 
more consumers. at a time of economic difficulty in france and europe, the group showed 
good resilience, demonstrating the ability of its multiformat model to satisfy all needs and 
budgets. In Latin america, carrefour’s dynamic performance reflects the confidence it has 
earned from customers over the years. Sales on the continent rose by 31% at constant exchange 
rates. Brazil ranked third in terms of the group’s activity contribution, behind france and Spain. 
In asia, despite a downturn in all of the region’s countries at year-end, sales rose by 13.3% at 
constant exchange rates. china was the 5th largest contributor, with an upturn of more than 
30% in its activity contribution. The vitality of these high-growth markets* can also be measured 
by the opening of new stores. In 2008, these markets accounted for more than two-thirds  
of carrefour’s new sales area worldwide. 

ENHANcED PURcHASING EXPERIENcE

To keep our customers delighted and satisfied, carrefour banners have been developing 
innovative store layouts, products and services. In Bogotá, the Santa ana store has been 
testing “trend” corners with specific themes, such as apparel and multimedia, in a more user-
friendly environment for the local clientele. greece has been crafting new business concepts 
in the “bazaar” department in the form of demonstration areas that alternate various seasonal 
offers. focused on the customer and the carrefour brand, Turkey opened a hypermarket 
“mock-up” that has been a big success with consumers. The store features easier access to 
the different departments, appealing sections, a larger selection and an enhanced customer 
loyalty programme. argentina is offering customers the first carrefour pharmacy and optical 
centre, two more services to make life easier.

* High-growth markets: markets outside france, Spain, Italy and Belgium.

In every country of operation 
and every store format, the 
carrefour group is counting 
on innovative offerings and 
affordable prices to conquer,  
or reconquer, the hearts  
of all its customers.

1,191 
NeW SToreS 
WorLDWIDe  
IN 2008
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ATTRAcTIVE PRIcE POLIcY

In a period of economic uncertainty, customers are more sensitive to low prices than ever 
before. Message received: the banners are intensifying their promotional campaigns.  
In france, purchasing power is the focal point of marketing efforts, especially in hypermarkets. 
elsewhere in europe, the banners are going back to the low-price basics. In Turkey, carrefour 
Sa has launched the “Shielding the family budget” campaign, which aims to stabilize the 
price of own-brand products for three months. Major campaigns are also being conducted 
in growth markets. In colombia, the “garantia del precio mas Bajo” (Lowest price guarantee) 
campaign has been revived in hypermarkets, with highly vis ible signage, conveying  
the message that carrefour pays close attention to its customers’ needs. and to celebrate  
its 10 years of business in colombia, an anniversary campaign is offering additional attractive 
promotions. 

OPEN

The world of carrefour
Through organic growth, increased 
franchising and tactical acquisitions, 
such as Alfa retailindo in indonesia, 
the Carrefour Group is expanding its 
business and winning new customers 
every year in its various markets. in 2008, 
Carrefour opened 22 hypermarkets in 
China at the rate of nearly one every  
two weeks. in 2009, Bulgaria opened  
its first store and russia will inaugurate  
its first Carrefour hypermarket. 

WEB
The Carrefour brand is growing stronger online as well. To boost customer satisfaction  
in its home market, in 2008 Carrefour launched a new, single portal, Carrefour.fr, for all its 
e-commerce sites: Ooshop for food and CarrefourOnline for non-food items. These sites are 
coming up with innovative ideas under the Carrefour brand. Ooshop opened in eight new 
cities in 2008 and now serves 24 areas. More than 8,000 new items have been added to its 
assortment. As well as becoming more user-friendly, CarrefourOnline expanded its offering 
and carried out successful promotional campaigns, such as stock clearance, flash sales 
and private sales. in Spain, Carrefour.es has become an e-commerce leader. its food 
website attracted 20% more customers in 2008, largely because it expanded to six new 
cities, with a range of products specifically adapted to its various customer categories. 
With regard to non-food items, the site, which provides home delivery throughout Spain, 
doubled its sales and increased its customer base by 50%.

aT THe HearT of our cuSToMerS’ LIVeS  n n n 
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DELiGhTiNG iN ThE 
CArrEfOUr BRAND 

APPROAcHING OUR 50TH YEAR IN BUSINESS

The carrefour brand took flight in 1963 with the creation of the hypermarket, a concept 
designed for the full satisfaction of customers, who found “everything under the same roof” 
for the very first time. The banner brand would go on to become a recognized product brand 
after the launch of “unbranded goods” in 1976, before making its appearance on store shelves 
in 1985 with carrefour-brand items. Since then, the brand has never stopped growing in france 
and abroad in terms of both products and services. Insurance, financial, travel, ticketing  
and mobile phone services now all carry the carrefour brand — joined in 2008 by Video on 
Demand in france, Spain and Belgium. In poland, the new carrefour Mova mobile phone 
debuted this year. It is the least expensive on the market, and users receive free minutes  
in exchange for purchases at any carrefour or carrefour express store in the country. In Italy, 
the over-the-counter pharmacy department is growing, with two new openings in addition to 
the 20 or so hypermarkets that already have such departments. carrefour customers can find 
over-the-counter drugs and ask pharmacists for advice. 

AT THE HEART OF cUSTOMER RELATIONS

The carrefour brand is synonymous with quality, choice, modern living and low prices.  
In france, it boasts over 20,000 items, including 4,000 developed between 2005 and 2008 
in every product range, including carrefour Sélection, agIr Bio, Kids and Tex. The carrefour 
brand, 15% to 30% less expensive than national brands, is popular with customers at a time 
of reduced purchasing power. It represents nearly 30% of hypermarket food sales and 9 out 
of 10 customers leave the store with at least one carrefour product. The carrefour brand also 
means being rewarded for loyalty. In france, over 12 million households have a carrefour 
loyalty card, which provides benefits valid at all carrefour retailers. for the third consecutive 
year, french consumers rated the card as their favourite loyalty programme, according  
to market research conducted by TNS Sofres. In greece and Italy, too, loyal customers can 
now use their card at all carrefour stores. 

A POTENTIAL TO DEVELOP

ranked as the top performing food retail brand in europe by Interbrand in 2008, carrefour 
enjoys a high potential for growth. The group’s ambition is two-fold: base the carrefour brand 
on the values of affinity and of growth. To be closer to its customers, the carrefour brand 
is focusing on customized shopping solutions, from convenience stores to hypermarkets.  
To be more welcoming, the carrefour brand is providing new services tailored to consumer 
lifestyles, improving the quality of customer service and customizing relations with shoppers. 
To be more attractive, it is developing a more innovative offering and clarifying its price policy. 
and to capitalize on its new assets, the group is bringing together more store formats under 
the carrefour name. With this strategy, combined with high-quality and low-priced products 
and services, the carrefour brand is winning the lasting confidence of its customers. 

committed to making 
customers’ daily lives more 
enjoyable and offering them  
the best prices, the carrefour 
brand continues to pursue 
growth at group level. 
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EXEMPLARY

Argentina: 100% carrefour
in July 2008, Carrefour Argentina  
put the finishing touches on its switch  
to a new banner. After an 18-month 
transformation, 117 of the country’s  
stores came under the Carrefour name, 
which now represents over 200,000 sq.m 
of sales area. With a range of formats, 
including traditional and mini 
hypermarkets and Carrefour Express 
supermarkets, Carrefour Argentina 
illustrates the single-brand and 
multiformat strategy the Group  
is conducting in france and abroad. 
This strategy enables Carrefour 
Argentina to consolidate its leading 
position in the retail market and  
win over consumers. The results are in:  
sales rose significantly in the renovated 
stores in 2008. 

12 MILLIoN LoYaLTY 
carDHoLDerS IN fraNce
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Large cities, villages, city centres and suburbs are all places 
where consumers go to shop. and carrefour stores are sure 
to be in every location. By reinventing its hypermarkets, 
offering its own brand in supermarkets, and creating  
the convenience and hard discount stores of tomorrow,  
the carrefour group wants more than ever to be in the 
pulsing heart of the city and meet the needs of its customers 
at all times. 

AT ThE hEArT  
Of ThE CiTY
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HYPERMARKETS  
AT ThE DAWN  
Of A NEW ErA

HUMAN-ScALE HYPERMARKETS

The world leader in the hypermarket segment with 1,302 stores, the carrefour group continually 
adapts its store formats to the lifestyles of its customers. To create a more pleasurable shopping 
experience, the hypermarkets are becoming more compact. Internationally, the average size 
of a new hypermarket in 2008 equalled 5,400 sq.m, just two-thirds the size of a store opened 
in 2004. In many cases, the growth format may even be 3,000 sq.m to match as closely  
as possible the needs of each trading area. In these compact formats, carrefour is expanding 
its offering to remain faithful to the hypermarket concept. countries like colombia, Thailand, 
Taiwan, poland, Spain and romania have been pioneers in this area. In Bogotá, for example, 
carrefour opened two hypermarkets with less than 2,600 sq.m of sales area. In Taiwan, 
carrefour’s growth is being driven by compact and mini formats, some of which are located  
in shopping malls and offer a wide array of services and leisure activities. 

IN SYNc WITH LOcAL LIFE

carrefour group banners are developing with their customers’ needs at the top of the list,  
as evidenced by Brazi l’s atacadao, a store concept with a focus on low prices.  
at year-end 2008, carrefour Brazil had 48 atacadao stores, up from 34 in 2007, and recorded 
two-figure sales growth year-on-year. In colombia, the “Tintalito” stores offer affordable and 
modern consumer products to customers with modest incomes at the best prices and quality. 

PLEASURE AND cHOIcE

entering a carrefour hypermarket means being greeted by an affordable array of quality 
products. from indulgences to practical items, the shelves are continually being replenished 
with new products and services. With more than 3,000 carrefour-brand products, the carrefour 
hypermarkets in Thailand satisfy every family need. The carrefour premium range is designed 
for those who want only the best. The mid-range carrefour assortment offers products of 
name-brand quality at very affordable prices. The Big Saver range guarantees “great savings”  
on staple products. Hypermarkets are expanding their apparel and home decoration 
ranges. In colombia, the Tex brand is modernizing its identity and image, offering clothing  

customers seek good selection, 
prices and quality as well as 
faster shopping in a simple, 
friendly environment. carrefour 
hypermarkets have entered the 
era of customized services and 
are poised to conquer  
new markets. 

1MILLIoN cuSToMerS 
a DaY SHop  
IN HYperMarKeTS  
IN fraNce
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for all lifestyle needs, including urban, casual, sportswear and maternity lines. and to take  
it a step further, carrefour colombia is testing computer-aided design to improve the in-store 
display of clothing in three Bogotá hypermarkets. In home decoration, the “casa & Déco” line 
is proving increasingly popular with customers. Stores in france added carrefour Home to their 
tableware collection and the brand launched the “Young Home” range, which targets people 
living on their own for the first time. 

EXPERT carrefour Property optimizes
Carrefour Property’s mission is to create 
more attractive sites and adapt them 
to their environment and customers’ 
lifestyles. in 2008, its experts initiated 
preliminary research on Carrefour 
hypermarkets in Europe and will 
continue this research in 2009 to 
inform discussions on reinventing the 
hypermarket model. The goal is to find 
the right sales and profitability model 
and adjust the sales area to the level of 
local business. in italy, for example, the 
romanina hypermarket was sized to a 
more compact format (4,500 sq.m) and 
one floor became a shopping arcade. 
And in Chambourcy, france, the store 
was redesigned and expanded at the 
same location. 

COMMITTED
A boost to purchasing power
Since April 2008, Carrefour hypermarkets 
in france have been promoting the 
“Purchasing Power Plan”, offering 
to reimburse the value-added tax 
(vAT) on thousands of daily products 
directly at checkout. in September, 
Carrefour launched the “Month of hyper 
Purchasing Power”, which featured 
deep-discounting promotions every 
day, and kicked off the “Purchasing 
Power Prices” campaign: 300 branded 
products at low and frozen prices until 
the end of 2008. 

232008 aNNuaL reporT

126
NeW HYperMarKeTS 
WorLDWIDe

48
aTacaDao 
SToreS IN BraZIL

aT THe HearT of THe cITY  n n n 
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SUPERMARKETS 
UNDEr ThE CArrEfOUr 
BANNEr

A DYNAMIc BRAND

Throughout the world, the rollout of the carrefour brand at supermarkets has been a real 
success. The champion and Norte stores that became carrefour express or carrefour Bairro 
in 2007 in Spain, argentina and Brazil all saw sales climb in 2008. Spanish supermarkets, for 
example, increased their sales net of tax by 7.4% in 2008 based on comparable sales area. 
customers have had the same positive reaction in romania, Turkey and poland, where all 
ahold supermarkets have been converted to carrefour express, and in Indonesia, where  
13 alpha retailindo stores have also switched to carrefour express. 

In france, champion became carrefour Market after six months of market testing. on 25 June 
2008, a phased rollout began, and by the end of December, 160 carrefour Market stores 
were already flourishing throughout france, including franchisees. The new carrefour Market 
recorded strong growth thanks to higher volumes and the assets of the carrefour brand. 
elsewhere, greece transformed its champion stores into carrefour Marinopoulos and Italy 
opened the country’s first carrefour Market in Milan. In colombia, the group announced in 
September that it had purchased the Mercadefam supermarket chain, thereby becoming 
No. 1 in its category in Santander State. It is also examining whether to convert its stores to the 
carrefour banner. 

LOOKING AFTER OUR cUSTOMERS

at carrefour Market in france, supermarket customers find a friendly staff and the modern 
features of a carrefour store. The assortment has been expanded by some 20% with carrefour-
brand products and new non-food ranges, particularly apparel, culture and leisure, and 
tableware. The new layout modernizes the retailer’s image and makes it easier for customers 
to navigate the store and understand the product displays. Lastly, customer loyalty is better 
rewarded. customers can now take advantage of their carrefour card benefits throughout 
the network — in supermarkets, hypermarkets and even in carrefour contact and carrefour 
city convenience stores undergoing testing. 

for customers of its 3,000 
supermarkets, the group  
is working faster to modernize 
its stores and convert them  
to the carrefour brand. 
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ALL NEW! 

carrefour products come  
to carrefour Marinopoulos
With the Champion Marinopoulos 
changeover to the Carrefour 
Marinopoulos banner, customers have 
been discovering Carrefour products, 
including mid-range Carrefour-brand 
items, Carrefour Sélection in the gourmet 
foods department, the Baby and Kids 
lines, Light products for a healthy diet 
and, of course, the Carrefour AGir range 
of socially-responsible products.  
Offered at the best prices, these items 
round out the assortment of fresh foods 
tailored to local tastes.

252008 aNNuaL reporT

More THaN 

900 
carrefour  
MarKeT SToreS  
aT Year-eND  
2009 IN fraNce

aT THe HearT of THe cITY  n n n 
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HARD DIScOUNT:   
LOW PriCES  
YEAr-rOUND

HARD DIScOUNT FOR EVERYONE

In 2008, Dia, the carrefour group’s hard discount segment, proved that it is meeting  
a real economic need in every country of operation: Spain, france (ed banner), portugal 
(Minipreço), greece, Turkey, argentina, Brazil and china. The number of stores climbed by  
459 and now totals 6,252.
as the hard discount region par excellence with nearly 50% of the network, Spain posted  
a solid performance. In 2008, sales incl. VaT rose by 16.2%. This performance can largely  
be attributed to the 183 “Supermercados plus” stores that switched to the Dia banner following 
their acquisition from the german company, Tengelmann. In france, carrefour pioneered  
the hard discount concept in 1978 when it created the ed banner, which now boasts 
more than 900 stores. The group is planning to bring new energy to this format in response  
to consumer demand. 

TAKING A NEW LOOK AT DIA

The leading discount chain in Spain, Dia, must continually innovate to stay on top. In 2008, 
Dia updated its image, adopting a more contemporary and customer-focused logo and 
renaming its stores Dia Maxi and Dia Market. In addition to creating a more forceful identity, 
Dia renovated store interiors to provide better customer service while maintaining the stores’ 
primary function. Dia Maxi offers a large number of non-food items in 1,200 sq.m stores.  
Dia Market concentrates the most highly trafficked departments in 500 sq.m: self-service fruits, 
vegetables, meat and fish as well as a variety of snacks. overall, the 390 Dia Maxi and 278 Dia 
Market stores that opened over the past two years have been successful on a daily basis. 

LOYALTY PROGRAMME: NUMEROUS BENEFITS FOR cUSTOMERS

Spain launched the club Dia loyalty programme in 1998 and since then over 14 million 
households have signed up. at present, more than 9 million households in Spain, 2 million  
in portugal, 1.5 million in greece and 1 million in argentina are enjoying the advantages 
offered by the programme, which will be gradually introduced in all of the group’s countries 
operating hard discount. 

During these tense economic 
times, customers are determined 
to make the most of their 
purchasing power. The carrefour 
group and its Hard Discount 
banners continue to expand 
access to consumer products by 
offering low prices all year long. 
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AFFORDABLE FOR ALL
The promotions bonus
in addition to year-round low prices, Dia Spain offered 23 customer promotions in 2008:  
12 conventional discount promotions and 11 special promotions, such as “3 products for the 
price of 2,” “Second product at half price” and “hundreds of bulk items at reduced prices.” 
Dia also went a step further with its loyalty policy, creating a discount coupon programme 
targeting each customer category. 
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14 MILLIoN 
DIa LoYaLTY 
carDHoLDerS 
WorLDWIDe

EXCLUSIVE
Mobile phones  
at Dia prices
in May 2008, Dia launched Diamovil  
in all its Spanish stores in partnership 
with Orange. This mobile phone offer,  
in the form of rechargeable cards,  
is not only available at Dia’s low prices, 
but saves customers additional money 
as well. for each recharge of a Diamovil 
card, customers receive a discount of 
50% of the amount of the recharge on 
their purchases. in addition, for every 
€20 purchased, customers receive  
a €1 reduction for recharging the card. 
At year-end December 2008, Diamovil 
had over 34,000 lines in use. 

aT THe HearT of THe cITY  n n n 
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cONVENIENcE  
AND cASH & cARRY:  
ALWAYS ATTUNED TO  
CUSTOMEr NEEDS

EXPRESS SHOPPING

out of a total of more than 15,000 stores, carrefour had 4,813 convenience stores in 2008, mainly 
held by franchisees and operating under such banners as Marché plus, Shopi, 8 à Huit and proxi in 
france and DiperDi in Italy. The franchisees benefit from everything the banner has to offer, including 
customer-targeted concepts, products providing the best value for the money, and services and 
operating staff dedicated to sharing their expertise. To contribute its cutting-edge skills and strong 
name recognition to this format, the carrefour group has been introducing its own brand to 
convenience stores. under the carrefour express banner, Brazil opened five shops in service stations 
in 2007 and added three more in 2008. poland has set up 27 carrefour 5 Minut stores in various cities, 
with some located in service stations. In Spain, 11 carrefour city stores began operating in central 
Madrid after the group acquired the Superma chain. In Taiwan, carrefour has opened its first 
convenience store in 2009: carrefour convenient Buy, open 24/7 to meet the needs of urban 
consumers. 

DAILY SHOPPING NEEDS

city trends point to quick shopping trips on foot for additional items. In france, the group 
is s imultaneously testing two new banners geared to daily l iving: carrefour contact  
and carrefour city. 
Located at the entrance or in the centre of small towns and villages, carrefour contact offers 
a selection of products for preparing meals, including a generous assortment of fresh produce 
and a butcher’s counter. carrefour city is specially designed to meet the needs of a highly 
mobile urban clientele. It’s a fun, vibrant, user-friendly place to shop, with two main areas: 
ready-to-eat products and daily items. carrefour city is open long hours to keep pace with 
urban lifestyles: in paris, it is open from 7 am to 11 pm. 
at these two retailers, customers find all the features of the carrefour brand, especially its 
wide-ranging assortment and unique loyalty programme valid at all carrefour banners in 
france. all of this fits neatly into compact spaces: 800 sq.m on average at carrefour contact 
and 400 to 600 sq.m at carrefour city. 

convenience stores are a huge 
success with consumers.  
The carrefour group brings all 
its modern skills to bear on this 
forward-looking format, while 
promocash, the wholesaler 
serving business customers,  
sets its sights on franchising.

PRACTICAL
carrefour city in Spain
With 11 Carrefour City stores in Madrid, 
Carrefour expanded operations in 
the heart of the Spanish capital in 
2008, with a format complementing 
the hypermarket and supermarket 
models. Since its inception in late 2007, 
Carrefour City has established itself as a 
modern concept that is revolutionizing 
convenience shopping by offering 
customers the best value for their money. 
its assortment is tailored to the needs of 
urban customers. Made up 90% of food 
products, it features over 1,000 Carrefour 
brand items and useful services, like 
mobile phone top-up vouchers and 
home delivery, that distinguish Carrefour 
City from its competitors. 
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AMONG PROFESSIONALS

promocash, the self-serve wholesaler for catering and food industry professionals, has been 
doing business in france for 40 years at 129 stores throughout the country. In 2007, the banner 
began converting to a 100% franchise model. a series of tests confirmed the successful 
performance of the well-paced lease-management process. at year-end 2008, promocash 
had 120 franchisees, including 90 lessee-managers and nine consolidated stores. This trend 
will enable carrefour to provide new career opportunities to promocash employees and to 
anyone who wishes to join the cash & carry banner of the world’s No. 2 retailer. 

PROMOcASH IS REcRUITING

2009 will be a pivotal year for promocash. The banner will open several stores, with the goal 
of creating some 20 more within three years. This expansion will be supported by a national 
recruiting campaign designed to attract future franchisees-investors and future lessee-
managers who aspire to be entrepreneurs but who lack the financial resources to invest in a 
business of their own.  

NO. 2  
cASH & cARRY  
RETAILER IN FRANcE

300,000  
cUSTOMERS

129  
STORES

7,000 TO 12,000  
ITEMS 

aT THe HearT of THe cITY  n n n 
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cARREFOUR GROUP
ThE WOrLD’S LEADiNG  
MULTi-fOrMAT rETAiLEr

HYPERMARKETS
Total Incl. franchisees 

and licensees 

Total France 228 25

Europe (excl. France)
Belgium 57
Spain 168 6
Greece & Cyprus 31
Italy 69 3
Poland 78
Romania 21
Turkey 22
Total Europe (excl. France) 446 9

Latin America
Argentina 67
Brazil 162
Colombia 59
Total Latin America 288 0

Asia
China 134
Indonesia 43
Malaysia 16
Singapore 2
Taiwan 59
Thailand 31
Total Asia 285 0

Partner countries
Saudi Arabia 9 9
Bahrain 1 1
French overseas departments & territories 11 11
Egypt 4 4
United Arab Emirates 10 10
Japan* 7 7
Jordan 1 1
Kuwait 1 1
Oman 2 2
Qatar 3 3
Dominican Republic 1 1
Slovakia 4 4
Tunisia 1 1
Total partner countries 55 55

TOTAL GROUP 1,302 89

SUPERMARKETS
Total Incl. franchisees 

Total France 1,001 411

Europe (excl. France)
Belgium 379 316
Spain 98 2
Greece and Cyprus 229 20
Italy 508 272
Poland 225
Romania 20
Turkey 125
Total Europe (excl. France) 1,584 610

Latin America
Argentina 112
Brazil 39
Total Latin America 151 0

Asia
Indonesia 30
Total Asia 30 0

Partner countries
Belgium 65 65
French overseas departments & territories 41 41
United Arab Emirates 3 3
Tunisia 44 44
Total partner countries 153 153

TOTAL GROUP 2,919 1,174

NUMBER OF STORES UNDER GROUP BANNERS AT 31 DEcEMBER 2008  
(INcL. FRANcHISEES AND LIcENSEES PARTNERS)

1,302

2,919

TOTAL hYPErMArKETS

TOTAL SUPErMArKETS

* partner - licensee.
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15,430 STORES 
 WorLDWIDe

HARD DIScOUNT
Total Incl. franchisees 

Total France 914 72

Europe (excl. France)
Spain 2,796 824
Greece and Cyprus 372 101
Portugal 498 134
Turkey 613 182
Total Europe (excl. France) 4,279 1,241

Latin America
Argentina 410 71
Brazil 327 60
Total Latin America 737 131

Asia
China 322 13
Total Asia 322 13

TOTAL GROUP 6,252 1,457

cONVENIENcE
Total Incl. franchisees 

Total France 3,245 3,245

Europe (excl. France)
Belgium 191 191
Spain 11
Greece and Cyprus 256 223
Italy 1,016 838
Poland 27 27
Total Europe (excl. France) 1,501 1,279

Latin America
Brazil 8
Total Latin America 8 0

Partner countries
French overseas departments & territories 59 59
Total Asia 59 59

TOTAL GROUP 4,813 4,583

cASH AND cARRY
Total Incl. franchisees 

Total France 129 120

Europe (excl. France)
Italy 15 1
Total Europe (excl. France) 15 1

TOTAL GROUP 144 121

6,252

1444,813

TOTAL hArD DiSCOUNT

TOTAL CASh & CArrYTOTAL CONvENiENCE

aT THe HearT of THe cITY  n n n 
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The carrefour group is fully assuming its role as a responsible 
player in the social and economic challenges of our time.  
It partners with top sustainable development experts and 
supports committed employees and exemplary suppliers.  
as such, the group is leading the way to responsible trade, 
benefitting its customers and the public at large. 

AT ThE hEArT 
Of OUr 
rELATiONShiPS
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BUiLDiNG A SOCiALLY 
RESPONSIBLE  
BUSiNESS

NOURISHING cOMMUNITY LIFE

carrefour stores generate jobs and foster social integration. In france, the stores’ trading area 
provides 90% of their employees, some of whom live in disadvantaged neighbourhoods. By 
signing the “espoir Banlieues” plan in early 2008, the group committed to hiring 1,000 young 
people from underprivileged areas. one year later, group banners had hired some 4,000 
young employees. a new store generates other activity as well. Hypermarkets attract other 
businesses to shopping malls and create a new gathering place on the outskirts of cities. 
Supermarkets often serve as centres of community life in disadvantaged neighbourhoods 
and convenience stores maintain social ties in town centres and rural areas. This explains the 
partnership between La poste, the french postal service, and carrefour’s convenience store 
banners, which take the place of post offices in french villages. 

FOSTERING RESPONSIBLE cONSUMPTION

group banners are spreading the practice of responsible consumption and providing universal 
access to organic, fair trade and socially responsible products as they develop their own 
ranges. In 2008, the various carrefour agIr ranges — Bio, Éco planète, Nutrition, Solidaire — 
added more than 100 products and carrefour is now the leading retailer of organic products 
in france. In Belgium, carrefour introduced an innovative idea in 2008 with an offer of green 
electricity at no extra cost: carrefour energie ecoplanet. To raise consumer awareness,  
the group banners promote responsible consumption with special in-store s ignage, 
promotional campaigns and special events like World environment Day, Nutrition Week, 
european Sustainable energy Week and fair Trade Weeks. 

every day, the carrefour 
group participates in the 
lives of millions of customers, 
producers, manufacturers, 
employees and franchisees. 
This close relationship underpins 
its economic responsibility and 
civic commitment. 
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PARTNERING WITH LOcAL PRODUcERS

78% of own-brand food products sold in the group’s stores are purchased locally, particularly 
from producers and SMes. carrefour Quality Lines form the cornerstone of this cooperative 
effort. created by carrefour in 1992, they now number 418, operate in 15 countries and 
sustain 25,797 suppliers. To retain producers, the group signs agreements to purchase certain 
volumes under the terms of the carrefour guaranteed partnership. In addition, carrefour 
closely works with suppliers using a continuous improvement approach. In france, the 20,000 
“carrefour Quality commitment” producers receive advice on integrating quality criteria 
and environmental protection in their processes, including traceability, rejection of gMos, 
prohibition of feed containing animal products and chemical treatment of crops and soils. 
carrefour is also developing an increasing number of partnerships with producers under 
brands that represent a country’s agricultural and culinary heritage, such as reflets de france, 
Souvenirs du Terroir (Belgium), Tierra de colombia (colombia), De Nuestra Tierra (Spain) and 
Terre d’Italia (Italy). 

GUARANTEEING PRODUcT SAFETY

In 2008, the group combined the food and Non-food Quality departments into one group 
Quality Department to strengthen its efforts. food product safety is non-negotiable. It appears 
on supplier specifications sheets and is guaranteed by an annual monitoring plan. The “Quality 
Scorecard” enables carrefour to track each item throughout its life cycle and respond rapidly 
if so required. The group Quality approach also relies on regular in-store inspections. In 2008, 
for example, ed doubled the number of tests conducted along its supply chain. The carrefour 
china foundation for food Safety continued its efforts to promote progress among suppliers 
and local authorities. Safety is the rule for non-food products as well: toys, children’s clothing 
and own-brand cosmetics in particular are very closely monitored and continually discussed 
with the scientific community and consumers. During the listing of toys for christmas 2008, 
technical audits were carried out at all 107 production sites. Ten of them were subject to 
a social audit, while the others were IcTI-certified (social standard for toy manufacturers). 
furthermore, in 2008 carrefour contributed to a european commission report assessing the 
efficacy of the toy industry’s safety measures. 

carrefour’s strong 
involvement 
Present in 9 European Union countries 
and 31 countries worldwide, the 
Carrefour Group participates in 
European and global discussions on 
trade competition, respect for human 
rights and the fight against climate 
change. The Group is also involved in 
the issue of responsible fishing. Carrefour 
urges the french government to follow 
scientific advice in the setting of fishing 
quotas. it also supports the creation of 
a European eco-label and helps fight 
illegal fishing by tracking unlicensed 
boats operating worldwide. in addition, 
the Group works with the European 
Commission to expand eco-labelling 
to other product categories, giving 
consumers a tool for protecting the 
environment each time they make a 
purchase. 

418
carrefour  
QuaLITY LINeS  
IN 15 couNTrIeS

No.1
DISTrIBuTor  
of orgaNIc 
proDucTS IN fraNce

ACTIVE  
PARTICIPANT
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BEiNG A PrEfErrED  
EMPLOYER

EMPLOYER BRAND

carrefour is relying on its human resources policy to retain skilled employees and strengthen 
its appeal. In 2008, french hypermarkets introduced job versatility for checkout staff, who 
organize their work schedules in specific blocks. By signing the parenthood and Workplace 
charter in france, the group helps employees with children to balance professional 
development with family needs. In developing countries, carrefour is expanding employee 
benefits. In Brazil, the group has instituted an occupational health and safety department 
as well as medical assistance for employees and their families. It has also set up a private 
supplementary pension plan and offers life insurance to employees’ families in the event of 
accident, disability or death. 

ScHOOL FOR SUccESS

Worldwide, carrefour hires approximately 100,000 new employees every year. The large 
number hired and the wide variety of jobs (over 120 different occupations) allows carrefour 
to offer job and career opportunities for all population segments, including young people, 
seniors, men, women, disabled individuals, graduates and non-graduates. Diversity comes 
naturally to the group and its equal opportunities policy powers the career ladder. 75% of 
all group managers have risen through the ranks. This policy largely relies on a significant 
investment in training as well as the “cap careers” tool, which provides a detailed 
assessment of managerial employees. The training policy takes different forms: for example, 
a management and customer focus for managers in china, a campaign against illiteracy 
in french hypermarkets, and the creation of a carrefour Institute in Djakarta, Indonesia. 
Managers of the group and its alfa retailindo subsidiary will be receiving training, with the 
goal of 20,000 training days for over 1,900 employees every year. 

carrefour’s 495,000 employees 
serve as the banners’ frontline 
ambassadors to customers. on 
behalf of these employees, the 
group is committed to fulfilling 
its responsibilities as a leading 
and preferred employer.
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FORUM FOR DIALOG

To improve job satisfaction, carrefour is using “Les ecoutes du personnel” (Listening to Staff). 
In this programme, groups of employee representatives anonymously express their views, thus 
enabling the group to identify areas in need of improvement. In every country, the group 
monitors compliance with trade union rights on the basis of an agreement signed with union 
Network International (uNI). as an example, carrefour Turkey signed a collective agreement 
in 2008 with the commerce union, a sign of real progress for employees in the areas of 
compensation and benefits. The group encourages negotiations on improving working 
conditions at every level. Within the retail sector, carrefour and uNI collaborate in european 
union discussions on sector-specific labour issues. at group level, in the early 1990s carrefour 
created one of the very first european committees, called the european consultation 
and Information committee (cIce), which brings together management and labour from 
throughout europe for constructive and in-depth dialogue. The cIce is also involved in the 
group’s cSr efforts. at country level, management oversees local social dialogue. 

A PLEDGE OF SAFETY

In many countries, the group helps develop safety standards based on french norms and 
conducts training and awareness campaigns to reduce the number of accidents. carrefour 
is also concerned about preventing psychosocial risks and thus participates in forums 
on preventing workplace violence. In france, the hypermarkets provide training by the 
organization SoS conflits to help employees manage conflicts with customers. 

carrefour Group: monitoring 
labour conditions
Being a leading employer also requires 
monitoring the labour conditions under 
which its products are manufactured  
as well as the well-being of its suppliers’ 
employees. The Carrefour Group has  
been working in partnership with the  
leagues of the international federation  
of human rights (fiDh) since 1997. in 
addition, a Social Charter was developed 
in 2000 and updated in 2005. The charter  
is based on the provisions of the Universal 
Declaration of human rights as well as  
the principles of the international Labour 
Organization (iLO), including the 
prohibition of slavery and forced and child 
labour. To monitor progress, audits are 
conducted in sensitive countries like China, 
india and Bangladesh. in 2008, 472 audits 
were conducted. The Carrefour Group  
was also instrumental in creating the 
“Global Social Compliance Programme”  
in 2006 and works to harmonize existing 
social standards. 

7th 
LargeST 

prIVaTe eMpLoYer 
WorLDWIDe WITH 
oVer 495,000 
eMpLoYeeS  
group-WIDe

SOCIALLY  
RESPONSIBLE

aT THe HearT of our reLaTIoNSHIpS  n n n 
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every day, carrefour group banners work to operate their 
business in harmony with the planet and its inhabitants.  
Their efforts are concrete and measurable and their 
commitment lasting and community-minded. 

AT ThE hEArT  
Of ThE PLANET 
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rEDUCiNG OUr  
ENVIRONMENTAL  
fOOTPriNT 

The carrefour group strives  
to limit the environmental 
impact of its activities.  
creating a virtuous dynamic  
for the globe is carrefour’s  
daily challenge.
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MAKING POSITIONS cLEAR

The carrefour group is revising its business practices to protect natural resources. Its consumer 
ranges particularly reflect this effort: gMo-free own-brand food products in europe; garden 
furniture made from non-threatened, exotic wood species; a complete ban on selling 
Mediterranean bluefin tuna in europe as of 2008, and support for the creation of sustainable 
sourcing for palm and soy oil. The group continues to move forward in step with its partners. 
Together with WWf, carrefour works to develop a fishing policy to preserve fish stocks as well 
as sustainable forest management that favours species certified by the forest Stewardship 
council (fSc). It also cooperates with unesco in Italy on the Water education for Teacher 
(WeT) project, which gives children a better understanding of water and how to protect it. In 
addition, it works with aDeMe (french environmental and energy Management agency) to 
improve its businesses’ environmental performance and develop new eco-friendly products 
under the carrefour brand, agIr eco planète, in france. 

VISIBLE PROGRESS IN STORES

reducing our stores’ environmental footprint worldwide is our top priority. The group is 
committed to reducing its energy consumption by 20% per sq.m of sales area by 2020 relative 
to 2004. By year-end 2008, it had reduced overall consumption by 13.6% and hypermarkets in 
france, Italy and Belgium had already reached 20%. The group is also looking into the issue 
of refrigerants, the second major source of greenhouse gas emissions. With regard to the use 
of paper in europe, the group is aiming for 100% paper made from recycled wood fibres or 
from forests under certified management by 2010. furthermore, its effort to reduce the paper 
grammage of its sales publications is already well underway. concerning waste, replacing 
cardboard boxes and crates used for transport with reusable plastic has significantly 
decreased the amount produced. furthermore, Turkey, greece and Brazil have set up 
collection points in stores to encourage customers to sort and recycle waste products. The 
distribution of free disposable plastic bags is declining in country after country, while stores 
in poland and china completely ended the practice in 2008. our objective: no more plastic 
bags by the end of 2012. 

FEWER KILOMETRES DRIVEN

upstream, the group’s warehouse deliveries are increasingly reliant on alternative forms of 
transport. In 2008, carrefour france shipped over 40% of its imported merchandise by river-
borne and rail transport. Now that carrefour has five consolidation platforms throughout 
europe, suppliers can deliver to a single location. carrefour then takes it from there, using fully-
loaded multi-supplier trucks for warehouse deliveries. Downstream, transport rounds are being 
increasingly streamlined. In Italy, a software program adjusts the daily delivery schedule to 
fluctuations in the volume of orders. as a result, the number of kilometres travelled has dropped 
by 5% and the amount of fuel burned by 7%. In 2008, logistics services, in cooperation with 
stores, decided to change the way stores are supplied on a daily basis by keeping pace with 
the real needs of each store department. This policy will be expanded group-wide in 2009. 
carrefour’s warehouses are also coming up to speed on sustainable development. In france, 
55 audits were conducted in 2008. In 2009, two sites will undergo a carbon assessment, 
allowing them to identify key environmental impacts and act accordingly. 

GREEN 

412008 aNNuaL reporT

59
cerTIfIeD  
“greeN SToreS”  
IN TaIWaN, N°.1 greeN cHaIN

20%
reDucTIoN IN  
eNergY uSe per SQ.M 
of SaLeS area BY  
2020 THrougHouT THe 
carrefour group 
(coMpareD To 2004)

carrefour’s Energy Plan
The Group’s banners aim to reduce their 
kWh usage per sq.m of sales area by  
20% by 2020 compared to 2004. During the 
Sustainable Energy Week in february 2009, 
the banners highlighted all the initiatives 
undertaken to reduce energy 
consumption, including centralized 
technical management, optimization  
of cold storage facilities and replacement 
of lighting with more sustainable 
technologies. New-store design favours 
natural lighting and closed freezers and 
makes more efficient use of space in cold 
rooms. All new stores in China must  
reduce their energy consumption by 20%, 
a commitment in place since January 
2008.

aT THe HearT of THe pLaNeT  n n n 
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CONTriBUTiNG  
TO ThE cOMMUNITY

cOMMUNITY SPIRIT ON A GLOBAL ScALE 

active in 14 countries with group stores, the carrefour International foundation focuses on two 
key missions: emergency relief and the fight against social exclusion. During natural disasters,  
it comes to the aid of local teams that request help, especially for distributing food aid and basic 
necessities. on a daily basis, the foundation gives priority to sustainable programmes, always 
in cooperation with the relevant carrefour business. It provides food products and logistics 
support to community organizations. It also subsidizes cooperative, social-service groceries, 
which provide disadvantaged families with staple goods at 20% of the hypermarket price. 
In france, the foundation works with the pacTe network, whose six groceries are managed 
by group employees and funds the aNDeS network of some 100 groceries. pacTe also runs 
five such groceries in Belgium and two in greece, which opened in 2008 to a very positive 
reception by the greek public. The carrefour group was lauded for its civic-minded efforts. The 
foundation also contributes to programmes that provide microfinancing for business start-ups, 
whose products may be sold in group stores. all of these initiatives have made the foundation  
a recognized player in development aid. 

EMERGENcY RELIEF

Natural disasters also serve as a gauge of carrefour employees’ community spirit. In May 
2008, a violent earthquake struck china, hitting Sichuan province particularly hard. as soon 
as word spread, the carrefour International foundation sprang into action, distributing €2.3 
million of aid to the chinese population. carrefour china sent 18 trucks filled with food, tents 
and blankets from several of its stores. In addition, the group announced a donation to the 
Hope School programme for the reconstruction of destroyed schools. In November, torrential 
rains devastated Santa catarina State in southern Brazil, leaving more than 79,000 people 
homeless. carrefour Brazil personnel rose to the challenge, collecting 230 tonnes of food and 
clothing and 27,000 litres of water. The carrefour International foundation responded to their 
appeal by granting €100,000 in emergency relief. 

SOcIAL AcTION ON A DAILY BASIS

each country and banner determines its own social action agenda and invites its employees to 
participate in the process. argentina, Brazil, Spain and france have created special bodies to 
encourage and link up poverty-fighting and child-protection initiatives. every day, for example, 
store teams collect food items for donation to charitable organizations and cooperative groceries 
serving underprivileged families. They also regularly call upon the generosity of their customers. 
In 2008, carrefour france hypermarkets and supermarkets collected over 15,500 tonnes of food, 
the equivalent of 31 million meals, for food banks, restos du cœur (soup kitchens) and the  
red cross. 

Taking full advantage of its 
expertise, the carrefour group, 
together with its employees, 
supports surrounding 
communities to create a 
process of civic engagement 
everywhere it operates. 
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Jump-starting businesses
in Argentina, Carrefour and the 
international Carrefour foundation 
partner with the Manos Abiertas 
organization, which helps families  
in need find employment. Carrefour 
provides them with occupational 
training in its own bakeries. in addition, 
the organization has created its own 
bakery workshop. in 2008, with the 
support of Carrefour and Manos Abiertas 
staff, 60 individuals earned a baking 
qualification and 50 decided to start 
their own business with the microloans 
they received. 
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31 MILLIoN 
MeaLS proVIDeD 
BY carrefour IN 
fraNce

e2.3 MILLIoN 
IN HuMaNITarIaN 
aID for SIcHuaN 
proVINce

ENTREPRENEUR

aT THe HearT of THe pLaNeT  n n n 
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In 2008, the carrefour group adopted a new governance 
structure, leading to a more fluid and effective operation 
able to respond with greater speed. 

AT ThE hEArT Of 
ThE CArrEfOUr 
GrOUP
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THE BOARD  
OF DIRECTORS

The Board of Directors is a collective body which represents all shareholders and 
which acts in the company’s interests in all circumstances. The Board makes  
sure its membership is balanced and its operating procedures are appropriate  
in order to act in the company’s interests and fulfil its missions.  

The Board of Directors sets carrefour’s business strategies and 
objectives and oversees their implementation, deliberates on all 
matters pertaining to the proper operation of the company, settles 
all relevant issues, and sets limitations on the powers of the chief 
executive officer. In particular, the Board conducts any controls and 
audits it deems fit, including audits of company management and 
the fairness of the financial statements, reviews and approves the 
financial statements, and ensures that quality financial information is 
provided to shareholders and markets.

MEMBERSHIP OF THE BOARD OF DIREcTORS

The carrefour Board of Directors is chaired by amaury de Seze and 
has 12 members. 

roBerT HaLLeY honorary Chairman

aMaurY De SeZe* Chairman 
Born on 7 May 1946. french. Number of shares held: 12,500.
Date of appointment: 28 July 2008
amaury de Seze began his career in 1968 at Bull general electric.  
In 1978 he joined the Volvo group, where he held the positions of Managing 
Director, chairman and Managing Director of Volvo france, chairman of 
Volvo corporate europe, Member of the executive committee of the Volvo 
group and Member of the renault Volvo Strategic committee.
He joined the paribas group in 1993 as a member of the Management Board 
of the compagnie financière de paribas and of paribas Bank, in charge of 
equity holdings and industrial affairs and then as Manager of the equity 
Holdings Division of BNp-paribas Bank. He served as chairman of paI partners 
from 1998 to December 2007.
Other appointments:
Vice-chairman, power corporation of canada; Board Member, groupe 
Industriel Marcel-Dassault SaS, BW group, groupe Bruxelles Lambert, erbe, 
pargesa Holding Sa, Suez environnement and Imerys; and Supervisory Board 
Member, gras Savoye and publicis groupe.

JeaN-MarTIN foLZ* vice-Chairman 
Born on 11 January 1947. french. Number of shares held: 1,000.
Date of appointment: 28 July 2008
a graduate of the École polytechnique and the Écoles des Mines 
engineering schools, Jean-Martin folz began his career in 1972 in a regional 
office of the french Ministry of Industry, after spending a year in Tokyo at 
the Maison franco-Japonaise. Between 1975 and 1978, he belonged to 
various ministerial staffs and was ultimately appointed chief of Staff to the 
Secretary of State for Industry. 

In 1978 he joined the rhône-poulenc group, first as plant Manager of  
the Saint fons site and then as Deputy Managing Director of the rhône-
poulenc Specialty chemicals Division. Between 1984 and 1987, he served 
as Deputy Managing Director and subsequently as ceo of Jeumont 
Schneider. He was appointed ceo of péchiney in July 1987 and then 
chairman of carbonne Lorraine. In 1991, Mr folz was appointed ceo of 
eridania Béghin Say and chairman of Béghin Say. He joined the pSa 
peugeot citroën group in July 1995 and was appointed Director of the 
automotive Division in april 1996. He was named chairman of the pSa 
peugeot citroën group as of 1 october 1997. on that same date he was 
also appointed chairman of automobiles peugeot and automobiles 
citroën. He resigned from these positions in 2007.  
Other appointments:
chairman of afep, Member of the Boards of Société générale, Saint gobain, 
alstom and Solvay (Belgium), and Member of the aXa Supervisory Board.

reNÉ aBaTe*
Born on 27 August 1948. french. Number of shares held: 1,000.
Date of appointment: 28 July 2008
rené abate is a graduate of the École Nationale des ponts et chaussées 
and the Harvard Business School. He began his career as an engineer with 
the New York port authority in 1970, then joined Bcg in 1974 where he was 
a consultant in the fields of strategy and organization to large companies 
in various sectors, notably in high-turnover consumer goods and food and 
speciality retailing. He served successively as Senior Vice-president, 
responsible for overseeing the firm in france, group chairman for europe, 
and World executive committee member, positions from which he resigned 
in 2006. He today acts as Senior advisor.
Other appointments:
Managing partner of Delphen SarL; Member of the Board of atos origin, 
Laboratoire français du fractionnement et des Biotechnologies, and l’École 
Nationale des ponts et chaussées.

BerNarD arNauLT
Born on 5 March 1949. french. Number of shares held: 1,000.
Date of appointment: 28 July 2008
Bernard arnault began his career as an engineer at ferret-Savinel.
In 1974, he became the company’s construction Manager, r is ing  
to Managing Director in 1977 and ceo in 1978. He held this position until 
1984, when he became chairman and chief executive officer of financière 
agache Sa and christian Dior Sa. He reorganized financière agache as 
part of a growth strategy focused on prestigious brands, with christian Dior 
serving as the cornerstone of the new structure. In 1989, he became the 
majority shareholder of LVMH Moët Hennessy-Louis Vuitton, thereby 
creating the world’s leading luxury group. He became its chairman  
in January 1989.
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Other appointments:
chairman and ceo of LVMH Moët Hennessy-Louis Vuitton Sa; chairman of the 
Board of christian Dior Sa, the Louis Vuitton foundation for creation (a corporate 
foundation); chairman of groupe arnault SaS; Member of the Board of 
christian Dior couture Sa, raspail Investissements Sa, Société civile du cheval 
Blanc, LVMH Moët Hennessy-Louis Vuitton Japan KK, and Member of the 
Supervisory Board of Lagardère Sca and Métropole Télévision «M6» Sa.

SÉBaSTIeN BaZIN
Born on 9 November 1961. french. Number of shares held: 1,000.
Date of appointment: 28 July 2008
from 1985 to 1990, Sébastien Bazin worked first for the clore group, then for 
the painewebber group in New York, San francisco and London. from 1990 
to 1992, Sébastien Bazin was Deputy Director of Hottinguer rivaud finances 
in paris. Between 1992 and 1997, he served as group Managing Director and 
Managing Director of Immobilière Hôtelière Sa. from 1997 to 1999, he was 
ceo of colony capital SaS. Since 1999, he has been executive Managing 
Director of colony europe. 
Other appointments:
chairman of the Board of Directors and ceo of Société d’exploitation Sports et 
evénements and Holding Sports et evénements; Member of the Board of accor 
and Moonscoop Ip; Member of the Supervisory Board of aNf (Les ateliers du 
Nord de la france), chairman of colwine, colfilm and Bazeo europe SaS; 
Managing Director of Toulouse canceropole; Manager of cc europe Invest 
and colmassy; Member of the Board of Moonscoop SaS; Member of the 
Supervisory Board of groupe Lucien Barrière; and chairman of pSg.

NIcoLaS BaZIre
Born on 13 July 1957. french. Number of shares held: 1,000.
Date of appointment: 28 July 2008
Nicolas Bazire served as a junior official and later public auditor at france’s 
cour des comptes. In 1993, he became chief of Staff to french prime Minister 
edouard Balladur. He served as a Managing partner at rothschild & cie 
Banque from 1995 to 1999, when he was appointed to the Supervisory Board. 
He has been Managing Director of groupe arnault SaS since 1999.
Other appointments: 
Member of the Board of LVMH Moët Hennessy-Louis Vuitton, LVMH fashion 
group, atos origin and Suez environnement, and Member of the Supervisory 
Board of rothschild & cie Banque ScS.

JeaN-LaureNT BoNNafÉ*
Born on 14 July 1961. french. Number of shares held: 1,000.
Date of appointment: 28 July 2008
an engineering graduate of the École polytechnique and École des Mines, 
Jean-Laurent Bonnafé joined BNp group in 1993 in the Major corporate 
customers Division. after serving as Head of Strategy and Development from 
1997, he oversaw the merger process between BNp and paribas. Since 2002, 
he has been Head of french retail Banking, Director of Networks for french 
retail Banking and a member of the BNp paribas executive committee.  
Mr Bonnafé was appointed chief operating officer on 1 September 2008 and 
now manages the group’s retail banking business. 
Other appointments: 
Member of the Board of BNp paribas personal finance and BNL-Banca 
Nazionale del Lavoro (Italy). chairman of BNp paribas Développement (until 
17 December 2008).

THIerrY BreToN*
Born on 15 January 1955. french. Number of shares held: 1,000.
Date of appointment: 28 July 2008
Thierry Breton graduated from the paris École supérieure d’électricité (Supelec), 
an engineering school, and the Institut des Hautes etudes de Défense Nationale 
(IHeDN, 46th session). In 1986, Mr Breton became project manager of the poitiers 
futuroscope theme park, then became manager of teleport operations. He later 
served as an advisor to education Minister rené Monory in the area of new 
information technologies.
Mr Breton also sat on the poitou-charentes regional council from 1986 to 1992, 
serving as Vice-chairman from 1988. He then joined Bull as Director of Strategy 
and Development before becoming Deputy Managing Director then chief 
operating officer. after joining the group’s Management Board in february 1996, 
he was successively named Vice-chairman and chief executive officer.
Other appointments: 
ceo of atos origin.

reNÉ BrILLeT*
Born on 1 August 1941. french. Number of shares held: 270,250.
Date of appointment: 28 July 2008
former carrefour Managing Director for asia, rené Brillet began his career as 
a radio officer in the Merchant Marine in 1968. In 1972, he joined carrefour 
and held the positions of chief accountant in Italy and Brazil, then Store 
Manager and Director of organization and Methods, both in Brazil. In 1981, 
he moved to argentina as executive Director and then to Spain, where he 
managed operations from 1982 to 1985, and finally to france, where he 
managed operations from 1986 to 1995. In 1996, he was appointed Managing 
Director for europe and then Managing Director for asia in 1998, a position 
that he held until 28 february 2004.

cHarLeS eDeLSTeNNe*
Born on 9 January 1938. french. Number of shares held: 1,000.
Date of appointment: 28 July 2008
an independent accountant and a laureate of Ifec, charles edelstenne 
joined Dassault aviation in 1960 as Head of the financial Studies Department. 
Serving, successively, as Deputy corporate Secretary, corporate Secretary 
and Vice-president, economic and financial affairs, Mr edelstenne was 
appointed to the Board of Directors in 1989, then elected chairman and chief 
executive officer in 2000, a position he still holds. 
Other appointments: 
founder and chairman of the Board of Directors of Dassault Systèmes, 
Member of the Board of Sogitec Industries, SaBca (Société anonyme Belge 
de constructions aéronautiques), chairman of Dassault falcon Jet 
corporation, uSa, chairman of Dassault International, uSa and chairman of 
gIfaS (french aerospace industries association).

JoSÉ LuIS LeaL MaLDoNaDo*
Born on 25 August 1939. Spanish. Number of shares held: 4,000.
Date of appointment: 28 July 2008
José Luis Leal Maldonado served as Secretary of State and Spain’s finance 
Minister from 1978 to 1980. from 1980 to 1989, he worked as the advisor of the 
president of Banco de Vizcaya, which later became BBV. from 1990 to 2006, 
he served as chairman of the Spanish Banking association. Mr Leal Maldonado 
was awarded the distinctions of commander of the french Legion of Honor 
and the grand cross of the order of carlos III. He has written two books and 
numerous articles.

* Independent member .
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Other appointments: 
Member of the Board of cepSa (compañía española de petróleos Sa), renault 
Spain, crB (cross road Biotech), president of asociación “Diálogo” de amistad 
con francia, acción contra el Hambre, fundación fTSI (Trabajadores de la 
Siderurgia Integral), Vice-chairman of fundación fernando abril, Member of 
patronat fundación Duques de Soria, fundación Luis Vives, fundación HNp 
(Hospital Nacional de parapléjicos) and fundación euroamérica.
Mr Leal Maldonado’s term of office is coming to an end and he does not wish 
to be reappointed. 

aNNe-cLaIre TaITTINger*
Born on 3 November 1949. french. Number of shares held: 1,000.
Date of appointment: 28 July 2008
anne-claire Taittinger graduated from the Institut d’Études politiques de paris, 
and holds a Master’s degree in urban sociology and an advanced degree in 
urban development from the centre de perfectionnement aux affaires.  
She began her career in 1976 at the caisse des Dépôts et consignations as 
head of urban development operations at the Société centrale d’Équipement 
du Territoire. She joined the Louvre group in 1979 as corporate Secretary, then 
became chairman and Managing Director of the compagnie financière 
Deville. She served successively as chairman and Managing Director of the 
compagnie financière Leblanc and of eLM-Leblanc, Vice-chairman and 
Managing Director of the Industrial Division of Deville, and chairman and 
Managing Director of parfums annick goutal france uSa and then of Baccarat. 
She became Managing Director and subsequently chairman of the executive 
committee of the Société du Louvre in 1997, and then in 2002 chairman of the 
executive committee of the Taittinger group as well as Managing Director of 
its subsidiary, the Louvre group, in conjunction with the separation of functions 
of chairman of the Board and Managing Director. She left these positions in 
July 2006 upon a change in the shareholder base at the Taittinger group.
Other appointments: 
Member of the Board of club Méditerranée, financités, Tocqueville finance 
Holding and Sa, Member of the Supervisory Board of planet finance, chairman 
of SaS Le riffray II, Manager of eurl Le riffray I, and Managing Director of SaS 
DfT Immobilier.

LarS oLofSSoN(1)

Born on 19 December 1951. Swedish. 
graduated in Business administration from the university of Lund, Sweden, Lars 
olofsson began his career in 1976 at Nestlé, as product Manager for findus 
frozen products. from 1981 to 1992, he worked at Nestlé france, where he held 
different commercial and marketing functions. In 1992, he became general 
Manager of “france glaces findus” (frozen food and ice cream). Then, he took 
the presidency of pripps-procordia Sweden. afterwards, he took the head of 
the Diary and Dietetic products Division of Sopad Nestlé. In 1995, he was 
appointed general Manager of the Nestlé Nordic Markets. In 1997, Lars olofsson 
became chief executive officer for Nestlé france. In 2001, he was named 
executive Vice-president of the Nestlé group, responsible for the european 
Zone. In 2005, he was appointed executive Vice-president of the Nestlé group, 
in charge of Strategic Business units, Marketing and Sales worldwide. 
on 1 January 2009, Lars olofsson was appointed chief executive officer of  
the carrefour group. 
He also serves as chairman of the carrefour International foundation, Member 
of the Board of finiper (Italy) and presicarre (Taiwan), and carrefour Nederland 
BV’s permanent representative to the carrefour Marinopolous Board of 
Directors (greece).

THE cOMMITTEES OF THE BOARD OF DIREcTORS 

The Board of Directors has three specialized committees, which were established 
in 2008. The purpose of these committees is to examine specific issues in greater 
detail and to make recommendations to the Board of Directors.

Accounts and Internal Audit Committee 
The committee analyses the quarterly, half-yearly and annual financial 
accounts and seeks further information on certain aspects before presenting 
them to the Board of Directors, reviews all issues related to these accounts 
and other financial documents, and analyses internal audit reports. The 
committee oversees the process for selecting Statutory auditors, formulates 
an opinion on the appropriate level of fees for legal work pertaining to internal 
control, and submits the results of this selection to the Board.

The membership of the committee is as follows: 
Chairman: Jean-Martin folz*.
Members: rené Brillet*, Sébastien Bazin.

Remuneration, Appointments and Corporate Governance Committee
acting as the remuneration committee, it is responsible for reviewing all issues 
concerning the rules governing the status of corporate officers, including 
remuneration, pensions, the allocation of subscription or purchase options for 
company shares, and the measures applicable to departing members of 
company management or representative bodies.

acting as the corporate governance committee, it assists the Board of 
Directors in revising carrefour’s corporate governance practices and assessing 
their operation.

acting as the appointments committee, it is responsible for making 
nominations for chairman to the Board of Directors. In consultation with the 
chairman, it is also charged with recommending candidates for chief 
executive officer and, if applicable, Deputy Managing Directors to the Board 
of Directors. It is also responsible for reviewing measures preparatory to 
corporate officers entering their new terms of office.

The membership of the committee is as follows: 
Chairman: Anne-Claire Taittinger*.  
Members: rené Abate*, Nicolas Bazire.

Strategy Committee
The Strategy committee assists the Board of Directors in guiding and setting 
the group’s strategy. It prepares the groundwork for the most significant 
decisions for the group’s future (acquisitions and asset sales, review of 
acquisition opportunities, store openings in new countries, etc.) and oversees 
the preparatory work for the Board of Directors’ annual seminar.

The membership of the committee is as follows: 
Chairman: Amaury de Seze*.  
Members: Bernard Arnault, Nicolas Bazire (in the absence of Bernard 
Arnault), rené Brillet*, Sébastien Bazin.

(1) The appointment of Lars olofsson as Member of the Board was submitted to the 

Shareholders’ Meeting for approval on 28 april 2009. 

* Independent member .
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THE EXEcUTIVE COMMITTEE

under the authority of the chief executive officer, the executive committee 
implements the group’s strategy. executive Directors are each responsible for 
deploying the action plans within their scope of authority in order to achieve  
the established goals. 
The executive committee is headed by Lars olofsson, ceo of the carrefour group 
since 1 January 2009.

JaVIer caMpo  
Executive Director hard Discount

after studying engineering at the universidad politécnica in Madrid, 
Javier campo began his professional career in 1979 at the accenture 
consulting firm. In 1982, he became general Manager of the alton and 
old chap jean brands. He joined the group in 1985 as Marketing Director 
of Dia. In 1986, he was appointed Managing Director Hard Discount of 
Dia Spain, then Managing Director Hard Discount of Dia International. In 
1996, he became a member of the executive committee of the group. 
In april 2005, he was named a member of the Management Board. on 
28 July 2008, he was appointed executive Director Hard Discount within 
the executive committee of the carrefour group. 
Mr campo will be replaced by ricardo curras in early May 2009.

LarS oLofSSoN 
Chief Executive Officer 

paScaL DuHaMeL  
Executive Director Carrefour Property

pascal Duhamel began his career at Bouygues Immobil ier as 
commercial Director from 1990 to 1997. He joined the archon group 
(goldman Sachs) and then Morgan Stanley in 1998 where he 
managed real estate investment funds in france, Spain and Belgium. 
Then, he created the core funds, managed from france and germany 
addressing institutional investors as well as individual investors. pascal 
Duhamel joined the carrefour group in March 2008 as executive 
Director carrefour property. on 28 July 2008, he became a member of 
the executive committee of the carrefour group. 

aT THe HearT of THe carrefour group  n n n 
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gILLeS peTIT  
Executive Director france

gilles petit studied finance and accounting at the École Supérieure de 
commerce in reims. after beginning his professional career at arthur 
andersen, he joined the promodès group in 1989. He served successively 
as Store Manager, Director of methods and organization (from 1991 to 
1993), commercial Director (from 1993 to 1995), and then as operational 
Director (from 1995 to 1999). During two years, he was responsible for 
the general management of the continent Hypermarkets. In 2001, 
he became executive Director of carrefour Belgium. In 2004, he was 
appointed executive Director for the ape (other european countries). 
In 2005, he was appointed executive Director of carrefour Spain. In 
January 2008, he was named a member of the Management Board 
and Managing Director france. on 28 July 2008, he was appointed to 
carrefour group’s executive committee as executive Director france.

IgNacIo goNZáLeZ HerNáNDeZ  
Commercial and Merchandise Director

Ignacio gonzález Hernández joined carrefour Spain in 1992 in 
the Marketing Department. from 1995 to 1999, he worked for the 
purchasing office, where he successively managed Beauty, personal 
care, Hygiene and Dry grocery. In 1999, he was appointed private 
Label Development Director of carrefour Spain. from 2003 to 2006, 
he served as grocery Director before joining the commercial 
Department — Spain. In March 2008, he was appointed executive 
Director of carrefour Spain’s Hypermarkets. on 28 July 2008, he 
was appointed commercial and Merchandise Director within the 
executive committee of the carrefour group. 

erIc LegroS  
Executive Director China

eric Legros joined the carrefour group in 1994 where he was in charge 
of the Non-food sector. from 1998 to 2002, he served as commercial 
and Merchandise Director of carrefour Spain. He then served as 
executive Director of carrefour argentina for four years. In March 
2006, he was appointed executive Director of carrefour china and 
in January 2007, he also became president of carrefour china. 
on 28 July 2008, he was appointed to carrefour group’s executive 
committee as executive Director china; the executive Director of 
Taiwan reports directly to him.

THIerrY garNIer  
Executive Director in charge of South East Asia, European countries, 
russia, india and the international Partnerships Department

after engineering studies at the École polytechnique and the École 
Nationale Supérieure des Mines, Thierry garnier held various positions in 
industrial companies, before joining the Ministry of Industry, and then the 
Ministry of foreign affairs. In 1997, he joined promodès as a hypermarket 
Director trainee. He served as Director of the Libourne hypermarket from 
1998 to 1999, and then as regional Director (for continent Hypermarkets) 
of the Nord-pas de calais region in 1999 and 2000. In 2000, he was 
named carrefour regional Director for the greater Lille region, and then 
for the western paris region. In 2003, he was appointed executive Director 
of Supermarkets — france. In January 2008, he was named a member 
of the Management Board and Managing Director International  
(excl. europe). on 28 July 2008, he was appointed to carrefour group’s 
executive committee as executive Director in charge of South east 
asia (Indonesia, Malaysia, Singapore, Thailand), european countries 
(Bulgaria, greece, romania, Turkey), russia, India and the International 
partnerships Department.
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guY YraeTa  
Executive Director in charge of Spain, italy, Belgium and Poland

after completing his engineering studies at the Institut Supérieur d’agriculture in the rhône-alpes 
region, guy Yraeta joined carrefour in 1976. from 1985 to 1994, he served as Manager and Director 
for several functions in stores and at the headquarters. In 1994, he became regional Director in the 
Northeast and central area. Starting in 1995, he held the post of executive Director — Italy for four 
years. He was appointed executive Director for poland in 1999, a post that he held until becoming 
Director for other european countries in 2003. In 2004, guy Yraeta joined Hypermarkets — france as 
executive Director. In 2005, he became Managing Director Hypermarkets for france and was named a 
member of the Management Board. on 23 January 2008, he was appointed Managing Director europe  
(excl. france). on 28 July 2008, he was appointed to carrefour group’s executive committee as 
executive Director in charge of Spain, Italy, Belgium and poland. 

JeaN-Marc pueYo  
Executive Director Brazil

after obtaining a diploma in financial management, Jean-Marc 
pueyo began his career at carrefour france in 1978 where he 
occupied several management positions. from 2000 to 2002, he 
worked in Indonesia and Brazil, where he served as Director of 
Hypermarkets. He was appointed Managing Director of carrefour 
Mexico in 2003 and of carrefour Brazil in 2004. on 28 July 2008, he was 
appointed to carrefour group’s executive committee as executive 
Director Brazil; the executive Directors of argentina and colombia 
report directly to him.

erIc reISS  
Chief financial Officer

after studying at the École Supérieure de commerce in rouen, eric reiss 
began his career in 1992 at arthur andersen. In 1995, he joined the ricoh 
group as gestetner Nashuatec’s Integration project Manager for europe 
and Benelux. Two years later, he moved to fedex as the Director of the 
financial control and planning for Southern europe. In 1997, he joined 
carrefour group’s finance and control Department. He was then 
successively appointed chief financial officer for the americas in 1998, 
chief financial officer in argentina in 2001 and in Brazil in 2002. In 
february 2005, eric reiss was appointed chief financial officer of the 
carrefour group. on 28 July 2008, he was appointed chief financial 
officer within the executive committee of carrefour group.
eric reiss will be replaced by pierre Bouchut in early May 2009.

aT THe HearT of THe carrefour group  n n n 
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INcOME STATEMENT

SUMMARY 
OF CONSOLIDATED FINANCIAL STATEMENTS 

(in millions of euros) 31/12/2008 % Var. 31/12/2007

Net sales 86,966.8 5.9% 82,148.5 

other income 1,258.3 9.7% 1,147.2 

Total income 88,225.2 5.9% 83,295.7 

cost of sales (68,709.4) 6.3% (64,609.4)

Gross margin from current operations 19,515.8 4.4% 18,686.3 

Sales, general and administrative expenses (14,354.7) 5.0% (13,672.7)

Depreciation, amortization and provisions (1,860.8) 8.0% (1,722.5)

Activity contribution 3,300.3 0.3% 3,291.2 

Non-recurring income and expenses (524.3) – 47.0 

EBIT 2,775.9 (16.8%) 3,338.2 

financial income (562.3) 6.9% (526.1)

Income before taxes 2,213.6 (21.3%) 2,812.1 

Income tax (743.1) (7.9%) (806.9)

Net income from recurring operations of consolidated companies 1,470.5 (26.7%) 2,005.2 

Net income from companies consolidated by the equity method 52.1 20.9% 43.1 

Net income from recurring operations 1,522.6 (25.7%) 2,048.3 

Net income from discontinued operations 16.2 (96.2%) 430.9 

Total net income 1,538.8 (37.9%) 2,479.2 

of which net income – Group share 1,271.8 (44.7%) 2,299.4 

of which net income from recurring operations – Group share 1,255.6 (32.8%) 1,868.5 

of which net income from discontinued operations – Group share 16.2 (96.2%) 430.9 

of which net income – minority share 266.9 48.5% 179.8 

31/12/2008 % Var. 31/12/2007

earnings per share from recurring operations (in euros, before dilution) – group share 1.83 (31.5%) 2.67

earnings per share from recurring operations (in euros, after dilution) – group share 1.83 (31.5%) 2.67
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ASSETS 

LIABILITIES

aT THe HearT of THe carrefour group  n n n 

(in millions of euros) 31/12/2008 31/12/2007

Assets
goodwill 11,363 11,674 

other intangible fixed assets 1,055 1,173 

Tangible fixed assets 14,809 14,751 

other non-current financial assets 1,312 1,119 

Investments in companies accounted for by the equity method 429 436 

Deferred tax on assets 672 944 

Investment properties 346 500 

consumer credit from financial companies – long term 2 ,097 1,959 

Non-current assets 32,082 32,555 

Inventories 6,891 6,867 

commercial receivables 2,919 3,424 

consumer credit from financial companies – short term 2,708 2,713 

other current financial assets 245 –

Tax receivables 673 582 

other assets 1,096 956 

cash and cash equivalents 5,317 4,164 

current assets 19,850 18,707 

Non-current assets held for sale(1) 150 669 

Total assets 52,082 51,932 

(in millions of euros) 31/12/2008 31/12/2007

Liabilities
equity capital 1,762 1,762 

consolidated reserves (including income) 8,399 8,900 

Shareholders’ equity – Group share 10,161 10,663 

Shareholders’ equity – minority interests 791 1,107 

Shareholders’ equity 10,952 11,770 

Borrowing – long term 9,506 8,276 

provisions 2,320 2,147 

Deferred tax liabilities 424 462 

consumer credit refinancing – long term 451 430 

Non-current liabilities 12,700 11,315 

Borrowing – short term 2,709 3,247 

Trade payables 17,276 17,077 

consumer credit refinancing – short term 4,044 3,989 

Tax payables 1,467 1,193 

other liabilities 2,910 3,114 

current liabilities 28,405 28,620 

Non-current liabilities held for sale(1) 25 227 

Total liabilities 52,082 51,932 

 

(1)  Non-current assets and liabilities held for sale correspond:  

a. In 2007, to assets and liabilities of operations in Switzerland and Slovakia, as well as certain assets in Belgium, Turkey and poland, plus assets involving Dia Spain. 

b. In 2008, to certain assets in Bulgaria, Turkey, poland, plus assets involving Dia Spain.
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cONSOLIDATED cASH-FLOW STATEMENT

(in millions of euros) 31/12/2008 31/12/2007

Income before tax(1) 2,214 2,812

Operating activities

Tax (624) (660)

provisions for amortization 1,946 1,790 

capital gains and losses on sale of assets (219) (139)

changes in provisions and impairment 642 98 

Dividends on companies accounted for by the equity method 50 7 

Impact of discontinued activities 3 10 

cash flow from operations 4,011 3,918

change in working capital 964 (88)

Impact of discontinued activities 22 40 

change in cash flow from operating activities (excluding financial companies) 4,997 3,869 

change in consumer credit commitments (111) 43 

Net cash from operating activities 4,887 3,912 

Investment activities

acquisition of tangible and intangible fixed assets (2,918) (3,069)

acquisition of financial assets (143) (101)

acquisition of subsidiaries (296) (1,388)

Disposal of subsidiaries 191 684 

Disposal of fixed assets 742 505 

Disposal of investments 12 33 

Investments net of disposals subtotal (2,412) (3,337)

other uses (166) (48)

Impact of discontinued activities (19) (105)

Net cash from investment activities (2,596) (3,491)

Financing activities

proceeds on share issues 3 14 

Dividends paid by carrefour (parent company) (740) (722)

Dividends paid by consolidated companies to minority interests (202) (106)

change in treasury stock and other instruments (404) (507)

change in current financial assets (232) –

change in borrowing 578 1,298 

Impact of discontinued activities (31) 68 

Net cash from financing activities (1,028) 46 

Net change in cash and cash equivalents before currency impact 1,262 467 

Impact of currency fluctuations (110) 0 

Net change in cash and cash equivalents after currency impact 1,153 467 

cash and cash equivalents at beginning of year 4,164 3,697

cash and cash equivalents at end of year 5,317 4,164

(1) Including financial interest on 500 million euros as of 31 December 2008 and 474 million euros as of 31 December 2007. 
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GROUP

Carrefour Head Office
26, quai Michelet
TSa 20016
92695 Levallois-perret cedex – france
Tel.: 00 (33) 1 55 63 39 00
fax: 00 (33) 1 55 63 39 01

EUROPE

Carrefour Europe
26, quai Michelet
TSa 30008
92695 Levallois-perret cedex – france
Tel.: 00 (33) 1 55 63 39 00
fax: 00 (33) 1 55 63 39 01

FRANcE
Carrefour France
Direction actifs Hypermarchés
Z.a.e. Saint-guénault
1, rue Jean Mermoz
courcouronnes – Bp 75
91002 Évry cedex
Tel.: 00 (33) 1 60 91 37 37
fax: 00 (33) 1 60 79 44 98

BELGIUM
Carrefour Belgium
20, avenue des olympiades
1140 Bruxelles
Tel.: 00 (32) 2 729 21 11
fax: 00 (32) 2 729 14 96

BULGARIA
Carrefour
gaztrade building, floor 4
180 Tzarigradsko shousse
Sofia 1784
Tel.: 00 (359) 2809 30 30
fax: 00 (359) 2809 30 31

SPAIN
Centros Comerciales Carrefour S.A.
calle campezo, 16
poligono de las Mercedes
28022 Madrid
Tel.: 00 (34) 91 301 89 00
fax: 00 (34) 91 333 18 36

Dia Spain
plaza carlos Trias Bertran, 7
planta 4a
28020 Madrid
Tel.: 00 (34) 91 456 73 00
fax: 00 (34) 91 555 77 41

ITALY
Carrefour Italia GS S.p.A.
Via caldera, 21
20153 Milano
Tel.: 00 (39) 02 48 2511
fax: 00 (39) 02 48 20 23 25

GREEcE
Carrefour Marinopoulos S.A.
63, aghiou Dimitriou Str.
17456 alimos – athènes
Tel.: 00 (30) 2 10 98 93 400
fax: 00 (30) 2 10 98 51 301

POLAND
Carrefour Polska
Dyrekcja Wykonawcza
ul. Targowa 72
03-734 Varsovie
Tel.: 00 (48) 22 517 21 10
fax: 00 (48) 22 517 22 01

ROMANIA
Carrefour Romania
Blvd. Timisoara nr 26z
cladirea anchor plaza
etaj 8
061331, sector 6
Bucuresti – roumanie
Tel.: 00 (40) 21 206 74 00
fax: 00 (40) 21 206 74 52

RUSSIA
Carrefour Rus
ulitsa 2
Khutorskaya, 38a – bld 15
Moscou, 127287
Tel.: 00 (7) 495 646 1880
fax: 00 (7) 495 660 3129

TURKEY
Carrefoursa Turkiye Genel Müdürlük
Dudullu asfalti n°1
Kucukbakkalkoy Mahallesi
Kadikoy / Istanbul 34750
Turkiye
Tel.: 00 (90) 216 655 00 00
fax: 00 (90) 216 655 00 50

ADRESSES 
OF PRINCIPAL SUBSIDIARIES

aT THe HearT of THe carrefour group  n n n 
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LATIN AMERIcA

ARGENTINA
Carrefour Argentina S.A.
cuyo 3323 / 3337 – 1640 Martinez
provincia de Buenos aires – argentina
Tel.: 00 (54) 11 40 03 70 00
fax: 00 (54) 11 40 03 77 22

BRAZIL
Carrefour Commercio E industria Lta
rua george eastman, n° 213
cep 056690-000 São paulo – Brasil
Tel.: 00 (55 11) 37 79 60 00
fax: 00 (55 11) 37 79 66 94

cOLOMBIA
Grandes Superficies de Colombia
abenida 9 n°125-30 piso 8
Bogota D.c
Tel.: 00 (571) 657 97 97
fax: 00 (571) 523 03 44

ASIA

cHINA
Carrefour China
25/f, Shanghai Stock exchange Building
528 pudong Nam road,
200120 pudong, Shanghai
Tel.: 00 (8621) 3878 4500
fax: 00 (8621) 6881 5877

INDIA
Carrefour India 
16th, floor, Building 9a, cyber city
gurgaon – 122002 (Haryana)
Tel.: 00 (91) 124 4752 000

INDONESIA
PT Carrefour Indonesia
carrefour Lebak Bulus 3rd floor
Jl. Lebak Bulus raya N°8
Jakarta 12310 – Indonesia 
Tel.: 00 (6221) 2758 5800
fax: 00 (6221) 2758 5829

MALAYSIA
Magnificient Diagraph Sdn Bhd
N°3 Jalan SS 16/1,
47500 Subang Jaya – Selangor Darul ehsan, 
Malaysia
Tel.: 00 (603) 5631 2000
fax: 00 (603) 5631 3373

THAILAND
Carrefour Thailand
No. 70/3 Moo 15, phaholyothin road (Km. 30-31)
Tambon Khukhot, amphur Lamlukka
pathumthani 12130
Thailand
Tel.: 00 (662) 625 4444
fax: 00 (662) 625 4970

TAIWAN
Presicarre Corporation
2f-1 Back Building
27 Minchuan road
Tamhsui, Taipei 251 – Taïwan
Tel.: 00 (8862) 8809 4965
fax: 00 (8862) 2808 3545

SINGAPORE
Carrefour Singapore Pte. Ltd
No8, Temasek Boulevard
#04-01/02/03
Suntec Tower Three
Singapore 038988
Tel.: 00 (65) 6333 6868
fax: 00 (65) 603 63 33 6178
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MORE ThAN   

495, 000
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31 cOUNTRiEs

7th
LARGEsT EMPLOyER wORLdwidE 

15,430 
sTOREs

17.912 
MiLLiON sq.M Of sALEs AREA

YOU CAN FIND THE LATEST CARREFOUR GROUP 
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WWW.GROUPCARREFOUR.COM
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Carrefour  
Société Anonyme with capital of 1,762,256,790 euros

RCS Nanterre 652 014 051
 www.groupecarrefour.com
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