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BDL 

 

 

BNA 

 

BNP  Paris  

Bas 

 

NATIXIS 

 

SOCIETE G
le
 

 

BADR 

 

%%%
 

%%%

45 100 46 100 00 00 00 00 00 00 55 100 

00 00 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 09 100 11 100 13 100 00 00 

∑45 100 46 100 09 100 11 100 13 100 55 100 

 

29481009 1432 

 

 

25 55.5 29 63.04 06 66.6 06 54.5 08 61.54 39 70.90 

20 44.4 17 36.95 03 33.3 05 45.4 05 38.46 16 29.10 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

  

[25 -35 [ 05 11.1 10 21.74 04 44.4 06 54.5 05 38.46 16 29.10 

[35 -45 [17 36.9 14 30.43 05 55.5 05 45.4 06 46.15 32 58.18 

[45 -55[ 16 35.5 14 30.43 00 00 00 00 02 15.39 13 03.25 

[55 -65 [07 15.5 08 17.40 

 

00 00 00 00 00 00 04 07.27 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

25 55.5 12 26.08 00 00 00 00 00 00 16 29.10 

20 44.4 34 73.92 09 100 11 100 13 100 39 70.90 

00 00 00 00 00 00 00 00 00 00 00 00 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 
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15  01 2.17 08 17.40 01 11.1 02 18.1 04 30.76 13 23.63 

51004 08.8 11 23.92 05 55.5 09 81.8 07 53.84 06 10.90 

101517 36.9 12 26.08 03 33.3 00 00 02 15.40 23 41.81 

152013 28.8 12 26.08 00 00 00 00 00 00 07 12.72 

2010 22.2 03 06.52 00 00 00 00 00 00 06 10.90 

∑ 

 

 

45 100 46 100 09 100 11 100 13 100 55 100 

07 15.5 08 17.40 04 44.4 05 45.4 04 30.76 09 16.36 

13 28.8 29 63.04 03 33.3 04 36.3 05 38.46 15 27.27 

25 55.5 09 19.56 02 22.2 02 18.1 04 30.76 31 56.36 

∑ 45 100 46 100 09 100 11 100 13 100 55 100 

04 08.8 04 08.70 02 22.2 03 27.2 02 15.38 13 23.63 

02 04.4 05 10.86 01 11.1 03 27.2 01 07.69 10 18.18 

00 00 00 00 02 22.2 00 00 01 07.69 00 00 

07 15.5 09 19.56 01 11.1 02 18.1 02 15.38 19 34.54 

02 04.4 00 00 00 00 00 00 01 07.69 00 00 

04 08.8 04 08.70 00 00 00 00 01 07.69 00 00 

01 02.2 04 08.70 00 00 00 00 01 07.69 00 00 

01 02.2 00 00 00 00 00 00 00 00 00 00 

03 06.6 07 15.22 00 00 00 00 01 07.69 00 00 

12 26.6 09 19.56 00 00 00 00 01 07.69 00 00 

04 08.8 04 08.70 01 11.1 02 18.1 01 07.69 13 23.54 

05 11.1 00 00 02 22.2 01 09.0 01 07.69 00 00 

∑ 45 100 46 100 09 100 11 100 13 100 55 100 

40 25.8 26 24.53 02 22.2 03 27.2 10 21.27 13 23.63 

40 25.8 20 18.87 01 11.1 03 27.2 12 25.53 13 23.63 

45 29.0 40 37.74 02 22.2 03 27.2 13 27.65 19 34.54 



 

 
 

- 163 - 
 

30 19.3 13 12.26 02 22.2 00 00 10 21.27 00 00 

00 00 07 06.60 02 22.2 02 18.1 04 08.51 10 18.18 

∑ 155 100 106 100 09 100 11 100 47 100 55 100 

00 00 00 00 09 100 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

45 100 46 100 00 00 11 100 13 100 55 100 

∑ 45 100 46 100 09 100 11 100 13 100 55 100 

 

00 00 00 00 09 100 00 00 00 00 00 00 

45 100 46 100 00 00 11 100 13 100 55 100 

∑ 45 100 46 100 09 100 11 100 13 100 55 100 

00 00 26 25.00 02 22.2 01 09.09 07 14.28 25 45.45 

06 10.9 26 25.00 02 22.2 02 18.18 07 14.28 10 18.18 

03 05.4 00 00 02 22.2 01 09.09 07 14.28 05 09.09 

06 10.9 00 00 03 33.3 02 18.18 07 14.28 05 09.09

10 18.1 00 00 00 00 02 18.18 07 14.28 00 00

15 27.2 26 25.00 00 00 00 00 07 14.28 00 00 

15 27.2 00 00 00 00 03 27.27 07 14.28 10 18.18 

00 00 26 25.00 00 00 00 00 00 00 00 00 

∑ 55 100 104 100 09 100 11 100 49 100 55 100 

 

45 100 46 100 09 100 11 100 13 100 55 100 

00 00 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

∑ 45 100 46 100 09 100 11 100 13 100 55 100 
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50%،

50.% 

 

 BNABADR4832ا

BDL29بـSOCIETEG
le

سنواثNATIXIS09بنك

 BDL  موظفي

BNA   63.4% %44.4%55.5من

66فنسبتBNP    بنك36.9% 6%33 NATIXIS 54.5% 

45 %38.4%61.54تم SOCIETEGle  بنك ا4%

29%70.9فتمBADRبنك 1%

BDL354536.9%

BNA3545455530.4% BNP

 ،45NATIXIS54.5%و55.5%35

SOCIETEGle46 ما بين BADR58.1%بنك45و1%53

.  سنت45 و 35

للموارد

100%

BDL55 5%BNA

73.9% BADR70 9%

BDL101536 9%BNA

BNP%26.08سنت10151520
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051055 55%

NATIXIS81.8 %SOCIETEGle53.8%BADR

101541.8%

BDL 55.5ة %BNA

63.04%BNPNATIXIS44.4 %45 5%

SOCIETEGle38.46 %BADR

56.36% . 

BDL

26.6 %15.5%

BNA19.56 %

BNPNATIXISSOCIETEGle15.38، %27.20%22.2على %

BADR34.54 %. 

BNP

100%BNP

BDL

27.20%BNPSOCIETEGle

25.0%NATIXIS

27.27 %BADR45.45 %. 
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09
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BDL 

 

 

BNA 

 

BNP  Paris  

Bas 

 

NATIXIS 

 

SOCIETE G
le
 

 

BADR 

 

%%%
 

%%%

 

1.  

 

30 66.66 46 100 09 100 11 100 13 100 55 100 

10 22.22 00 00 00 00 00 00 00 00 00 00 

05 11.11 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

∑45 100 46 100 09 100 11 100 13 100 55 100 

2.  

45 100 46 100 09 100 11 100 13 100 55 100 

00 00 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

∑ 45 100 46 100 09 100 11 100 13 100 55 100 

3.  

25 55.55 40 86.95 09 100 10 90.90 13 100 40 72.72 

20 44.44 06 13.04 00 00 01 09.09 00 00 15 27.27 

00 00 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

∑ 

 

45 100 46 100 09 100 11 100 13 100 45 100 

 4.  

05 11.11 20 43.47 08 88.88 10 90.90 13 100 45 81.81 

35 77.7 20 43.47 01 11.1 01 09.09 00 00 10 18.18 
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05 11.11 06 13.04 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

5. 

00 00 00 00 00 00 02 18.18 02 15.38 45 81.81 

00 00 00 00 02 22.22 01 09.09 02 15.38 10 18.18 

10 22.22 10 21.73 05 55.55 03 27.27 05 38.46 00 00 

35 77.77 20 43.47 02 22.22 05 45.45 04 30.76 00 00 

00 00 16 34.78 00 00 00 00 00 00 00 00 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 55 

6.  

15 33.33 00 00 09 100 10 90.90 11 84.61 40 72.72 

20 44.44 10 21.73 00 00 01 09.09 01 07.69 15 27.27 

10 22.22 10 21.73 00 00 00 00 01 07.69 00 00 

00 00 15 32.60 00 00 00 00 00 00 00 00 

00 00 11 23.91 00 00 00 00 00 00 00 00 

∑45 100 46 100 09 100 11 100 13 100 55 100 

7.  

20 44.44 40 86.95 09 100 11 100 13 100 45 81.81 

20 44.44 06 13.04 00 00 00 00 00 00 10 18.18 

05 11.11 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

∑ 

 

45 100 46 100 09 100 11 100 13 100 45 100 

8.  

10 22.22 00 00 07 77.77 10 90.90 10 76.92 00 00 

25 55.55 20 43.47 01 22.22 01 09.09 00 00 00 00 

10 22.22 10 21.73 00 00 00 00 00 00 05 09.09 
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00 00 10 21.73 01 22.22 00 00 03 23.07 40 72.72 

00 00 06 13.04 00 00 00 00 00 00 10 18.18 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

9. 

10 22.22 00 00 07 77.7 05 45.45 10 76.92 10 18.18 

10 22.22 20 43.47 01 22.22 05 45.45 02 15.38 10 18.18 

10 22.22 10 21.73 00 00 01 09.09 00 00 15 27.27 

15 33.33 10 21.73 01 22.22 00 00 01 07.69 15 27.27 

00 00 06 13.04 00 00 00 00 00 00 05 09.09 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

10. 

40 88.88 46 100 09 100 11 100 13 100 55 100 

05 11.11 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 

∑ 

 

 

 

45 100 46 100 09 100 11 100 13 100 55 100 

11.  

35 77.77 20 43.47 09 100 10 90.90 13 100 30 54.54 

10 22.22 15 32.60 00 00 00 00 00 00 15 27.27 

00 00 10 21.73 00 00 01 09.09 00 00 10 18.18 

00 00 01 02.17 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

12. 

00 00 00 00 02 22.22 03 27.27 02 15.38 00 00 

00 00 00 00 01 11.11 05 45.45 02 15.38 00 00 

10 22.22 00 00 05 55.55 02 18.18 01 7.69 00 00 
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20 44.44 46 100 01 11.11 01 09.09 06 46.15 00 00 

15 33.33 00 00 00 00 00 00 02 15.38 55 100 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

13. 

00 00 06 13.04 07 77.7 10 90.90 11 84.61 00 00 

05 11.11 05 10.86 01 11.11 01 09.09 01 07.69 03 05.45 

10 44.44 11 23.91 01 11.11 00 00 00 00 12 21.81 

10 22.22 20 43.47 00 00 00 00 01 07.69 30 54.54 

20 44.44 04 08.69 00 00 00 00 00 00 10 18.18 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

14. 

10 22.22 35 76.08 09 100 11 100 11 84.61 40 72.72 

10 22.22 05 10.86 00 00 00 00 02 15.38 15 27.27 

10 22.22 06 13.04 00 00 00 00 00 00 00 00 

15 33.33 00 00 00 00 00 00 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

15. 

20 44.44 40 86.95 05 55.55 08 72.72 11 84.61 35 63.63 

15 33.33 06 13.04 01 11.11 01 09.09 02 55.38 10 18.18 

05 1.11 00 00 01 11.11 00 00 00 00 10 18.18 

05 1.1 00 00 02 22.22 02 18.18 00 00 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

16. 

40 88.88 35 76.08 05 55.55 08 72.72 11 84.61 30 54.54 

05 11.11 11 23.91 01 11.11 01 09.09 02 15.38 15 27.27 

00 00 00 00 01 11.1 00 00 00 00 10 18.18 

00 00 00 00 02 22.22 02 18.18 00 00 00 00 
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00 00 00 00 00 00 00 00 00 00 00 00 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

17. 

05 11.11 15 32.60 09 100 11 100 13 100 02 03.63 

10 22.22 10 21.73 00 00 00 00 00 00 03 05.45 

20 44.44 10 21.73 00 00 00 00 00 00 15 27.27 

10 22.22 11 23.91 00 00 00 00 00 00 20 36.36 

00 00 00 00 00 00 00 00 00 00 15 27.27 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

 18. 

00 00 06 13.04 05 55.55 05 45.45 11 84.61 20 36.36 

05 11.11 15 32.60 03 03.33 05 45.45 02 15.38 20 36.36 

10 22.22 09 19.56 01 11.11 01 09.09 00 00 15 27.27 

20 44.44 16 16.46 00 00 00 00 00 00 00 00 

10 22.22 00 00 00 00 00 00 00 00 00 00 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

19. 

05 1.11 00 00 05 55.55 11 100 11 84.61 10 18.18 

05 11.11 10 21.73 03 33.33 00 00 02 15.38 10 18.18 

10 22.22 15 32.60 01 11.11 00 00 00 00 15 27.27 

20 44.44 20 43.47 00 00 00 00 00 00 10 18.18 

05 11.99 01 02.17 00 00 00 00 00 00 10 18.18 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

20. 

05 11.11 06 13.04 09 100 11 100 13 100 20 36.36 

30 66.66 15 32.60 00 00 00 00 00 00 10 18.18 

05 11.11 05 10.86 00 00 00 00 00 00 15 27.27 

05 11.11 10 21.73 00 00 00 00 00 00 10 18.18 
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00 00 10 21.73 00 00 00 00 00 00 00 00 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

21. 

05 11.11 20 43.47 08 88.88 09 81.81 11 84.61 35 63.63 

25 55.55 10 21.73 00 00 01 09.09 01 07.69 15 27.27 

05 11.11 05 10.86 01 11.11 01 09.09 00 00 05 09.09 

10 22.22 11 23.91 00 00 00 00 01 07.69 00 00 

00 00 00 00 00 00 00 00 00 00 00 00 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 

22. 

05 11.11 40 86.95 09 100 10 90.90 11 84.61 55 100 

15 33.33 06 13.04 00 00 01 09.09 01 07.69 00 00 

10 22.22 00 00 00 00 00 00 00 00 00 00 

10 22.22 00 00 00 00 00 00 01 07.69 00 00 

05 11.11 00 00 00 00 00 00 00 00 00 00 

∑ 

 

45 100 46 100 09 100 11 100 13 100 55 100 
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 BNPSOCIETEGleNATIXISBNABADR

100 %BDL66.66 %. 

 

 

BNPSOCIETEGle100%NATIXIS90.90 %

BNA86 95%BADR72.72%BDL55 55%

 

SOCIETEGle100%

NATIXIS90.90 %BNP88.88%

BADR81.81%BNA43.47 %BDL

77.77 %

 

BADR81.81 %

BDL77ب 77%BNP55.55%NATIXIS45.45 

%BNA43.47 %

 

BNP100%NATIXIS90.90 %

SOCIETEGle84.61BADR72 72%
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BDL44.44%BNA32.60 

%

 

100%

BDL44.44%BNA86.95%BADR81.81%، 

NATIXIS90.90 %BNP77 77%SOCIETEGle76.92%

BDL55.55%BNA43.47%BADR

72.72%،

BNP77.77 %SOCIETEGle76.92%NATIXIS45.45 %

BNA43.47%BDLBADR

33.33%27 27%

27.27 %،

BNPSOCIETEGleNATIXIS

100%100%90 90 %BDLBADRBNA

77 77%54 5443 47%

BADR100 %BNA100%

SOCIETEGle46 15%BDL44.44%

BNP55 55%NATIXIS45 45%
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NATIXIS90 90%

SOCIETEGle84.61 %BNP77 77%

BDL44 44%BADRBNA

54 54%43.47 %

NATIXISBNP

100%SOCIETEGle84 61%BNA76 08 %

BADR72 72%BDL33 33%

BNA

86 95%SOCIETEGle84 61%NATIXIS72 72%BADR

63 63%BNP55 55BDL44 44%

BDL88.88 

%،SOCIETEGle84 61%BNA76.08%NATIXIS72.72%

BNP55 55%BADR54 54%

100%32 60%

BDL44 44%BADR36 36%

SOCIETEGle84.61%BNP55 55%

NATIXIS45 45%BADR36 36%BNA

32 60%BDL44 44%

100%BADR27 27%

44 44%BDL43 47%BNA
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100%BADR36 36 %BDL

BNA% 32.60%.

BNPSOCIETEGleNATIXIS88 88%84.61%

81 81%BADRBNA63 6343 47%

BDL55.55%

BNP

BADR100NATIXIS90 90%BNA86 95%

SOCIETEGle84 61 %BDL33 33%
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