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1. Business a ctivi ties

Access Commerce develops multi-channel sales and product configuration software. It aims to help
customers worldwide enhance the flexibility of their sales and marketing activities and sell products and
services more effectively through all distribution channels: call centers, shops, branch outlets, field
salesmen, wholesalers, and online.

1.1. Company p osition ing

Access Commerce is a niche p layer that provides innovative technology to help
companies implement flexible, effective sales and marketin g strategies

1.1.1. Context

In order to meeW WKH FKDOOHQJHV RI WRGD\YfV XQFHUWDLQ HFRQRPLF FOLPD
competition, companies must be extremely flexible and able to adapt quickly so as to:

B Continuously innovate and provide products that meet customers' rapidly-changing needs;
B Launch new products on the market as quickly and efficiently as possible;

B Sell through multiple complementary, coherent distribution channels, while taking advantage of the
growing popularity of e-commerce;

B Cut costs despite increasingly complicated products, services, and distribution channels; and

B Upgrade their IT systems by getting rid of redundant or obsolete applications and installing the latest
technology, like Service-Oriented Architecture (SOA).

Moreover, companies must regularly update their sales and marketing strategies with specific targets for
revenue growth, new product launches, customer satisfaction, productivity improvements, and cost
reductions. Many have realized that greater flexibility and efficiency can not only boost productivity, but
also differentiate them from the competition thereby improving their image and helping them win new
customers. This is why optimized marketing and sales processes are essential in order to meet
customersf QHHGV TXLFNO\ DQG LQ Wekpecigly fMd\Veodmahies RellingL.cBrapticated,
rapidly-evolving products and services through multiple distribution channels.

1.1.2. Target markets

Access Commerce sells software solutions to large corporations as well as innovative SMEs in the
manufacturing, retail, and services industries. Its customers are companies that generally:

B Offer complicated products and services;
P Implement new techniques or pricing policies frequently; and/or
B  Sell through multiple distribution channels.

Over the past few years Access Commerce expanded beyond its traditional market of manufacturers and
into retail and services. In 2008, these new markets accounted for nearly 60% of all Cameleon license
sales. Access Commerce has identified promising opportunities in these areas and has enjoyed some
recent wins. The Company plans to focus its near- to medium-term business development on the
following:

B Manufacturers in the aerospace, transportation, energy, and environmental industries;
B Personal insurance providers (for healthcare, personal protection, retirement, and savings plans); and
B Telecommunication services providers.

In terms of regions, Access Commerce plans to focus on Europe, North America, French-speaking North
Africa, and some Middle-Eastern countries, depending on the circumstances within particular industries.

© Access Commerce 2009.
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1.1.3. Cameleon v ertical software solution s

Access Commerce { €ameleon software suite has become a market leader over the past 20 years,

providing manufacturers with innovative software to configure, price, and generate sales quotes for

complicated products and services. Its leadership position was recognized by Gartner in its latest
ODUNHWG6FRSH VWXG\ 30DUNHWG6FRSH IRU 6DOHYV &RQILIJXUDWLRQ 4
named Access Commerce as the top sales configuration software developer worldwide.

In October 2008 Access Commerce introduced the following three suites of multi-channel sales and
product configuration software, designed to address the specific needs of each of its target markets:

B Cameleon MC Suite *for manufacturers;
B Cameleon DC Suite =for retailers; and
B Cameleon SC Suite +for services providers.

These suites help companies better manage their products and product information (technical
specifications, prices, promotions, multimedia data, etc.), and map out a sales process for each of their
distribution channels.

They can also be used to automate quote-generation and order-taking procedures for even the most
complicated products, pricing policies, and customer requests. This applies to all distribution channels:
call centers, shops, branch outlets, field salesmen, wholesalers, and online.

The Cameleon suites are designed to help companies boost their sales, marketing, and operational
performance through:

P Greater sales and marketing flexibility , to quickly seize new opportunities and outflank the
competition;

B A faster time-to-market for new products;

B Easier access to multiple distribution channels , with the ability to develop specific sales and order-
taking processes for each channel;

B Maximum mar ket cover age, so as to rapidly update products and services and penetrate new
markets;

B Greater customer interaction, to establish sales and order-taking processes and work more closely
with customers;

P Lower operating costs , to generate higher profit margins; and

B A modern IT system that can be quickly upgraded to incorporate new functions at a low cost.

1.1.4. Leader in multi -channel sales and product configuration
technology

Access Commerce is a global leader with a customer list that includes 30 of the largest international
corporations, 350 customer sites, and around 30,000 B2B users in 45 countries. This leadership was
reinforced by the Positive rating received from Gartner in its latest MarketScope on sales configurators,
published on October 29, 2007.

In October 2008, following several years of heavy research and development, Access Commerce
unveiled its Cameleon®®% technology. This technology has proven, unparalleled performance and power,
with a level 10 times greater than anything else published in the configurator market to-date.
Cameleon®®® is particularly well-suited for IT systems that must support several thousands of
simultaneous users, such as those in place at companies serving the mass-market (e.g.,
telecommunications operators, insurers, retail banks, and retailers).

© Access Commerce 2009.
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1.2. The Access Commerce value proposition

Access Commerce helps companies improve the flexibility of their sales and marketing activities, and sell
products through multiple distribution channels: call centers, shops, branch outlets, field salesmen,
wholesalers, and online.

With Cameleon software companies can streamline their operations, meet the challenges of complicated,
rapidly-evolving products and services, and sell through multiple distribution channels. The goals are to
develop new products more efficiently, speed time-to-market, eliminate mistakes and no-value-added
tasks during quote generation and order taking, shorten cycle times, and improve customer satisfaction.

$FFHVV &RPPHUFHTV XOWLPDW H-§ID Righét r&vdRSRYIbwWeldass. LV WZR

1.2.1. Manufacturing industry

Product innovation and operational excellence are crucial for manufacturers to remain competitive in
W R G D\ fpacédacdviomy. As product types proliferate and become increasingly complex,
manufacturers must be able to provide made-to-order solutions xwhich requires making significant
adjustments to their organizational structures, processes, and systems. Product configuration software
can help them streamline and model their product ranges by enabling different product experts to work
together. Such software, when part of a multi-channel sales application, can give manufacturers the
ability to generate sales proposals quickly and accurately, and therefore sell through many different
distribution channels while improving their sales, manufacturing, and logistics processes.

Case study: ThyssenKrup Elevator

ThyssenKrupp Elevator, a company with 470 HP S O R\ H H Y1®nilii®nf revenue, sells its products
and services through several distribution channels including a sales force, branch offices, and
independent distributors.

The challenge

Because the company sells customized elevator systems zta relatively complicated product zits sales
quote generation process had become long, convoluted, and costly. System configurations had to be
validated by product experts, installation plans had to be managed manually, and determining the prices
of systems was very complicated. The company needed to automate its sales process if it wanted to
shorten order/delivery cycles, cut costs, and satisfy customers.

The solution

ThyssenKrupp Elevator decided to install the Cameleon B2B e-commerce platform and product
configurator, so that its branch offices, distributors, and end customers could quantify and place orders
online without going through a sales force. Over 700 ThyssenKrupp Elevator employees and customers
in around 30 countries now use the software.

The benefits
70% of orders are now placed automatically
Online sales are up 20%
The order/delivery cycle was shortened 25%

The time spent on research has been cut by three

Access Commerce 2008

S6LQFH ZH LQVWDOOHG &DPHOHRQ RXU UHVSR G¥anyg Wit dw sustobéf LPSURY |

satisfaction. Its configuration software has boosted our productivity in terms of generating quotes and
developing installation plans. Moreover, our revenue has soared thanks in large part to our newly
DXWRPDWHG VDOHYVY SURFHVYVY DQG D OXFUDWLYH PDUNHW ~

Jérdbme Morille
Head of Industrial Systems and Sales Support at ThyssenKrupp

© Access Commerce 2009.
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1.2.2. Retail industry

For retailers to stand out from the competition, they must be able to offer top-notch quality, product
assortments, advice, and services, all at the lowest possible cost. However it has become difficult for
retailers to disseminate all the necessary sales and technical information across their distribution
channels due to increasing product complexity, product variety, and promotional activities. For example, a
sales representative in a home improvement store should be able to explain to a customer how a
particular type of building material is used, or recommend a product that the customer had not been
aware of. Effective, multi-channel sales software can help retailers manage the product lines sold through
different distribution channels, for both standard and customized products, and give their sales force a
powerful selling tool.

Case study: Lapeyre

Lapeyre is a French home improvement retailer selling standard and customized kitchen and bath fixtures
and household fittings. The company has 350 sales outlets.

The challenge

Some household fittings can be especially complicated, like doors, windows, and stairways. They are
typically made-to-order, which means that a mistake in the blueprint or dimensions could render the end
product useless. In addition, more and more home improvement items are being purchased online;
customers want to able to browse a store's catalogue from the comfort of their own home. Lapeyre aims
to help people with their home improvement plans; its in-store sales representatives need to be able to
give all types of customers zincluding novices zxuseful, relevant advice.

The solution

Lapeyre installed Cameleon sales software so that its in-store representatives can view catalogues
online, generate an overall price estimate, place orders, and offer additional services. Cameleon

DXWRPDWLFDOO\ JHQHUDWHY DOO WKH PDQXIDFWXULQJ GDWD LQ SURG

incorporate the design specifications inherent to each type of product. This guarantees that orders are

reliable. MoreoveU FXVWRPHUV FDQ YLHZ WKH FRPSDQ\fovlire wviii OHelpX¥H DQG VI

a Q&A section. Sales representatives at Lapeyre stores can help customers refine their choices, and take
advantage of cross-selling and up-selling opportunities.

The ben efits
100% order reliability
Higher revenue from customized products
Shorter manufacturing cycles and delivery times

Readily available in-store sales representatives who can offer better advice

1.2.3. Insurance i ndustry

Insurers must be both agile and innovative if they are to win new customers and keep existing ones.
Faced with strong demand for insurance policies and pricing schedules tailored to specific customer
needs, they need to develop personalized marketing approaches and speed their quote generation/policy
sales cycles. An insurance agent should be able to give a customer a personalized quote immediately,
ZKLOH DQ lmarketingldépdirtment should be able to implement a targeted campaign focused on the
most relevant policies for each customer segment. Effective, multi-channel sales software can help
insurers market and sell their products consistently across all distribution channels, and boost the
efficiency of their sales force by eliminating mistakes, phasing out no-value-added tasks, and shortening
cycle times.

Case study: S ud-Ouest Mutualité , an APICIL subsidiary

Sud-Ouest Mutualité is a French insurance company selling health and personal protection insurance. Its
100 employees manage around 100,000 policies and generate ¥4 PLOOLRQ RI UHYHQXH

© Access Commerce 2009.
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The challenge

7KH FRP SDhsligand Reversia policies consist of 16,200 health and personal protection insurance
options, with 31 million different possible combinations. The company wanted to install a sales
management application that would allow its agents to dig through the options quickly and dynamically,
and come up with the best possible solution for each customer.

The solution

Sud-Ouest Mutualité decided to install Cameleon  product configurator for its branch advisors and

telephone representatives. The software contains interactive scripts that guide them through the various

policy options, in orderto create D SDFNDJH WKDW LV SHUIHFWO\ VXLWHG WR D FXVW
also generates quotes in real-time, which can be updated in response to new customer requests.

The benefits

&DPHOHRQTV FRQILJXUDW LRRP 8 DedtifdrodicDranye Wieadd-time and picks out the

best options for a particular customer profile and requests tsomething that an agent could never do
HITLFLHQWO\ E\ KDQG 7 Kdycl& RaP Is=BPriBhfirtengdnOwvidtivat quotes and contracts can be

generated automatically and fully interactively. Agents can add or remove an option at any time, track the

status of a quote in real-time, etc. Their sales potential has grown by a considerable amount. Customers

DUH QRZ DVNLQJ DERXW LVVXHV WKDW WlheHregkdny Of Vidits\o ddRd6iE ko R1 EHIR
charge more than the fee covered by the French social security system.

3& DPHOHRQ LV DQ HIIHFW ELQuUdstWIRURIDE dud{dnérs and Wospécks@asily select the

most appropriate coverage among the thousands of options in our heath and personal protection

insurance products. It lets us sell policies through all distribution channels: brokers, branch offices,

telephone, and online. Our sales and marketing efforts are more rapid and coherent. In addition,

&DPHOHRQYV WHFKQLFDO IHDWXUHY DUH H[DFWO\ ZKDW ZH QHHGHG WR
integrates seamlessly with our other system compoQHQWYV ~

Philippe Gaspel
Head of Customer Service at Sud-Ouest Mutualité, an APICIL subsidiary

1.2.4. Telecommunications industry

Telecommunications operators aim to offer a growing range of innovative, personalized services so as to
win new customers and keep existing ones. They must be able to rapidly develop and launch new
packages and promotions, including customized business services for voice and data, and mass-market
triple-play services offering phone, internet access, and cable TV. Effective, multi-channel product
configuration software can be used to address both these markets with solutions targeted to their specific
needs. It lets operators respond to competitive pressure quickly by giving business managers a tool for
easily updating their products and options.

Case study: SFR

SFR is a telecommunications operator serving 18 millions customers. It sells products and services in
stores, online, and through telephone sales representatives.

The challenge

SFR wanted to implement a new, coherent, and differentiated sales and marketing strategy through its
three distribution channels. It therefore needed a single database that would allocate products and
services to different distribution channels, and vary the options and prices available through each
channel. SFR also had to be able to turn innovations (service and usage innovations) into marketable
products as quickly as possible, in order to beat the tough competition in the industry. The company
needed a robust application that could process several thousand transactions simultaneously and
efficiently.

The proposed solution and benefits

SFR VHOHFWHG &DPHOHRQYV VRIW ZD WekbeRsideeky dhdimana@eiprotudesdavi Q H V V
services themselves, store prices and options in a single database, and leverage all three of the
FRPSDQ\fV GLVWULEXWLRQ FKDQQHOV VWRUHV RQOLQH DQG WHOHSK
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3¢V SDUW RI RXU HIIRUW WR PRGHUQL]JH RXU VDOHV LQIRUPDWLRQ V\VW
software that uses SOA architecture and lets employees work together to develop new products and

services. We want to be able to introduce new products faster and more effectively, and continuously

improve the customer experience by meeting their specific needs. We also want to build customer loyalty.
Furthermore, we have demanding requirements in terms of response time and number of simultaneous

users. We are currently testing the Cameleon application intensively, before we make RXU ILQDO GHFLVLR

Guillaume Gorge
Head of Customer IS Engineering at SFR

1.3. Cameleon software and technology

The Cameleon software suites developed by Access Commerce let companies manage their product and
service ranges, and serve as effective sales tools that can be used with all distribution channels.

Access Commerce has developed the following three suites of multi-channel sales and product
configuration software, designed to address the specific needs of each target market:

P Cameleon MC Suite +for manufacturers;
P Cameleon DC Sui te *for retailers; and

B Cameleon SC Suite +for services providers.

1.3.1. Cameleon MC Suite

The Cameleon MC Suite is designed to meet the challenges faced by manufacturers.

Online Sales Online Sales
Customers Partners

Multichannel Selling Multichannel Selling

Product Experts

Multichannel Selling Multichannel Selling

Quotes and Orders Quotes and Proposals

Call Center Sales Reps

CUSTOMER

SERVICE
FIELD SALES

The Cameleon MC Suite gives sales, marketing, and process managers a complete product modeling
environment with a wide range of functions to address all the key steps in the sales process: managing
online catalogues and promotional campaigns; designing configuration models for customized products
and services; and generating technical production data. The software also has an environment for
distribution tools and testing, thereby ensuring that accurate, consistent information can be sent quickly to
all distribution channels. It can help managers develop strategies for selling customized products and
presenting complicated catalogues. Finally, it can play a vital role in making sales processes more
effective.

After a company has decided on its product ranges and catalogues, it can use the turnkey, multi-channel
sales applications in the Cameleon MC Suite to:

B Sell products online to end customers (B2C mode);

© Access Commerce 2009.
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P Sell products online to commercial partners (B2B mode);

P Allow customer service and sales administration departments to generate quotes and take orders by
interfacing with a back-office ERP to generate technical data; and

B Let office or field salesmen generate quotes and draft sales proposals.

1.3.2. Cameleon DC Suite

The Cameleon DC Suite is designed to meet the challenges faced by retailers.

Guided Selling Guided Selling
Customers Partners

Multichannel Selling Multichannel Selling

Product Experts

Multichannel Selling ' Multichannel Selling

Guided Selling Guided Selling
Call Center Sales Associates

The Cameleon DC Suite lets product and market managers manage their product information by:
® Importing data from numerous sources and centralizing them into a single database;
B Sort, clean-up, and enrich data to improve its quality and relevance; and

P Export information to other systems so that it can eventually be published (in online catalogues, e-
commerce platforms, etc.).

With the Cameleon DC Suite, business experts can use purchasing management and sales management

software to outline sales processes, which can then be applied to B2C or B2B sales at call centers, inside
stores,and atkiosNV $00O RI D FRPSDQ\TV GLVW UHeEein heReQuippkdiiQthe@\dstFD Q EH
appropriate tool, so that each tool is consistent with the rest.

1.3.3. Cameleon SC Suite

The Cameleon SC Suite is designed to meet the challenges faced by services providers, or more
specifically the providers of insurance, communication, media, financial, and leasing services, as well as
software developers.

© Access Commerce 2009.
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With the Cameleon SC Suite, business experts have an innovative, easy-to-use application that lets them
work together collaboratively using best modeling practices. The software includes a Product Lifecycle
Management (PLM) application that enables employees to design, test, and manage various service
offerings.

The services modeling function uses a sophisticated constraints engine that allows users to easily
incorporate eligibility, compatibility, and pricing requirements. The engine can process millions of possible
combinations, so that quotes can be generated and orders taken online without mistakes *thanks to a
sales process modeled on Cameleon decision-making and sales management software. As a result,
companies can offer a wider range of services, improve quality, and drastically cut the time needed to
prepare complicated quotes.

The Cameleon SC SuitefV VLQJOH GDWDEDVH FDQ VWRUHeBinG Il&guBgdsRPSDQ\TV S
guotes, and sales scenarios for each of its distribution channels: call centers, field salesmen, agents and

distributors (B2B), consumers (B2C), or mixed models (B2B2C). This can bolster a company's sales and

operating performance while reducing errors in quotes and orders, improving consistency across its

distribution channels, and supporting sales expansion.

1.3.4. Cameleon - \echnolog vy

Cameleon uses sophisticated engines that can solve even the most complex configuration, pricing and
catalogue management problems. Its product engines can handle all types of configurations, from

assembly to made-to-order design and production (PTO, ATO, MTO, and ETO). Camele RQfYV SULFLQJ
engines can support and implement pricing strategies, while its needs-analysis engines can identify the

best solutions for a given user. These engines are driven by advanced configuration algorithms, such as
declarative constraints, fuzzy logic, Boolean logic, calculations, conditional logic, and other rules,

conditions, and simulations.

Cameleon software can be accessed from a simple browser. It uses n-tier architecture along with the
following technology:

B AWweb 2.0 (Ajax) user interface for greater interactivity and a better user experience;
B Java EE 5 application servers to power the applications and components;

B Business process workflow; and
B

Service-oriented architecture (SOA) to ensure interoperability between Cameleon software and other
third-party applications (e.g., ERP, billing, PDM, CRM, and e-commerce).
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